56 NUMBER ONE SINGLES

32 PLATINUM ALBUMS

COUNTRY MUSIC HALL OF FAME MEMBER

COUNTRY ALBUM OF THE YEAR

Congratulations, George.

No wonder they call you “King”
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ATTENTION INDIE MUSICIANS! THE IMWS IS NOW ACCEPTING ENTRIES.

IT'SYOUR TIME TO SHINE.

S DISC MAK;;S‘\

independent Music World Series

In 2008, the IMWS will award over $250,000 in cash GOSPEL, METAL,
and prizes to independent musicians. No matter | HIP HOP,PUNK,
where you live, you are eligible to enter now! JAZZ,COUNTRY,

) EMO, ROCK, RAP,
Whatever your act is... | gpee AETON,

we've showcased your style of music. | AND MANY MORE!

Deadline for entries is May 14, 2008

2008 Showcases in LOS ANGELES, ATLANTA,
CHICAGO, and NEW YORK CITY.

VISITWWW.DISCMAKERS.COM/08BILLBOARD TO ENTER, READ THE RULES AND REGULATIONS,
FIND OUT ABOUT PAST SHOWCASES, SEE PHOTOS,AND LEARN ALLABOUT THE GREAT IMWS
PRIZE PACKAGE.CAN'T GET ONLINE? CALL 1-888-800-5796 FOR MORE INFO.

Bllboard Ibanez .ésio;@ds TACK] SAMSON cakewaik SABIAN

~ =,

DRUM! P, memix SHURE FTAMA zconn  Hecioic Musician
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TV. Register at
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The New
Nashyville

The Digital Future Has Come To Roost For Country Music

BY JAY FRANK

In Nashville, the conventional wisdom
has been that radio is the most impor-
tant vehicle to success. 1t’s so pervasive
that I've never seen more artists thank
radio at awards shows than I do in coun-
try music. But as important as radio is,
I do believe history books will likely
show April as the month that equation
changed for country artists. Supporting
evidence includes:
® james Otto debuted in the top five
across all genres with the most no-
ticeable awareness spike occurring
right when online marketing went
into high gear.
®m Lady Antebellum also debuted in the
top five across all genres after a highly
extensive, yearlong viral online cam-
paign.
® The CMT Music Awards have had a
far larger impact on digital sales than
physical with several tracks showing
triple-digit percentage growth.

To be fair, Otto and Lady Antebellum
are also doing well at radio, but video,
online and mobile can definitely take
credit for their involvement in making
these huge debuts possible. That some
of Nashville’s biggest successes in 2008
have a balanced scale of traditional and
new marketing highlights a paradigm
shift that hadn’t previously existed.

At this year’s Leadership Music Dig-
ital Summit, held April 22 in Nashville,
the conversation was different from
years past. Where previous summits fo-
cused on preparing for the digital fu-
ture, this year was all about digital’s
prominence and growth potential.

The sea change first started with Tay-
lor Swift. What at first looked

giving the funs who use these platforms
what they want. Videos are a must, as
the majority of albums without them fail
to penetrate substantial sales figures.
Fans must be consistently nurtured,
which means six months per single may
quickly become the kiss of death. Swift
has a single on the country chart, an-

® O
‘Taylor Swift has a

single on the country

chart, another on
the pop chart and
a third at video

channels and online.

All three are in the
top 10 at iTunes.

other single on the pop chartand a third
at video channels and online only. All
three arein the top 10 at iTunes because
her fan base is constantly fed this new
material and they support it. The music
also has to be on radio, TV, online, satel-
lite, mobile, video on demand and any-
where sound can come out of a speaker.
While some record companies still ne-
gotiate deals for certain platforms, it is
clear this tactic leaves growth and rev-
enue behind. The stars of tomorrow
need to be placed everywhere because
the audience expects it.

The change is spreading throughout
all aspects of Nashville. For the first time
next month, the Academy of Country
Music will allow view-
erstovote on the pres-

like an online anomaly to many
people has now ballooned to
one of the biggest debuts in any
genre in the past two years. Her
impact on the format has
brought not only younger fans
to country music, but also older

buzz factor from her success

NASHVILLE 2.0

For a special report on
Nashville’s embrace of
the digital age, go to
billboard.com/backissues
and snap up the March 22
fans online. Just the overall issue.

has now made it comfortable for coun-
try fans to go online.

What this means for Nashville is that
anew way of thinking is no longer avoid-
able. Muitiplatform marketing is now
essential if one expects stardom and the
revenue that follows. This also means

6 BILLBOARD MAY 3, 2008

tigious entertainer of the year honor at
its annual awards show. In this age of
“American Idol”-type voting, this may
not seem like a big deal, but for Nashville
it is. Based on the early buzz this ACM
vote has created around the nominated
artists, it appears to be a welcome change
in which fans are eagerly waiting to par-

ticipate.

Ultimately, that’s always what coun-
try music has done best: reach out to
fans. The upcoming Country Music
Assn. Music Fest is the longest-running
event of its kind, and an artist being ac-
cessible to the fans is part of Nashville’s
DNA. The end result will be a rapid rise
in the next 12 months as such new stars
as Otto and Lady Antebellum (along with
others in the wings) bring country music
front and center again among all gen-
res much like Garth Brooks did in the
early '90s. It may be tough right now to
see Swift being as important to coun-
try’s evolution as Brooks was, but she
will be, albeit from a very different path.

April is definitively the start
of the next big wave in
Nashville, and the wave will be
happening digitally. .ee

Jay Frank is CMT senior VP
of music strategy. He is also
program chairman for the
Leadership Music Digital
Sunimit and sits on the
Academy of Country Music
board of directors.
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>>>MUSIC
SHUFFLE
BREWS AT
STARBUCKS
Starbucks has
handed over
day-to-day
management of
the Hear Music
record label to the
Concord Music
Group. As part of
the move, Ken
Lombard,
president of
Starbucks
Entertainment, has
feft the company.
Chris Bruzzo, chief
technology officer,
has been promoted
to senior VP and
will assume the
helm of the
entertainment
category as part of
his duties.

>>>CLEAR
CHANNEL HIT
WITH $66M
VERDICT

A federal court
jury in Lufkin,
Texas, hit Clear
Channel
Communications
with a judgment
for patent
infringement,
awarding Grantley
Patent Holdings
$66 million.
Grantley claimed
that Clear
Channel, through
its unit LAN
International,
made and sold a
revenue
management tool
that infringed on
four systems
invented and
patented by
Grantley founder
Bitlly Shane Fox.

>>>ANALYST:
SPENDING TO
SLOW IN’08
New data suggests
that U.S. spending on
entertainment
products and devices
is likely to slow down
this year. According
to research firm the
NPD Group, 37% of
Americans say they
will spend less on
digital entertainment
products this year
than they did last
year. Only 18% said
they anticipated
spending more, while
48% said the same.

TAPE TRAVAILS

TASTY TUNES

BY CORTNEY HARDING

WAX ON,
WAX OFF

Retailers See
Results From
Record Store Day,
But Will They Last?

Perhaps the image that best
sums up Record Store Day is
this: Black Keys frontman Dan
Auerbach D)’'ingan afternoon
set at Manhattan’s Other
Music, with two iPods set atop
silent turntables. While the
shop was crowded and the reg-
ister lines were long, Auer-
bach’s small visual statement
seemed monumental. Even on
Record Store Day, the record
had been supplanted.

I’s too early to tell whether
Record Store Day—an organ-
ized push on April 19 to get cus-
tomers to support their local
music store—will have any sort
of lasting effect or that the event
was merely an extra Christmas
in April. According to Nielsen
SoundScan, indie sales were up
1.6% irom the same week last
year, while chain sales were
down 20.8% from last year.
Overall, album sales were down
8.1% for the week.

Some indie retailers in cer-
tain cities did see their num-
bers move substantially on

Record Store Day. In the San
Francisco-Oakland-San Jose,
Calif., area, sales were up 12%
compared with the prior week,
probably due in part to Metal-
lica playing an in-store and
signing albums at Rasputin’s
in Mountain View, Calif., an
event that drew 400 people.

In Philadelphia, sales rose
13% compared with last week;
at AKA Music, the presence of
performers like Homeblitz,
members of the Spinto Band,
Pepi Ginsberg and a member
of Dr. Dog kept shoppers com-
ing in, with manager Mia Jaffe
saying the store doubled its
business on Record Store Day.

The presence of Dresden
Doll Amanda Collins painting
her underwear at Newbury
Comics helped to move the nee-
dle in Boston, where chain sales
were up 4% compared with the
week before.

Jason Nickey, owner of Land-
locked Records in Blooming-
ton, Ind., says he sold a typical
day’s worth of merchandise in
an hour. At Sound Fix Records
in Brooklyn, fans lined up at 7
a.m.tocatchalive in-store per-
formance by Regina Spektor;

events coordinator Tammy

FAITHFUL FRIENDS

AIN'T LIFE GRAND?

BACK ON TRACK

Lines snaked around Rasputin’s outside San Francisco (top) for METALLICA’S Record Store
Day meet-and-greet (bottom left). At Brooklyn’s Sound Fix Records, REGINA SPEKTOR’S
in-store was a big hit.

Hart says sales probably dou-
bled. (Hart also reports that the
nearby pizza shop told her it
was one of the best days it had
ever had.)

Nashville store Grimey’s re-
ported a 400% increase over
what it would take in on a
usual Saturday, with owner
Doyle Davis saying, “It was far
and away the highest gross
we’ve ever had and beat our
previous single-day record by
almost 25%.”

Not everyone shared in the
wealth, however. Despite big
events at Criminal Records, in-
dependent record store sales in
Atlanta were down 18% com-
pared with the previous week.

And it appears as though the
potential to continue the mo-
mentum is mixed. Hart re-
ports an uptick in shoppers
since Record Store Day, and

www.americanradiohistorv.com

Lee Wolfson, owner of Viny!
Fever in Tampa, Fla., says,
“Sales have been good; I'm
thinking that Record Store Day
gave us a little push. It’s been
above average.”

But many more stores re-
ported that Record Store Day
has not led to a big increase in
sales or shoppers. Deana
Costanza, manager of Lake-
shore Record Exchange in
Rochester, N.Y, says business
has been busier then usual,
“but I don’tknow ifit’s because
of the nice weather or Record
Store Day.” Pat O’Connor,
owner of Toronto’s Culture
Clash Records, says, “They’ve
been OK, but [ can’t say that a
lot of it is carryover. But [ can’t
say it’s not either. It’s hard to

say. I was hoping the carryover
would be greater.”

And if the event is to resur-
rect in 2009, retailers have some
suggestions. “We're an inde-
pendently owned shop in San
Francisco. in a working-class,
multicultural neighborhood,
says Joe Lambert, who co-owns
San Francisco’s Creative Music,
and who says his sales were flat
April 19. “I don’t think they
reached out to stores like ours.
I think they covered the larger-
box indies. As far as value-
added product, there was no
uniformity. In relation to urban
music, they didn’t do anything
worthwhile.” i

Additional reporting by Ed
Christiman and Leah Kaufhnan.

b- MOBILE: For 24/7 news and analysis on your cell phone
IZ or mobile device, go to: mobile.billboard.biz.
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>>>BET
REVEALS
UPCOMING SLATE
BET Networks
announced its
programming slate for
the next year, which
includes “Brutha,” a
documentary series
about five brothers in
an R&B group under
the guidance of
producer Jermaine
Dupri, and “106 &
Gospel,” a spinoff of
the network’s “106 &
Park” music count-
down series. In
addition, BET will
continue to broadcast
several special
events, including the
BET Awards and “The
Celebration of
Gospel.”

>>>McGRAW,
FRITOS ALIGN
Not only will Fritos be
the “official snack” of
Tim McGraw’s Live
Your Voice trek, which
begins May 9 in Tampa,
Fla., but the company
will also give the
country star his own
chips flavor: the
limited-edition Tim
McGraw Spicy
Jalapefo Fritos. The
chips are part of a
larger pact between
Fritos and McGraw,
who will also appear in
ads for the brand. Live
Nation is promoting
the tour, which is
sponsored by KC
Masterpiece and
Kingsford.

>>>SOCIAL
NETWORK
TARGETS 35-PLUS
CROWD

GetBack Media, a
social network geared
for people over age 35,
launched April 23. The
site offers community
tools for people ages
35-55. The focus is on
pop culture from 1968
to 1990, including a
timeline loaded with
news and trivia for
each year. GetBack
president Chris
Dominguez, a former
exec at MTV Networks
and iFilm, said there is
an opportunity to
create a destination
for people over 35 who
might not be
enamored of the
younger-skewing
MySpace and
Facebook.

CISA7 . BY HILLARY CROSLEY

ALL MIXED UP

Legal Questions Surround Charting Mixtapes

On Billboard’s April 26 chart, no fewer
than seven mixtapes ranked on Top
R&B/Hip-Hop Albums, five of which
contained uncleared music from Lil
Wayne, T-Pain, Young Jeezy, Rick Ross
and Rocko.

What's more, according to the labels
and managers that represent these
artists, none of these CDs were sanc-
tioned, including titles “We the Best,”
“Lil Wayne and Birdman Present: Happy
Father’s Day” and “The Hitmen Pre-
sents T-Pain: The Midas Touch Man.”

Fifteen months since mixtape pio-
neer D] Drama’s Jan. 16, 2007, arrest
for racketeering, has the mixtape busi-
ness returned to its shady roots?

“1 don’t think it went away—it has
gone underground,” says Rob Scarcello,
senior VP of sales at Koch Entertain-
ment Distribution. “Is it making its sec-
ond or third pass al the mainstream?
There’s still huge demand for it.

Drama and his partner, D] Don Can-
nom, were arrested on felony charges
under the Racketeering Influenced Cor-
rupt Organizations Act but never for-
mally charged. (Drama tells Billboard
he believes his name is cleared.) The
RIAA raid resulted in the reported
seizure of mixtape CDs, office comput-
ers, recording equipmentand four cars.

The company’s assets were also frozen.
As a result, the business of mixtapes,
which were routinely used in the market-
ing campaigns for hip-hop albums, faced
new scrutiny while retailers, DJs, artists
and labels contemplated how to promote
new music without breaking the law.

Universal Music Group tried to sat-
isfy the market with a legal series called
“Lethal Squad Mixtapes,” the best-
selling title of which has sold 14,000
units in the United States, according to
Nielsen SoundScan. Butaccordingtoa
Universal source, the company’s labo-
rious clearance process slowed the re-
leases, negating the mixtape’s purpose
as a rapid new-mnusic source.

Instead, many DJs either released
product quietly or via free online down-
loads like 2007’s Mick Boogie and Lit-
tle Brother’s “And Justus for All.”

Chart-wise, it’s not abnormal to see
two or three mixtapes on Top R&B/Hip-
Hop Albums; two mixtapes hit the
charts the week prior to and following
the RIAA raid. However, as 2007 pro-
gressed, seven mixtapes had climbed
onto the R&B/Hip-Hop Albums chart
by October.

One of the companies partially re-
sponsible for the new charting boom is
RBC Records, a Los Angeles-based indie

label and subdistributor. RBC released
“We the Best” and “The Hitmen Pre-
sents T-Pain: The Midas Touch Man"—
both distributed by Koch—which feature
uncleared usages of songs from Univer-
sal and Zomba artists. They have collec-
tively sold 13,000 units in the United
States, according to Nielsen SoundScan.

RBCiseven utilizing an apparently un-
licensed brand name (“We the Best”)
widely popularized by D] Khaled, whose
albums are also distributed by Koch. (Koch
declined comment on this subject; RBC
declined all comment for this article.)

“It's not legal,” Universal VP of mar-
keting Katina Bynum says. “We're ex-
tremely unhappy about it. We never clear
mixtapes, especially if the artistor label
aren’t making money.”

Wayne’'s upcoming Cash Money/Uni-
versalalbum, “The Carter [11,” has been

LIL WAYNE’S label and manager
claim they did not authorize the
sale of the ‘We the Best’ mixtape.

delayed several times because of heavy
bootleggingand now Universal is fever-
ishly trying to plug the holes.

“l actually just saw ‘We the Best’ on
iTunes,” Lil Wayne’s manager Cortez
Bryant says. “I called my attorney yes-
terday to get to the bottom of it, then |
walked into Best Buy and saw another
mixtape, ‘Dedication 2,” that we put out
for free.” And although high-profile
artists like 50 Centand Ludacris tell BI1l-
board that prosecuting each illegal mix-
tape is a waste of time and money, Bryant
says he is pursuing legal action to stop
the release of these tapes.

“Mixtapes put Wayne where he isin
his career,” Bryant says. “But right
now, its confusing the consumer.
They’re thirsty for music so they go
out and buy. They don’t know what to
believe. I can’t believe these compa-
nies are so bold.” A

Additional reporting by Ed Christman
and Mariel Concepcion.

BY KAMAU HIGH

A Twist Of Lime

Beer Companies Drink Up Music To Promote New Products

On a mild evening in mid-April
inside New York’s Maritime
Hotel’s North Cabana, the
members of Yacht are spasti-
cally flinging themselves about
in front of a crowd of indie-
label types and their fans, ad-
vertising salespeople and An-
heuser-Busch executives who
have flown in from the St.
Louis headquarters to witness
the event.

As waiters circulate the
lime-green club with shrimp,
barbecue ribs and the star of
the evening, Bud Light Lime,
the crowd soaks up the music
of Yacht, an electronica duo
made up of Jona Bechtolt and
Claire Evans. It’s one of several
eventsinsuchcities as Los An-
geles and Chicago leading up
to the national release of Bud
Light Lime on April 28, a new
Mexican-style beerin the vein

of Corona Extra. While Bud  remix of
Light Lime takesits cues from  her song
8 BILLBOARD MAY 3, 2008

Mexican culture, the majority
of its $35 million launch will be
directed at fans of indie rock,
electronica and dance music.

It’s the latest interlude in the
campaign to market flavored
beers in close alliance with
music. Bud Light Lime joins a
crowded field of established
beers including Miller Chill,
which was introduced last
year by Anheuser-Busch rival
SABMiller. Miller Chill, fla-
vored with lime and a hint of
salt, saw sales of $40 million
with a Latin-themed cam-
paign last year dubbed
“Viva Refreshment.”

For the national cam-
paign for Bud Light Lime,
the company is tapping
multigenre performer
Santogold for the music
in its advertise-
ments. A

S

“Lights Out,” as well as the
ringtone, will be released ex-
clusively online for free April
28 on budlightlime.com.

In addition, a CD sampler,
with up to 18 tracks, will be re-
leased the first week of June
to tastemakers and music
blogs. Tentatively titled “Bud
Light Lime + Fader Presents,”

SANTOGOLD is
featured in Bud
Light Lime ads.

www.americanradiohistorv.com

it will feature existing music
from such indie labels as
Downtown Records.

Anheuser-Busch also is at-
tuned to Bud Light Lime’s po-
tential appeal to the Latin
market. Its Hispanic agency,
LatinWorks, is working on spots
that focus on people enjoying
Bud Light Lime in such.outdoor
settings as rooftops and pool
parties while “Yo Marco Ef Min-
uto” by Spanish hip-hop artist
Mala Rodriguez plays.

“It definitely has a Latino
segment but we’re not trying
to say it’s about any one de-
mographic. It's a beer for
everyone,” Bud Light brand
manager Ryan Moore says.

The competition, of course,

is responding. The week be-

fore Bud Light Lime’s launch,
Miller Chill debuted a new
campaign from New York’s
Saatchiand Saatchi that posi-
tions the beer as having a Latin
flavor by featuring the music
of Brazilian singer Curumin.
In one of the spots a young
man at a dance club has a
Miller Chill placed before him.
As the song “Guerreiro” by Cu-

rumin begins to play, a chill
spreads throughout the hot
club. The frozen parts of the
floor stop at the feet of adanc-
ing woman who gratefully
looks for the source of the
cooling effect, and once she
spots him, she gives him a
come-hither fook.

“Miller Chill Hits the sweet
spot of premiumization and
Latinization that’s happening
in the U.S.,” Miller director of
emerging brands Sharon
McLenahan says. “It has a
broad appeal to a broad base
of consumers but is also able
to sit in a super-premium
space with regards to pricing.”

SABMiller, as is the custom
in the ultra-competitive beer
industry, was unable to resist
tweaking its rival for bringing
out a lime-flavored beer that
it sees as copying Miller Chill.
“We’re flattered by Bud Light
coming out with a knockoff,”
McLenahan says.

“We’ve been looking at the
right time to bring this out and
this was it,” Anheuser-Busch
VP of brand management
Keith Levy says. .o

PLUNKETT/AP IMAC

ANTOGOLD: JA

LIL WAYNE: JONATHAN MANNION
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THIRD DAY

BY DEBORAH EVANS PRICE
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It’s always an intriguing intersection
of commerce and ministry as the
faithful gather for the annual Gospel
Music Assn.’s Music Week conven-
tion and Dove Awards show. Held
April 19-23 in downtown Nashville,
GMA Music Week altracts artists,
record company execs, promoters,
managers and other industry person-
nel representing the diverse ranks of
Christian/gospel music from rap to
country to rock.

Though always concerned with
catering to the core church audience,
dialogue at this year’s convention cen-
tered on expanding the genre’s reach
further into the mainstream. “All
churches have their revival week,
where they refocus and bring some-
body in to speak,” Third Day frontman
Mac Powell says. “That’s what 1 look
at GMA Week as. 1t's a week where we
all come together, reminding each
other why we do this, encouraging
each other and hopefully learning how
we can reach outside of the door of the
church to encourage people with our
music and our message.”

Powell and his band will play a major
role in spreading the message as they
embark on the Music Builds tour with
Switchfoot, Jars of Clay and Robert
Randolph & the Family Band. News of

=il

Week, and attendees gol a little taste
when Third Day, Jars and Switchfoot
provided a preview April 21 at Nash-
ville’s Wildhorse Saloon.

“We've been talking for two or three
years about Third Day branding their
own festival or doing something that
would be different,” says Crealive Art-
ists Agency’s Jelf Gregg, the band’s
longtlime booking agent. “Then when
they joined Red Light [ for manage-
ment], those conversations accelerated.
Then when Red Light signed Switch-
foot—the two bands had toured to-
gether 10 years ago on a theater and
church tour—we thought, ‘These are
two bands we can put together,” and
we started brainstorming from that.”

The shed tour kicks off Aug. 21 in
Detroit und concludes Oct. 12 in Den-
ver. Produced by Live Nation and Trans-
parent Productions, the outing will hit
23 cities and will also include a side
stage featuring up-and-coming acts
MySpace will be the exclusive online
media partner.

Powell sees this tour attracting
Christians and nonbelievers. “Hope-
fully the church and people who listen
to Christian tusic are going to be big
supporters of the tour,” he says. “Bul
1 think because of the lineup, it’s going
to be a little bit more friendly to peo-

GMA Dove Awards.

telecast portion of the awards.

more diverse.

TOBYMAC, CASTING CROWNS TOP DOVES

Diversity reigned as seasoned
veterans and industry newcomers
shared honors at the 39th annual
Casting
Crowns, tobyMac, Natalie Grant and
Chris Tomlin were among the
evening’s top winners at an event
that recognized the wide range of
genres under the Christian/gospel
music umbrella. The show aired live
Apfil 23 on the Gospel Music Chan-
nel from Nashville’s Grand Ote Opry,
with GodTube streaming the pre-

TobyMac received the artist of
the year Dove, an honor he won in

1996 as a member of ptoneering
trio dcTalk. In a category gener-
ally dominated by pop acts or
worship leaders, tobyMac’s win
elevated the Christian hip-hop/
rock genre. “l hope it opens the
door for diversity in our indus-
try,” he says. “We are a diverse
industry, but | think we could be

TobyMac also won rock/contem-
porary album of the year for
“Portable Sounds,” and his hit

“Boomin’ ” was named shortform
video of the year. “l didn’t expect
it,” he told Billboard backstage,
clutching his flock of Doves. “I'm
blessed.” Casting Crowns frontman
Mark Hall won four accolades, and
the Georgia-based band picked up
three Doves, including its fourth
consecutive winin the group of the
year category. Hall and co-writer
Bernie Herms won song of the year
honors for “East to West.”

Skillet, Trin-i-tee 5:7, Austin’s
Bridge and Group One Crew were
all first-time Dove recipients. “I was
just shocked,” Skillet frontman
John Cooper told Billboard
backstage. “We didn’t even
write aspeech.”

Among the veteran acts
to enjoy a resurgence this
year was Point of Grace, which
netted the country recorded
song Dove for“How You Live
(Turn Up the Music).” The
single is being worked to
mainstream country radio sta-
tions, a first for the female pop
foursome. Cindy Morgan, who
took home the best new artist
Dove 15 years ago, wrote the song.
During this year’s Doves, she was
named songwriter of the year.

The American Bible Society
served as the presenting sponsor
for the Doves, which were part of
the Gospel Music Assn.’s annual
GMA Music Week convention.

—DEP

not going to be a normal Christian

music festival.”

A portion of the proceeds from the
shows will benefit Habitat for Human-
ity affiliates in tour cities. Artists on
the tour will collectively donate $1 to
charity from every ticket sold. Money
will also be raised from ticket auc-
tions, event packages and special mer-

band members to grab tools and help
build some of the tlabitat houses in
tour markets.

“More than just playing music, this
is something that's going to reach a
community and change the commu-
nities that we go and play for,” Powell
says. “That’s what really gives us a huge
reason to go doit, [in addition to} just

the trek was the big buzzduringGMA  ple outside of the church as well. It's  chandise items. Plans even call for  making great music together.”  «-.
— =
JEUTIET BY ED CHRISTMAN
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Slowly Unfolding

EMI Restructuring Gains Clarity, Week By Week

The EMI restructuring will be one of the most am-
bitious reworkings of a major music company yet

seen by the industry.

So far asmall amount of the expected 2,000
job cuts have taken place at EMI’s Christ-
ian Music Group (billboard.biz, April 2)
and, most recently in the radio promotion
departmentat the Capitol/Virgin company
(biliboard.biz, April 23). The latter saw at
least eight promotional staffers let go includ-
ing Virgin Records VP of promotion Dave
Reynolds and Virgin director of promotion opera-
tions Jordan Rosenblatt. Meanwhile, CMG executive
VP of promotion Greg Thompson was tapped to lead

promotion efforts across all labels in the United
States, with the exception of EM1 Christian.
These moves only hint at what’s to come. When
all is said and done, EM1 will have three cen-
tralized groups, divided by function, in-
stead of by label and region, sources say.
The company is centralizing all mar-
keting, sales, catalog and digital forces
under a global music services group. The
¥ purpose of peeling away these functions
from the labels was to have a smaller head count
but allow for more efficiencies. In the traditional music
business, if one label was hot and another cold, or if
one had a heavy release schedule and the other

didn’t, it became a resource allocation challenge.
Asupportservices group will round up EMI’s back-
end functions such as finance, legal, royalties, human

resources and IT. Driving the music will be a central-
ized global A&R/labels group, to be headed by Nick

wWWwWw.americanradiohistorv.com
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Gatfield. In some cases some labels will remain in-
tact, like EMI Latin and EMI CMG. But other A&R
staffers will be genre or regional specialist, instead
of reporting to specific labels like EM 1 Nashville, Blue
Note, Virgin, Capitol or Astralwerks.

There will still be heads of territories to help with
regional coordination. Colin Finkelstein, for example,
was named president of North America April 17.

It remains unclear if Thompson will be placed
under the music services group or will report into
the A&R/labels group. oee

For a special report on surviving a layoff, see “The Big
Bounce” on page 24.

| www.billboard.blz 9

wbiz

>>>JEWEL,
STEELE ADDED
TO ‘NASHVILLE
STAR’

Hit songwriter Jeffrey
Steele and singer/
songwriter Jewel will
join John Rich as
judges on NBC’s
“Nashville Star”
the talent show
debuts June 9. Jewel
co-hosted the show
last year with Cowboy
Troy. Rich produced
Jewel’s country
debut, “Perfectly
Clear” (Valory Music),
which is due June 3.
Billy Ray Cyrus is
hosting the show,
which spent its first
five years on cable’s
USA Network.

>>>TRIBE, NAS,
MOS DEF, DE LA
SOUL LEAD ROCK
THE BELLS

This summer’s Rock
the Bells tour will
feature appearances
by A Tribe Called
Quest, Nas, Mos Def,
De La Soul, Rakim and
the reunited Pharcyde,
among others. The
traveling hip-hop
festival will visit
amphitheaters in 10
major North American
cities, beginning July
19 in Chicago and
wrapping Aug. 30 in
Vancouver.

>>>SONIFIC TO
SHUTTER

Music widget firm
Sonific will pull the
plug May 1. In a
message posted on
the online music-
playing service
provider’s home page,
CEO Gerd Leonhard
blames the
“unworkable” music
licensing environment
among the reasons for
taking Sonific offline.
However, Leonhard
remains keen to
resuscitate the firm,
and has put the call
out to potential third-
party partners.

when

Compiled by Chris M.
Walsh. Reporting by
Lars Brandle, Antony
Bruno, Ed Christman,
Ann Donahue, Mitchell
Peters, Ken Tucker
and Alex Woodson.

For 24/7 news and
b— analysis on your
1Zz mobile device, go to:
mobiie.biliboard.biz.
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AUTOFOCUS

As ‘Grand Theft Auto’ Rewrites Gaming History, The Music Biz Gains Big

When the highly anticipated videogame
“Grand Theft Auto IV” hits retail shelves April
29, it will immediately make videogame and
music history on several levels.

First, it will have the largest soundtrack of
any videogame. Second, it will be the first
game that lets players tag songs in the sound-
track for subsequent purchase online. And
should it meet early sales forecasts, it could
break single-day and opening-week records,
not to mention potentially becoming the best-
selling game of all time.

Taken together, these feats make “GTA 1V~
the most important videogame release for the
music industry since “Rock Band” and “Guitar
Hero I11” on promotional and financial levels.

While the latter two games are unique in
that they use music as the central gameplay
element—allowing gamers to play along to
the included songs using special instruments/
controllers—“GTA IV” is a more traditional
game, but still one in which music plays an
important role.

The more sophisticated that videogames
get in terms of storyline and presentation, the
more important music becomes to setting that
tone, and the music industry is demanding
higher licensing fees as a result.

More so than most videogames, the “GTA”
crime series has used music to establish the
tone for each installment’s storyline, setting
and era. The plot for “Grand Theft Auto: Vice
City” was set in a Miami-like city circa 1985,
featuring a soundtrack of '80s classics straight
out of “Miami Vice.” “Grand Theft Auto: San
Andreas” fast-forwarded to the late '90s, in a
setting resembling South Central Los Angeles
and with a hip-hop-heavy soundtrack to match.

“GTA IV” brings the franchise back to its
roots—Liberty City, a fictionalized version of
New York—this time in present day. While the
developers spent more than three years visu-
ally capturing the neighborhoods and people
that inhabit this surrogate city, Rockstar Games
music supervisor Ivan Pavlovich and his crew
spent the last year-and-a-half compiling the
soundtrack that brings it to life, contacting
more than 2,000 entities across four continents
to secure the necessary music rights.

“We've really paid attention to what goes on
in New York City and I think we really captured
the music of the entire city, from different eth-
nicand social groups to different tastes of music,”
says Pavlovich, who once owned now-defunct
Chicago indie label Guidance Recordings.

Music in the “GTA” series is split between
several radio stations organized by genre,
which gamers choose when they enter one of
the many vehicles that serve as the primary
gameplay experience. Each station is like a
mini soundtrack of its own, allowing gamers
to tune to their favorite every time they enter
a new car.

To help accurately reflect New York’s di-
verse music scene, Pavlovich enlisted the help
of several area DJs to produce or act as hosts
for the stations.

Fans of dance/electronica have Electro-
choc, hosted by Francois “K” Kevorkian. Punk
10 |

BILLBOARD MAY 3, 2008

L

relationship between gaming and music.

fans have Liberty City Hardcore hosted by
Murphy’s Law vocalist Jimmy Gestapo. Niger-
ian artist Femi Kuti spins international funk
on IF99, while Ukrainian superstar Ruslana
hosts the Vladivostok FM channel of Eastern
European pop music.

MassiveB label owner/producer Bobby Kon-
ders, who hosts a reggae channel in the game,
went through the trouble of flying to Jamaica
and revoicing several existing songs by the
original artists to add shout-outs that refer to
fictional in-game locations. And DJ Green
Lantern produced an entire station with all-
original songs exclusive to the game rather
than licensing existing tracks (see 6 Ques-
tions, opposite page).

Although Rockstar won't disclose the exact
number of tracks before the game is released,
Pavlovich says it will “far exceed” the last in-
stallment of the series—“GTA: San An-
dreas”—which holds the current record for
most songs in a soundtrack at 156. “GTA 1V”
features a record 16 music-based stations that
generally hold 10-15 songs each. So expect
more than 200 songs in the new “GTA” title.

A soundtrack of that size carries a hefty
price. According to sources close to the deals,
Rockstar is paying as much as $5,000 per
composition and another $5,000 per master

‘Grand Theft Auto’ (above, stills from the upcoming release) has raised the bar on the

recording per track. If that deal applied to
all songs, Rockstar’s soundtrack budget may
exceed $2 million.

That's welcome news to a music industry
that has long struggled to convert videogame
licensing from a source of mere promotion to
one of actual profit. According to Cynthia Sex-
ton, senior VP of strategic marketing and li-
censing for EMI Music North America, label
negotiations with videogame developers have
“changed dramatically” in recent years.

“It's changed from videogames as a great
way to expose our artists to where music is in-
tegral to the game and they’re actually willing
to compensate us and our artists,” she says.
“Now that the purse strings have been loos-
ened up somewhat, we can dig a little deeper
into our catalog to get interest from artists
who may not have been interested before to
get involved.”

When it comes to more music-driven games
like “Guitar Hero” and “Rock Band,” publish-
ers of hit songs are successfully demanding per-
unit royalties instead of flat per-song rates.
According to one publisher licensing music for
both, rates range from a penny to 4 cents of each
game sold, as well as 20% of the net proceeds
from new songs that gamers can download that
weren’t included in the original game.

‘It's changed from videogames as a great
vay to expose our artists to where music is
integral to the game and they're actually

willing to compensate us!’

—CYNTHIA SEXTON, EMI

www.americanradiohistorv.com

However, Pavlovich estimates only about
15% of the “GTA IV” soundtrack consists of
recognizable hits like the Who's “The Seeker.”
The bulk of the soundtrack comprises deep
cuts and rarities like the Skatt Bros.” “Walk
the Night,” Jean Michel Jarre’s “Oxygene Pt.
4” and Calle 13's “Atrevete-Te-Te.”

Those holding rights to these tracks are
far more interested in the promotional op-
portunities that “GTA IV” brings than the
upfront cost.

“Reggae and dancehall is kind of under-
ground,” Konders says. “It isn’t really main-
stream, so this is great exposure. It's a whole
new audience . . . Brooklyn and the Bronx are
different than Cleveland or Idaho or Dallas.
But there are kids out there that like to see and
hear new things.”

The popular franchise is a massive distri-
bution platform. All past installments com-
bined have sold more than 70 million units
worldwide, and 32 million in the United States
alone, according to NPD Group.

“GTA 1V” is on track to continue that mo-
mentum. Videogame retailer GameStop
won't divulge preorder numbers, but says
it was tracking slightly behind that of “Halo
3” last year, which reached slightly more
than 1.7 million per month before its Sep-
tember release. Early projections peg first-
week sales at about 6 million copies, with
as many as 13 million by the end of the year
in the States alone.

“It will probably be not only the most sig-
nificant entry in the series’ history, which is
saying something considering how well the
franchise has done,” GameSpot editor-in-chief
Riccardo Torres says, “but also alandmark for
this generation of consoles.”

What's more, in an industry first, “GTA 1V”
includes a feature that allows players to tag
anysongin the soundtrack for later purchase
on Amazon. Each tagged song is added to a
custom playlist that gamers registered with
the Rockstar Social Club social networking
service will then find waiting for them on the
Amazon site.

Rockstar has tried to capitalize on its sound-
tracks in the past, with mixed success. The
soundtrack to “GTA: San Andreas”—which
was released as a two-disc compilation and a
$50 eight-disc boxed set—moved 33,000 units
and 13,000 units, respectively, according to
Nielsen SoundScan.

The deal with Amazon, however, allows for
single-song sales and is the first time that the
industry will be able to track the direct cause-
and-effect relationship between including a
song on the soundtrack and its subsequent sale.

The result could affect future videogame
soundtrack licensing negotiations. The part-
nership with Amazon didn’t play a role in the
current soundtrack, as the functionality was
not added until after the soundtrack was
largely finalized. But industry sources say
they’ll be watching the results closely now that
it's available.

“It’s difficult for me to say we're going to
give ‘GTA’ a better deal on a synch because
we hope we're going to get sales,” Sexton says.
“None of these things have been proven yet.
As they are proven, maybe we’'ll look at things
different going forward.” .

Additional reporting by Susan Butler.
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QUESTIONS

with DJ GREEN LANTERN

by ANTONY BRUNO

DJ Green Lantern produced a custom radio station for Rockstar Games’ “Grand Theft Auto
1V,” which comes out April 29. Rather than simply stringing together a group of licensed
tracks, the New York DJ, producer and label owner developed about 10 new songs. Bill-

board caught up with him to learn more.

How did you get involved in the “GTA”
soundtrack?
They reached out sometime last year when
they were putting together the in-game radio
shows. They wanted me to do what | do with
making songs and mixing them up as a D}
and producer. They got a couple of people over
there that are really in tune to what’s going
on and they understand | both play music as
a DJ and also make music. So they had the
idea to give me my own show and create all
brand-new music, so it could be a first.

Why did youwanttobeinvolved?

Three words—*“Grand Theft Auto.” It's justa
no-brainer. It’s such a big platform, first of
all, (and] the chance to do something that's a
first. It's based in a New York-type of setting,
so [ can use my artist relationships and go
make songs for this particular mood that I'm
trying to achieve.

Did you go about it
differently than any other
mixtape orradioshow?
Yeah. There’s a lot of clear-
ance issues with these types
of things. So, No. 1, no

DJ GREEN LANTERN

samples. If you use a sample, you might as
well give itall away. | have relationships with
huge artists who didn’t want to be a part of
the videogame.

So what are you trying to achieve with
the “GTA” radio station?
Definitely to break some new music. | have a
few new artists that are signed to me that I put
in there. At this stage of the game I have to go
to that next level and promote my stuff. And
also to give the people the artists they love on
top of that. You have to balance all that out.
But really what it’s about is stepping into
the world of music supervision and doing
something for arguably the biggest title of the
game world and see what else [ can do next.
The next step would probably be me being
hands-on and either developing something
for a game or just developing a game period
We'll see what comes along. I've got a few of-
fers I'm feeling out just from the publicity
I've received from this.

How does producing music
for videogames compare with
the other activities you have?
L The 12 million people that are prob-
ably going to buy this—that’s a big
difference. I'm always interested in
branching out. I got new artists
I'm working with. I'm always
open for anything changing
and challenging.

[And] I can’t let [video-
game music production| take
over because | have a lot of
responsibilities, but it's some
thing I'm definitely going to

carve out more time for. We're
living in a new age. [t’s not all
about record sales anymore. In
this day and age you really have
to understand that people are
consuming certain things and
videogames are one of them.

Where else can we hear these
new tracks?
Look out for the soundtrack [release]. It’s
music from and inspired by “GTA [V”
mixed by me and featuring both the in
game songs and eight new songs that
weren’t in the game. It’s all exclusive
and it’s all produced by me. It's com
ing out in conjunction with Rockstar
on May 19. We're working it out right
now. The game is being used to al
most advertise it.
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SEEING GREEN

VP Records Acquires
Greensleeves And Creates
A Reggae Powerhouse

Theacquisition of U.K.-based reggae imprint
Greensleeves by New York’s VP Records adds
an international reach to the world’s largest
independent reggae label at a time when sales
are slipping.

VP obtained Greensleeves for $6.2 million in
February from Zest Music, a publicly owned com-
pany, two years after Zest bought the label from
founders Chris Cracknell and Chris Sedgewick
for nearly $6 million. Zest chief executive Steve
Weltman says he never intended “a turnaround
sale,” but the label’s CD sales de-
clined by 30% in the United
States and the company’s digi-
tal sales couldn't offset the deficit.

“Following preliminary dis-
cussions with Chris and Randy
Chin [CEO and president, re-
spectively, of VP Records],
“they made a formal offer,”
Weltman says, “and our share-
holders decided that selling
Greensleeves would be in
Zest’s best interest.”

Included in VP’s purchase
is the Greensleeves album
catalog, featuring more than
400 titles by such hitmakers
as Shaggy, Shabba Ranks
and Yellowman, as well as
Greensleeves Publishing,
which administers more
than 12,000 songs.

Cracknell and Sedgewick
founded Greensleeves Records
in 1977 as a means of satisfy-
ing the demand for Jamaican
importsin their London record
shop. VP Records, meanwhile,
is a family-owned company that
developed from Randy’s Record
Mart, established in 1962 in
Kingston, Jamaica, by Vincent
and Patricia Chin, Chris and
Randy’s parents. The Chins im-
migrated to New York’s Queens
where they set up VP Records
asa Jamaican music retail/dis-
tribution outfitin 1979 with the
VP label launched in 1993. From that time on,
VP and Greensleeves have been reggae’s prin-
cipal labels, often competing to license the
same tracks or sign the genre’s most success-
ful artists.

VP owner Randy Chin says that “Green-
sleeves will continue as a freestanding, fully op-
erational label with its own A&R staff and
release schedule.” Greensleeves Publishing also
will remain distinctive from VP’s smaller pub-
lishing arm, which was established five years
ago. “Greensleeves will maintain its identity,
but what will be combined are some of the back-
office functions,” Chin continues. “Green-
sleeves had a relatively small U.S. office, so we
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are going to be doing a lot of the marketing here.
On the U.K. side, our staff now works in the
Greensleeves offices. We are trying to consoli-
date distribution where it makes sense, because
consolidation is an overall part of what is hap-
pening in the industry, not just with VP.”

Despite the necessary clustering mandated
by a shrinking marketplace, many within the
Jamaican music fraternity are nonetheless trou-
bled by a single company’s possession of reg-
gae’s two biggest labels. “It is uncomfortable
having the strongest options available for reg-
gae in one location,” says George Golding, a
Kingston-based entertainment consultantand
former manager of such top-flight reggae acts

SHAGGY.

as Third World and Anthony B. “If Greensleeves
can remain autonomous in their signings, that
would shine a better light on the situation, but
decisions about budgets that go along with pro-
moting an artist and album will undoubtedly
come from the same head office.”

By contrast, Greensleeves director of A&R
Dan Kuster—who remains with the merged en-
tity—cites VP’s recent initiative as a bright spot
inan otherwise bleak musical landscape. “VP’s
decisionto heavily reinvest in reggae, given the
current state of the industry, shows their com-
mitment to the music,” he says. “Itis encour-
aging that they see a future in the music ata
time when a lot of people don’t.” ..

, ‘
alglal el R]R]BIR|n]8ls]lalSlalalalalsf=]/d]lele[vfoflalafuln]-]

~N

B OXSL: (),Bj.:.j:mmert Grosses

GROSS/
TICKET PRI
$1,721,576
$350/$49.75

$1,627,816
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$95/$65
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$250/$49.75
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ARTIST(S)

Venue, Date

Attendance
Capac Promoter

JAY-Z, MARY J. BLIGE

izon Center, Washington, I . .
Eeé A?arilg . Washingten lf,,f’,Zf Live Nation, Haymon Entertainment

JAY-Z, MARY J. BLIGE

T ; 9
Philips Arena, Atianta, April 8 lgb’lgét' Live Nation, Haymon Entertainment, in-house

ROD STEWART ‘

Estadio Vélez Sarsfield, Buenos
Alres, April 11

27,31
seilout

BRUCE SPRINGSTEEN & THE E STREET BAND

HP Paviiion, San Jose, Calif., 14,484
April 16.002

JAY-Z, MARY J. BLIGE

Fenix Entertainment Group

Live Nation

|

g:gg::gg:g,%?g_s‘e:&h 5 M’ﬁ?ﬁ Live Nation, Haymon Entertainment, in-house ‘
BILLY JOEL

Mellon Arena, Pittsburgh, 14,852 . .

April 18 sellout Live Nation

BRUCE SPRINGSTEEN & THE E STREET BAND
ARCOdArena. Sacramento, Calif., 152,919
15,323

Apri

Live Nation, in-house

Honda Center, Anaheim, Caiif., 13,513
17.551

April Live Nation, Nederlander Concerts

BRUCE SPRINGSTEEN & THE E STREET BAND ‘

BAMBOOZLE LEFT: MY CHEMICAL ROMANCE & OTHERS

Verizon Wireless Amghltheater, 31,957
Irvine, Calif,, April 5- 46.000 two shows

JAY-Z, MARY J. BLIGE

New Qrleans Arena,
New Orleans, April 9

RASCAL FLATTS, TAYLOR SWIFT

ARCO Arena, Sacramento, Calif, 13,451
Apri seltout

|

Live Nation, TBA Promotions |

1,085

oo Live Nation, Haymon Entertainment, in-house ‘

Live Nation

RASCAL FLATTS, TAYLOR SWIFT
zP Pavilion, San Jose, Calif,,
pri
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12,583

X Live Nation
selnut

Coliseo de Puerto Rico, Hato
Rey, Puerto Rico, April 1

SANTANA, DEREK TRUCKS BAND
Allstate Arena, Rosemont, |Il., 11,886
April 19 1310
SANTANA, DEREK TRUCKS BAND

Madison Square Garden, 1,306
New York, April 8 14.010

6,855 A
9598 Stein Duefio Entertainment

Jam Productlons, Viva Entertainment
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Live Nation
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9,563
11,586
RASCAL FLATTS, TAYLOR SWIFT

Save Mart Center, Fresno, Calif, 10,029
ri sellout

MICHAEL BUBLE, NATURALLY 7

Wolstein Center, Cleveland, 7,643
April seliout

MICHAEL BUBLE, NATURALLY 7

Conseco Fieldhouse, 7838
indianapolis, April 18 sellout

KEITH URBAN, CARRIE UNDERWOOD

North Charleston Coliseum
North Charleston, S.C., Aprll 17

Bell Centre, Montreal, April 15 Gillett Entertainment Group, Live Nation

Live Nation

>
o
0

Beaver Productions

|

Beaver Productions

~N
n
(o3
N

seilout Outback Concerts

Paramount Theatre, Oakland, 9,
Calif,, April 4-6 three sellouts

MICHAEL BUBLE, NATURALLY 7

Nationwide Arena, Columbus, 6,919
Ohio, Apri sellout

MICHAEL BUBLE, NATURALLY 7

Van Andel Arena, Grand Rapids, 6,739
Mich., April 2 sellout

MICHAEL BUBLE, NATURALLY 7

Giant Center, Hershey, Pa., 6,025
April 1 sellout

Live Nation, Bay Area Productions

Beaver Productions

N ;

o
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Beaver Productions

Beaver Productions

MATCHBOX TWENTY, ALANIS MORISSETTE, MUTEMATH

General Motors Place, 6,648
Vancouver, March 9 setout

MIGUEL BOSE

Coliseo de Puerto Rico, Hato
Rey, Puerto Rico, April 12

|

Live Nation

6,139
6.219

JONAS BROTHERS, ROONEY

Verizon Wireless Arena, 8,761
Manchester, N.H., March 15 setlout

WIDESPREAD PANIC

Auditorium Theatre, Chicago,
Aprit 11-

Gianfi Communications

Live Natlon, in-house

=

w
~
ur

10,751

threaisellouts Jam Productions

JONAS BROTHERS, ROONEY

,267
seltout

|

Arena at Harbor Yard,
Bridgeport, Conn., March 16

JONAS BROTHERS, ROONEY

Richmond Coliseum, Richmond, 8,64
Va., March 11 2o

CLUBLAND LIVE!: CASCADA, SCOOTER, ULTRABEAT & OTHERS

QOdyssey Arena, Belfast, 7,678
Northern ireland, March 6 seflout

JACK JOHNSON, MATT COS
n’:j‘ S§.§,§§f‘?a§2{,is{8h“'°h' 6,246 Michael Coppel Presents
MATCHBOX TWENTY,

Broomfield Event Center, 6,150 . .
Broomfield, Colo., March 5 sellout Live Nation

SPLIT ENZ, PHOENIX FOUN !

Westpac Arena, Christchurch, 5,698
ealand, March 2 2% Brent Eccles Entertainment

SANTANA, DEREK TRUCKS BAND

Agganis Arena, Boston, April 4 5,919 Live Nation

Live Nation, Stan Levinstone Presents

Live Nation

Aiken Promotions

ANIS MORISSETTE, MUTEMATH

New
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GLEN ROSE

& On The Road

RAY WADDELL rwaddelli@billboard.com

Dealt A Full House

Kenny Chesney Plays His Cards Right

For Poets & Pirates Tour

Summer came several weeks early in Nashville
when I recently had the opportunity to check
out the final rehearsal of Kenny Chesney’s
2008 Poets & Pirates tour at the Sommet Cen-
ter. Even aside from the novelty of watching
a fully produced (and | do mean produced)
concert in a 20,000-seat arena with only a
handful of people in attendance, it’s a hell of
a show.

Without divulging details of the concert,
suffice it to say that Chesney makes an im-
pressive entrance before ripping through an
uptempo performance. Light on ballads and
high on energy, the nearly two-hour romp is
powered by Chesney and his big ol’ band,
which features a full-blown horn section this
time out.

Chesney is known for putting big bucks
into his show, and clearly these horns didn’t
come cheap. The four piece section is led by
sax legend Jim Horn, known for his work on

classic songs by U2, the Rolling Stones’
“Goats Head Soup” and Jackson Browne’s
definitive live album “Running on Empty,”
as well as being part of such infamous live
touchstones as the Mad Dogs & Englishimen
tour and the Concert for Bangladesh. Also
onboard with Chesney are trumpeters Steve
Herrman and Scott Ducaj and Chris Dunn
on trombone.

The tour, sponsored by Corona Extra,
began April 18-19 at the Mohegan Sun Arena
in Uncasville, Conn. LeAnn Rimes is open-
ing all shows, with Brooks & Dunn, Gary
Allan, Luke Bryan and Sammy Hagar join-
ing the stadium shows in various configura-
tions. Local bands also will open shows
(billboard.biz, March 27).

Before he’s done with Poets & Pirates, we'll
be well into football season, with Chesney hav-
ing played 14 stadiums as well as a mix of are-
nas and amphitheaters among the 34 dates.
The expansive staging travels on 15 trucks as
part of an overall production fleet of 30 semis
(another 10 for the stadium concerts). Twenty-

eight coaches move the band and crew.

The set’s primary Daktronics video screen,
which extends the length of the stage, is a
thing of beauty, and is augmented by smaller
screens above and beside the stage. The mod-
ular system, with a curved hanging system
developed by Screenworks, adapts to stadi-
ums, arenas and amphitheaters, and every
screen can be programmed independently of
the others. A masterpiece of gear—deemed
“the Control Freak”—has been built to coor-
dinate all the video cues, effects, lights, cam-
eras and action.

For this particular arena configuration, two
cameramen were hoisted some 100 feet to
catch action, which is displayed in the clear-
est, sharpest concert video I've ever seen. Each
of the matrix panels represents the cutting
edge of video technology that's just hitting the
marketplace. At 48 feet wide and 13 feet high,
every single pixel counts.

Beyond the video that captures the
action onstage, the preprogrammed
video is also creative and well-
conceptualized, and throughout this
final rehearsal Chesney frequently
checked out the screens to make sure
everything was per his vision of the
presentation. Chesney is very hands-
on in what his show looks and
sounds like.

Sales are off to a typically Chesney-
esque start, and not just in traditional
country music strongholds. Take
New England, for instance: the July
26 date at Gillette Stadium in
Foxboro, Mass., is already sold out,
as were the tour openers in Un-
casville. “This is the first time we have
ever played Kenny at the Mohegan
Sun after a few years of sellouts at
the Dodge Music Center [formerly the Mead-
ows],” Live Nation Connecticut chairman
Jimmy Koplik says (and often referred to as
Mr. Connecticut). “Both shows at Mohegan
Sun sold right out, so Kenny continues to play
to full houses in Connecticut.”

Ineach of the five previous years, Chesney
has played to more than 1 million people, an
unprecedented featin country music, and ex-
tremely rare in any genre. Since 2002, Ches-
ney has grossed well more than $300 million
and moved nearly 7 million tickets.

As ever, Chesney is managed and booked
by Clint Higham and Dale Morris, and his
tours are promoted and produced in North
America by Louis Messina at TMG-AEG Live.
“Once again Kenny is the biggest show on the
road,” says Messina, who is sometimes re-
ferred to as “Kenny’s Boy.” “Once again, Kenny
outdid himself. We are the traveling summer-
time party, and I can’t wait.”

For 24/7 touring news

i and analysis, see
billboard.biz/touring.
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THE NEDERLANDER ORGANIZATION

a preeminent concert promotion, theatrical production and venue o})erations firm
based in Los Angeles, is currently interviewing for the position of Controller.

QUALIFICATIONS AND REQUIRED SKILLS:

*Ten years of experience in the accounting field
*Concert or Theatre industry experience preferred;
other live event entertainment experience a must; CPA designation a plus
*Proficiency in GAAP accounting; significant experience
ability to manage and create budgets & plans, and report results
*Strong analytical and communication skills
*Must be extremely proficient in Excel, and have experience
with Windows based accounting systems

JOB DUTIES:
* Reports to VP - Finance

» Monthly and annual close of multiple venues and entities

» Monthly and annual consolidation of multiple corporate entities

+ Analyze monthly and annual results and generation of reports to management
v Analytical review of results and trends of key performance indicators

» Annual planning, budgeting and forecasting

» Accounting system improvements, automation, and controls

+ Coordination with outside auditors on financial statements and tax returns

SALARY AND BENEHITS:

A competitive executive compensation package including participation in an annual bonus plan,
insurance benefits, 401(k) and flex spending programs.

Email resume and salary history to: Apply@Nederlander.com Re: Controller

EVENT & ARENA
MARKETING CONFERENGE

The only industry conference devoted to the exchange of ideas
among marketing, group sales, public relations, event planning and
live show promotzrs and professionals.

Gonference Registration Includes:

» Admission to all sessions including
keynote speaker, concurrent and panel
sessions, roundtable discussions and
team-building experiences.

» Canference notebook and SWAG bag

= Meals hosted by industry leaders

= Networking opportunities

= Evening entertainment activities

= Transportation to evening events

= Dppartunity to participate in the SWAG
Swap, Raffle, and 1o win great prizes

Registar online at eventaranamarketing.com P
$575.- Repistration

$400 - Additional people from the sarme venue up 1o 10)
$250 - Single Day Registration
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DALY BY ANTONY BRUNO

Window Shopping

Format By Format, Release Schedules Try To Control What The Music Biz Still Can

It used to be so easy. When
the entertainment industry
had control over its distribu-
tion, back before piracy set in,
there was this notion of a “re-
lease window.

It allowed the film industry
to rake in billions by carefully
orchestrating exactly where its
content was consumed and via
what format. Movies appeared
first in theaters, then on DVD
premium cable and finally net-
work TV, with domestic and
international releases inter-
spersed among them.

It's something the musicin-
dustry has long hoped to repli-
cate. But in a sort of cosmic
joke, the dawn of digital enter-
tainment gave the music indus-
try a host of new products to
sell beyond the CD—such as
ringtones, ringback tones,
videogame downloads and dig-
ital downloads—and digital
piracy to render the “window-
ing” effort powerless.

‘In a perfect world, we would
be able to execute more of a
windowing strategy,” Zomba/
Jive Records senior VP of mar-
keting and digital media Jeff
Dodes says. “But [when] we
plan a strategy and then the
track leaks . . . what strategy do
we really have? That happens
to us fairly often.

Once a track leaks, that's it.
No more control. The result?
Everyone scrambles to make
money where they can, as fast
as they can, on whatever for-
mat holds the most potential
at the time. That’s what led
Gnarls Barkley and the Racon-
teurs to rush-release albums
in physical and digital formats
rather than build demand with

GNARLS BARKLEY rush-
released its latest alpum,
“The Odd Couple,” gfter it
leaked online sevefst
weeks early.

an early single.

Butthat doesn’t stop the in-
dustry from trying. Despite
the chaos, there are islands of
sanity where a savvy label can
still manage the staged release
of music.

“Some things are more con-
trollable than other things,”
Jupiter Research music analyst
David Card says.

Take CDs. The physical re-
lease is one of the few music
products that is solely under the
label’s control; in some cases
staggering a physical album’s
release after its digital debut can
help regain some lost ground.
Radiohead found success de-
butingits “In Rainbows” album
as a digital download months
before releasing the physical
CD, and the latter still became
a No. 1 seller. Many indie and
emerging acts are following
similar
strategies.
Even Colum-
bia Records

included remote control

HDTV GETS SMART

Further proving that the computer and
entertainment worlds are colliding, computer manu- [
facturer Hewlett-Packard has released a new line of
Internet-connected HDTVs l
The MediaSmart TV series now features Microsoft’s ‘

Media Center Extender feature, which allows users to
access media from not only the Internet but also their
home PCs, including photos, videos and yes, music.
In addition to on-demand access to videos from |
providers like CinemaNow, the TV has direct access
to Internet radio stations via Live365

The software aggregates all available content into
a common interface that users can then select using the

The MediaSmart TV line is available now, starting
at around $1,900, depending on the retailer.
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is embracing the concept with
the release of U.K. songwriter
Adele’s U.S. debut, “19.”

Things get tricker with dig-
ital products, particularly down-
loads. Conventional wisdom
says that barring the occasional
iTunes exclusive, the best bet
is to make the album available
everywhere the moment the
first single is serviced to radio.

‘When you go to radio, you
may as well make it available
everywhere,” Dodes says. “Be-
cause essentially, it will be.”

But with more unconven-
tional products—videogames
and mobile—controlling the
release window might still be
an option.

Ringtones for some time
were considered a piracy-free
product, and as such have been
one of the few controllable
early-release formats. It's now
common to re-
lease ringtones
before the full
album is released.
They not only
spur sales, but
also act as a test
product to deter-
mine whether the label is push-
ing the right single.

At one point, labels tried re-
leasing singles as ringtones
before aiming for radio air-
play—sort of like a teaser for
a film. But once it became
clear that radio drives ringtone
sales, the practice changed.

‘If they haven’t heard the
song,” Dodes says, “people
aren’t going to buy a ringtone—
even from an artist they know.”

The mobile attention is now
moving to ringback tones.
Ringtones are no longer as con-

trollable as they once were, now
that fans can create customized
ringtones from their personal
music collection. Ringbacks are
a network-based application,
and therefore cannot be simi-
larly replicated.

Videogames are a newer area
of opportunity. Games like
“Rock Band” and “Guitar Hero”
let users buy and download
new songs to play with the
game. Because developers
must program these down-
loads to work with the game,
piracy is nota concern, and dis-
tribution can be controlled.

One new tactic involves
using games as an early-release
platform. Motley Criie and Def
Leppard have already released
new songs exclusively through
‘Rock Band” and “Guitar
Hero,” respectively.

Some wonder if videogames
would prove more effective as
alate-stage release platform in-
stead, much like how ringtones
were once offered too early in
the release-window schedule.

“Isn’t the whole point of the
game to play stuff you're famil-
far with?” Card asks. “If you're
actually trying to build demand
for a song, this should bein a
later window.”

To be sure, experimentation
will be key to the industry’s at-
tempts at replicating the
movie release-window strat-
egy. Butin the digital age, time
is of the essence.

“The film industry had 50
years to figure this out,” Card
says. “The music industry has
no time whatsoever. o

biz

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

PARTNER 2 PARTNER
Comcast is taking something
of a “if you can’t beat 'em,
join ’em” approach to its
peer-to-peer problems by
partnering with Pando Net-
works to create an industry-
wide “P2P Bill of Rights and
Responsibilities.” The intent
is to engage Internet service
providers, P2P companies,
content providers and con-
sumer advocates in an effort
to outline P2P users’ rights
as to what methods ISPs can
use to manage bandwidth.
Comcast drew the ire of
customers and regulators
last year when it began the
wholesale blocking of P2P
traffic via the BitTorrent
protocol, which affected
legal and illegal content
traffic. The company has
since adopted technology
from Pando that aims to use
P2P networks to ease Inter-
net congestion.

GAME SHOWS
BET Networks has reached

an agreement with Micro-
soft’s Xbox 360 division to
sell programming through
the Xbox Live Marketplace.
Such shows as “College Hill
4. “American Gangster” and
“Comic View” are now avail-
able for downlioad on the
game console. The premiere
episode of “Iron Ring” is fea-
tured as a free download for
a limited time.

‘PRINCESS,’
PERSONALIZED

Fans of the 1987 classic film
“The Princess Bride” can
now vie for a chance to com-
pose a new title theme song
for the coming videogame
version of the movie. Con-
testants can download and
remix the original theme
song components via ACID-
planet.com, which is host-
ing the contest, and submit
their creations through
May 22. The winning entry
will be selected by the
game’s developer, World-
wide Biggies.
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Rihanna posts the week’s highest debut

No. 15 with “Take a Bow.” That also
ks the best start of the 20-year-old
Barbados native’s four chart visits.
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COURTESY OF LOONEY TUNES

Retail Track

A Tour Of A Host Of Record Store Days

For me, Record Store Day {April
19) started out with oversleeping
—hey, | went to see the Misfits
at Warsaw in Greenpoint, Brook-
lyn, the night before. By 10:30
, I left Astoria and headed
across the George Washington
Bridge. The day was beautiful,
which led me to ruminate that
the weather could hurt business.

Since it appeared on the
Record Store Day Web site,
Record King in Hackensack,
N.J., had drawn the curiosity of
coalition retailers around the
country. The site says the store
carries a half-million 45s, which
I can now attest appeared to be
true. The walls of the narrow,
150-foot-long store were lined
with 45s, spine out, like a library.

Where the walls were open,
the design on them conveyed a
nice feel, even a signature look,
for arecord store. But like most
used stores it also had a few

a.m.

thousand CDs and the same
again in vinyl albums—it’s too
cluttered. Worth a trip, if you
are a singles junkie,

As | expected, it was too early
for any Record Store Day ac-
tion—the store is holding a big
event next month, but had
nothing planned for April 19—
so I headed back to the city to
shoot down to J&R Music
World in lower Manhattan. One
problem: Most in-store per-
formances were between noon
and 3 p.m., so it was hard to
catch more than a few artists at
a couple of stores.

When | reached [&R, I saw
asmall mob outside the store,
and itlooked like a three-card
monte game was going on. But
when | got closer, everyone
was clutching CDs from a
table filled with—T later learn
—free promos.

Danielle Cotton, a modern-

'ED CHRISTMAN echristman@billboard.com

Store 'To Store

day blues/soul rock artist, had
already begun playing, and
sounded good to boot. The
store was busy and about 40
people were watching the per-
formance, but here again, the
nice weather appeared to have
kept most people outdoors.
During the performance, |
checked out the vinyl section
and saw that I could get a free
Universal Music vinyl sampler
with any purchase of a “new”
Universal vinyl album. I
searched the vinyl but alas ei-
ther Universal’s or J&R’s idea
of what’s new and should be
available in vinyl didn’t align
with my musical tastes, so I
didn’t score the sampler. After
Cotton finished, I pre-ordered
her album “Rare Child” for May
20 and got adownload card too.

I headed out for Long Island
but made the mistake of taking
the Belt Parkway to the South-

ern State, which turns a 40-
minute ride into a 90-minute
one. As | arrived at CD Island
in Rockville Centre, 2 p.m. in-
store performer Cass Dillon
and his posse were leaving. But
a purple van was outside for top
40 station WBLI, and balloons,
a promotional table and a small
crowd outside the door made
the place look happening.
Inside, Billboard associate
chart production manager Alex
Vitoulis introduced me to
owner Doug Machow, who said
this is the first time his store had
held in-store performances.
About 30 people were there for
Dillon, and a new crowd was ar-
riving for the next performance.
It turned out the crowd were
radio contest winners, here to
meet Amber Rose Marie, a
dance artist who was the next
performer. Her manager,
Catherine LaPorte of Catz En-
tertainment, said 300 fans text-
messaged the radio station to
compete for 20 slots to attend a
private pizza party with Marie.
“Kids are used to getting
their music from iTunes, but

Cro-Mags singer JOHN
JOSEPH reads from
his autobiography
during Long Island
retailer Looney Tunes’
Record Store Day.

we got a large text response,
which shows the need for a
campaign like Record Store
Day,” LaPorte said. “The fans
still want to connect with their
artists and new music, and they
cando that at record stores.”
It was after 4 p.m. when |
headed out to Looney Tunes in
West Babylon, Long Island, and
I was sure L missed the 3 p.m.
in-store reading from the auto-
biography of hardcore singer
John Joseph of Cro-Mags.
But Joseph was still there au-
tographing books and shooting
the breeze with customers and
owner Karl Groeger Jr. “He

was only supposed to be here
for about half an hour, but he
didareadingand started telling
some great stores and he
wound up staying for an hour-
and-a-half,” Groeger said.
However, the day ended on
a gloomy note. Showing how
vibrant his business is, Groeger
said that he’d just bought the
entire inventory of Slipped Disc
in Valley Stream, Long Island,
and on April 21 he headed over
there with a tractor trailer to
empty out the store. Thus, April
19 was the first—and last—
Record Store Day in the 25-year
history of Slipped Disc.
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Making

WavesOn Air

Latin Shock Jocks Give Promoters Pause

Among the promo tasks that artists undertake to get
their music played on the radio is making the rounds
of the highly rated Latin radio morning show cir-
cuit, where on many programs, content is racy and
hosts like to push the envelope with their guests.

At that point, publicists and promoters have to de-
cide if submitting their acts to live, uncensored
grilling is worth it.

The issue arose during the “Morning Radio in
the Post-lmus Era” panel during Billboard’s Latin
Music Conference, when Enrique Santos, co-host
of Univision’s popular “El Show de Enriquey Joe,”
told of how RBD member Christian gave them the
fmger afier a testy, on-air interview.

“They would never do that if we were a TV show
and they were on-camera,” Santos said.

In turn, an audience member chastised the pair
for delivering low blows to Christian during the show.
But if artists don’t like the heat, Santos asked, why
are they visiting a show like his in the first place?

Because, promoters and publicists say, such shows’
ratings are too high for their artists to bypass, and
therein lies the problem.

Channeling

C h aya n n e Puerto Rican Star’s Series Help

“Not going to the morning shows—particularly
in a city like New York, where their ratings are so
high—is almost like not having promoted there,” in-
dependent publicist Mayna Nevarez says.

Nevarez deals with the possibility of conflict by
preparing her acts—which include Daddy Yankee,
DLG and Alexis & Fido—for each host.

“As a publicist, | have to feel certain that my artist
is ready for any question, whatever it may be. If they're
not, I prefer not to take them.’

The trick, one radio promoter says, is having a
good relationship with radio hosts. “I can say to them,
‘Man, if you're out of line, I’ll leave with my artist,””’
he says. “But I'm the one who intercedes and I'm the
one who gets blamed, not the artist.”

But absent these kinds of relationships, promot-
ers desperate for airplay have to be prepared to face
the consequences, many say.

“You do the impossible for that song to play, and
it's not the same to send a press kit,” says one pub-
licist who also has worked in promotion.

Issues arise mostly for reggaetén and tropical acts,
given that those formats are the ones who tend toair

s SBS Expandinto Music

Latin morning show D

left) RAUL BERNAL, 3¢
CERIANI, JOAQUIN

the racier morning shows. Taking pop acts to such
programs, the promoter says, is often a risk. “Pop
acts who have issues, | prefer not to take them to
those shows,” she says.

As for telling hosts to refrain from asking certain
personal questions—that’s the kiss of death. “It's a
way of having them precisely ask that,” she says.

Nevarez pre-empts this situation by specifically
preparing her acts for certain questions. After all,
issues arise when guests get testy, not when they’re
accommodating.

And while artists would often prefer to just talk
about music, as public figures they simply have to
be prepared to answer personal questions. “The
artists come to the show and they pretend to talk
about those things nobody gives a crap about,” says
Luis Jiménez of Univision’s “The Luis Jiménez
Show.” “We want to know how you like to spend
your vacation, or what's the craziest thing a fan has
ever done to you. Things like that.” oo

b- For 24/7 Latin news
DIZ .nq analysis, see billboard.biz/latin.

CHAYANNE gets up
close and personal
on the set of Mega

TV’s ‘Gabriel.

former says, speaking
on the phone as he was
shooting “Gabriel” in
Venice, ltaly. “l wanted
an acting project, and |

After a six-year hiatus from
acting, Puerto Rican pop
star Chayanne returnsto TV
via a mini-series that will air
this fall on Mega TV, Span-
ish Broadcasting System’s
fledgling TV channel.

The 12-hour series, titled
“Gabriel,” will be the debut of
Megafilms, SBS’ newly
launched production division.
The choice of actors—the
other lead role is played by
Venezuelan singer/actor José
Luis Rodriguez “El Puma”—
underscores SBS’ aim to be-
come a vertically integrated
media company where music
is a defining component.

“It was a natural opportu-
nity to build on our existing
strengths as a musical power-

16 BILLBOARD

house, and therefore we were
able to tap into musical art-
ists,” says Cynthia Hudson,
executive VP/chief creative
officer for SBS and Mega TV.

Also in the works, Hudson
says, is a “Gabriel” soundtrack
whose content is still being
defined, but is expected to be
released in tandem with the
series this fall. At press time,
Chayanne was slated to
record the series’ theme song.

SBS unveiled “Gabriel”
during Mega TV'’s first up-
front event, held April 24 in
New York.

Earlier this year, SBS, which
owns the powerful SBS Span-
ish-language radio network,
Mega TV and Web site Lamu-
sica.com, expanded its enter-

MAY 3, 2008

tainment division to vertically
integrate allits operations and
offer artists not only promo-
tional platforms but also spon-
sorship opportunities via its re-
lationships with advertising
agencies and major sponsors.

It also named former rec-
ord executive Oscar Llord
managing director of SBS
Entertainment.

Although “Gabriel” will be
Mega TV’s first originally pro-
duced drama, the station al-
ready airs several musically
inclined shows, including
“Esta Noche” with host Alexis
Valdés, which relies heavily
on musical guests. On April
27, the channel will launch a
new show, “La Descargacon
Albita,” hosted by Cuban

singer Albita and featuring
artists’in her studio.

As a favorite radio artist—
his single “Si Nos Quedara
Poco Tiempo” won the Latin
Pop Airplay song of the year
award, male, at Billboard’s re-
cent Latin Music Conference—
Chayanne, who is signed to
Sony BMG, has a longstand-
ing relationship with SBS.

Nevertheless, he says—
notwithstanding the fact that
he will sing the “Gabriel”
theme song—he took on the
series as an acting project.

“l see it as two worlds:
Chayanne the singer and
Chayanne the actor,” the per-

loved this one. | feel refreshed
taking on new projects, espe-
cially after touring for two
years.”

For Hudson, it was impor-
tant to tap into talent that
could work across many
platforms.

SBS has begun to take ad-
vantage of its synergies be-
yond coordinating radio and
TV. Earlier this month, Mega
TV’s site, Mega.tv, began sell-
ing ringmasters of theme
songs used in Valdés’ show
and recorded by Valdés him-
self. Also available are ring-
masters from some of SBS’
morning radio shows. —LC

EN ESPANOL: All the great Latin music coverage you’ve
L£OMmM come to expect from Billboard—in Spanish!

BillboardenEspanol.com.

www.americanradiohistorv.com

LAAN GETS FRESH
Spanish singer/songwriter Ana
Laan's “Paradise” is featured in
a TV campaign for the Dove Go
Fresh Yellow product line. The
English-language song from
Laan’s bilingual 2007 album,
“Chocolate and Roses,” is run-
ninginthe United Statesandin-
ternationally in commercials
throughout 2008. Laan’s album
was a digital self-release, and
she is signed to Warner/Chap-
pell for publishing. She has also
contributed vocals to the
soundtrack to “The Motorcycle
Diaries.” —Ayala Ben-Yehuda

LET’S MAKE A DEAL

In a move that breaks rank
with normal publishing
agreements, EMI| Music Pub-
lishing has signed a deal to
administer the catalog of Ed-
itora San Angel, in conjunc-
tion with Mexico’s Society of
Authors and Composers
(SACM). Editora San Angel
is the publishing house of all
music compositions belong

ing to Mexican media con

glomerate Televisa. It in-
cludes the music of many
Televisa shows and soap op-
eras, as well as a selection of
tracks recorded by Televisa’s
acts, including RBD. San An-
gel’s catalog has long been
administered worldwide by
SACM, which also represents
the writers. Under the new
agreement, EMI will step in
torepresent San Angel’s and
SACM’s interests in the cat-
alog worldwide, except for
the United States and Mex-
ico. In the States, EMI will be
the sole administrator. SACM
will continue to act as admin

istrator for the individual
writers that it represents
worldwide —Leila Cobo

COUSINS ON CAMERA

Geffen pop duo Prima J, whose
Spanish translation of Alicia
Keys’ “No One” became an on-
line video hit, recently kicked
off a series of online vignettes at
holamun2.com. The vignettes
documenting the singers’ lives
are a precursor to eight addi-
tional on-air segments starring
the singers on mun2. Cousins
Jessica and Janelle Martinez
who have been featured on the
soundtracks to “Bratz” and the
Disney Channel’s “Jump In!,”
will release their debut album
June 17. —ABY

SPANISH BROADCASTING SYSTEM

\RNOLD TURNER: BOTTOM

TOP
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The Indie
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CORTNEY HARDING cortney.harding@billboard.com

Driving Licenses

Quango Sets A Branding Example

Riddle me this: What's the fastest way to get
millions of people to hear tracks from a record
that has sold only 31,000 copies? A clue: Itin-
cludes stalking runways and city streets in ex-
pensive pumps, and yet actually makes the label
and the band money.

While the name Bitter:sweet might not be
on the tip of everyone’s tongues, its music is
certainly infiltrating plenty of ears. The duo,
both former members of Supreme Beings of
Leisure, has provided the music for such films
as “The Devil Wears Prada” and specials like
the Victoria's Secret Fashion Show, as well as
the theme song for NBC show “Lipstick Jun-
gle.” But the trip-hop act didn’t score all these
placements on its own; much of its success is
due to the work of its label, Quango Records.

The Los Angeles-based outfit, which was
founded in 1993 by D) Bruno Guez, has been
aleader in the licensing game. Ata time when
many labels are just dipping their toes in the
synch pool, Quango has been splashing around
in the deep end for almost 15 years, creating
lifestyle branding partnerships and placement
opportunities for its acts.

“At this point, I’d say our revenues are split
pretty evenly three ways,” Guez says. “About a
third is from record sales, a third is from synch
licensing income, and a third is from branding
partnerships. | expect our licensing income to
become an even bigger part of the pie in the
next few years.”

“Quango really gets itin terms of licensing,”
NBC director of music supervision and licens-
ing Stacy Wallen-McCarthy says. “They have
been very proactive and open-minded in a cli-
mate when many labels are starting late and
having to play catch-up.”

Guez credits the lifestyle branding business
for the creation of the label. “I was working as
a DJ and [hotelier/Island Records exec] Chris
Blackwelil asked me to make some mixes and
curate the music for his hotels. | worked with
him at Island for four years, and signed Zero
7 shortly after all the indie labels were released
in 1997. Zero 7 were the first band where we

started doing synchs early and then we went
from there.”

For Guez, licensing also goes far beyond col-
lecting a check and enjoying hearing his bands
on TV. “We have been proactive in turning
synchs into digital marking opportunities,” he
says. “For instance, we create a custom land-
ing page [online] for each synch, and then we
work on search engine optimization, so when
people search for * “Lipstick Jungle” theme
song,’ the first page that comes up is our page.
People can enter their e-mail addresses to get
a 30-second clip of the song, and then we have
their info to create a one-on-one relationship
going forward.”

Building one-on-one relationships between
clients and brands has proved another money-
maker for Quango. Rudy Manheim, who man-
ages the Oliver Peoples eyeglasses storein L.A.,
says Quango was “totally ahead of the curve in
terms of creating relationships between music
and stores.”

“They really understand branding and get
that music is part of the retail experience,” Man-
heimsays. “They get our vibe—we have a high-
end, exclusive clientele, and they wanta certain
type of sonic experience when they are shop-
ping. It can hurt a store when the music and
the product don’t match up.”

“We describe ourselves as ‘creating music
for brands,’ " Guez says. “But we want the mu-
sicians to be part of the experience. For the new
Bitter:sweet record, which comes out on May
13, we are doing a co-promotion with Starbucks
and iTunes. We’ll have the record playing and
on sale in 10,000 Starbucks stores, and then
they will direct people to iTunes and to the phys-
ical copies of the disc for sale at the store.

“I still want to sell records, but the future is
inlicensing,” Guez adds. “My goal is to use my
curatorial skills to build both my label as a brand
and build a reputation as someone who can cre-
ate a soundtrack for a brand.” e

b- For 24/7 indies news and analysis, see
PIZ biliboard.biz/indies.
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BY ROBERT THOMPSON

Throttled

Canadian ISPs Cut P2P, Torrent Download Speeds

TORONTO—Two Canadian Internet serv-
ice providers (ISPs) have been cutting
network speeds for peer-to-peer (P2P)
and torrent use—but the music business
says the move is insufficient to affect dig-
ital piracy.

The issue of “throttling” has captured
media attention in recent weeks after Bell
Canada—the country’s largest telecom-
munications company with more than 2
million high-speed Internet subscribers—
and rival Rogers Communications admit-
ted to the practice.

Bell says it cuts speeds to P2P serv-
ices because they take significant band-
width and slow network speeds for other
users. One industry insider says 95% of
traffic on most Canadian networks is cre-
ated by less than 10% of users; the ma-

at Toronto-based Rogers, which claims
1.45 million subscribers, says the com-
pany’s decision to slow P2P applications
was not determined by the content being
transferred, but done solely to increase
network speeds for other users.

Rogers allocates less bandwidth to
P2P and torrents by using software that
recognizes unique characteristics in
data packets and then limiting upload
speeds. Rogers says it doesn’t attempt
to determine if files may violate copy-
right law—but both ISPs stress legal
downloading services, like iTunes
Canada and Puretracks, are unaffected
by throttling.

While ISP customer contracts prohibit
copyright infringement, they have long
claimed they do not track files moved over

-MICHAEL McCARTY, EMI MUSIC PUBLISHING CANADA

jority of those are downloading music
and movies.

Bell saysitis only reducing speeds dur-
ing peak evening hours, a claim widely
disputed in the blogosphere, where many
contend the services have been perma-
nently slowed.

The issue has proved controversial with
consumers and supporters of “Net neu-
trality,” the concept that the Internet
should be largely unregulated. While some
inthe industry quietly welcome the
move, others consider it evi-
dence that the ISPs could be
doing more to fight piracy.

“These Internet compa-
nies built their businesses
onthe back of unauthorized
music use,” EMI Music Pub-
lishing Canada president
Michael McCarty says. “But I'm
less interested in having a public policy
debate over the issue. | just want our song-
writers to get paid for the music being
stolen on these networks.”

File-sharing has been hotly contested in
Canada in recent years. The Canadian
Recording Industry Assn. blames it for a
slump in the retail value of recorded music
from $1.3 billion Canadian ($900.3 mil-
lion) in1999to just $703.7 million ($603.9
million) in 2006. Legal digital sales have
struggled to take off, although the mar-
ket has experienced significant uplift in
2008 (Billboard, March 29).

Taanta Gupta, VP of communications
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their networks. Now, one entertainment
industry source says throttling demon-

strates that ISPs know exactly what is

being transferred on their networks.

“The only reason they are against [P2P]
now,” the source says, “is because it is clog-
ging up legitimate use of their networks.”

McCarty hopes the slowdown may be
the first step toward getting ISPs to take
action against the transfer of copyrighted
content on their networks—something al-

ready in the works in the United King-

1 dom and France.

§ And David Neale, senior VP
of consumer product solu-
tions at Vancouver-based
ISP Telus (which has 1.18 mil-
lion subscribers), agreesit’s

time for an ISP/entertain-

ment business dialogue, even
though Telus does not currently
slow any services.

“In effect what we’ve had is epidemic
shoplifting of entertainment media,” he
says. “We need to remind people that
someone created what others are taking
for free and getting pleasure from.”’

In the meantime, however, the indus-
try does not plan to try and push frus-
trated file-sharers to legal services—and
Puretracks, owned by Bell, says it has not
seen any significant increase in sales be-
cause of throttling.

“All this has done,” Puretracks CEO An-
drea Zeigler says, “is make free take a lit-
tle longer.” ..

Dub/soul collective FAT FREDDY’S
DROP spent more than 100 weeks
on the New Zealand chart with its
debut album.

(¢{e.VYB8 BY JOHN FERGUSON

THEPROMISED
(ZEA)LAND?

Government Funding Helps Kiwi Acts Seek International Success

AUCKLAND, New Zealand—New Zealand artists
are flourishing at home with government support—
but international breakthroughs remain hard to
come by.

Since 2000, the national government has invested
around $30 million New Zealand ($24 million) in
a range of music initiatives designed to establish a
vibrant domestic business and introduce Kiwi music
to the biggest possible international audience

The schemes have yet to deliver a new Crowded
House—the country’s best-known music export to
date. But associate minister of arts, culture and her-
itage Judith Tizard is confident the framework is now
in place for local acts to thrive on the global scene.

“The sense we have is that we are now considered
an interesting—Dbut small—part of the international
scene,” Tizard says. “But there are real champions
who are welcoming us back and there is now a much
clearer export and career path for our artists.”

Domestically, many execs say initiatives put in
place by successive Labour coalition governments
have helped transform the local music scene. The
main vehicle for government support has been New
Zealand On Air, which has helped fund more than
130albums. NZOA says those albums—from artists

ranging from successful rock act OpShop to rapper
Scribe—have spawned 263 singles, 249 of which
made the New Zealand airplay top 40. Meanwhile,
NZOA-funded albums broke the 1 million sales
mark in November 2007.

NZOA has recently dedicated its efforts toward get-
ting more New Zealand music onto commercial radio,
but the agency’s latest program focuses on interna-
tional radio promotion campaigns, carried out by such
companies as Los Angeles-based A&R Worldwide.

The government also funds the New Zealand
Music Industry Commission, whose programs in-
clude Outward Sound, in which acts receive finan-
cial support for touring or basing themselves inan
international market; so far around 80 acts/labels
have received grants.

However, true international success has proved
much harder to achieve. While supporters point to
Outward Sound/NZOA-supported artists like soul
singer Hollie Smith, alt-poppers the Brunettes and
singer/songwriter Bic Runga making inroads in
other markets, others note that rockers the Datsuns
—whose self-titled debut hit the top 20 in 2002 in
the United Kingdom—did not receive government
support until after they were established.

NEWS

>>>JAPANESE MARKET
SLUMPS

The Japanese recorded-music market turned in a
poor performance in the first quarter, with interna-
tional repertoire’s market share showing an espe-
cially steep decline, according to data the Record-
ing Industry Assn. of Japan released April 18.
Shipments by the RIA J's 45 member companiesin the
first three months of 2008 totaled 59.6 million units,
down14% from the corresponding period of 2007, for
awholesale value of 74.6 billion yen ($730.7 million),
down12%. Domestic product was down 12%t0 46.3
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million units, with value down 10% to 60 billion yen
($587.3 million). Shipments of international product
fell 19% to 13.3 million units, with value down 20% to
14.6 billion yen ($143.5million). —Steve McClure

>>>U.K. NIXES TICKETING
REGULATION

The British government will not introduce strict reg-
ulation of the secondary ticketing sector, but has
called upon the concert industry to coliectively
clean up its own act. In a response to a Parliamen-
tary select committee report onticket touting, the
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Former Warner Music New Zealand GM Jerry
Lloyd, now runninga Sounds musicstore in Napier,
says it’s time to focus resources on a smaller num-
ber of proven acts.

“New Zealand has been aching for years to get
something away in a big way internationally,” he
says. “Ifthereare acts who have made headway here,
let’s pour gasoline on them and see what we cando.”

Crowded House’s Neil Finn and veteran promoter/
musician Gray Bartlett are among those to publicly
express doubts about “unrealistic expectations” for
international success.

“I would be unhappy if kids didn’t have stars in
their eyes,” Tizard says. “If we want to create indus-
try, we have to export. And if we are to get these ex-
port industries, the government has to be involved
because most [New Zealand] firms are too small to
do the marketing and export work required.

Adam Holt, managing director of Universal
Music New Zealand and president of the Record-
ing Industry Assn. of New Zealand, says the fund-
ing initiatives have been an “enormous success,
helping to minimize the risk when it comes to
launching a new artist. Ben Howe, owner of indie
Arch Hill Records—which received Outward
Sound support for U.S./Australian tours by
singer/songwriter David Kilgour—Dbelieves such
programs are invaluable.

“There are more bands touring and achieving
levels of success than ever before,” he says. “Back
in the 1980s and '90s a [New Zealand] band going
overseas was major news, but not anymore.” -

FRESH KIWI Three New Zealand Bands Tipped For International Success

BROOKE FRASER
Hometown: Wellington
Forthcoming release: “Alber-
tine” (Wood and Bone/Red-
eye), May 27 in the United States
Booking agent: Paradigm
Agency, New York (United
States); Brent Eccles Enter-
tainment, Auckland (New
Zealand); Harbour Agency,
Sydney (Australia)
Singer/songwriter Fraser has
long been a priority for Sony
BMG in New
Zealand, but
her first U.S.
release, “Al-
bertine”—No.
8 in the 2007
year-end New
Zealand charts
—will be through an indie. The
U.S. launch, supported by a
June tour, has been backed with
funding from Outward Sound
and, while she is being posi-
tioned broadly in the AC mar-
ket, Redeye will also look to tap
the Christian audience.

CUT OFF YOUR HANDS
Hometown: Auckland
Forthcoming release: As-yet-
untitled debut due in September,
via 679 Recordings (United King-
dom) and Speak’n’Spell Records
(New Zealand/Australia)
Booking agent: Flowerbook-
ing, Chicago (United States);
Primary Talent, London (United
Kingdom); Pavement, Sydney
(Australia)

Another beneficiary of Outward
Sound, this pop-punk outfit hit
the international scene at South
by Southwest 2006. It has re-
leased two EPs and is recording
its debut album with producer
Bernard Butler. Melbourne-based
manager David Penge says Out-
ward Sound “makes a huge dif-
ference in breaking a band from
New Zealand. But
you have to show
that you have the
international con-
tacts and a plan.”
Penge says a U.S.
deal isimminent.

FAT FREDDYS DROP
Hometown: Wellington
Forthcoming release: “The
Camel” (the Drop), due May/
June in New Zealand and the
United Kingdom
Booking agent: Nicole Duck-
worth, Wellington (New Zea-
land), Kartel Creative, London
(International)
This dub/soul juggernaut has
largely eschewed the usual
funding mechanisms and
built a strong international
following on the back of its
live shows. Self-released debut
“Based on a True Story” was
the biggest-selling New Zea-
land album of 2006 and
spent more than 100 weeks
in the top 40. Currently on a
European tour, the band is
coy about when the
new album will emerge,
but new single “The
Camel” features guest
vocals from British soul
singer Alice Russell.
—JF

government says it is “now looking to event organ-
izers, promoters and their ticket agents to work to-
gether to find new ways of making sure that tickets
are properly distributed without fans routinely pay-
ing over the odds.” The government adds that these
changes can happen “without the burden of new
regulation” but suggests that a voluntary agree-
ment be drawn up identifying selected “crown jew-
els”—sporting and cuitural events that will not be
sold on the secondary market. —Lars Brandle

>>>MAMA ADDS ANGEL

London-based venue operator MAMA Group has ac-
quired dance music festival specialist Angel Music
Group. The acquisition bolsters MAMA’s festival port-

folio, which already includes investmentsin the Love-
box Weekenderin London, Surfstock in Cornwall and
the Great Escape in Brighton. MAMA has entered a
conditional agreement to purchase 70% of the entire
issued share capital of Angel from chairman/CEO Neil
Moffitt. The payment will comprise £2 million ($3.9
million) in cash and the rest in MAMA shares, with a
further £1.2 million ($2.4 million) payable subject to
profit targets up to July 2008. Angel Music Group
owns the rights to UK. festival Global Gathering (along
with LN-Gaiety Holdings) as well as Welshdance music
festival Escape Into the Park. —Andre Paine

b- For 24/7 global news and analysis,
MIZ  sce billboard.biz/global.
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U.K. Festival Sponsorship Shake-Up

LONDON—To sponsor or not to sponsor,
that is the question.

While a new breed of mainstream cor-
porate sponsors move into the U.K. fes-
tival business, some promoters are
predicting a backlash against the spon-
sorship of live events.

The United Kingdom’s largest telco. BT,

is the new primary sponsor of the Isle of

Wight festival, and General Motors-owned
automaker Vauxhall has moved into festi-
vals with its Corsa brand to co-produce and
sponsor Bandstand, a new dual-site indoor
fest from the team be-
hind Bestival.

And Sky TV, the coun-
try’s biggest satellite-TV
operator, is the lead
sponsor at Hampton
Court Palace Festival.

“This is a good ex-
ample of showing that
Sky can offer some-
thing not normally associated with it,
something beyond the actual programs,”
says Sky TV director of customer rela-
tionships Christian Cull, who worked
with talent agency IMG (U.K.) to forge
the partnership.

“Ten years ago. it was a new thing for
brands to get involved in music festivals,”
says Joanna “Snowy” Everitt, director al
London-based Think Espionage, a market-
ing agency whose clients include Bacardi
and Universal Music. “But these days. both

Top price for headline sponsorship
of a U.K. festival

sides need to think more. Brand owners
cannot just slap rheir logos onto events.
They have to think more about personal-
izing the fans’ experience, making their
brand relevant, because young consumers
can smella marketing rat from miles away.”

Festival sponsorships can be worth
£30,000-£250,000 ($60,000-$498,000) to pro-
moters, according to live music sources. But
Simon Lewis, Live Nation’s London-based
president of international marketing part-
nerships, says that its four-year partnership
with mobile operator O2 at London’s O2
Wireless festival is about more than money.

“A good sponsor can make a festival,
while a half-baked one can have a negative

www.americanradiohistdyv.com

impact,” he says. “We're constantly getting
calls from companies, some of whom are
competitors of our current sponsors. But
we are working with the current ones be-
cause it works for us. rather than work with
an inappropriate one offering more money.”

Ben Turner, director atartist-management
firm Graphite Media and co-organizer of
Bandstand, says that a key factor for work-
ing with Vauxhall was that the carmaker gave
it control over the festival's artwork, includ-
ing the Corsa logo. “They understand that
partnerships in the modern world mean total
integration,” he says.

But as these big-
ticket companies move
into the field, some pro-
moters are turning
against sponsorship.
Vince Power, one of the
pioneers of festival
sponsorship when he
served as chairman of
Mean Fiddler Music Group (MFMG), re-
enters the business this summer with a
new U.K. festival, A Day at the Hop Farm,
which will shun corporate branding.

“Festivals like Glastonbury, Readingand
Leeds are a great target for sponsors,
Power says. “But branding doesn’t always
benefit the customer. Ifit’'s something solid
you can give them, that’d be OK, but [not]
ramming [it] down their throats, like Car-
ling—every bit of spare fence would have
‘Carling Weekend'’ plastered on it.”

This year Reading and Leeds will be
without a title sponsor for the first time in
nine years, after Festival Republic (for-
merly MFMG) managing director Melvin
Benn ended the association with the Car-
ling beer brand.

“l wanted to reclaim the name ‘Reading
and Leeds Festival’ and return to the roots
of the festival,” he says. “In fairness to Car-
ling, it was never a hindrance. But while
golfers would be niore than happy to stand
next to a Volvo car in a Volvo-sponsored
event, musicians are less willing to com-
mit to such an endorsement.”

“As they see everyone doing it, more
and more companies will want to spon-
sor live events, like a default mecha-
nism,” Everitt says. “But we say, ‘Don’t
do it, unless it is relevant and comple-
ments your other activities.” And we ask
the festival organizers, ‘How badly do
you want the money?’ ” .

Additional reporting by Tom Ferguson.
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BEHIND THE CURTA

Sony-BMG Report Reveals
Details Of Digital Pricing,
But Royalties And Revenue
Remain Murky

Never before has anyone been able to learn de-
tails about all the major labels’ confidential agree-
ments with the top digital services and mobile
operators. But now, the European Commission’s
(EC) competition unit has released the public
version of its decision approving—for the sec-
ond time—the Sony-BMG merger. This report
is unlike any other because it follows the most
in-depth government investigation of the record
industry in the history of recorded music, and it
reveals digital pricing information in the Euro-
pean Union long held secret.

All of this may never have come to light had a
European court in 2006 not “annulled” the EC’s
first decision in 2004 approving the merger. Since
the court specifically condemned the written de-
cision for not explaining sufficient reasons for
approval, the EC’s competition unit, led by com-
missioner Neelie Kroes, undertook another in-
vestigation. Not only was it unprecedented in
terms of thoroughness, but the unit reviewed
the digital market that had grown substantially
from 2004 to 2007. Worldwide, digital sales grew
from 2% to 15% of the total recorded-music mar-
ket in those years. Although the EC only reviewed
the European Union, the business deals are likely
similar to ones in other territories.

The competition unit investigated all major
labels, many indie labels and dozens of digital
services. Major-label groups not part of the merger
had to provide data from an average of 11 mil-
lion sales transactions throughout the EU dur-
ing a five-year period. All the majors also had to
provide a detailed analysis of online and mobile
sales from each of more than a dozen EU coun-
tries broken down by repertoire, format, digital
service and other factors (Billboard, Dec. 22).

The unit had to determine whether the merger
would create or strengthen a “collective domi-
nant position” in the digital or physical distribu-
tion markets. In making this determination, the
investigators had to figure out if reducing the
number of majors from five to four could “facil-
itate coordination”—create conditions where it
would be easier for two or more companies to
cometoan understanding on how they deal with
competitors and customers (e.g., fix prices) ina
given market, reduce the buying power of its cus-
tomers (e.g., withhold content from some serv-
ices) and thwart competition.

While the decision covers the physical and
digital recorded-music markets separately, dis-
cussion of the emerging digital market is partic-
ularly revealing.

Among other things, the unit conducted an
“in-depth investigation of the contracts” that all
majors have with at least 10 of the most impor-
tant digital-music service providers (generally
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five online services and five mobile operators)
ineach of'the five largest EU countries that were
in effect in 2004-07. It also reviewed similar con-
tracts in each of the 10 smaller countries where
total digital sales were below €10 million ($12.6
million) in 2006.

Digital market details: The investigation re-
vealed that the majors have provided about 85%
of the digital content in the EU. Even so, there
isa “level playing field” among majors and in-
dependents in the digital market, the decision
says. With the existence of third-party aggre-
gators and the number of digital distributors,
the indies enjoy easier access to the market and
other conditions similar to those enjoyed by
the majors.

The decision noted as a positive that Apple is
willing to pay indies wholesale prices that are
close to those of the majors despite their limited
number of chart hits.

In terms of revenue, major labels earned 40%-

60% of their digital revenue from master ring-
tones and mobile track downloads.
Contract terms: In 2004-07, the agreements
became more diverse and more complex. The
contract terms and wholesale pricing struc-
tures are often customized to reflect the mar-
ket position of the digital retailer and how much
the label values the services that the digital
company provides.

Each of the majors’ deals vary with each of
the digital business models that exist in the on-
line and mobile markets. These models include
subscription, streaming and advertising-sup-
ported services.

There are different pricing conditions, dis-
count structures, user conditions, digital rights

management restrictions and other contractual
conditions. In each of the major’s contracts, the
way the label shares revenue or marketing costs
is also significantly different from one another.
Pricing schemes: Unlike the physical market,
there aren’t any published wholesale prices to
dealers (PPD) in the digital market.

Since 2005, mobile wholesale prices have
been increasingly differentiated on the basis of
the volume sold. Prices change significantly de-
pending on the operator and the country in
which it operates. But even within the same
country, each major applies different rates to
different mobile providers.

Reviewing several mobile contracts, the in-
vestigative unit found that when prices set by
two major labels are similar with the same mo-
bile operator, there is always at least one major—
and not always the same major—that shows
“considerable price difference,” the decision
states. Rarely does a mobile operator have a sim-
ilar price from three majors.

In the online market, download wholesale
prices vary per format (e.g., single track, album
or bundled content). They also differentiate
prices based on standard, mid-price and pre-
mium content as well as front-line or catalog
music. These categories don’t necessarily co-
incide with music that is placed in a similar cat-
egory in the physical market.

Even though the majority of tracks and albums
fall into the “standard” category, there are sig-
nificant differences in wholesale price and other
contract conditions applied by each major per
digital provider in each country.

“This results in a different combination of the
four majors’ wholesale prices for virtually every
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music service provider,” the decision states.
For example, the wholesale prices charged
to iTunes are in the lower tier of the whole-
sale price range. And wholesale prices have
been undercut by different majors in several
countries.

In fact, “wholesale price differences applied
by the majors to a given music service provider
can vary significantly—up to 30%—and these
differences also fluctuate over time.”

For example, majors increase or lower prices
to customers depending on whether the con-
tract is in the first half of its term or the sec-
ond half.

Prices may also vary based on the record-
ing's length, genre, local or international ori-
gin, timing of release and other factors.

Other pricing structures include discounts
and volume-related prices as well as two-tiered
structures, like the greater of a minimum price
or a percentage of the retail price.

Discounts include introductory discounts,
volume discounts and rebates. Sometimes the
discounts are linked to objectives like sales vol-
umes or revenue. Other times the discounts
are linked to behavior, like promotional activ-
ities and positioning on the operator’s Web site.

New retailers may also get price reductions,
like a reduced wholesale price or a major agree-
ing to pay the value-added tax or publishing
royalties for the service during some introduc-
tory period of time.

Pricing may also be related to the volume of
sales, with one price for the first 10,000 down-
loads and another price for the next 10,000 dur-
ing a specified time frame.

Finally, and perhaps most enlightening, is that
even though Apple only typically retains 30% of
the retail price to cover all of its costs, iTunes—
aside from iPod sales—is itself profitable.

Overall, the version of the report available to the
public highlights the dichotomy between artist
expectations and competition law. While specifics
in the study are kept to a minimum, enough in-
dustry practices are divulged in its 339 pages that
allow some predictions to be made:

Royalties remain opaque: First, recording
artists may never truly have transparent royalty
accounting. The labels’ wholesale prices charged
for digital and mobile distribution must not be
transparent if the companies want to avoid vio-
lating antitrust laws. The more complex they
make their pricing models, the less able they are
to ever fix prices and thwart competition.

This could create an immense challenge for
artists who audit the labels, especially when
the labels’ deals with digital and mobile serv-
ices are made on a catalog basis rather than a
per-artist basis.

No clarification of digital revenue: No one
outside a major label can estimate how much
revenue that label receives from digital uses.
The digital pricing structures and other con-
tractual terms, which are all confidential, are
too complex. As a result, any market-share
analysis based on unit sales will likely be mis-
leading relative to actual revenue earned from
the digital marketplace. .

ILLUSTRATION BY BRIAN STAUFFER
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Far years, the soundtrack business was a sleepy corner of the industry—except for the oc-
casional standout hit, most compilation soundtracks seemed irrelevant. But of late, a reawak-
ening has occurred, and Robert Kraft, as president of Fox Music, has beenon the front lines.
Three of Fox's soundtracks reside in the top 10 of Billboard’s Top Soundtracks chart: “Alvin

Robert{Rs

Alvin? Simon? Theodore? Irish
buskers? Moldy Peaches? Who
knew the secrets to soundtrack
success were so eclectic?

and the Chipmunks” at No. 1, “Juno” at No. 2 and “Once” at No. 7.

kraft, who released two albums as a solo artist and two as part of a band, Robert Kraft &
the Ivory Coast, was nominated for the 1993 Academy Award for best song alongside Arne

Glimcher for “Beautiful Maria of My Soul” from “The Mambo Kings.”

He has been an executive on the Fox lot for almost 15 years, supervising the music for all
of the studio’s projects on the film and TV side, including “Moulin Rouge!” “Walk the Line”
and “Titanic™; for TV, he oversees the music for “24,” “Family Guy” and “The Simpsons,”

among others.

It’s a career that has survived the ups and downs of the music industry, but the recent
resurgence in his soundtracks has even taken him by surprise. What does he suspect is the

secret to soundtrack success? Two words: Singing chipmunks.

You’ve seen the soundtracks to
“Once,” “Juno” and “Alvin & the
Chipmunks” take off in recent
weeks. |Is there some common
thread that links these movies
that has made them successful?
This is a world where if 1 told you
six months ago we'd have three gold
records for soundtracks or that
“Juno” would be a No. 1 soundtrack
—every aspect of it is sort of star-
tling and surprising, considering
that soundtracks have been an in-
credibly moribund product for a
couple of years. | think “Once” is
the most obvious in many ways, in
that it’s a musical film, there are
songs performed, it won the Acad-
emy Award for best song—even
though it’s a tiny film, made for
$160,000 and [with] no real obvious
record company kind of play.
“Juno”? Unless there’s an enor-
mous Moldy Peaches audience lurk-
ing—a scarily huge audience that
no one’s realized—that one is mind-
blowing on every level to me. This
is the most eclectic mix of music. |
don’t know if there are people out
there just desperate for a Sonic
Youth cover of a Carpenters song. |
would have been thrilled if “Juno”
had sold 35,000 units and people
said, “What a cool soundtrack!” The

fact that it outsold Alicia Keys and
Mary . Blige one week and went to
No. 1 and is currently on its way to
700,000 records sold? It was No. 1
atiTunes for five weeks? When I'm
asked why “Juno” went to No. 1—
my answer is unprintable.

What the fuck?

Yeah, [ say. “Fuck if  know.” That's
what [ normally say. I don’t know
how Billboard feels about that an-
swer. [laughs]

We’re pretty low-key here, so
you might getitin.
I don’'t know what to answer except
that when the movie is great, which
that movie was, when the music is
incredibly interesting [and] charac-
ter-filled, maybe there’s an audience
out there that still longs for that. In-
stead of all those soundtracks I used
to make where | would crowbar
bogus rock bands into chase scenes.
Nothing is obvious anymore. I
can tell you that a year ago I thought
[about “Alvin”], “Oh, maybe we’ll
get a sweet kids' record out of it.”
Although [the film'’s producer] Ross
Bagdasarian Jr., to his credit, kept
saying, “You realize that we've
sold—whatever it is—60 million
Alvin records worldwide since

1958?” And I'd
say, “Well, it's a
different market,
it's a different
universe.” And yet, it keeps going.
This is the first time Alvin has been
in the top five since 1958. Maybe
“Alvin” is somewhere between all
those obvious soundtrack reasons—
songs on camera, groovy music that
people dig, and maybe “Alvin” also
could be taking a page out of the
Miley Cyrus/Jonas Brothers [fan
base], playing to that audience.

Do you think this is—not to be-
little it—a lucky streak?

Yes. I’'m not going to belittle it.
[laughs] If I was going to do a sem-
inar on film music in 2008, | would
say that if you have a compilation
soundtrack album, of which there
are too many, you run the risk of the
audience cherrypicking their fa-
vorite song. We found thatout with
“The Devil Wears Prada,” a beauti-
ful movie, great music through-
out—U2, Madonna—and it turns
out people would go to iTunes and
pick out the KT Tunstall song that
they liked or the Madonna cover that
they liked. I think if there’s any kind
of meta theory it’s to make fresh,
original music that's unique to the

movie and plays well in the movie
and people will want to go listen to
it again and have a souvenir. It’s
kind of like the first rule of sound-
tracks, and it's been forgotten.

Soifyou’reonaroll, what other
project do you have coming up
that could attract some sound-
track buzz?
I get calls from record executives
asking me something [ haven't been
asked for probably five years: “What
do you have coming?” That is a call
[ used to get, I think, the year after
we made “Titanic.” Within an hour
of any Fox title being announced it
felt like the heads of every major
label said, “We'll take it!” I'd say,
“It's not really a soundtrack movie

.,” and that’s where the trouble
would begin. “We’ll make it one!
Maybe we can find a place for Vel-
vet Revolver there in the love scene!”
But now I got all those guys—the
few that are left—[again] saying,
“What do you have?”

We're already at work on “Jen-
nifer’s Body,” which is the next
movie written by Diablo Cody, pro-

duced by Jason Reitman, who di-
rected “Juno.” We're already trying
to structure an interesting sound-
track. “The X-Files” movie there’s
already interest in. It's being scored
by Mark Snow, the guy who did all
the “X-Files” music [for the TV
show] ... We have a picture com-
ing up called “The Secret Life of
Bees.” It stars three amazing mu-
sical artists as the three actresses:
It's Jennifer Hudson, Queen Lati-
fah and Alicia Keys. That one, in
some ways, could be another one
where [ start to think, “Huh!”

What do you tell directors who

come in with the anticipation of
making a movie that cleans up at
the box office and a soundtrack
that cleans up on the charts?
I don’t know how many meetings
I’'ve had with directors, where they
bring up, “And it'll make such a cool
soundtrack!” And I've just said, “It
just won’t happen. Now it’s much
harder.” The great news is it means
that everyone in my shop can be as
creative as possible. There’s no fol-
lowing the old rules—we see what
we can find that is unique that hasn't
been released a thousand times.

How hard is that?

This is my new hex in life—songs
in a television commercial. There
are very few songs that I can find
anymore that somebody doesn’t say,
“Oh, isn't that in the Geico com-
mercial?” or “I think Kentucky
Fried Chicken is using that Rolling
Stones song.” | mean, there’s noth-
ing left. In fact, certain songs we
put in the movies now, people say,
“Is there a TV on in the room [in
that scene]?” Instead of [believing
thatit’s on| the radio that’s playing.
The song is so associated with the
Jaguar commercial or the Apple
commercial. It's terrible. -.

[ get calls from record executives asking me

something I haven’tbeen asked for probably
five years: ‘What do you have coming?’
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“It worked very well for us,” Genesis manager Tony
Smith says. “It has huge potential, the more cinemas
that get their digital setups right.”

The Diisseldorfevent happened as aresult of the Sep-
tember 2005 launch of the Queen and Paul Rodgers
DVD “Return of the Champions” (Hollywood Records).
Vue played the DVD at a selection of its cinemas under
the “Larger Than Live” banner.

“Once we'd decided there was an opportunity, | made
acallto Tony Smith,” London-based Vue sales and mar-
keting director Mark de Quervain says. “And we spent
four to five months planning this live broadcast.

To further test the boundaries of the technology, Gen-
esis’ high-quality digital vision and 5.1 surround sound
audio was mixed live by the band’s producer, Nick Davis.

“We had no infrastructure. This was the first satel-
lite broadcast we did,” de Quervain says. “So we in-
stalled satellite dishes on the cinemas, we engaged a
satellite company, got all the decoders needed, then we
had to train projectionists on how to synchronize sound
with vision when it comes off the satellite. We lested
the hell out of it, so when we did the live event it looked
and sounded truly amazing.”

Cinecasting, Smith says, is a great opportunity for
acts that don’t want to play many live dates.

Attendance for Genesis’ U.K. cinema screenings
topped 8,000, with venues ranging from 50% capacity
to sellouts, according to Smith.

“Interms of a revenue earner, it wasn’t a factor for us.
[t was more a promotional value,” says Smith, who will
use the knowledge gained from the Diisseldorf project
when the band takes part in a cinecast Q&A at the end
of May, in support of a DVD documenting the 2007 tour.

British alternative rock trio Muse used this kind of
campaign in March to promote its CD/DVD package
“HAARP” (Helium 3/Warner Bros). Footage from the
band’s June 16-17,2007, Wembley Stadium shows, doc-
umented on “HAARP,” was cinecast to 21 Vue theaters,
attracting a near sellout across participating multiplexes.

‘Fans want new experiences all the time, not just
going to the concerts,” Muse manager Anthony Addis
says. “This is one way of doing it. And it worked, which
was a great plus for us.

True, the box-office revenue generated won't cause
anyone to drop their popcorn just yet. Tickets for the
Muse screenings cost just £10 ($20), comparable to the
price of a movie in Britain, and a fraction of what the
band would command for a live show—tickets for the
actual Wembley gig cost £37.50 ($74). But many cine-
goers would have been reliving that live experience, and
indications are that they will revisit. In addition, accord-
ing to Vue's survey of guests as they leave the theaters,
many will also pay for other products

Our research shows that almost everyone who goes
to these events will buy the DVD or the Blu-ray,and an
album, even though they've seen it,” de Quervain says.
“So we're actually increasing the ancillary revenues.

Exposure from the premiere certainly seemed to help
push the featured attraction: “HAARP” shot to a No. 2
opening on the Official U.K. Charts Co. (OCC) albums
list, shipping silver (60,000) in the process. The Stones
also made a No. 2 debut with its double-CD “Shine a
Light” (Polydor/Universal) on the OCC'’s April 13 chart,
selling more than 23,000 copies

Because we’ve got a limited number of sites and
seats at the moment, the money is [only] OK,” de Quer-
vain says. “This is about exposure. outreach, market-
ing and giving people a great experience.

Top: The Metropolitan
Opera saw a packed
house for its live HD
broadcast of Mozart’s
‘The Magic Flute’ in
December 2006 at New
York’s Walter Reade
Theater.

Above: MARK DE
QUERVAIN is sales and
marketing director for
Vue, a cinema chain that
has scored with
cinecasting events
featuring Genesis,
Queen + Paul Rodgers
and Muse.

Opposite page, left:
MUSE at London’s
Wembley Stadium,
footage from which was
a big hit in theaters.

Without a template to work from, cinecast deals are
struck on a case-by-case basis. With Muse, Vue took
100% of the box office, generating up to £30,000
($59,000) in revenue. Others, like the Genesis cinecast,
saw revenue split 50/50 between the chain and the band.

“For Warners we estimated the media value to be in
excess of £100,000 [$200,000] for the cinema promo-
tion alone, and in addition they received the use of our
Leicester Square site for a premiere event,” Vue new
business manager James Dohbin says.

“Warners didn’t have a big imarketing budget so this
was a clever way of achieving coverage for next to no
cost. They were really happy with it and we're talking
to them about different artists from their portfolio.

Other marquee acts that have made the transition
from the stage to silver screen for cinecast events in-
clude David Bowie, David Gilmour, Kylie Minogue and
Take That. Many in the industry are confident cinecast-
ing could have a golden future. EM| executive chair-
man Guy Hands—whose Terra Firma company owns
Europe’s Odeon/UCI cinema chain—has already an-
nounced his intention to explore synergies between
the two businesses.

Julie Borchard-Young has walched the evolution of
cinecasting from up close. A former Sony Music exec-
utive, she was involved in a promotional event built
around Bowie’s “Reality” (ISO/Columbia) album in
September 2003. Bowie's concert at Riverside Studios
in Hammersmith, West London, was digitally simul-
castin 5.1 DTS digital surround sound into cinemas
in the United Kingdom, Denmark, France, Germany.
Italy, Norway, Poland, Sweden and Switzerland.

Borchard-Young and her husband Robert—co-
executive producers on the Bowie projecl-—have since
tackled a slew of grand projects through their New York-
based company BY Experience, including two Gilmour
satellite-fed events from London in September 2007,
which captured the range of cinecast possibilities: a
live performance, Q&A session and playback of
Gilmour’s “Remember That Night” DVD. BY Experi-
ence delivered the events live across Europe, the United

States and Canada.

“What | recognized as a record company exec was,
particularly [for] superstar artists, there's a need to
reach a number of markets around the globe but in
limited time,” Borchard-Young says. “That’s where this
event concept was born from. A special event—partic-
ularly the launch of a DVD, CD or tour—gives all the
parties involved in making any of those pieces come
to life, a rallying point around which to promote and
market the artist.”

This emerging businessis crossing into other mar-
kets. In Britain, Vue is experimenting with stand-up
comedy and sport cinecasts, while BY Experience, which
oversees the distribution of the Metropolitan Opera
live to theaters on both sides of the Atlantic, has achieved
some jaw-dropping results with opera. Its “The Met:
Livein HD" series is expanding from six transmissions
last year to eight in 2008 (see story, page 29).

While the cinecast infrastructure is still in its in
fancy, the numbers in Europe are starting to stack up,
with an estimated 150 venues equipped to handle satel-
lite-fed, 1D digital broadcasts.

The Vue chain’s 62 U.K. cinemas are fully
equipped, with an average 240-seat capacity, mean-
ing a total capacity of 14,880 seats. And with tickets
ranging from £10 to £25 ($20-$45), a middle-priced
stub has a potential gross income worth £223,000
($245,000), if all its cinemas participate and seli out
Put simply, one cinema chain in one market can han-
dle an arena-sized spillover for people who can’t get
to the gig.

The United States, meanwhile, is home to 4,600 dig-
ital screens that can provide the highest resolution for
simulcast events, according to Patrick Corcoran, direc-
tor of media and research with the National Alliance
of Theater Owners, the lobbying organization for the
major exhibitors. He also says that there are an addi-
tional 20,000 that could still show simulcast events, al-
though not at the best resolution available.

It will be taking off as there is more penetration of
digital cinema,” he says, and “as it becomes more eco-

‘THERE’S BUCKS TO BE
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nomic and more technically feasible.”

Sometimes a cinecast reaps its rewards well after
the actual event, via a digital-quality video recording.
Widespread Panic beamed its sold-out May 9, 2006,
concert at Atlanta’s Fox Theatre—in support of its “Earth
to America” (Sanctuary) release—to 115 Regal /Ed-
wards/United Artists cinemas nationwide, selling some
60.000 tickets.

“We did it for promotional reasons and got a video
out of it,” says longtime Panic agent Buck Williams of
Progressive Global Agency. The “Earth to Atlanta” two-
disc DVD was released in November of that year. Asked
if the cinecast was profitable, Williams replies, “We
made money if you count the video sales.”

In the States, performers ranging from Garth Brooks
to Korn to Celine Dion have set up cinecast events. One
of the leaders in the sector is NCM Fathom, a division
of National CineMedia, which first cinecast Korn in
2002, handled the U.S. theatrical broadcast for
Gilmour’s “Remember That Night” project and part-
nered on the Metropolitan Opera U.S. series.

VP Dan Diamond says all areas of the music indus-
try approach his company to host events—everyone from
the artists themselves to concert promoters and labels.

“It doesn’t replace the live experience, but it does
complement it very well,” he says. “The sound is
tremendous, and there’s not a bad seat in the house.
[Cinecasting] ignites the community to go see the
live performance.”

Cinecasting also presents an opportunity for an act
to market its wares to a mainstream audience. Cinecast
trailers can run on conventional screens and any par-
ticipating chain’s Web site.

With U.S. prices ranging from $10 to $25, seeing a
performance in a movie theater is a way for a fan to
connect with an artist without plunking down serious
cash for a concert ticket.

“The Korn fan comes to movie theaters and brings
their parents,” Diamond says. “And then with the Met,
people bring their kids. We get an audience exposed
to music that didn’t have a strong affinity towards it

prior to seeing in the theater.”

Cross-fertilization will play a role in cinecast, Cor-
coran says, adding that some movie studios have a
music wing that needs promotion.

“Universal and Sony have music interests, and
they're going to be competing for some of that [screen
time] with themselves,” he says. “There are going to
be mixed feelings.”

AEG Live CEO Randy Phillips says the attraction of
cinecasting goes beyond theater box office.

“It is less about how many fans actually are able to
see the broadcast itself,” he says, “than the two weeks
of intensive in-theater advertising that [cinemas] trade
for this unique programming on slow nights like Sun-
day, Monday or Tuesday.”

In fact, Vue has immediate plans to create two music
events each month. “We will always primarily be about
movies,” de Quervain says. “But in the times when we're
less busy, music cinecasts really invigorate the market.”

All the market needs now is a tipping point—a block-
buster event or artist who can make cinema gig-going
a mainstream activity.

“The dream ticket last year would have certainly been
Led [Zeppelin] live from the 02,” de Quervain says.
“Every cinema company we work with from around
the world had this as their dream ticket too. In one go,
this would have sold 100,000-200,000 tickets in cine-
mas for a live show or delayed live. The event would
have also helped to spur cinema companies into in-
stalling the technical infrastructures needed to take
live music, so it would have jump-started the industry
into quickly adding many more screens.”

But, while the industry waits for such an event,
others warn against moving too far, too fast.

“There’s bucks to be made, but you have to take
care,” Borchard-Young says. “It would be a mistake
in digital cinema if everything is thrown out there.
Then it ceases to be special.” s

Additional reporting by Ann Donahue in Los Angeles
and Ray Waddell in Nashville.
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Metropolitan Opera GM
PETER GELB;right,inthe
control room during arecent
cinecast of Gounod’s
‘Roméo et Juliette’

Inside Three Successful Cinecasts

GENESIS

Venue: LTU Arena, Diisseldorf, Germany

Date: June 27,2007

Tickets sold: 8,000-10,000

Ticket price: £10-£25 ($19-$49)

With Genesis reunited and hitting the road for the Turn It On Again tour, its
Diisseldorf concert was beamed live to 40-plus Vue cinemas in the United
Kingdom and a string of digitally equipped cinemas across Europe. Filmed in
high-definition, with the 5:1 Dolby digital sound mixed live, this satellite-fed
broadcast was the first to take in such a broad range of European cinemas, ac-
cording to Vue.

TAKE THAT

Venue: O2 Arena, London

Date: Dec. 7,2007

Tickets sold: 10,000-12,000 (soid out in a week, according to Vue)

Ticket price: £10-£25 ($19-$49)

Nineties boy band Take That’s reunion was touring-driven, with initial dates in
2005 feading to a hit album, “Beautiful World” (Polydor), in 2006—now eight-
times platinum in the United Kingdom. Part of a long run of shows at the O2,
this sold-out concert was streamed in 5:1 Dolby surround sound, high-defini-
tion digital into roughly 50 U.K. cinemas, including a Vue located within the O2
entertainment complex site itself. Vue says a poll of cinecast-goers achieved
a 9.7 out of 10 response on value for money and experience.

‘LA BOHEME’

Venue: Metropolitan Opera, New York

Date: April 5

Tickets sold: 125,000

Ticket price: Varied from market to market; $15-$22 in the United States, £20-
£25 ($39-$49) in the United Kingdom

Rock and pop, move aside—it’s opera making all the noise as far as cinecast-
ing audience figures are concerned. Transmissions of the eight-date, 2007-
08 season of “The Met-Live in HD” have sold upwards of 700,000 seats. “La
Bohéme” hit 600 screens in 16 countries, while EMI Classics has worldwide
DVD distribution rights to release the Met’s high-definition transmissions, be-
ginning in May. —Lars Brandle

The Met sold 125,000
tickets earlier this |
month to a cinecast of
‘La Bohéme,’ starring
RAMUN VARGAS and
ANGELA GHEORGHIU
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When the last spit of Abita beer has been
squeezed from a tap in the Jazz Fest 2008 food
court, New Orleans will get back to its roots—
celebrating the close of another Jazz Fest with
the Neville Brothers, there to mark their 30
years as a band. “The Neville Brothers are not
just local heroes,” says Scott Aiges, directorof
programs for the New Orleans Jazz & Heritage
Foundation, the group that sponsors the
festival. “They’re an institution. They’ve been
the closing act on the biggest stage at Jazz Fest
for as long as I can remember.” M Indeed, for

- BY KIM RUEHL
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From left, CYRIL, AARON, CHARLES
and ART NEVILLE, circa 1970s.

from >>p31 It all started one Friday the
13th in 1977, when 13 musicians from the 13th
Ward—four of them surnamed Neville—took
to the stage at a new club in uptown New Or-
leans called Tipitina’s and proceeded to bring
the house down.

Tipilina’s talent buyer Bill Taylor was 7 at the
time, but he’s heard enough stories about the
debut that he feels like he was there. “It was lit-
erally just this neighborhood joint that got to in-
troduce the Nevilles to the world,” he says.

Going back, one could say it all really started
with a band Art formed called the Hawkettes,
whose 1954 version of “Mardi Gras Mambo”
quickly became a New Orleans classic. Eventu-
ally, that group evolved into the Meters, which
Taylor calls “one of the greatest jam bands of all
time, and one of the greatest bands of all time.”

Aaron Neville, who had a prolific regional
career in the early '60s, had his breakout hit
with “Tell It Like It Is” in 1965, although he was
never paid for it because the label folded soon
thereafter. He also joined the Hawkettes, and
then the Meters.

Charles Neville, who had also played with both
bands, was touring the country with various jazz
groups, building a name for himself in that com-
munity as one of the most gifted sax players
around. And baby brother Cyril—whom all the
brothers refer to as “the James Brown of the
group”—joined the Meters after watching it all
go down, gathering inspiration from what he
now calls “the family business.

Afler years of watching his talented nephews
build their careers together and separately, the
Nevilles’ uncle George Landry (aka Chief Jolly
of the Wild Tchopitoulas Mardi Gras Indian
tribe) gor members of the Meters together with
the rest of the brothers for the record called “The
Wild Tchopitoulas.”

Although the Nevilles originally teamed for
the project only to grant their uncle’s wish, they
had so much fun making that record that they
kept going. “That right there was 1977,” Art re-
calls. “We decided after that, after hedied, that's
when we got together as the Neville Brothers.”

Building on a backbone of soul, jazz, funk and
blues, the brothers started forming their own
sound. Art had already earned the nickname
“Papa Funk” through his decades of music
around town.

While each of the brothers names his own
personal influences-—from the Clovers to Fats
Domino to Papa Funk himself—it is the city of
New Orleans that has been, perhaps, the great-
est influence on the group. In a town full of
legendary music families like the Marsalises,
the Nevilles developed a sound and energy that
32
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has come notonly to reflect that of the city, but
also define it. “New Orleans nurtured us from
the cradle,” Aaron says. “As young as 5 or 6
years old, we started second lining [a music
and dance procession through the streets,
where anyone can join]. New Orleans had a
pulse. There was nowhere else. People walk to
it, they talk to it. We're all lucky to have been
raised where we grew up.

Taylor believes the relationship between the
brothers and their hometown is one of mutual
appreciation. “What happens [in New Orleans],
you get a lot of jamming going on here, a lot of
sitting in. Someone will show up to somebody
else’s gig. There’s a lot of cross-pollination, and
there’s a canon of songs that everybody knows
that you can call upon with any musician .
‘Big Chief.” *Hey Pocky Way,” ‘Iko lko.” A lot of
those developed out of Neville Brothers grooves.
The younger generation is well-versed in those.
All their songs now are firmly embedded in
New Orleans.

Aiges rakes the relationship between the
Neville Brothers and New Orleans one step fur-
ther. “What kind of impact djd Bob Marley have
on Jamaica?®” he asks. “It’s kind of like that.

Even as the Nevilles forged their own path in
the industry, their various side projects contin-
ued to attract attention. Aaron developed a suc-
cessful solo career, eventually recording four
gold- and three platinum-selling albums. Cyril
developed the Wetlands All Stars with Tab Benoit,
Anders Osborne and other notable New Orlea-
nians. Art contributed to recordings by Dr. John
and Paul McCartney, among others, while
Charles maintained his place in the jazz and
blues community, having toured with everyone
from Ray Charles to B.B. King.

With all their side projects in full swing
though, the brothers have always managed to
maintain their ties to the family band. After 12
years as the Neville Brothers, in 1989, they got
together with producer Daniel Lanois to record
“Yellow Moon.

“We recorded some demos in my apartment
that went well,” Lanois says. “It all seemed nat-
ural and easy, so we carried on with a full album
production in my newly rented building on St.
Charles Street, not far from Valance Street where
the Nevilles were living at the time. [t was a com-
pletely renegade setup, essentially a recording
studio in road cases.

“I went to many people’s houses searching
for hidden songs,” he continues. “I even rum-
maged through old Meters rehearsal cassette
recordings. Aaron is a prolific lyricist. He had
two thick books of lyrics . . . In fact, the song
‘Yellow Moon’ came continued on >>p34
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Tipitina's Foundation
congratulates

The Nevilles -

our brothers in music, culture,
and love for New Orleans

www.tipitinasfoundation.org

On behalf of The Goff Professional Organ Co.,
it’s staff and many friends,
we wish to congratulate you as part of this testimonial
to your great and influential career.

Just like the mighty Hammond B3 Organ, you are hoth icons
with staying power because you are the real deal!!

It’s been our privilege to in a small technical way,
be part of your storied musical career.

God bless you and your family and as always...
stay funky, man!!

Goff Professional & The Goff Organ Co. Inc.

...More music.

...More technology.

...More industry trend-spotting.
...More forecasting.

...More stars.

...More charts

MORE Bg_zz,q"L

SUBSCRIBE

www.billboard.com
www,billboard.biz

 EXPERIENCE THE BUzZ

from >>p32
out of one of those books.

While “Yellow Moon” took five years lo go
gold, it’s the album most of the Nevilles, and
most of those around them, consider their best
effori to date.

By then, however, they had already estab-
lished themselves as a musical force. Four years
inarow, in the late '70s, they played shows with
the Grateful Dead on New Year’s Eve—an ex-
perience they all remember as one of their fa-
vorite performances. “Those were some serious
gigs,” Art says. “I didn’t know how much it
would impact us before, but then when I saw
the type of crowd and how many fans were
there, I knew something was taking place.”

Notable shows, collaborations, hit records
and side projects aside, the Neville Brothers’
most notable accomplishment is, arguably, per-
severing 30 years in an ever-changing industry.
In a business wrought with constant change,
demanding that artists stay on the road for long
intervals, it would have made sense thata band
like the Neville Brothers had split up long ago.
Cyril suggests that it's because they’re a family
that has gotten them through the tough times.
“If we hadn’t been a family, those other bands
wouldn’t allow us to do the personal stuff while
we're touring with them.

N

SCATTERED BY HURRICANE KATRINA,
THE NEVILLES JOIN EFFORTS TO REBUILD THEIR CITY

Until Hurricane Katrina swept through New
Orleans in 2005, leaving devastation and
massive flooding in its wake, the Neville
Brothers had spent their whole lives living
in the Crescent City. Now, like so many of
the city’s musical families and, for that mat
ter, nonmusical families, they've been scat-
tered to various parts of the country—Aaron
in New York, Charles in Boston, Cyril in
Austin. Only Art has been able to maintain
his local residence, even though he hasn’t
moved back into his house yet.
“Unfortunately,” he says, “we have a
house we still can’t live in down here. We
live down the street from it. I've been here
all the time and | don’'t see too much
progress. The French Quarter and places
they wanted to keep going for the tourism,
that part is slowly coming back. But, as far
as the places that  knew when | was a young
person, they're not back and they probably
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Aaron’s fond of the run they’ve had as a fam-
ily band. “We’ve got CDs from back in those
days,” he says. “We can sit down and listen to
where we came from and all the stops along the
journey . . . those were our growing-up days.

Now, after 30 years in an industry focused on
commercial appeal and record sales, the Nevilles,
like so many other artists from the old school,
have to change the way they make a living. They've
recently signed a distribution deal with Vagrant
Records in Los Angeles and are looking to rere-
lease their album “Walking Through the Shadow
of Life” on their own. (EM | originally released it
in 2004.) In March, they recorded a 10-song,
album, “Return to New Orleans,” that will be re-
leased digitally this spring. They're also planning
a tour with fellow New Orleanian Dr. John.

For four brothers whose careers have lasted
this long, touring the country and playing their
best songs well into their later years is the only
way of life that makes sense. “It says something
that we've stayed together this long,” the group’s
patriarch Art says. “I mean, we're brothers. A lot
of things have happened. Mom and Dad .
lot of people we cared for have passed away. But,
at the end of the day, we're still brothers.” ..+

com For additional stories on the Neville
1 Brothers, go to billboard.com/nevilles.

ORLEANS

never will come back.

‘If you’ve got money, you can come back,”
he says. “In the poor areas, those poor people
will never come back again. At ieast, | don't
think they ever will.”

Since the storm, Cyril has worn out the en-
ginein his van driving back and forth to help
out with the cleanup and check on his home-
town. The brothers joined with the Tipitina’s
Foundation and other artists to record “Goin’
Home: A Tribute to Fats Domino,” where all
proceeds help local musicians. They’ve do-
nated tracks to “From the Big Apple to the
Big Easy” and other benefit albums, and have
donated the proceeds from recent releases
to the cleanup effort.

Most of all, they’re all holding out hope for
the city they love. Cyril says, “New Orleans is
going to always be a beautiful city to live in
It will always have historical [significance] to
the country and to the world.” —Kim Rueh/

THE NEVILLE BROTHERS and METERS members perform at the Hurricane Katrina benefit
concert From the Big Apple to the Big Easy Sept. 20, 2005, in New York.
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PAST MUSIC SUPERVISOR PARTICIPANTS INCLUDE.

Jason Alexander, Music Supervisor, Hit the Ground Running
Simone Benyacar, Head of Music Department, The Ant Farm
John Bissell, Music Supervisor, Mothlight Music

PJ Bloom, Music Supervisor, Neophonic

Gary Calamar, Music Supervisor, GO Music Services

Rudy Chung, Music Supervisor, Hit the Ground Running

Maureen Crowe, Music Supervisor, GTM

Omar Herrera, Music Supervisor, Zoo Street Music

Jon Ernst, Music Supervisor, MTV's "Laguna Beach" & "The Hills"
Arlene Fishbach, President, Arlene Fishbach Enterprises

Thomas Golubic, Music Supervisor, Super Music Vision

Richard Glasser, Executive In Charge of Music, Music Publishing /
Supervision, Yari Film Group

Joel C. High, President, Creative Control Entertainment

John Houlihan, President & Music Supervisor, Houlihan Film Music
Lynnette Jenkins, Music Supervisor, Urbaniti Productions

Barbara Jordan, President, Heavy Hitters Music

Dan Korobkin, Owner, Downright Music, LLC

Don’t miss in-depth panel sessions on hot industry topics, live artist performance