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REGIONAL MEXICAN
Billboard’s Regional
Mexican Music Summit—
the only event dedicated
to this Latin genre—will be
capped off by Billboard
Regional Mexicano Noche
Premmusa, celebrating
the music’s best. More at
billboardevents.com.

UPFRONT

§ GIVING AWAY A HIT

iTunes’ Single of the
Week is No. 1 on
Billboard's R&B/hip-
hop chart.

Mileposts

6 Questions: Joao
Augusto

FEATURES

COVER STORY

Global

Latin

Retail Track

On The Road, The Indies
Digital Entertainment
Q&A: Michael Nash

PATRIOT ACT Mixing politics and punk-pop, Fall

Out Boy unleashes a viral marketing campaign for

November’s “Folie A Deux.”

JUST PUSH PLAY Labels back next generation

of full-song downloads for mobile devices.

TOP MOBILE EXECUTIVES Billboard’s
Power Players series focuses on the top 10 mobile execs
who are developing artist-specific mobile promotions
and negotiating the innovation deals that may serve
as templates for others in the near future.

STARS

SIBLING REVELRY Donny & Marie take Vegas

with a brand-new variety show.

STARS

NEXT DECADE Independent publisher celebrates

20 years of bringing iconic music to American culture.

MUSIC

LOUD AND CLEAR Hit

songwriter Keri Hilson
steps up to the mic.
Global Pulse
Underground

Reviews

Happening Now

4
61
61

62
76
77

IN EVERY
ISSUE

Opinion

Over The Counter
Market Watch

Charts

Marketplace
Executive Turntable,
Backbeat, Inside Track

ON THE COVER: Fall Out Boy photographed by Pamela Littky.

FILM & TV MUSIC

Billboard’s Touring

Conference & Awards will

feature a keynote Q&A
with Kiss co-founder and
entrepreneur Gene
Simmons. For more
information, go to
billboardevents.com,

www americanradiohistorv com

This event features a Q&A
with Diane Warren and
panel discussions with key
players from Academy
Award-worthy films and
such hit TV shows as
“Gossip Girl.” More details
at billboardevents.com,
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THE HOT 100 AT 50
g3l Celebrate the 50th
{59& anniversary of the
& Billboard Hot 100
at billboard.com/hot10”
Come back each wer
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ANTONY BRUNO
Executive Director of
Content and Programming
for Digital/Mobile
Billboard

LearningTo Love

Convincing Wireless And Record Labels To Work Together

One of the issues expected to ring clear
at Billboard’s Mobile Entertainment Live
and CTIA’s Wireless [.T. & Entertain-
ment conferences taking place this week
is that the music industry’s love affair
with mobile is officially over.

Ringtone sales, while still a signifi-
cant source of revenue, are slowing.
Ringback tones are still a niche market
that doesn’t pay labels very well. And
full-song downloads? Pfft!

Even the top digital executive at
Warner Music Group—arguably one of
the more bullish on the mobile oppor-
tunity early in the game—says the sec-
tor has proved a disappointment and is
calling for a change in the business mod-
els (see Michael Nash Q&A, page 19).

It wasn’t supposed to be this way. The
conversion to master ringtones was sup-
posed to break urban music’s hold on
the format and open the door tolegions
of country and rock fans to download
their favorite songs. Music-enabled mo-
bile phones were supposed to margin-
alize the iPod/iTunes juggernaut and
introduce 1 billion wireless customers
to the wonders of digital music.

Now don’t get me wrong—all this
may still happen, even could happen.
But like any love affair that turns into
a long-term relationship, both parties
are starting to learn that a successful
union is much harder than it looks. I've
been following the mobile industry for
more than 10 years, and if there’s one
thing I've learned, it’s that wireless is
a fickle mistress.

Wireless access is not some magic

BILLBOARD.BIZ

pOLL ‘Biz

Can withholding individual-track downloads

of a hit single-drive sales of an album?

FOR THE RECORD

In a story on Underoath in the
Sept. 6 issue, the Nielsen
SoundScan sales for the band’s
album “Define the Great Line”
should have been reported as
404,000 copies.

RD |

fairy dust that turns any content service
to gold by just sprinkling it on. For all
the opportunity wireless services prom-
ise, there’s a rash of obstacles that stand
in the way: price, user interface, revenue
split, consumer education, handset in-
teroperability. The list goes on.

So, who can fix this mess? Not the
wireless operators. For all their lip serv-
ice paid to mobile content, they really
just want the monthly data access fee
that they can get from SMS plans. Con-
tent sales are so low they barely register
on their bottom line. Carriers tend to
focus on where the money is, and today
that’s nationwide unlimited calling
plans and data fees.

What’s more, they are way too focused
on controlling their customers. God for-
bid they actually let users customize
their mobile phone home screens to fea-
ture only the content and services they
like or offer access to third-party devel-
opers. They implement restrictions
under the guise of “quality,” but it’s re-
ally just about control.

Not the music industry. No offense,
but the music biz is not exactly known
for innovation in mobile. The music in-
dustry didn’t invent ringtones or ring-
back tones. In fact, it tried to sue the first
ringtone company into oblivion before
realizing the cash cow it would become
and balked at the first make-your-own
ringtone companies that emerged.

No, as usual, it requires a third party
to bring a new vision to these two en-
trenched players, and in this case it's
Apple. The iPhone is a brilliant exam-

~ FEEDBACK

460 No. It may help in the short run, but, ultimately, not having product
/6 available in every format, including digital singles, will hurt album sales.

ple of how aslick interface and even the
smallest degree of customization can
engage the mobile user. But the real
milestone here is the iPhone’s App
Store. Rather than trying to guess what
applications users may want, Apple just
opened up the platform to all for a small
fee. Itensures the programs work as ad-
vertised and lets their users determine
the rest.

But as much as the iPhone represents
the promise of mobile, it also serves as
a stark reminder of why the mobile in-
dustry is unable to deliver on its prom-
ise. The iPhone is just one device. As
such, it’s far easier to create one appli-
cation for that one device and make it
available through that one device’s ap-
plication store.

The mobile industry is filled with hun-
dreds of devices. It's why there are more
than 1 billion mobile phones in the
world today. 1t's those 1 billion devices
in aggregate that the music industry
wants to target, not one really cool model
that at best will sell 10 million units, and
replicating the experience available on
10 million units to a market of 1 billion
is nex! to impossible.

The truth is there is no easy fix to the
music industry’s struggles. Mobile is no
more a panacea than online downloads
or subscription services. To reach that
1 billion-user promise, it’s going to take
a slow, plodding, methodical effort
marked by occasional tiffs, lots of mak-
ing upand endlessamounts of patience.

The love affair is over. Let the mar-
riage begin. wre

WR'TE US. Share your feedback with Billboard readers
around the world. Send correspondence to letters@billboard.com.
Include name, title, address and phone number for verification.

SU BSCR' BE. Go to billboard.biz/subscribe or call
800-562-2706 (U.S. toll free) or 818-487-2596 (international).

Letters should be concise and may be edited. All submissions published shall become the
sole property of Billboard, which shall own the copyright in whole or part, for publication.
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>>>TARGET
SCORES

AGUILERA SET

Target will be the
exclusive retailer of
Christina Aguilera’s
first greatest-hits
collection, “Keeps
Gettin’ Better—A
Decade of Hits,” due
Nov. 11via RCA. The
set, which will be sold
at Target stores and
target.com, will
include a pair of new
songs, “Dynamite”
and the title track.
Fans will receive a
free download of
“Keeps Gettin’
Better” when they
pre-order the CD
beginning Sept. 30 at
target.com/music.
The track goes to top
40 radio Sept. 22.

>>>NEXT U2
ALBUM
DELAYED

Initially expected this
fall as a fourth-quarter
blockbuster, U2’s next
album has been
pushed to early 2009
while the band
continues to write and
record material. “I
thought a while back
we might have the
album wrapped by
now, but why come
up above ground now
if there’s more
priceless stuff to be
found?” Bono writes
on U2.com. Bono says
the band now has “S0O
or 60” new songs to
consider for inclusion
on the follow-up to
2004’s “How to
Dismantle an Atomic
Bomb.”

>>>WARNER
SCORES WITH
BRAZILIAN
SOCCERCLUB
Warner Music
International has
teamed with leading
Brazilian soccer club
Sport Club
Corinthians Paulista
to create and
distribute
Corinthians-branded
content and market
WMI's catalog to the
team’s fans
worldwide. The
partnership will see
Warner Music Brazil
create Corinthians-
themed ringtones,
wallpaper, video
tones and mobile
games for wireless
distribution.

PLAY BALL

Giving
Away
A Hit

R&B/Hip-Hop

Chart-Topper Now
Free Download

On Sept. 2, Apple’s iTunes Store posted
its free Single of the Week: Jazmine Sul-
livan’s debut single, “Need U Bad.”

Sullivan, like most artists whose
songsare givenaway atiTunes, isa new
face with a track that happened to catch
the fancy of the iTunes staff.

But there’s one thing that sets “Need
U Bad” apart from the legions of olher
songs that have been downloaded for
free at iTunes: It’s already a prominent
fixture on the charts.

For the week ending Aug. 31, “Need
U Bad” was No. 1 on Billboard’s Hot
R&B/Hip-Hop Songs chart for the sec-
ond consecutive week. It also rose one
notch on the Billboard Hot 10010 No. 41.

Why give away a hit single?

‘The promotional value far outweighs
what we may lose in sales that week,” |
Records senior VP of urban marketing
Carolyn Williams says. “It was a great
look for her.

Songs available as free downloads at
iTunes are typically from little-known
artists trying to generate some exposure
that they can’t get otherwise.

Butso far thisyear, in addition to Sul-
livan’s hit, the online store’s Single of
the Week selections have also included
Raheem DeVaughn’s Grammy Award-
nominated “Woman” and Duffy’s No. 1
U.K. hit “Mercy.

Labels cannot determine when, or if,
a song is posted as a Single of the Week
on iTunes. The iTunes staff makes a
“strictly editorial” decision on which
track it wants to feature each week, Apple
spokesman Jason Roth says.

NEW PARTNERS

BY HILLARY CROSLEY and CORTNEY HARDING

As a result, it can sometimes be
weeks after a label submits a song for
consideration before it is selected, dur-
ing which time a track could have al-
ready generated buzz elsewhere. Zomba
Label Group notes that it had submit-
ted DeVaughn's “Woman”—a late-Jan
uary iTunes Single of the Week—before
the song secured DeVaughn a Grammy
nomination in December for best male
R&B vocal performance.

Still, iTunes won't designate a track
asa Single of the Week without the con-
sent of a label, which bets that a short-
term sales loss is worth the added
exposure that iTunes can provide. The
Single of the Week is posted on the
iTunes storefront and, more important,
is featured prominently in iTunes’
weekly New Music Tuesday e-mail.

Black Kids’ “I'm Not Gonna Teach
Your Boyfriend How to Dance With
You,” which had already reached No. 11
on the Official U.K. Singles chart, was
posted as the iTunes Single of the Week
on Aug. 26. During the week ending
Aug. 24, the track had sold nearly 2,000
downloads in the United States, accord-
ing to Nielsen SoundScan. The follow-
ing week, when the song was available
for free on iTunes, download sales
(which exclude free downloads) plunged
to far short of 1,000. But Kasra Mowlavi
of Quest Management, which manages
Black Kids, says the group will benefit
from the promotional push.

“We're trying to reach a more main-
stream audience with the iTunes down-
load,” Mowlavi says. “People want a free
sample, and it's a great way to spread
the word and make the track travel fur-
ther. We think it will take some time for
it to fully permeate, but it has helped
their profile.

When We the Kings’ “Check Yes Juliet”
was chosen as the iTunes Single of the
Week on Feb. 5, sales of the Florida pop-
punk band’s self-titled 2007 debut album
doubled from less than 2,000 units dur-
ing the week ending Feb. 3 to more than
5,000 during the week ending Feb. 10.

“The week ‘Check Yes Juliet’ was song
of the week on iTunes was We the Kings’
biggest sales week ever,” S-Curve
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BEIJING BLUES

JRecords is betting
that the availability
of JAZMINE
SULLIVAN’S single
‘Need U Bad’ as
afreeiTunes
download will

help sales of her
forthcoming album.

e

Records CEO Steve Greenberg says. “We
put it up during the start of the campaign
and a month before we sent the song to
radio. We then used all of our networks
and really promoted the fact that the song
was up there to drive traftic to iTunes.

As for Sullivan’s “Need U Bad,” the
track had sold nearly 91,000 units in the
United States by the time it was chosen
as the Single of the Week on iTunes, in-
cluding 10,000 units moved during the
week ending Aug. 31

“Basically it was a great visibility pack-
age,” ] Records’ Williams says. “Her sin-
gle is No. 1 for two weeks, so we know
it's [peaked), so we don't feel like we're
culting into single sales . . . She was
moving anywhere between 6,000 to
10,000 downloads per week through

NEW BIZ MODELS

iTunes so with the free download initia-
tive, we're assuming she’s moving that
many free downloads as well.”

That doesn’t bother Williams, who
says it helps lay the groundwork for the
Sept. 23 release of Sullivan’s debut
album, “Fearless.” Williams notes that
iTunes will notify customers who down-
loaded “Need U Bad” when Sullivan’s
album comes out.

‘It's wonderful to have that familiar-
ity with that audience and create a new
one who's attracted to free music.”
Williams says.

Additional reporting by Gail Mitchell.

" MOBILE: For 24/7 news and analysis
b'z on your cell phone or mobile device
3 go to: mobile.biliboard.biz
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LATEST
NEWS
FROM

>>>SHOW
TUNES CATALOG
FOR SALE

The Rodgers & Hammer-
stein Organizationisin
talks to sell its catalog of
Broadway musical show
tunes and standards for
between $150 million
and $200 million,
according to sources
familiar with the matter.
EMI Music Publishing,
Sony/ATV Music
Publishing, Universal
Music Publishing and
Warner/Chappell Music
Publishing are all
looking over the catalog,
which includes songs
from such famed
musicals as “The Sound
of Music,” “The King and
1” and “South Pacific.”
The catalog contains
more than 3,000 songs.

>>>AMAZON
REVEALS NEW
MUSIC SITE
Amazon has quietly
unveiled a Wikipedia-like
music information site
called SoundUnwound.
The adjunct site allows
fans to edit band
profiles, album and song
information, and other
music-related news and
updates. All edits are
first reviewed by Amazon
staff before going live.
The site includes music
recommendations of
similar artists, links to
YouTube videos,
streaming song clips and
links to buy digital tracks
through the AmazonMP3
store. SoundUnwound is
currently in a beta stage.

>>>EMI
ONBOARD WITH
WE7

U.K. ad-supported
digital music service
We7 has added content
from EMI Music Group
under a new licensing
deal. Like its deals with
Sony BMG and Warner
Music Group, We7
streams full-length
songs supported by
audio ads and lets fans
buy digital rights
management-free
downloads onan ala
carte basis. We7 originally
proposed making
downloads available for
free, supported by
embedding audio ads
into the downloaded
file, but labels have
been wary of adopting
that approach. The EMI
deal covers about
400,000 tracks.

BY MITCHELL PETERS

Perfect Pitch

Major League Baseball Hits A Home Run

With Post-Game Concerts

Jessica Simpson probably won't be pitch-
ing for the majors anytime soon, but the
singer is one of many artists stepping
onto the field this year for free post-game
concerts at Major League Baseball (MLB)
stadiums around the United States.

Teams like the Arizona Diamond-
backs, Florida Marlins, Tampa Bay Rays
and Pittsburgh Pirates have turned to
live music as a way to increase fan at-
tendance at home games and bolster
ties to corporate sponsors.

MLB teams with “subpar attendance
are looking for ways to augment their
capacity at events, and [a post-game con-
cert] is a way to do that,” says Don
Hinchey, VP of communications at Bon-
ham Group, a Denver-based sports and
marketing firm.

Along with Simpson, other acts play-
ing post-game baseball concerts—which
are free with the purchase of a ticket to
the game—include LL Cool J, Trace Ad-
kins, Bret Michaels, Lynyrd Skynyrd,
REO Speedwagon, Collective Soul,
Gilberto Santa Rosa, Lou Gramm, Phil
Vassar and Kool & the Gang,.

Four days after the Sept. 9 release
of her debut country album, “Do You
Know,” Simpson will perform a post-
game show at Phoenix’s 48,500-
capacity Chase Field, home to the
Diamondbacks. VP of communica-
tions Shaun Rachau says the team
spent $325,000 on artist fees for four
concerts in 2008, compared with a

$150,000 budget for three concerts
last season.

Rachau says a May 17 post-game per-
formance by Adkins sold out, and
between 15,000 and 30,000 fans stay for
such concerts.

To ensure fans don’t leave the stadium
before the concerts begin, the Diamond-
backs tapped sports and entertainment
production company Select Artists As-
sociates (SAA) to build a roll-on stage
that sits near second base and faces
home plate. “We’re ready to go with the
concert 10 minutes after the last out,”
Rachau says. “If it took us a half-hour
or an hour, we’d lose a lot of people.”

For Simpson’s Sept. 13 concert, the
Diamondbacks offset artist fees and pro-
duction costs by landing sponsorship
dollars from Pepsi, Aquafina, SoBe Life
Water and Fry’s Food Stores; Rachau
says media promotion surrounding the
event is valued at $280,000. “We reap
some benefits of additional ticket sales
and get more people to the ballpark, so
it works for everybody.”

[n Tampa Bay, Fla., the Rays will host
eight post-game concerts at their 45,000-
capacity Tropicana Field before the end
of their 2008 season, a jump from two
such shows it held the prior season.
“Somebody may not be interested in a
baseball game, but if they come out and
see Trace Adkins and have a great time
watching the ballgame, then we can grab
them as long-term fans,” Rays VP of

marketing and com-
munity relations Tom
Hoof says.
Post-game per-
formances in 2008 by
Adkins, the Com-
modores, Kool & the
Gang, Loverboy, LL

Cool |, We the Kings and MC Hammer,
among others, drew 10,000-15,000 more
fans than comparable games in 2007,
according to Hoof.

Similarly, the Florida Marlins found
success after instituting Super Saturdays
in 2007, a program of 13 concerts that
follow Saturday night games at Dolphin
Stadium. “We’ve seen an incremental
increase [in ticket sales] on Saturday
nights of about 50%-60%,” Marlins VP
of markeling Sean Flynn says. Featured
acts this year included Michaels,
Gramm, the Bangles, KC & the Sunshine

TRACE ADKINS performs after
an Arizona Diamondbacks
game at Chase Field in
Phoenix. Inset: A Pittsburgh
Pirates post-game concert

Band and a number of Latin acts.

SAA booked five post-game shows into
Pittsburgh’s 38,000-capacity PNC Park
this season for the Pirates, including a
Sept. 20 show by Lynyrd Skynyrd. “You're
going to play in front of a built-in audi-
ence, because they’re coming to see the
ballgame,” says Ross Schilling, the band’s
manager at Vector Management.

It's a win-win situation for fans and
talent, SAA president Charles Johnston
says. “An artist is going to walk in and
play to more people than they've played
to in any one setting all year long.” « -

PEGITY BY STEVE McCLURE

BUSTIN’ LOOSE

IFPI Plays Down
Hong Kong Split

The IFPlis downplaying a de-
cision by the major labels to
exit its Hong Kong arm (bill-
board.biz, Aug. 21) as purely a
domestic issue.

On Aug. 20, the Hong Kong
affiliates of EMI, Sony BMG,
Warner Music Group and Uni-
versal Music Group announced
their departure from IFPIHong
Kong Group for “business rea-
sons.” The four told local
media that they intend to set
up a new organization to rep-
resent their interests.

While few execs were pre-
pared to go onthe record, one
local music business insider
claims the move reflects the

6 BILLBOARD

majors’ perception of the Hong
Kong group as a “toothless
tiger,” making little local pro-
gress in fighting piracy and
protecting rights.

The source adds, “Many of
us in the industry feelit hasn’t
really been doing its job for
many years.”

The majors’ proposed hew
group is to seek affiliation with
the internationa! body—sub-
ject, an IFPI spokesmanin Lon-
don says, to “administrative is-
sues” being resolved.

While the majors declined to
comment further, the IFPI in
London blames the split on
local “differences over commer-
cial strategies.” The spokesman
would not be more specific
about those differences.

SEPTEMBER 13, 2008
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The labels’ decision, he adds,

is unrelated to last year’s EMI-
led majors’ threat to exit the
IFPI on cost grounds (Billboard,
Dec.17,2007). The majors’ at-
titude toward the international
body, he says, “is absolutely as
supportive as ever.”

LEONG

Following the majors’ de-
parture, IFPI Hong Kong Group
now has 57 member compa-
nies. The IFPI’s regional Asian
office is also Hong Kong-
based. However, regional di-
rector Mayseey Leong claims
the majors’ move “doesn’t re-
flect anything about the IFPI
Asia regional office.”

Leong stresses the exits will
not affect ongoing legal action
through the IFPI’s Beijing rep-
resentative office against Chi-
nese Web portals Baidu and
Sohu, which provide “deep
links” to sites offering unau-
thorized downloads. Hearings
inthose cases are set for early
October in Beijing’s Interme-
diate Court.

Some sources have sug-
gested the new Hong Kong

organization could form a
template for a similar majors’
body in mainland China,
where the IFPI has no na-

tional group or members.
However, the IFP! says its Bei-
jing representative office is busy
“working on legislation, Inter-
net anti-piracy and the cam-
paign for broadcast and public
performance rights works.”
Despite the IFPI’s protesta-
tions that the Hong Kong issue
is strictly a local one, sources
suggest wider dissatisfaction.
One Hong Kong music biz in-
sider calls the regional office
“dysfunctional and ineffective,”
claiming that maintaining it
“has become too expensive in
anindustry that is collapsing.”
Leong counters that, region-
ally, IFPI Asia still has “a lot of
interaction with both the ma-
jors and the local indies. And,
she adds, “they don’t think
we’re a waste of money.” .
Additional reporting by Ber-
win Song in Bejjing and Tom
Ferguson in London.

BASEBALL PHOTOS: JOE CASTOR


www.americanradiohistory.com

PUBLISHER OF THE YEAR
Universal Music Publishing Group A3
BMI ICON ' ?

The Jacksons’;

TOP PRODUCERS

Mr. Rodney
Polow Jerkins “Sou ja Boy
Da Don \ '] P Tell‘'em

Y Collipark 4

Amund Bjgerklund (rono), Espen Lind (rono), Ne-Y0 « emi-lackwood Music, Inc., Super Sayin’ Publishing, Universal Music-Z Songs

Hurricane Chris Ezekiel Lewis Joseph “Bluestar” Smith Shawn MIMS

o 2 / Prodigy ;
Phunk Dawg Patrick “j.Que” Smith Spectacular Smith X » Qi
L.0.S. DA MYSTRO Tl. Jason “Pit” Pittman i e e e Ly
=1 2 SR Earl “E-40” Stevens
Yung Joc Korey “Big Oomp” Roberson Calvin Miller :
Jovan “Jibbs” Campbell Chris B Jasper Cameron Righ S
W s 3 ?",‘p ) g sl BERLY amero. a3 Guy-Manuel de Homem-Christo
Lamont “Birdie” McClendon, Il Slam Elvis Williams
“Qi 5 3 2 Zukhan Bey
Baby Bash Corey “Slickadelaphante” Mathis Diamond i Tothod
Lil Jon Mario Winans  Lil’ Scrappy
i : WL Wi ® Gary Kemp
Craig D. Love Kimberly “Lil Kim” Jones Doug E. Fresh ;
i hes 3 Ben E. King
Tony Love James Mtume Slick Rick d .
: “ S Jim Jonsin
Rex Zamor Calvin “Calvo Da Gr8” Kenon Ferrell “Ensayne” Miles 5 y
LLOYD R. Kelly Plies Lamar “B Grand” Taylor
g Y :
Big Zak Wallace Howard “MC Assault” Simmons Thomas Bangalter fHing J8ezy Mariah Carey 3
Michael Dean Fat Joe Lonnie Liston Smith -
DJ Toomp Lil Wayne Leon Haywood =
James ingram Marcus “Pleasure P” Cooper Curtis Lundy

John Legend Diamond Blue Smith DJ Unk B"I [ﬂ"

VIRTUALLY INDISPENSABLE =



www.americanradiohistory.com

LATEST ;
NIE\A’S r| L ’.h b e
FROM! B

>>>MTV ROLLS
OUT HD SERVICE
MTV Networks
International is
launching a high-
definition service Sept.
15 in Belgium, Denmark,
Finland, Norway, Poland
and Sweden. MTVNHD is
set to expand into
France, Germany,
Mexico, the Netherlands,
Portugal, Spain and the
United Kingdom by the
end of the year and the
rest of Latin America
including Brazil, Chile,
Colombia, Ecuador, Peru
and Venezuela by the
end of 2009. It will be
supported by a site
(mtvnhd.com) with
information about the
channel and schedules.

>>>METALLICA
GOES PAPERLESS
IN U.K.

Metallica has become
the first act to use
Ticketmaster’s
paperless ticketing
system in Europe. The
system, introduced
commercially in the
United States with Tom
Waits’ theater tour
earlier this year, makes
its European debut
when Metallica uses its
charity-benefiting “fan
party” Sept. i5 at
London’s O2 Arena to
launch its new album,
“Death Magnetic.” The
show is promoted by
London-based Kili-
manjaro Live and AEG.

>>>TURNER
ADDS NEW
SHOWS

Tina Turner has added
eight concert dates to
her North American
tour, which is scheduled
to begin Oct. 1 at the
Sprint Center in Kansas
City, Mo. The singer’s
36-date arena trek
wraps with a Dec. 12-13
stand at the Air Canada
Centre in Toronto.
Tickets for the newly
added shows—which
inciude performances in
Dallas, Houston, Atlanta,
Detroit, Philadelphia,
New York, Toronto and
Washington, D.C.—go on
sale Sept. 15. AEG Live is
promoting.

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Jonathan
Cohen, Katie Hasty,
Juliana Koranteng, Andre
Paine, Mitchell Peters
and Reuters.
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SUBSCRIBE NOW

Napster Grapples With Mounting Pressure From Shareholders, Competitors

When Napster reported its fis-
cal first-quarter results in Au-
gust, it tried to paint a positive
picture to investors growing
increasingly nervous about the
company’s future.

Revenue had held steady
from the previous quarter at
around $30 mitlion, the com-
pany was enjoying its fifth
straight quarter of positive
cash flow, and it had recently
converted the service to a
Web-based system featuring
downloads free of digital
rights management (DRM).
The company that set out to
re-creale the original Napster

experience of unlimited ac-
cess to music sought to con-
vey the message that it is on
the right track.

But investors and analysts
haven’t seen it that way. Nap-
ster’s stock bounced off an all-
time low in mid-July and is
trading at less than half its
price a year earlier. Subscriber
levels slipped 7% from the pre-
vious quarter, while the com-
pany'’s fiscal first-quarter net

loss widened slightly from the
same period last year. And
most recently, a group of dis-
sident investors initiated a
proxy battle to gain seats on
the board.

“It's kind of damned if you
do and damned if you don’t,”
Napster chairman/CEO Chris
Gorog says. “The bottom line
is, five years ago we were No.
2or3inthisindustry, and five
years later we're still No. 2 or
3 in this industry.”

Although it has survived
the harsh birth of the digital
music market when bigger
and richer companies failed,

the company has struggled 1o
convince Wall Street that an
unlimited, all-you-can-eat
subscription service is the
model of the future.

Despite Napster's efforts
to convince music fans of the
same, no single initiative to
date has moved the needle.
The addition of Napster to
Go mobile devices was tem-
pered by uninspired devices
and shaky technology. The

napster.com ad-supported
free streaming service,
which also is meant to re-
place the now-defunct uni-
versity outreach program,
has been scaled back to a
“hidden” unpublicized URL
(free.napster.com) with re-
duced spins.

So the focus now is on
DRM-free sales and mobile
distribution to lure new
users. Both efforts have
shown encouraging early re-
sults. Track sales per sub-
scriber have increased 10%
from June to July, and over-
all sales were up 5% during

scriber totals.

The challenge for
Napster is that it may
not have that long.
The company’s
shrunken market cap-
italization makes itan
easy target for a
takeover. For the sec-
ond time in as many years,
Napster has hired investment
bank UBS to field offers. And
a group of dissident investors
is pushing for board seats lo
change the company’s direc-
tion. While these investors
together own less than 1.5%
of the company’s stock and

‘There’s no question that the
subscription model has not yet reached
its potential. The biggest challenge
remains to find new, more effective
ways to get consumers to understand
the benefits of unlimited access

to the world’s music catalog.

-CHRIS GOROG, NAPSTER

the same period. First-
quarter mobile-originated
sales were up 44% over the
previous quarter.

“Really for the first time, it
puts Napster in a position
where we can address all avail-
able customers out there,”
Gorog says.

But he acknowledges that it
could take up to a year before
these efforts show any mate-
rial effect on revenue or sub-

360 DEGREES OF BILLBOARD

KISS’ SIMMONS TO SIT
FOR KEYNOTE Q&A AT
TOURING CONFAB
Kiss co-founder, reality TV
star and successful entrepre-
neur Gene Simmons will be
the keynote Q&A at the fifth
annual Billboard Touring
Conference, set for Nov. 19-
20 at the Roosevelt Hotel in
New York.

Billboard executive director
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of content and programming
for touring and live entertain-
ment Ray Waddell will conduct
the Q&A with Simmons Nov.
20 at the Roosevelt Ballroom.
The Q&A will be filmed for an
episode of his A&E reality
show “Gene Simmons Family
Jewels,” a major hit currently
inits third season.

Bornin 1949 in Haifa, Israel,
and the only child of a Holo-
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caust survivor, Simmons
found global fame as co-
founder/bassist of Kiss, which
got its start in 1972 with a
lineup that featured vocal-
ist/guitarist Paul Stanley,
drummer Peter Criss and lead
guitarist Ace Frehley. Kiss
scored eight top 40 hits in the
*70s and was one of the lead-
ing hard-rock acts of its day.

The band remains a tour-
ing, licensing and merchan-
dising powerhouse, with its
officially licensed ventures
including the Kiss Coffee-
house in Myrtle Beach, S.C,,

www.americanradiohistorv.com

have not proposed any spe-
cific plans, the proxy battle il-
lustrates the level of investor
frustration.

In the meantime, Napster
continues to face stiff com-
petition. Primary rival Rhap-
sody America is a joint
venture between two much
larger companies, Rea]Net-
works and MTV.

And new competition from
ad-supported streaming sites

708,000

The number of Napster paid
subscribers as of June 30, down
from 760,000 on March 31.

like imeem and Last.fm
among others, have them
both facing the same ques-
tion: Why would consumers
pay a monthly fee to stream
songs online when other
services are doing so for free?

But Gorog downplays ad-
supported services as a com-
petitive threat, noting that
for all the experimentation
going on, none are believed
to be profitable.

“We have a $130 million
business with 700,000-plus
customers and positive cash
flow for five consecutive
quarters,” Gorog says. “So |
think the day imeem can
stand up and say they're
doing business like that is the
day I'll pay close attention to
what they’re doing.

Gorog remains optimistic
that music subscription serv-
ices will have their day, even
if it isn’t yet clear how they will
get there.

“There’s no question that
the subscription model has
not yet reached its poten-
tial,” he says. “The biggest
challenge remains . . . to
find new, more effective
ways to get consumers to un-
derstand the benefits of un-
limited access to the world's
music catalog.” aee

GENE SIMMONS;Kiss
frontman, TV star,
entrepreneur and now,
Billboard keynote Q&A.

the first in a planned chain of
franchises; comic books; and

Visa cards. Simmons also pur-
sues other business interests
independent of the band. His
Simmons Abramson Market-
ingis the worldwide market-
ing/branding entity for the
IndyCar Series, and he and
co-CEO Rich Abramson’s
NGTV.com (No Good TV)isa
YouTube sensation. His other
businesses include a line of
T-shirts and accessories call-
ed Gene Simmons Money-
bag, the Simmons Comic
Group, Simmons Records and
his publishing imprint Sim-
mons Books.
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Pervis Jackson, 70, vocalist and original mem-
ber of the Spinners, died Aug. 18 in Detroit
after being diagnosed with brain and liver can-
cer just days earlier.

Jackson was born May 16, 1938, in Bailey,
La., but spent most of his boyhood in Detroit,
where he joined a doo-wop singing group that
later became known as the Spinners. The group
signed with Motown inthe mid-'60s, where it
released two top 40 hits, including the Stevie
Wonder-penned “It’s a Shame.”

PERVIS JACKSON, original
member of the Spinners
(pictured in1977), died Aug. 18.
Clockwise, from left: Jackson,
BILLY HENDERSON,
JONATHAN EDWARDS,
BOBBIE SMITH and

HENRY FAMBROUGH.

signing to Atlantic Records, where
they scored 14 top 40 hits from
1972 to 1980, including “Could it
Be I’'m Falling in Love,” “Mighty
Love” and their 1974 collaboration
with Dionne Warwick (then War-
=t 1 wicke) “Then Came You,” which
topped the Billboard Hot 100 for one week.
Jackson, who was responsible for the Spin-
ners’ rich bass vocals, became known to friends
and bandmates as “Mr. 12:45,” a play on the
“12:45” lyric he sang on the group’s 1975 hit,
“They Just Can’t Stop It (Games People Play).”
The Spinners, including Jackson, toured
through 2008 until July. Jackson is sur-
vived by his wife of 40 years, Claudreen,
and four children, Pervis Jackson Jr., Her-
bert Briscoe, Cindy Holmes and Stephanie

But the Spinners didn’t hit their stride until  Jackson. —Lisa Marie Basile
DEATHS Botel and the Sandpiper. tration in tenor sax and went
Barry Lederer, 63, D} and for- Lederer wrote Billboard’s  on to perform with acts includ-

mer Billboard columnist, died  Disco Mix column from 1976 ing Dawn Thompson, Rich-
May 31 in New York from to 1982. Healsospenttimeat mond, Va.-based band Secrets
heart disease. Graebar Sound, where he built  and John D’earth of the John
Lederer wasborninQueens  sound systems for clubs all  D’earth Quintet. Moore helped
and grew up in the Bronx be-  across the United States. Asa  establish the Charlottesville
fore moving to Long Island.  well-respected member ofthe ~ Swing Orchestra in 1982.

He later attended Alfred Uni-  discoand DJ communities, he Moore subsequently became
versity in upstate New York, wasamentortomanyD]sand one of the founding members
where he threw parties in his ~ runway music consultants. of Dave Matthews Band, which
apartment using songs he Lederer is survived by his  formed in 1991 after Matthews

taped from the radio. After mother, Debbie Lederer, and  recruited Moore and drummer

graduating from college, he  hissister, Jo Ann Chew. Ame-  Carter Beauford to help him

moved to New York Citytodo  morial reception will be held  record a demo tape.

social work. Sept. 181in New York. For more Multi-instrumentalist
Lederer got his start in  details, go to discobarry.com. Moore contributed greatly to

DJ’ingat the city’s Firehouse,
where he complained about

—Evan Lucy  the success of DMB with his
skill on a variety of wood-

the music played by thein- LeRoi Moore, 46, saxo- wind instruments including
house D] on weekends. After  phonistand founding mem-  bass, baritone, tenor, alto
managementasked ifhecould Dber of Dave Matthews Band, and soprano saxophones;
doabetterjob,hebegantoD]  died Aug. 19 due to compli-  bass clarinet; and flute. The
there and soon drew more cations from injuries suf- band won a Grammy Award
than 1,500 people to the club  fered in an earlier all-terrain  in 1996 for best rock per-
every week. He later per- vehicle accident. formance by a duo or group
formed at various clubs on Moore attended James Madi- ~ with vocal for the song “So
Fire Island, including the  son University with a concen-  Much to Say.”—Jaclyn Albert

SOLiS NAMED
KEYNOTE Q&A FOR
REGIONAL MEXICAN
MUSIC SUMMIT

Latin music superstar Marco
Antonio Solis has been con-
firmed as one of the star Q&As
at Billboard’s Regional Mexi-
can Music Summit, which takes
place Oct. 6-8 at the Wilshire

THE SPINNERS: HULTON ARCHIVE/GETTY IMAGES:

SOLIS: COURTESY OF FONOVISA RECORDS

with Luis Miguel and Los
Temerarios. All told, Solis has
charted 13 titles, including
four compilations, on Top
Latin Albums since 1995.

As a songwriter, Solis has
penned 15 No. 1 hits on Bill-
board’s Hot Latin Songs chart
during the past two decades,
more than any other com-

Grand Hotel in Los Angeles. Solis’ new studio album, “No  poser. He is also a three-time

Leila Cobo, Billboard exec- Molestar” (Fonovisa Records). winner of Billboard’s Latin
utive director of content and One of the top-selling Latin  producer of the year award,
programming for Latinmusic  artists of all time, Solishashad  for both work on his own al-
and entertainment, will con-  eight No. 1 albums on Bill- bums and for other artists, in-

duct the Q&A Oct. 8, aday board’s Top Latin Albums cluding Rocio Durcal, Olga
afterthe scheduledrelease of  chart, a distinction he shares  Taindn and Ana Barbara. «-«
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me40™ NAACP

IMAGE AWARDS

CALL FOR SUBMISSIONS

The NAACP Image
Awards is now accepting

submissions in the

Television, Recording,

Literature and Motion
Picture Categories.

- The NAACP Image Awards
honors projects and
individuals that promote
diversity in the Arts.

To be eligible, projects
must have a national
distribution date between
January 1, 2008 and
December 31, 2008.

SUBMISSIONS DEADLINE

Friday, November 14 2008,

at 6:00 PM (PST). /
For additional information and entry . rJI
forms visit www.naacpimageawards.net i g

or call 323-935-8208.

adiohistorv.com
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CROSSTOWN TRAFFIC

Downtown Links With
Fontana, interscope

Downtown Records has inked an exclusive dis-
tribution deal with Fontana and has also entered
a strategic relationship with Interscope Records,
Billboard has learned.

—.

Under the agreement, Interscope will pro-
vide strategic marketing and promotion for se-
lect albums. Cold War Kids, Eagles of Death
Metal, Kid Sister, Mos Def, Spank Rock,
Amanda Blank, Carla Bruni, MSTRKRFT, Femi
Kuti, Asaand all the acts signed to Downtown’s
three distributed labels—Dim Mak Records,
Fools Gold Records and Mercer Street

Records—will be distributed by Fontana.
Downtown acts Gnarls Barkley and Kevin
Michael will remain part of the label’s existing
upstreaming alliance with Atlantic Records and
will continue to be actively worked by Downtown
and Atlantic. Santogold, Justice (Because/Down-
town) and Brett Dennen (Dualtone/Downtown)

DENNEN

L gL & wof %
. . B = o ||
g Il W‘E

will continue to be distributed by the Alternative
Distribution Alliance.

Not affected by the deals is Downtown’s pub-
lishing arm, which owns or controls more than
3,000 titles recorded by acts including Aretha
Franklin, Mary J. Blige, 50 Cent, “Hannah Mon-
tana” star Miley Cyrus and the cast of “High
School Musical 2,” as well as writer/artists signed

QUESTIONS

with JOAO AUGUSTO

by LEILA COBO

Former EM! Brazil A&R director Joao Augusto decided in 1998
to start his own record label as a way to independently pro-
mote the kinds of local acts he was continuously signing to the
majors. Since his founding of Deckdisc, the label was con-
ceived by Augusto as a vehicle to develop and promote only
local talent. Initially distributed via Universal, Deckdisc would

[MPB star] Marisa Monte and
if she were to come to me, |
would naturally open the doors
for her. But it’s a question of
style and price. We really can’t
go to market with big stars.

eventually have its own distribution and evolve to become a

top-selling, full-fledged indie, with a steady 4% share of the
Brazilian market, according to the label. Ten years on, Deck-

You switched from
major distribution to your

to Downtown Records such as Dennen, Cold War
Kids, Spank Rock and Carla Bruni.

The first record to be released under the new
agreement will be Cold War Kids” “Loyalty to
Loyalty,” which streets Sept. 23. Downtown co-
founder/CEO Josh Deutsch says that albums
from Eagles of Death Metal, Mos Def, Kid Sis-
ter and MSTRKRFT are all slated for fourth-
quarter releases.

“Downtown has a huge release schedule,
and we're very excited to start working the
records,” Universal Music Group Distribution
(UMGD) CEO Jim Urie says. “I've admired
Josh for a long time, and we wanted them on-
board. They're exactly the type of label we
started Fontana to do business with.”

Deutsch says that “Fontana has such enthu-
siasm for Downtown'’s artists, and we have a com-
mon vision about how best to work our upcoming
releases.”

A source close to the situation says that
Fontana paid a $1.5 million advance for distri-
bution, with Interscope throwing in another $1
million for its role, paid incrementally. Urie says
the deal has a term of three years.

Recent releases by Downtown artists haven’t
been huge sellers. The last Cold War Kids album,
“Robbers & Cowards,” has sold 169,000 copies,
while Eagles of Death Metal’s 2006 album, “Death
by Sexy,” has moved 72,000 units, according to
Nielsen SoundScan. The picture is much the
same for the most recent releases from Mos Def

and MSTRKRFT, who signed to Downtown and
Dim Mak, respectively, during the past year. Mos
Def’s “Tru3 Magic” (Geffen) has shifted 72,000
units, while MSTRKRFT’s “The Looks” (Last
Gang) has moved 18,600.

Deutsch, however, stresses that sales figures
provide only part of the story. “You look at the
Cold War Kids and you can see a tremendous
long-term artist development story,” he says.
“Our roster represents the next generation of
artists to cross over. I would love to see people
move away from focusing on first-week and first-
album sales numbers, especially when dis-
cussing developing acts.”

Deutsch points to Eagles of Death Metal,
who sold 18,600 copies of their first record,
2004’s “Peace, Love and Death Metal,” and
then sold nearly four times as many units of
their second effort.

Urie says that “it’s good to be in business with
labels like Downtown, who are hungry,” adding,
“They bring great indie cred and a wonderful
management team, and they are a high-visibil-
ity label.”

What can Fontana offer Downtown? “The
whole concept of Fontana is different,” Urie says.
“Qur goal is to use all the resources that Univer-
sal has to offer. Labels have access to retail part-
nership marketing and nontraditional sales areas.
We give indie labels the leverage and access, be-
cause we believe that Fontana is an integral part
of UMGD.” .o

quickly creating and executing
digital and mobile deals. We're
vertically aligned.

Have you considered a
360 model?
No. I never have, and I don’t
think I ever will. We are record
people, we are not managers.
I want to do what I know how
to do. And 1 feel there will al-
ways be a format for music.

What kinds of projects
are youworkingonnow?
Our biggest growth area are
full-track downloads and we're
aggressively developing that

disc boasts a varied roster that traverses rock, samba, MPB,

pop and reggae, with a parade of top-selling acts that in-

cludes Falamansa, Grupevela¢do, Rastapé and Tatau.
Augusto answered six questions for Billboard.

Whatis Deckdisc’s forte?
To launch successful new artists
and develop their careers in
Brazil. All our artists are new
when they begin. We have a very
personal, very direct contact
with them. I'm the director of
the company and any artistcan
come to me at any time. We
have a roster of between 15-20
artists atany given time, and we
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sign some five to sixactsa year.
We don't have private investors,
and we are profitable. We've
been around for 10 years creat-
ing revenues to reinvest in the
label. Each artist [ release is a
new investment.

You’re not interested in
bignamesatall?
1 worked for five years with
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own, independent distri-
bution. Why?

After working with Universal,
we were distributed by Abril [a
major independent] and five
years ago, we completely took
over our distribution. It gives
us more liberty and control over
what we do. Brazil is different
from the United States in that
there are no big, major distrib-
utors that specialize in distrib-
uting independents. So we
prefer todo italone. We can tar-
getthe same stores and we also
distribute to supermarkets. So,

when it comes to physical dis-
tribution, we can do whatever
a major does.

When it comes to
digital distribution, you’ve
been very aggressive. In
fact, you have your own
online store, Deckpod.

We have a very young team
that works very aggressively
in this area. We do have Deck-
pod, which is powered by on-
line retailer imusica. But we
also have relationships with
other online stores. Today

wWWW americanradiohistorv.com

Brazil is so strong in the dig-
ital arena that there are many
aggregators who work our cat-
alog in different ways. But by
being an independent, our
team is very agile. For most of
the majors, for example, dig-
ital—including online and
mobile—represents approxi-
mately 15% of their business.
For us, last year it was 25% of
our revenue.

We also try to sign acts to our
publishing company as well. If
we have control over the pub-
lishing, we can move very

market. We’'re also big on
DualDiscs, and we have close
to 20 titles that have DVDs on
one side and CDs on the other.
And we're looking into vinyl.
There are many bookstores
that sell vinyl here and we be-
lieve there is a market for that.
We tested with an initial re-
lease that we printed in Los
Angeles, because there’s no
place to manufacture vinyl
here. Our plan is to launch a
factory and manufacture vinyl
records for ourselves and for
other labels as well. .

DENNEN. MATT WIGNEY
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>>>U.K. COMES WITH
MUSIC FIRST

Cell phone maker Nokia says the United
Kingdom will be the first territory to offer
its all-you-can-eat Comes With Music digital
music service, with a pre-Christmas launch
expected. The actual date will be announced
Oct. 2. To subscribe, consumers will need to
purchase a dedicated Comes With Music de-
vice. The first such handset will be the Nokia
5310 XpressMusic phone, available exclu-
sively from U.K. retail chain Carphone Ware-
house until Dec. 31. Bundled with the hand-
set will be a Comes With Music voucher and
Nokia Music Store software to install on a
PC. The service gives customers unlimited
access to more than 2 million tracks from
Universal Music Group, Sony BMG, Warner
Music Group and a host of indie labels. For
one year, subscribers will be able to down-
load for free as many songs as they wish to
their PCs and sideload them to their phones.
At the end of the year, users will be offered
various subscription options.

—Juliana Koranteng

>>>UNIVERSAL GETS
LIBERATION

Universal Music Australia has signed a three-
year distribution deal with industry veteran
Michael Gudinski’s Liberation Music, part of
his Mushroom Group. The move, effective Oct.
1, essentially gives Universal the largest do-
mestic roster of all the Aus-
tralian-based majors. UMA
also has, through part own-
ership and distribution deals,
major indie acts like Silver-
chair and Missy Higgins
(Eleven: A Music Co.); Pow-
derfinger, the Living End and
Sarah Blasko (Dew Process);
and Wolfmother and Cut
Copy (Modular Records).
Liberation was previously
distributed by Warner Music.
Its artist roster includes
Jimmy Barnes, the Church,
Liam Finn and Kasey Cham-
bers. The deal also covers
Mushroom-associated im-
prints lvy League, Liberator
Music and lilusive Sounds. —Christie Eliezer

>>>FLEMING, FLOYD
COLLECT POLAR PRIZE

American soprano Renée Fleming and mem-
bers of Pink Floyd received the Polar Music
Prize from King Carl XV! Gustaf of Sweden
Aug. 26 at Stockholm Concert Hall. Pink
Floyd’s Roger Waters and Nick Mason at-
tended the event on the band’s behalf. This
year marked the 17th presentation of the
Polar Music Prize, first awarded in 1992. Pre-
vious Polar Music Prize laureates include
Paul McCartney, Joni Mitchell, Bruce Spring-
steen, Ray Charles, Elton John, Burt
Bacharach, B.B. King, Led Zeppelin, Isaac
Stern, Robert Moog and Gyorgy Ligeti. The
winners are chosen by ajury of 18, including

PINK F
WATE

(center) recelve this year’s Polar
Music Prize from KING CAS'R%VI
GUSTAF gright).
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working professionals from the Swedish
music industry and three members of the
late Stig Anderson’s family. ABBA manager
Anderson was the award’s founder.

—Fred Bronson

>>>VIRGIN RADIO
REBRANDS

National U.K. rock network Virgin Radio will
rebrand itself as Absolute Radio. The station
was bought by the Times of India Group in
June for $106 million from U.K.-based media
group SMG. Times of India Group, under new
subsidiary TIML, aims to complete the re-
branding in October. It says the move was
necessary as it doesn’t own the name Vir-
gin, which had been leased from original
owner Virgin Group. The rebranded flagship
service Absolute Radio will be comple-
mented by digital stations Absolute Xtreme
and Absolute Classic Rock, previously Vir-
gin Radio Xtreme and Virgin Radio Classic
Rock. The stations were operated by radio
consultancy Absolute Radio International,
whose management team will now helm the
three-station network. Although radio will
be the core business, TIML plans to expand
the Absolute brand name to live events and
TV programming. —JK

>>>POLARIS LIFTOFF

Vancouver psych-rock act Black Mountain
and Ottawa alt-country singer Kathleen Ed-

 members RO
»and NICK N

wards have been confirmed to perform at
the Sept. 29 gala concert for the third an-
nual Polaris Music Prize, which honors the
best Canadian album of the year. The event
will take place at the Phoenix Concert The-
atre in Toronto. Nominees also slated to per-
form at the concert include Basia Bulat, Holy
Fuck, Plants and Animals, Shad and Two
Hours Traffic. Other nominees will be repre-
sented by exclusive live video performances.
The gala will be broadcast live across North
Americaon Sirius channel 86. The winner of
the $20,000 Canadian ($19,089) prize will be
chosen by 11 selected Polaris jurors.
—Robert Thompson

For 24/7 global news and analysis, see
billboard.biz/global.
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BY ANDRE PAINE

the Portico Quartet’s “Knee-
Deep in the North Sea” (Vor-
tex). Total sales increased 63%
from 1,380 to 2,250.

“For someone undiscovered
and underground, [a nomina-
tion] is huge,” double bass
player Milo Fitzpatrick says.
“We’ve been talking about
publishing and record deals
and getting gigs.”

The next-biggest boost
went to electro-pop concept
album “Stainless Steel” (Lex
Records) by Neon Neon, with
a27%increase onits previous
total sales, from 11,000 to

of its Mercury-shortllsled
album ‘Knee-Deep inthe

Mercury Fa lHin g g -

U.K. Industry Uneasy Over Esoteric Shortlist Selections

LONDON-The Nationwide Mercury Prize—which honors the
best British/Irish album of the year—is no stranger to contro-
versy. But its 17th edition has raised concerns among the U.K.
biz that its focus is becoming too narrow.

This year’s 12-strong shortlist is dominated by left-field album
selections (billboard.biz, July 22) and ignores the big-selling
likes of Duffy and Coldplay.

The winner can expect a sales boost after the televised Sept.
9 ceremony, but figures from the Official U.K. Charts Co. show only
modest rises in sales for nominated albums since the shortlist
was announced July 22.

Sales from the week ending July 19 through Aug. 23 show the
biggest percentage uplift was enjoyed by jazz instrumentalists

few established names onthe
list, increased its total sales by
just 1% to 182,720 during the
nomination period.

The omission of the United Kingdom’s biggest-selling album
of 2008, Duffy’s “Rockferry” (A&M/Universal), has raised the
most eyebrows. No one in her camp could be reached for com-
ment on the Mercury list, but privately several senior Universal
executives are unhappy at Duffy’s omission, saying the panel—
made up of media figures—was overly influenced by initial luke-
warm press reviews for the album.

Previous nominee Coldplay also missed out with “Viva La
Vida or Death and All His Friends” (Parlophone), while many
were surprised the Ting Tings’ “We Started Nothing” (Columbia),
a top 10 regular since its May release, failed to make the list.

The band’s manager, Stephen Taverner of London-based Out

There Management, says the Mercury has become too pre-
dictable in terms of the genres covered.

“A pop band hasn’t won it since the ’90s,” he says. “l was so sure
we wouldn’t get nominated, | arranged [for the Ting Tings] to be
in America for radio shows over the day of the awards.”

The Mercury has always championed new and left-field acts:
Previous winners include Dizzee Rascal’s “Boy in Da Corner”
(XL Recordings), Antony & the Johnsons’ “I Am a Bird Now”
(Rough Trade) and Talvin Singh’s “OK” (Island). But previous
shortlists have also included such mainstream acts as Amy Wine-
house, Robbie Williams, the Spice Girls and U2. Previous win-
ners include M-People and Pulp.

“It always helps to have a few higher-profile artists and re-
leases included that help create more of a story for the media,”
says Melanie Armstrong, product manager at market-leading
retailer HMV. “Duffy might have achieved that, or maybe even
Coldplay. | totally appreciate the judges have to recognize more
left-field offerings and [not] just turn the event into the BRITs
Mark 2. Equally, however, an outstanding album shouldn’t be
overlooked simply because it’s been successful.”

Armstrong notes the big percentage increases for left-field
artists “may not always add up to much” in terms of unit sales.
She adds: “The Ting Tings would have been ideal—there are
enough people out there that have read good reviews or
caught the band at a festival, but still haven’t got round to
buying the album.”

Mercury Prize organizers, however, insist it’s simply business
as usual. “The music on'the album is the only thing taken into
account,” the official Mercury Prize Web site states.

“It’s always difficult to draw too many grand conclusions about
the state of British music from the list,” Mercury Prize director
Kevin Milburn says. “Allit is is 12 albums that our judges really felt
passionate about.” wee

Additional reporting by Mark Sutheriand in London.

GLOBAL

Hanging On The Telephone

BY JULIANA KORANTENG and STEVE McCLURE

Ringback Sales Surging In Asia As Europe Lags

Ringback tones have taken
Asia’s mobile music biz by
storm, but experts warn that
European markets will only
follow suit if companies unify
their marketing plans.

According to a recent report
by U.S. technology consul-
tancy MultiMedia Intelligence,
global sales of ringbacks will
total $4.7 billion by 2012, up
from a projected $1.8 billion
in 2008. MMI expects ring-
back sales in Asia alone to
reach $2.9 billion in 2012, up
from a projected $1.5 billion
in 2008.

“Ringback tones have two
characteristics that will appeal
to labels,” MMI chief research
officer Frank Dickson says.
“They know music fans love
to personalize their handsets
with content, and [ringbacks
are| the most protected format
[from piracy]—far more se-
cure than ringtones.’

Since its introduction in
South Korea in 2002, the for-
mat has become hugely pop-
ular in Asia, particularly in
southeast Asia and China.
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Ringbacks accounted for
62% of digital music revenue
in China during 2007, ac-
cording to the IFPI. In the
more mature digital markets
of South Korea and japan,
they accounted for a much
smaller but still important
10% and 7% of digital music
revenue, respectively.

Tim Smith, manager of
business incubation at Tokyo-
based investment company
AC Capital, notes that ring-
backs are cheap and can be
purchased by any mobile user,
even those on prepaid calling
plans. This has boosted sales
in China, where 60% of the
user base uses prepaid plans.

By contrast, prepaid users
account for only 10% of the
markel in Japan. But there,
too, ringback sales are rising,
helping compensate for the
continued slide in master ring-
tone sales. In the second quar-
ter, Japanese consumers
purchased 23.9 million ring-
backs, up 11% from a year ear-
lier, spending 2 billion yen
($18.1 million), or 31% more
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than the same period last year,
according to the Recording In-
dustry Assn. of Japan. Mean-
while, they bought 45.5
million master ringtones dur-
ing the quarter, down 17%
from a year earlier, spending
5.1 billion yen ($45.7 million),
or 16% less than a year earlier.

Insiders say sales have been
boosted by labels releasing
songs as ringbacks ahead of
physical CDs, citing such ex-
amples as Sony Music Enter-
tainment (Japan) artists
Miliyah Kato, Shota Shimizu
and pop group Aqua Timez.

“Since [tnaster ringtone]
services are now being hit
pretty hard, they’re looking
back at other formats they
haven’t pushed so hard,”
Smith says.

In Europe, Dickson warns
that disjointed marketing of
the format is confusing
consumers, with carriers
marketing ringbacks undera
multitude of different names.
For example, in the United
Kingdom, Orange dubs them
“calling tunes,” while T

Mobile markets them as
“Caller Tunes.” But in Ger-
many, T-Mobile brands them
“SoundLogos.”

“The rollout of [ringbacks]j
in Europe has been limited,”
says Francis Keeling, London-
based head of commercial and
digital at Univer-
sal Music Group
International. “If
itis toreach crit-
ical mass in the
region, it needs
unified market-
ing support.”

Keeling says
that European
operators may
outsource the
service to specialist mobile
content developers to estab-
lish a single brand solution.
Handset manufacturers re-
main reluctant to promote
such a network-centric format
on their branded music
stores—unlike ringtones,
ringbacks reside on the wire-
less carrier’s server,
the handset.

Consequently, European car-

not on

www.americanradiohistorv.com

MMI's FRANK DICKSON
(inset) predicts that
ringback tone sales in
Asia by such artists as
SHOTA SHIMIZU will keep
onrising.

riers should follow their Asian
counterparts and offer “flexible
retail and distribution models

to third parties” says Paris-
based Thomas Husson, senior
analyst at JupiterResearch. In
South Korea and China, a wide
variety of independent market-
ing organizations—not just car-
riers—promote ringbacks.
But for the foreseeable fu-
ture, ringback sales in Europe

and North America are ex-
pected to lag behind Asia. Dick-
son predicts European ringback
sales will reach $738 million in
2012, while he expects sales in
the United States and Canada
will total just halfthat amount.
Comparable current sales fig-
ures weren’t disclosed.  «-¢

Additional reporting by Christie
Leo in Kuala Lumpur.
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O2 AufDeutsch

Berlin Venue Opens Amid Hopes For Live Biz Boost

BERLIN—The September opening of the 02
World comes amid hopes that the new concert
and sports arena will boost Berlin’s appeal asa
louring destination. But its early bookings sug-
gest that it has a way to go before it can hope to
match the impact of its sister venue in London.

Metallica will play the first gig at the new €165
million ($242 million), 17,000-capacity O2
World Sept. 12. Other acts lined up for the
rest of the year include German singer/
songwriler Herbert Gronemeyer (Sept.
13), Coldplay (Sept. 15}, Alicia Keys {Oct.
18) and Elton John (Dec. 11).

The 11 music shows listed on the
venue’s Web site through the end of 2008
compares with the 24 lined up at London’s
23,000-capacity O2 Arena during the same
time period. In addition, the German
arena features none of the artist residen-
cies that have helped the London venue
make such an impact on the U.K. live
scene since its opening in June 2007.

The O2 Arena was the No. 1 15,000
plus capacity venue in the world in the
first half of 2008, with a total gross of
$50.7 million, according to Billboard
Boxscore. The Spice Girls’ 17 sellout
shows at the venue were also the No. 1

r’Geryjnan singer/songwriter HERBERT
GRONEMEYER (inset) will play at Berlin’s
02 World Sept. 13.

Boxscore of the period, with $33.8 million.

In January, Peter Schwenkow—CEO of
DEAG, AEG’s preferred promoter for the O2
World—had predicted 02 World’s perform-
ance would “top that of London” within “a very
short space of time” (Billboard, Jan. 19). Buta
representative for AEG, which runs both ven-

ues, insists Berlin was always designed to be
more geared toward sports events.

London was always planned as a music
venue and it is certainly the most successful
music venue in the world,” the representative
says. “Here in Berlin, we have to take into con-
sideration sports events, mainly our local events
with ice hockey and basketball.”

Live industry insiders are confident the
venue will boost Berlin as a general touring
destination, rather than take business away
from other large venues in the German capi-
tal or elsewhere.

“02 World makes Ger-
many a lot more attractive
for promoters of mega-
entertainment events,” says
Jens Michow, president of
Hamburg-based Assn. of
German Concert Pro-
moters. “But there will not
be fewer concerts in Mu-
nich, Cologne or Hamburg.
We do not have a situation

like in France, where cul.
ture mainly happens

N ) in Paris.”

i “The 02 is
,:‘" important above
Y all for Berlin

Frankfurt-based
promoter Marek
Lieberbergsays. “Its
impact on our nation-

wide business is limited.”

Universal Music Germany president/CEO
Frank Briegimann says the O2 World’s size and
location will help it “attract many international
artists and become an important venue.” Uni
versal will use Metallica’s O2 show to launch the
band’s “Death Magnetic” albumn.

Other venues in Berlin, including the city
government-run 10,000-capacity Velodrom and
8,000-capacity Max-Schmeling-Halle, as well
as large arenas in other major German cities,
declined to comment on the O2’s impact. But
all privately insist they are hosting as many
concerts as in previous years.

Still, some level of added competition-appears
likely. Billboard understands that German record
industry association Bundesverband Musikin-
dustrie is discussing moving its Echo Awards
from Berlin’s 5,000-capacity International Con
gress Center to the O2.

Meanwhile, Berlin’s Club Assn., which
represents the city’s network of 250 small
clubs and venues, expresses concern that
the huge venue will take business away from
its members.

Markus Ossevorth owner of the 70-seat Bar
23 venue, agrees.

‘We are no longer willing to tolerate this de-
velopment,” he says, insisting the city of Berlin
should invest in “small-scale creative spaces”
rather than large, commercial schemes.

Additional reporting by Mark Sutherland in
London.

gistered trademarks of Nokia Corporation. Other company and product names

- - = :Mobile-

1
=
S
%
e
v}
k=]
3
=
14
]
o
‘G
=1
=
g
=9
>
b=
=1
<
2
a
=]
)
a
=]
g
o
c
S
(=]
o
=
=]
=
2
=
=1
Zz
=]
<
c
k)
b !
¢
g
=]
=
<
p 4
=
=]
Zz
%
°]

W
2]
b
H
3
%
=
&
&
=
T
£
£
k=]
Iy
4]
=
T
c
@
g
P
S
k)
=
]
&
)
E
=
[
o
g
E

- cS/G,v
R / CF A
WASTER

7 w’"
« 4y ;

Slide into a new
music revoluti

CUE

www.americanradiohistorv.com

SEPTEMBER 13, 2008

Nokia 5610 XpressMusic

 Music player with unique music slider key
« Stereo Bluetooth connectivity

« 3.2 megapixel camera with video capture
*2GB memory card included
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Hispanic Radio
Targets Young
Bilingual Listeners

Spanglish Signals

eration Hispanic, and we’re trying to
make sure that what we play is repre-
sentative of that audience,” Le6n says.
“These are people that speak English

KZAA’s core
acts include
Frankie J and
Toby Love,
both bilingual; Wisin & Yandel and
Daddy Yankee, whosingin Spanish;
and Colby O’Donis and Prima J, who
sing in English.

Los Angeles, which switched to a hur-
ban, bilingual format in 2005 and
maintains a playlist that tilts heavily
toward reggaetén and hip-hop.

But many switched formats, driven
by the decline in reggaeton sales and by
the fact that their young-skewing stations
could notattract certain advertisers, like

Hispanic radio is showing new inter-  and Spanish.” KVIB-FM (95.1 La- liquor companies.
estin re.aching a bilingual, bicultural  topy | ovE tinp Vibe) Phoenix is Latin But the formatisentic-
population. isamong doing something simi- ing, particularly when tak-
Following the 2004 surge—and sub- ~ the artists lar. The station morphed Notas ing into account that 24%
. .  resonating i
sequent decline—of Latin “hurban A from a hurban format  LEILA of the U.S. population
formats that played predominantlyreg-  bilingual into a mix of Spanish coeo { younger than 5 is His-
gaetén and hip-hop and targeted abilin- ~ audience. and English (approxi- > panic, according to 2007

gual, Hispanic youth audience, some
stations are testing those waters again,

with variants.

Most recently, last month Liber-
man Media switched KZZA-FM
Dallas froma Latin urban format
with little spoken Spanish to a
mix that targets second- and

third-generation Hispanics.

KZAA now plays an even mix

mately 70%/30%) of
everything from Span-
ish pop to reggaeton,
cumbias, bachata and
crossover hits by Justin Timberlake
and Chris Brown.
Although the shift to the
current format has taken
place over a year, the sta-
tion only adjusted signal
issues this past June and

M‘* U.S. Census numbers.
. _ And the average age of
J. ’% Hispanics in the United
States is 27.6, lower than
the 36.6 of the population as awhole, ac-
cording to 2007 Census numbers.
With Latino Vibe, by expanding the
playlist, Ramos was able to better tar-
get his regional audience and, in the
process, attract a slightly older audi-
ence—18-34 instead of 18-24.

of English- and Spanish-lan-

guage music and features bilin-
gual DJs. The twist? All artists,
even those singing in English, are
Hispanic, in a concerted effort to at-

tract a Hispanic audience.

“We tried many common denom-
inators and we found that you can’t
putall Latins in the same basket,”
Liberman programming VP Eddie
Ledn says, explaining why the station
shied away from labels like “Latino” or
“Hispanic” or even “hurban” or “urban.”

But the one thing that everyone had
in common, he says, was Spanglish.

“We're trying to targeta second-gen-

hopes to see results in the
next Arbitron ratings book.
PD Bobby Ramos, who
comes from KLOL (La
Mega) Houston, says Latino
Vibe “specifically targeis
bilingual, bicultural Latinos
living in the United States”
but programs specifically for
the region, in this case, one
heavily Mexican.

Belween 2004 and 2005, some 30
stations launched or flipped to hurban
formats. Some stations have remained blZ and analysis, see
stable, like KXOL-FM (Latino 96.3 FM)

“When we made these adjustments,
we discovered that our detnos actually
went higher and we were able for the
first time to become compliant with
bringing in alcohol advertisers,” he says.

Latino Vibe is owned by Sun City
Communications and is the company’s
first Spanish-language station.

“My understanding is they plan on
going country-wide,” Ramos says.
“This is the model of what they would
like to do in the Spanish world.” -

For 24/7 Latin news

billboard.biz/latin.

LIVE BIZ BATTLE

Live Nation, AEG Face Off In Latin America

Live Nation’s five-year
exclusive distribution deal
with promoter heavy-
weights CIE and T4F effec-
tively locks down Mexico
and South America for the
touring giant on most inter-
national tours. But AEG Live
president/CEO Randy
Phillips says the Latin
American touring market is
still open for business.

Live Nation’s North America
Music CEO Jason Garner
told Billboard (billboard
.biz, Aug. 21) that the com-
pany’s deal with CIE, which
produces 85% of concerts
by international acts in Mex-
ico, “gives us a nice advan-
tage when we’'re sitting
down talking with an artist,
that we have this great part-
ner south of the border.”
The other piece of Live Na-
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tion’s deal is T4F (Time for
Fun), which operates sev-
eral venues in the region.
“Wherever we can, we
want to have a Live Nation
office executing, and we
haven’t had that in Latin
America largely be-
cause CIE is just so
dominant,” Gar-
ner said. “In a
region where
we had zero
market share, to
form an exclusive
deal like this gives us
immediate entry.”
Phillips downplays the
deal’s impact on AEG,
saying that agents and
managers typically haven’t
asked the company to bid
on South America, opting
instead to deal directly with
regional or local promoters.
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PHILLIPS

“All it does is force us to
work with other people,” he
says. Other players in the
market include Evenpro,
Arena Monterrey and Fenix
Entertainment Group.
“The real power in deter-
mining where to play
and when to play
rests with the
artists and their
reps,” Phillips
says, adding
that, “all anti-
competitive ar-
rangements between
companies yield more vi-
brant and focused competi-
tion. | expect many align-
ment shifts in the next six
months as AEG Live starts
to focus on South America
the way we have in North
America, especially in La-
tino music.”

After establishing Los
Angeles’ Nokia Theatre as
a destination for top Latin
acts since its opening last
fall, another priority for
AEG Live is putting on a
Latin alternative music fes-
tival in the United States
within the next couple of
years, Phillips says. “We
think there is a big hole in
the market for something
like that,” he says.

Reunions by rock legends
Heroes del Silencio and
Soda Stereo sold nearly
65,000 tickets in the United
States combined, accord-
ing to Billboard Boxscore.
But Latin alternative festi-
vals have had a mixed rec-
ord, with Los Angeles’ Anti-

doto Festival leaving many
seats empty in its second
year and last year’s Arka
Fest canceling one of its
days. The Watcha traveling
festival has not returned in
several years.

Still, about 8% of ticket
sales for AEG Live/Golden-
voice’s Coachella Valley
Music & Arts Festival come
from Mexico, according to
Phillips, prompting the fes-
tival to announce its 2008
lineup in Mexico City.

—By Ayala Ben-Yehuda
and Ray Waddell

Editor’s note: AEG Live and
Billboard have a partner-
ship in place for branded
live events.

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

Billboardenespanol.com.
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FERRANTE

PLANET
WAVES

ltalian Tropical
Specialty Label
Comes To U.S.

Itatian indie labei Planet Rec-
ords is planning to establish
a Uu.S. office in Miami by early
2009. The label will be dis-
tributed stateside by Sony
BMG Norte.

Planet, which specializes
in tropical music, has made a
name for itself as a maverick
operation that aggressively
licenses innovative Latin
product. It was the first label
to license Aventurain Europe
in 2003 and took the group’s
single, “Obsesion,” to the top
of the ltalian charts. The track
eventually hit No.1on the Eu-
rochartin 2004,

Other Planet licenses have
included Monchy & Alexandra
and Papi Sanchez.

Planet has already signed
acts for the U.S. market, includ-
ing merengue singer Kinito
Méndez and urban bachata
singer/songwriter Daniel San-
tacruz, as well as a handful of
Cuban acts including timba
masters Juan Formell y Los
Van Van and Manolito Simonet
y su Trabuco.

Pianet founder Roberto Fer-
rante willinitially commute from
Italy to Miami to run operations
and has hired veteran Al
Zamorato oversee promotion.

While opening a U.S. office
might appear counterintuitive
given the state of the market,
Ferrante says that has long
been his plan, and economi-
cally, a strong Euro helps.

Ferrante says his philosophy
has always been to give tropi-
cal music the same level of pro-
motion givento pop releases.

“Here, | would also like to
put out products that | can sell
to many markets,” he says.

Planet’s first U.S. release, for
example, duein September, is
“Ahora En La Habana,” acom-
pilation featuring tracks play-
ing heavily in Latin, European
and Cuban clubs.

Although Planet signs artists
to traditional label deals that
do not include a percentage of
management or otherincome,
Ferrante does strive to also
sign artists to Planet’s publish-
ing company. —LC

TOBY LOVE: MIGUELIN
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Torched By
The Olympics

Exciting Beijing Games Hurt Retail—
Could U.S. Election Do The Same?

Blame Michael Phelps: it looks like the
Olympics hurt retail sales more than some
had expected.

And here’s something else to worry about:
The Olympics sales dip might be a harbinger
of what the November U.S. presidential elec-
tion will bring.

In Billboard's Aug. 9 Olympics
issue, Newbury Comics CEO
Mike Dreese echoed the senti-
ments of other merchants when
he observed that U.S. viewers
typically aren’t as preoccupied
with the Olympics when events
aren’t broadcast in real time
which was often the case this year
with the games in Beijing. Con-
sequently, Dreese didn’t expect the Olympics
to affect sales that much this time around.

But that was before U.S. swimmer Phelps
swam his way to a record eight gold medals.

“The Olympics dramatically hurt the retail
business,” says an executive at a midsize chain
who is notauthorized to speak for his company.
“It hurt us to the tune of about six or seven

points,” he says, referring to an additional six
or seven percentage-point drop in sales volume
that he blames specifically on the games.

According to Nielsen SoundScan, the indus-
try scanned 21.5 million albums units during
the three-week period ended Aug. 24,2 12.5%
drop from the prior year’s corresponding pe-
riod when unitstotaled 24.6 million units. That
decline is greater than the year’s overall year-
to-date 10.8% decrease in album sales.

“With the tough economy, high gas prices
and an exciting Olympics, the customer said,
‘T am staying home, saving money and being
entertained by the Olympics,” ” the executive
says. “Clearly Phelps caught everyone’s atten-
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tion, but the second night of the Olympics was
the most exciting race where his compatriot
[Jason Lezak] beat the French swimmer [then-
world-record holder Alain Bernard]in the
swimming relay, and that drew everybody into
the games.”

After that, Phelps’ quest for
eight gold medals, the contro-
versy over the ages of some mem-
bers of China’s fernale gymnasts
and the exuberance of Jamaican
gold-medalist sprinter Usain
Bolt kept everyone at home
glued to their TVs.

Super D president Bruce
Ogilvie knew from firsthand ex-
perience that the Olympics hurt
sales. In 1996, when he was chairman at the
now-defunct 400-unit Wherehouse Entertain-
ment, “it was an Olympic year and sales just
dropped like a rock,” he recalls.

He was reminded of that during the Eu-
rocup soccer tournament in June. Super D
does CD and DVD fulfillment for online re-
tailers, and “when those games happened, all
the online shopping stopped in Europe,”
Ogilvie says. So sure, sales slowed down dur-
ing the Beijing Olympics, Ogilvie says.

Not all retailers were equally affected. “The
Olympics hurt us, but not as much as I feared,”
says the head of another midsize chain who
didn’t want to be identified. “I would guess we
lost 3.5% in sales volume” due to the Olympics.

But another merchant at a multimedia chain
says this Olympics was the worst the chain has
ever experienced, particularly for video, which
was down nearly 20% from a year earlier due
to the games. “It wasn’t so bad in the second
week, but the first week of the Olympics, we
were way down when all those crazy swimming
events were happening,” he says.

With the Olympics finally behind them,
what’s next® Merchants believe the U.S. pres-
idential campaigns of Barack Obama and
John McCain could wreck havoc with sales.

During the nine-week period ended Nov. 28,
2004. album sales totaled 113.1 million units,
down 8.6% from 123.8 million in the corre-
sponding period a year earlier, even though
full-year 2004 album sales actually increased
3.7% to 681.4 million units. The contentious
2000 presidential election and recount drama
also hit sales, which fell 4.6% during October
and November of that year, which saw full-year
album sales rise 4% to a record high 785.1 mil-
lion units.

“The video guys knew business would be off
during the Olympics and said, ‘Fuck this,” and
didn’t release any big titles,” the executive at
the first midsize chain says. “The sameishold-
ing true for the Nov. 4 election. The new re-
leases coming out on that day will be tiny, and
I think the DVD labels are right.”

biz

For 24/7 retail news and analysis,
see billboard.biz/retail.
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San Francisco Days

OQOutside Lands Scores
In Untested Market

San Francisco’s inaugural Outside
Lands Music & Arts Festival, held Aug.
22-24 at Golden Gate Park, was one of
the more intriguing dates on this
year’s live calendar.

The event was produced by Bonna-
roo co-producers Superfly, Dave
Matthews Band manager Coran Cap-
shaw’s Star Hill Presents and, in its first
festival production ef-
fort, Another Planet En-
tertainment, the exclu-
sive promoter of key

OnThe
Road

Another Planet president Gregg
Perloff, whose live music history in
the market dates back to the Bill Gra-
ham Presents days that in many ways
shaped the business today.
“Operationally, people had areally
good time,” he says. “There were so
many great sets it’s hard to point one
out, and sales were fantastic.”
Aggregate attendance for the
weekend totaled about 130,000,
Perloff says, split between single-day
sales and three-day
passes. He says 48% of
attendees came from
beyond 50 miles of San

Bay Area venues like the
Greek Theatre in Berke-
ley and the Indepen-
dent in San Francisco.

The three compa-
nies teamed up to as-
semble an ambitious
lineup of performers that included
headliners Radiohead, Tom Petty &
the Heartbreakers and Jack Johnson.
And they did so in a city that had re-
mained untested in the major festi-
val market during a year when sev-
eral new festivals had beenlaunched
elsewhere, with mixed results.

So, how'd it go?

“I could not have hoped for suc-
cesson so many different levels,” says

RAY
WADDELL

Francisco.

So can Perloff defin-
itively say today there
will be another Outside
Lands festival next
year? Not quite. “We
live in a community
where everyone weighs in,” he says.

“l cantell you that I'd love to do an-
other one next year,” Perloff contin-
ues. “I can tell you that many of the
businesses in the surrounding neigh-
borhood had their best days ever.l can
tell you that over 40 of the hotels in
town were sold out. | can tell you that
the cabs had a great weekend. And |
cantell youthat | think the impact was
minimal and people got to experience

the different museums in Golden Gate
Park and the culture of San Francisco
and Northern California."”

Like most major festivals today,
Outside Lands was set up to be di-
verse but managed to maintain alocal
vibe. “One of the things that is impor-
tant about San Franciscois diversity,
so we tried to approach that ina num-
ber of ways,” Perloff says. “We had a
lot of world music, we had a lot of
positive hip-hop artists, we had a lot
of Latino acts, we had acts like Manu
Chao, Cafe Tacvba, Rodrigo y
Gabriela.” He says about one-quar-
ter of the acts on the bill had Bay Area
ties, including Lyrics Born, Primus
and Cake.

The producers took the “music and
arts festival” positioning serious, of-
fering fans tastes of the “pillars” of
theregion, which include food, wine
and technology in addition to music.
Twenty top wineries showcased their
finest in one tent, Bay Area restau-
rants offered their specialties, and
Whole Foods put together an area
on sustainable agriculture and or-
ganic produce.

Golden Gate Park apparently
looked fine in the aftermath. “We just
spent three days cleaning up the park,
and our commitment was to leave it
in better shape than we found it,”

e

TOM PETTY and RADIOHEAD
(below) were among the headliners
at the inaugural Outside Lands
festival.

Perloff says. “We not only cleaned up
every speck of paper, every plastic
bottle cap, but we picked up every
cigarette butt, and that was a hands-
and-knees job.”

The goal was to have 75% of Out-
side Lands refuse recycled and/or
composted, and Perloff thinks they’ll
hit that goal.

So what did he learn from the in-
augural Outside Lands festival? “i

learned some things | already knew,”
Perloff says. “l learned if you treat the
public with respect and as you like to
be treated, they will respond. We had
no incidents over three days. We
learned if you make it comfortable
for the bands, they will go out and
play outstanding performances. We
found out that if you dealt with the
neighborhood properly, they will re-
spond. We had a community hotline
where we promised if any car was in
someone’s way we would have it
towed within 10 minutes. We only had
one car towed the first night because
we asked people to take mass tran-
sit or ride their bikes. We had a bike
valet for people so they could lock it
up safely. We had thousands of bikes.”
In terms of the San Francisco/
Northern California live music legacy,
and it’s a big one, Outside Lands is
“bigger than anything | did” with Bill
Graham, Perloff says. “When we did
US Festival or Day onthe Green, [Out-
side Lands] was multiples of those
events in size and scope.” oo
For 24/7 touring news

and analysis, see
billboard.biz/touring.

Consumer
Outreach

Cherry Lane To Build
Branded Online Storefronts

In a music business that seems to be all about
focusing on the future, sometimes it can be ben-
eficial to look to the past for ideas.

Take the publishing biz. In the days before the
emergence of the recorded-music business, pub-
lishers sold their songs to music fans via sheet
music and piano rolls. But aside from the con-
tinued sale of printed music, music publishers
today have little direct interaction with consumers.

Hello World

Hello Word

Cherry Lane is working with Nimbit to create online storefronts

for such brand partners as Hello Kitty.

16 BILLBOARD SEPTEMBER 13, 2008

In abid to generate more in-
come from its catalog, indie
publisher Cherry Lane is look-
ing to expand its direct-to-
consumer business, via a part-
nership with online music
commerce company Nimbit.

“True publishers should feel a responsibility
to sell,” Cherry Lane senior VP of creative and
marketing Richard Stumpf says. “We saw what
was going on in the digital space and knew that
this was the next evolution in online music sales.”

Cherry Lane is kicking off the partnership with
Nimbit by creating online storefronts for three
ofits brand partners: NASCAR, the Professional
Bullriders Assn. and Sanrio’s Hello Kitty. The
stores will initially be stocked with song down-
loads from the Cherry Lane catalog, such as the

NASCAR theme and other

: z music specifically com-

-'nlﬂ.}.b“l,f, ! posed for the brand by
Cherry Lane writers.

Stumpf adds that there
is potential to also carry
other related merchandise,
such as USB bracelets with
music on the drive or shirts
that have lyrics or album
coverart printed on them.

“We could theoretically
also facilitate a deal to cre-
ate a package with content
that we don’t own,” he
says, adding, for instance,

that the company could work with Sanrio to cre-
ate a party pack with Hello Kitty wrapping paper
and the Hello Kitty CD that Cherry Lane re-
cently produced.

“We can also help involve some of our baby
bands in the Nimbit partnership in the future,”
Stumpfsays. “Even though they could use a free
version of Nimbit to sell their music, we could
probably get them deals like a group rate for the
customized services or something similar.”

Stumpfsays that Cherry Lane chose to work
with Nimbit because “they were very flexible
and a cost-effective solution. If we
create a widget for one of our
brands that then goes out to
20,000 kids, and we want to up-
date a song in the widget, we do
itonce and all the widgets are au-
tomatically updated.”

Nimbit CEO Patrick Faucher
says the company’s clients can
sell any kind of product through
its service. “If a client wanted to
sell tickets to shows or bundle a shirt with
MP3s, we have the ability to do all that,” he
says. “The customer doesn’t have to navigate
away from the client’s page to do any of this,
which helps seamlessly maintain the brand.”

Faucher says that most of his clients are bands
that are either unsigned or signed to very small
labels, but that he has noticed a shift recently.

“We're starting to work with Rounder and
other labels, and we're starting to see more man-
agers create accounts,” he says. “Cherry Lane is
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our first big publishing client, and we're seeing
more interest in that space. We've also had con-
versations with three of the four majors, because
they are starting to realize how crucial itis to en-
gage fans directly.”

Nimbit takes a percentage of each order
it processes and offers three tiers of serv-
ice, starting with a basic free service to sell
digital goods; a midlevel service for $49 per
year that includes distribution to major on-
line retailers and provides the ability to sell
physical merchandise; and a premium serv-
ice for $129 per year that allows
clients to customize the look of
their storefront.

In terms of what Nimbit plans
to create for Cherry Lane, Faucher
says nothing is set in stone yet, but
he ofters some examples.

“If you think about a brand um-
brella like NASCAR, you can
think of them almost like a label,”
he says. “They have product that
they can market to their general fan base, like
the theme song, and then they have product
that is specific to each driver. Someone like
Danica Patrick, for example, can sell her shirts,
her songs and video content in one place, and
we’ll take care of all the orders. It’s really about
making sure her brand stays consistentand in
front of her fans.” .

biz

For 24/7 indies news and analysis, see
billboard.biz/indies.
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BY ANTONY BRUNO

Digital, Music Biz Issues Vie For Attention In Election Year

With the Democratic and Re-
publican conventions now over,
both parties will kick their cam-
paigns into high gear as they
seek not only the White House
but also congressional seats
and statehouse majorities.

And somewhere among the
attack ads, blog posts and cable
yack-fests, those running for of-
fice may actually address the is-
sues. Big-ticket items like the
economy, the war in Iraq, health
care and energy dominate the
talking points, but there are sev-
eral issues that will have a more
direct impact on the digital
music market as well.

Here’salook at those issues
and where presidential candi-
dates John McCain and Barack
Obama and their respective
parties stand.

RADIO ROYALTIES
While not strictly a digital issue,
the effort to impose a perform-
ance royalty on terrestrial radio
broadcasters is by far the top
legislative concern for the
music industry. Representa-
tives at the RIAA and the
Recording Academy say the
issue is priority No. 1 on their
current agenda and that of the
immediate future.

“We’re thinking the next
Congress is really the time this
getsdone,” Recording Academy
VP of advocacy and government
affairs Daryl Friedman says.
“After decades of artists trying
to see this happen, we finally
have leadership in Congress
who wants to see this work.
We've seen alot of progress over
the last 12 months.”

Still, broadcasters have a for-

On The Political Agenda

BARACK OBAMA and JOHN McCAIN differ sharply on net neutrality but neither has offered

clear indications of how they will approach other key digital issues.

midable lobbying presence in
Washington, D.C., which they
are mobilizing in vehement
opposition to the idea. RTAA
chairman/CEO Mitch Bainwol
says the upcoming election will
have a huge impact on how the
battle plays out. Democrats, he
says, are more open to backing
the music industry’s position,
and any gains they make in ei-
ther the House or Senate would
be an advantage.

The implications for digi-
tal? A terrestrial performance
royalty would do much to ease
the financial strains of the
music industry, which could
aid digital retailers in licens-
ing negotiations.

Of more direct concern to
digital music, albeit a far lower
priority for the overall music
business, is the continued angst
over performance royalties for
Internet radio. Some stream-
ing musicservices like Pandora
argue that they’ll have to close
their doors unless a compro-
mise can be
reached on the
royalty

PIMP MY KIT

for $300.

Love rocking out on the drums with the ™»
“Rock Band” videogame but tired of the
flimsy plastic drum set? ION plans to address
that frustration with a premium drum set
for the game’s sequel, “Rock Band 2.

The Drum Rocker lets users customize
how their drum set is positioned, features an aluminum
frame and can be upgraded to a real electronic drum
kit with the addition of a "drum brain” from designer
Alesis. Other benefits include the addition of an op-
tional third cymbal and second kick pedal. It should
also work with the coming "“Guitar Hero: worid Tour”
set, but that remains to be confirmed

The Drum Rocker is expected to be available
at the launch of “Rock Band 2” in mid-September
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rate increases approved last year
by the Copyright Royalty Board.
Rep. Howard Berman, D-Calif.,
has been reportedly overseeing
settlement talks between web-
casters and SoundExchange.

NET NEUTRALITY
McCain and Obama differ
sharply on this issue. “John Mc-
Cain does not believe in pre-
scriptive regulation like
‘net-neutrality,” ” his campaign
Web site reads. By contrast,
Obama’s site says, “Barack
Obama strongly supports the
principle of network neutrality
to preserve the benefits of open
competition on the Internet.”
McCain calls for an open
marketplace approach, whereas
Obama has promised to ap-
point FCC commissioners who
will reinstate the original net
neutrality protections that the
FCC eliminated in 2005.
Officially, the music indus-
try has not taken a position on
the matter. The RIAA has only
said that any net neutrality po-
sition should not
preclude Internet
4  service providers from
/" preventing the exchange
of pirated or other illegal
material, which it says
is more of a network

management issue.

Several artists, however,
have come out strongly in
favor of net neutrality. The
Future of Music Coalition re-
leased acompilation CD of acts
supporting the cause, which in-
cluded Wilco, They Might Be
Giants, Bright Eyes, Aimee
Mann, DJ Spooky and Guster.
Their concern is that independ-
ent artists could suffer if ISPs
give bigger labels preferential
treatment to higher Internet
speeds and bandwidth.

PIRACY

McCain and Obama have
voiced concern about entertain-
ment piracy of all sorts and
have pledged their support of
intellectual-property issues, but
neither offers much more than
sound bites about how he will
actually doit.

McCain’s Web site says he
“supports efforts to crack down
on piracy, both on the Internet
and off,” while Obama is less
direct, saying he “will work to
ensure intellectual property is
protected in foreign markets,”
as well as calling for copyright
system reform. Obama’s VP
pick Joe Biden, however, was
the founding chairman of the
Congressional International
Anti-Piracy Caucus.

However, neither candidate
has outlined any specifics for
how they intend to enforce anti-
piracy protections.

INTERNET SALES TAX
At this time, the music indus-
try is not that focused on the
Internet sales tax issue, as it re-
mains a peripheral one for all
concerned, outside of a few
state-by-state flareups.

But on principle, the music
industry is against it. As the
RIAA’s Bainwol says, such a tax
would raise the cost of digital
music, which wouldn’t help the
industry’s efforts to convince
fans to buy music rather than
steal it.

Neither candidate addresses
the issue directly in his cam-
paign material. However, Mc-
Cain in the past has advocated
for a permanent ban on taxing
Internet access fees and online
comimerce. .

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

FREE SAMPLES

As part of the buildup to the
Sept. 14 release of “Rock
Band 2,” gaming enthusiast
site Gamespot has created
a Launch Center landing
page dedicated to the game
that will include samples of
the songs expected on the
soundtrack. Gamespot part-
nered with Last.fm to pro-
vide the music functionality.
Last.fm then created an on-
line radio station of sorts,
streaming more than 50 of
the 80-plus songs included
inthe game at release. After
street date, Last.fm will con-
tinue to host the station, up-
dating it with new songs
from the game’s weekly
downloadable additions.

JONAS IN PARADISE

Verizon Wireless and the
Jonas Brothers are joining
forces to give fans buying
new Verizon phones and
using them to download
music the chance to see the
band perform in the Ba-
hamas. From Sept. 2to Nov.
14, consumers who buy ei-
ther the Samsung Glyde or

HOT RINGMASTERS..

LOLLIPOP

o o
~
o
>

DISTURBIA
RIHANNA

-
(=]

' GET LIKE ME

Juke, register their purchase
online and install the VCast
Music with Rhapsody appli-
cation will get a free, exclu-
sive mobile EP that the Jonas
Brothers recorded specifi-
cally for Verizon, which in-
clude four live versions of
songs from the act’s latest
album, “A Little Bit Longer.”
The Bahamas performance
takes place Dec. 13 at Par-
adise island’s Atlantis resort.

LADIES LOVE COOL
SITES

LL Cool J has launched assite
for artists to expose their
work called boomdizzle
.com. The site is designed to
let artists create and per-
form their music online, as
well as promote and distrib-
ute it. As part of the deal,
the site is hosting an “All-
Star Competition” where a
panel of judges, including
LL Cool J, will select the
best contributions and let
the community vote for the
winner, who will then have
a chance to record a single
and perform with the rap
star himself.
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The Game’s coltaboration with Lil Wayne, “My
Life,” vauits 31-7 in its second week on the
chart. The track posts the largest percentage
increase in downloads (148%) to 32,000.
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To get a sense of how Warner Music Group’s (WMG) aggressive embrace of new digital

Digital now accounts for nearly
25% of Warner Music Group’s
recorded-music sales. What will
take it to the next level?

channels is changing its business, take a look at its operating results.

puring Warner’s third fiscal quarter ended June 30, the label’s worldwide digital music rev-
enue surged 39.3% year on year to $156 million, accounting for 22.7% of total recorded-
music revenue, up from 17% of music revenue in the same period last year.

Despite those gains, digitat sales have yet to make up for the continued decline in physi-
cal music sales. Leading Warner’s efforts to solve this conundrumis Michaet Nash, the label’s

executive VP of digital strategy and business development.

The majority of Warner’s income comes from the U.S. market, which means its experi-
ence provides unique insight into the state of digital and mobile music opportunities in this
country. While song downloads have grown sharply in the United States, mobile music has
proved disappointing. Most of Warner’s digital growth comes from ontine sales, not mobile
outlets, Nash says. Ringtone sales are flattening due to what Nash sees as a lack of innova-
tion. The projected uptick for ringback tones is tempered by the fact that labels derive less
revenue from them rather than ringtones. And the model for full-song downloads is at odds

with the prevailing mobile model of subscription access.

in advance of Billboard’s Mobile Entertainment Live conference, held in conjunction with
the CTIA Wireless |.T. & Entertainment conference, Nash chatted about new digital business

models and where mobile fits in these plans.

What will be the secret to get-
ting digital revenue to compen-
sate for falling CD sales?

The three primary areas of focus for
us are alignment in the channel
around new [business] models that
promote new offers. The second is
unlocking the value of music con-
text, the social value of music in the
social media space. The MySpace
music venture is indicative of that.
And the third is a continued focus
on product innovation and the dig-
itally connected consumer.

We need to add additional digital
revenue streams to the existing or-
ganic growth within current chan-
nels in order to restore WMG to
growth over the next several years.
There has been strong growth incat-
egories like the digital download
space. But there have been some dis-
appointments in a number of cate-
gories, including the overall
evolution of the wireless space and
the flatness of sales of mastertones
in particular.

CTIA datareleased in the spring
pointed to a [45%)] year-over-year in-
crease in U.S. [wireless data rev-

enue] from the second half of 2006
to the second halfof 2007. The wire-
less content business in that same
time was flat; in fact it actually de-
clined by 1%. So that disconnect be-
tween the growth of the wireless
content business and the wireless
data business, from my vantage
point, is symptomatic of a discon-
nect of business models associated
with music companies and the busi-
ness drivers of partners in this space.

So simply licensing music on a
per-song or per-spin basis isn’t
enough. You want a broader
sharing of assets?

What that comes down to is more
about pricing the consumer and less
about pricing the content. So you
need to make a determination of
what the revenue yield should be
for a consumer under a particular
new model and come up with an
alignment between your interests
and your partners’ interest so you
can maximize that formula.

This sounds like you want to go
for more of a percentage of rev-

enue than asimple wholesale li-
cense, something the industry
has resisted to date.

I don’t think the new models change
the relationships we have with our
retail partners. But I do think the
new models will enable our part-
ners to make more attractive propo-
sitions to consumers, reduce the
friction between the basic platform
engagement and the acquisition of
music. We're seeing a lot of con-
sumers signing up to access the
platform, but you're not seeing the
same kind of growth in the con-
sumer engagement of theala carte
proposition. That's because there’s
a disconnect. The primary con-
sumer use case is pay by the month
of access. To try to layer on top of
that a use case of purchasing con-
tent increment by increment. . .
that’s a bit of a disconnect.

Sounds similar to your effort to
establish a surcharge on Inter-
net service provider accounts
for music access.

We've been extremely supportive
of the different initiatives around

the world to engage the ISP sector
atan industry level. Butat the end
of the day, just focusing on filter-
ing and “three strikes” has certain
limitations. We certainly don’t
want a situation where we push
everything underground and we
wind up back where we started. At
the same time we're looking at the
defensive side of the playbook, we
really have to focus even more on
the offensive side. It's generally
been harder to buy content than to
pirate content. We haven’t thought
enough about providing the most
friction-free, legitimate opportu-
nities to consumers.

What have you learned about
ad-supported music streaming
since the imeem deal?

You need to focus on the right
tuning between the ad-spon-
sored, free-to-consumer sam-
pling experience and then the
integrated e-commerce upsell. In
a ubiquitous free streaming en-
vironment, if you're looking at
just a penny per play economics
.. .do the math. You've done

yourself a bit of a disservice if you
moved over to that model and
that’s the only form of monetiza-
tion. So it's very important to
maintain the transactional model.
The more people experience, the
more propensity to buy music.

What about those lessons led
to WMG pulling content from
Last.fm?

We don’t comment on specific re-
lationships. But everywhere you see
we're doing a deal, you know we've
been able to implement the part-
nership construct where we've got
the right kind of compensation
around the ad-sponsored, discover-
sampling experience. It's the con-
text around music where so much
value has been created in the social
media space, where the old models
have not been sufficient.

Warner Music chairman/CEO
Edgar Bronfman Jr. has made
similar threats to stop licens-
ing music to videogames if
WMG doesn’t get a better deal.
Same rationale?

As we shift from looking at this
category as an ancillary licensing
income stream and start to look at
it as a strategic category because
we're talking about a $1 billion-
plus business space, it’s impor-
tant for us to think strategically.
What we're asking for is not out-
side the context of the current
range of discussions in the mo-
tion picture business around a
film franchise or the sports busi-
ness and the value of a league’s
content. We're bringing tremen-
dous value to these games. We're
just looking for fair compensation
for the value our content is pro-
viding. Edgar would not have ar-
ticulated that view if there were
not a profound disconnect. .

It’sgenerally been harder to buy content than to pirate
content. We haven’t thought enough about providing the
mostfrictionfree, legitimate opportunities to consumers.
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A starlet having lunch at the Ivy is not a rare sight in Los Angeles; it's common
knowledge that it’s the restaurant to see and be seen by the paparazzi. So when a very
pregnant Ashlee Simpson waddled up to the eatery Aug. 19, it wasn’t the fact that she
was headed inside for a sandwich that caused a frenzy of Internet buzz. § Rather, it was
a pamphlet held prominently in her hand, bearing the name of a group called Citizens
for Our Betterment. While some speculated she had joined a cult or been bitten by the
political bug, a quick Web search revealed the truth: The fake group was part of a viral
campaign set up by Simpson’s husband, Fall Out Boy bassist Pete Wentz, to announce
the imipending release of a new album. § Ah, the things we do for love.

In retrospect, the stunt now looks like a carefully orches-
trated and well-played move by Wentz to winkingly parlay his
cover-of-People-level fame into a promotion for his band’s
new album—and, according to Wentz, his wife was more
than willing to help him out. But this in-joke is only the start;
from here, the band will branch out with a marketing cam-
paign that caters to super-fans and new converts, thanks to a
combination of selective song leaks, mobile initiatives (see
story, page 23) and traditional promotional schemes.

“Fall Out Boy are the quintessential direct-to-consumer
band,” Island Def Jam Music Group (IDJMG) director of mar-
keting Gabriela Schwartz says. “They were the ones who came
up with the Citizens for Our Betterment site, and it has al-
ready gotten over a million impressions.”

While some of the gossip blogs might have questioned
Simpson’s political leanings, many FOB fans saw the site and
immediately guessed it had something to do with anew album
or tour. Even though the site looked like a rudimentary Web
1.0 version of a strange interest group, FOB fans are young
and tech-savvy enough to recognize a viral marketing cam-
paign right away. Within a few days (and after surviving a
strange mixup that involved a Florida band called Copeland
creating a mirror site, posting the address on FOB fan blogs

SEPTEMBER 13, 2008

and sending users to its own site) Citizens for Our Better-
ment officially went out of business.

But in its place, the band offered a download of a mix-
tape, comprising snippets of five songs from the forthcom-
ing album, as well as tracks from bands signed to Wentz's
lubel, Decaydance, and shout-outs to “get familiar” with the
band’s new material. Later that day, Fall Out Boy completed
the next step in the roltout.

“They were the ones who had been really passionate about
doing the mixtape, and they made sure they hid some se-
cret clues in there to set up the next piece of the puzzle,”
Schwartz says.

The next step? After playing at the Democratic National
Convention, the band announced its new album, “Folie A
Deux,” would be hitting stores Nov. 4, a date that also hap-
pens to be Election Day in the United States.

Between the viral rollout and the political tie-ins, all this begs
the question: Has FOB taken the Rage Against the Machine
exit off the highway of rock stardom? “On some level, yes, this
isapolitical record,” singer/guitarist Patrick Stump says. “But
it's a political record only insofar as anyone making music and
payingattention to what's happening will make a record tinged
with politics. You can’t ignore it.” As for his participation in

S ARL -

the DNC, Stump says the band kept its official comments non-
partisan, only encouraging people to register and vote. But, he
adds, Democratic presidential nominee Barack Obama “is the
most exciled I've been about a candidate.’

FOB is teaming up with Rock the Vote for the duration of
the campaign. “Rock the Vote is a huge marketing driver,”
Schwartz says. “They have a young, active fan base, and it
gives the band a chance to deliver a positive message. They
will be featured in Rock the Vote commercials, and we are
hoping to do a Rock the Vote show on election night to cele-
brate the release of the album, too.”

Wentz says the record contains more “outside perspec-
tives” and “fictionalized accounts” than previous efforts, but
he declined to reveal any specifics on “Folie A Deux.” “I'd
rather let the listener interpret them,” he says. “Every time
you think we're talking about a girl, we're not, and every time
you think we're not talking about a girl, we are.”

Based on tracks played for Billboard and songs on the
mixtape, the album isn’'t a radical departure from the band’s
last one, 2007’s “Infinity on High.” First single “I Don’t
Care” has the same witty lyrical wordplay but is a much
more muscular rock song——the guitars are still catchy, but
they’re also a lot louder. Other cuts have the same bouncy
beat and hummable hooks, and Stump says an emphasis
on the music was what Fall Out Boy was going for. “I felt
frustrated with the last record because my voice was the
focal point for many of the songs,” he says. “When we were
writing this one, we wanted it to be about all the parts com-
ing together to form a whole.”

After the album is released, the band will team with the
creators of the Got Milk? campaign to star in a series of ads
called “Milk’s Got Noise?” “The campaign will be launched
in November, and we're planning on engaging teens by hav-
ing high school students compete to create videos for Fall Out
Boy, centered around the first single,” Schwartz says. “We're

FALL OUT BOY performs at the 2008
Democratic National Convention in Denver.

MATT SAYLES/AP IMAGES
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also planning something with iTunes around those videos,
although we're still working the details out for that.”

The videos are just one part of the fan participation built
into the campaign. “Fall Out Boy’s WeD site is one of Univer-
sal’s biggest artist sites,” IDJMG senior director of digital
media Ali Schlueter says. “This is a band that is always doing
tons of blogging; we don’t have to bug them to update the
site. In terms of getting fans involved, we're been talking
about maybe doing something with a voting component, like
having users submit lyrics and the ones with most votes will
be performed by the band.”

An inspiration for those doing the FOB marketing cam-
paign was Nine Inch Nails’ “Year Zero” initiatives, where
Trent Reznor set up a complicated narrative and dropped
clues so fans could figure out when the record would be re-
leased—as well as the clue-laden Internet promotions for the
latest two “Batman” movies—as gold standards in the viral
marketing and fan interaction space. “ ‘Year Zero’ was amaz-
ing to watch happen,” Schlueter says. “But we don’t want to
copy it. We're very aware that once fans have seen something,
they’ll recognize it if someone else does it.”

Of course, even the most high-concept album rollouts still
need some of the bread-and-butter promotional tools. “We
will do a massive TV and radio campaign with the band and
make some really strong videos,” IDJMG president/COO
Steve Bartels says. The band will also appear in this fall's teen
comedy “Sex Drive”; the song “I Don’t Care” will be featured
in TV and radio ads for the film starting in September and
will be used in the film’s end credits.

“The first single will be sent to alternative and pop radio
on Sept. 15,” Bartels says. “The band is going to do some pro-
motion over in Europe in October, and will probably do a big
tour in [the second quarter] of 2009.”

And while Wentz's impending parenthood is another rea-
son the band will wait until 2009 for a major tour, past trek
revenue indicates FOB is quite successful when it does hit the
road. According to Billboard Boxscore, the 28 dates FOB played
between September and December 2007 grossed $5,401,342,
with 168,745 in attendance and 10 of the shows selling out.

(Three arena dates are set for the United Kingdom in Oc-
tober. Europe is a major market for FOB. Peaking at No. 8
overall on the European Albums chart, “Infinity on High”
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From Tarot Cards To Postcards, Fall Out Boy Pushes For Mobile Fan Interaction

2,672,000

1,302,000

Fall Out Boy broke the platinum barrier in 2005, but its most recent release, : I
“Infinity on High,” was the first to debut at No. 1on the Billboard 200.

Nielsen SounQScan Sales

Weeks On Chart 1 e
Peak Date _a ) 6/5/2004 5/2005 i
Peak - 15} ] 1 1
Debut Date o -  b/5/2004 5/2/2005 - Ywnn
Debut 2 = W 9 i

“Split EP” “Fall Out Boy's Evening “Take This to Your Grave” “My Heart Will AlwaysBe  “From Under the Cork Tree™ “Infinity on High"

(with Project Rocket) Out With Your Girlfriend” the B-Side to My Tongue”
Uprising Uprising Fueled by Ramen Fueled by Ramen (EP)  Fueled by Ramen/Isiand/IDJMG  Fueled by Ramen/Island/IDJMG

2002 2003 2003 2004 2005 2007
SOURCE' The Billboard 200 through the Sept. 13 chart Sales through the week ending Aug. 24.

THIS AIN’T A SCENE, IT’S ACHART RACE

Since the band’s debut on the Billboard Hot 100 in 2005, three Fall Out Boy singles have cracked the top 10.

TITLE A DEBUT  DEBUTDATE  PEAK  PEAKDATE  WEEKS ON CHART LABEL
“Sugar, We're Goin’ Down” i 03 1/2/2005 8 9/12005 4 Fueled by Ramen/Island/IDJMG
“Dance, Dance” - ) ) ) 66 T52005 9 1/14/2006 31 FueledbyRamen/lsland/IDIMG
“A Little Less Sixteen Candles, A Little More TouchMe” 81 4/82006 65  56/2006 1 FueledbyRamen/lsland/IDIMG
“The Carpal Tunnel of Love” 81 12/30/006 81  12/30/2006 1 Fueled by Ramen/Island/IDIMG
“This Ain’t a Scene, It’s an Arms Race” 2 B0 2 300 20 Fueled by Ramen/Island/IDJMG
“Thnks Fr ThMmrs” 61 4m0r o 3/2007 28 Fueled by Ramen/Island/iDJMG
“I'm Like a Lawyer ... (Me & You)” % naojoor 68 120/2007 6 FueledbyRamen/Island/IDJMG
“Beat It” (Featuring John Mayer) 2 4/12/2008 19 4/19/2008 7 Fueled by Ramen/Island/IDIMG

SOURCE: The Billboard Hot 100 through the Sept. 6 chart.

son of “FNMTYV,” a weekly video and performance show on
MTV; owns bars in Chicago and New York; and remains
heavily involved in running Decaydance and clothing com-
pany Clandestine Industries. Decaydance operates as an
imprint of Fueled by Ramen, although the label is also work-
ing releases from Tyga and Four Year Strong. (Tyga’s “Co-
conut Juice” has sold more than 200,000 ringtones and
184,000 digital downloads, according to Nielsen SoundScan.
He just finished the Rock the Bells tour and will co-head-
line a trek with Shwayze in the fall.)

As for Clandestine, the line continues to put out new
products, and the opening of a hair salon in the Chicago
flagship store is scheduled for October.

reached No. 3 in the United Kingdom, selling 353,000 copies,
according to the Official U.K. Charts Co. “Infinity” also
reached No. 6 in [reland and went top 10 in Greece, top 20
in France and top 30 in Austria and Germany.)

But becoming a father is only one of the many things
keeping Wentz up at night: He just wrapped the first sea-

When it comes to mobile, few acts em-
brace the format the way Fall Out Boy
does. While most pre-album release
promotion plans focus on ringtones
or maybe a few videos—essentially
commerce-based initiatives—FOB
feels mobile is more of a tool for fan
engagement that leads to other com-
merce opportunities.

The reason? Mobile is the primary
medium that the band’s fan base uses
for communication, and communicating
with fans is one of FOB's highest priorities.

“FOB wouldn't have succeeded if
it wasn’t for their fans,” says Dan
Kruchkow of the act’s management
firm Crush Management. “They're un-
likely candidates for pop stardom, but
because of the impact and relations
with the fans, it’s really helped propel
them to levels they wouldn’t have seen
otherwise.” Maintaining a two-way di-
alogue is an important strategy at ali
times, not just when a new album is

released. And while there are plenty of
fan clubs for other artists, FOB aims
to take its mobile fan interaction to a
new level.

“We want to do things that are tech-
nologically exciting, but also get the
fans excited and move the needie—
something we can do for a long time
and notjust a one-off thing,” Kruchkow
says. Forinstance, the band earlier this
year offered exclusive mobile tarot
cards to fans who sent text messages to
its fan club. The goal was to collect a
complete set. Since some cards were
rarer than others, it required plenty of
texting to coliect all the cards.

Asit gears up for this next album, FOB
is embracing new photo-recognition
technology. Fans will be asked to use
their camera phone to snap photos of
such items as the CD cover, text in the
photo and the service will send a differ-
ent message or prize that will vary based
on the image sent. Details are still under

wraps, but Kruchkow hints at a sort of
story-based puzzie that fans will have
to piece together. In addition, he says to
expect a still-to-be-revealed customer
FOB iPhone app, which the band will
make available via the iPhone App Store.
And when the FOB tour starts in
2009, the band will expand the cam-
era phone theme and implement a
“snap and send” initiative. Previously,
fans taking photos at shows could up-
load them to the FOB Web site for alt to
view. This time around, fans will be able
to send in their photos from their
phone, which the FOB staff will con-
vert into a printed postcard and send
back to each fan via regular mail.
“You go to a show nowadays, every-
body has a phone, they're on them all
day, and they respond instantly,”
Kruchkow says. “The excitement of
getting a text message from a band
with some really revealing information
goes along way.” —Antony Bruno

Wentz also brings something else to the promotional mix—
genuine celebrity. His wedding photos appeared in People
magazine earlier this year, and he turns up on Perez Hilton's
gossip Web site as often as his wife. “There are pros and cons
to Pete’s tabloid fame,” says the band’s manager, Bob McGlynn
of Crush Management. “Pete’s main focus is on the band, and
that's important. This type of fame has certainly killed other
bands, but Pete has always stayed true to himself.”

“I realize the only reason ['m able to do all of this is because
of the band,” Wentz says, but he doesn’t “have a specific plan
for using any of my other projects to get the word out about
the new record.” When asked how he can stay on top of every-
thing, Wentz replies, “I'm lucky that I'm able to do most of
the things I need to do for those businesses over phone or e-
mail, and I've even thought about doing another season of
‘FNMTV’ on the road, if we wind up doing another one.”

Wentzand Stump agree that creativity, whether expressed
through music or viral Web sites, is their highest priority.
“The campaign is like an art project for us; we only refer to it
as ‘marketing’ when it shows up on Island finance state-
ments,” Stump says. Wentz concurs: “I wanted to stick with
the concept that the campaign was just another part of the
record. | think we’re so far beyond the days when a record
was just a series of songs.” oo
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JUSTPUSHPLAY

Labels Back Next Generation
Of Full-Song Downloads For
Mobile Devices

BY ANTONY BRUNO

Pointing to the “format fatigue” and lack of in-
novation in the ringtone space, and expressing
disappointment with the share of revenue they
earn from the surging ringback tone market,
record labels are doubling down on what they
see as the future of the mobile music market:
full-song downloads.

Ringtones and ringbacks are personalization
products, used primarily to advertise one’s taste.
While certainly an area of great profitability, the
music industry wants to turn mobile devices into
a platform for music enjoyment as well. Many
industry watchers focus on this as an effort to
take some wind out of iTunes’ sails—which is
certainly a side benefit-—bul the real reason is,
of course, money.

The market for mobile entertainment content
remains frustratingly slow to evolve—Dbut wire-
less data revenueis atan all-time high. Consider
the following: Wireless data revenue collected by
mobile operators increased 45% from the second
half of 2006 to the second half 0of 2007, according
to Warner Music Group (see the Q&A with WMG
executive VP of digital strategy and business de-
velopment Michael Nash, page 19); this increase
is limited to the monthly fees paid for wireless
data access plans, similar to a monthly Internet
account. But the amount of revenue gained from
selling content via the mobile phone actually fell
by 1%. This means people are paying to use basic
wireless data services like browsing the Web and
getting information alerts, but they’re not pay-
ing an extra fee to use that same connection to
buy and download content.

For labels, that’s a problem they hope to fix.
Some, like WMG, hope to somehow tap into that
monthly data plan fee as part of its ongoing licens-
ing deals. Others, like Sony Music Entertainment,
are launching their own music services that they
control with the help of their operator partners.
Universal Music Group led the charge on the pend-
ing Comes With Music service with Nokia, which
all save EM1 Music Group have since joined.

Where the first generation of full-song music
download services has disappointed, this second
round is meant to redeem. The following is a run-
down of the new initiatives launched to bring full
songs to mobile phones, with details on what
makes them different from previous efforts. Could
the secret to mobile music download success lie
in converting Web users to mobile, rather than
the original claim that mobile will bring in en-
tirely new consumers? Possibly.
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MYPLAY

COMES WITH MUSIC

The plan on everyone’s lips these days is Nokia’s Comes With Music service, which proposes
to include the price of a one-year unlimited music subscription service in the cost of the mo-
bile phone that supports it. As of now, all major labels except EMI are onboard.

To be sure, many questions rernain about how the idea will be implemented at launch, ex-
pected this October in the United Kingdom through partner Carphone Warehouse. How
much extra will the device cost? How much will labels get to keep? What rights will con-

sumers have to the content they acquire?

But the meat here is the model, not the execution. Labels are shifting strategy to focus on
getting a cut of the overall cost of either devices or services that use their content, rather
than just the cost of the music itself. That strategy will manifest itself in different
ways in the months ahead, and Comes With Music is the harbinger.

What do you do when mobile music download stores don’t sell the number of songs you originally hoped
they would? Launch your own. Sony BMG has partnered with U.K. operator O2 for MyPlay, billed as the
first “operator-supported major-label mobile music store.” Simply put, it's like a mobile version of Sony’s
branded retail outlets.

What’s interesting here is that Sony is not just trying to sell full-song downloads. It’s aggregating a host
of content from its artists into one store where fans can get it directly, including ringtones and videos.
What's more, the content is organized into microsites dedicated to each artist. So a fan of, say, Usher can
visit his site and buy content pertaining to him from one location. Most mobile operators require fans to

visit different menus to do the same—one for video, one for ringtones, etc.
02 hopes to open similar microsites with other major labels as well.

e

T

oo |

PLAYNOW

Not content to let Nokia take the music high ground, competitor Sony/Ericsson unveiled its on-device
music service PlayNow Arena. Technically, it’s more of a relaunch, as PlayNow had been around for sev-

eral years as a ringtone and content service. What’s new are full-song downloads without DRM protec-
tions, which certainly sets itself apart from most mobile music efforts. About 1 million songs are in the
catalog, which the company expects will increase to 5 million in short order.
It’s also positioned as a new-music discovery tool, allowing users to buy songs directly from an applica-
tion that identifies tunes playing on the radio. Ringtones, games and wallpaper images are also available.
PlayNow is available only in Scandinavia but is expected to expand through Europe later in the year.

2. Rhapsody

VODAFONE

When Omnifone launched monthly, all-you-can-eat music subscription service MusicStation, Vodafone
was one of the first operators to jump onboard. But in a clear sign of its desperation to develop its own
branded music service, Vodafone followed up in August with an a la carte service as well, simply called
Vodafone Music.

With content from all major labels, the service looks and acts like pretty much every other mobile music
store—30-second samples, single and album downloads, forward-lock digital rights management (DRM).
What's interesting is thatit competes against not just its own subscription service from Omnifone but po-
tentially Nokia handsets with the Comes With Music service. That’s three different mobile music models
offered from one operator—and potentially on the same phone.

Whether this is good for the music industry—Dby shedding some light on which model consumers pre-
fer—or bad—by serving more to confuse them—won’t be known for some time. But it’s certainly worth
keeping an eye on.

VERIZON WIRELESS/RHAPSODY

Not as recent as the others, the Verizon Wireless/Rhapsody music service is still new enough to qualify as
an emerging service to watch. It's the only one to closely link an online storefront with a wireless one and
do so without DRM. Music exclusives and promotions running on Rhapsody will be mirrored in Verizon’s
on-phone screens, and music purchased on one platform will work on the other.

More important, it marks a shift in wireless operator strategy—rather than launching its own branded
service, Verizon instead opted to co-brand one with an existing music player. AT&T Mobility does this with
iTunes, eMusic and Napster Mobile, but not in such an integrated way. Rival Sprint is still focusing on its
branded Sprint Music Store. g

USHER: BENNETT RAGLIN/WIREIMAGE.COM
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Although it’s taking longer than expected to capitalize on its promise,
mobile content delivery remains a strong area of interest for the music
industry. Ringtone sales are slowing, ringback tones are gradually on the rise,
and full-song downloads continue to hold more potential than immediate
benefit. In this climate, it's no longer good enough to just throw a few ideas
against the mobile wall and see what sticks. The past year has seen some
big changes in the makeup of the market—Nokia’s planned Comes With
Music service, the partnership between Verizon and Rhapsody, AT&T Mobility’s
embrace of Napster Mobile—the list goes on. As industry players gather for
the Billboard Mobile Entertainment Live conference Sept. 9 in San Francisco,
Billboard’s Power Players series focuses on the top 10 mobile executives on
the front lines, the ones developing artist-specific mobile promotions and
negotiating the innovative deals that may serve as templates for others in
the near future. While those setting the strategy are certainly an important
force in this effort, those getting their hands dirty on the nitty-gritty details
and implementing those strategies deserve some recognition as well. And
with that, the list here represents the 10 movers and shakers in the mobile
music field who caught our eye this year—hailing from the major labels to
the wireless operators and beyond. —Antony Bruno
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Cameo Carlson

Senior VP of digital business
development, Universal
Motown/Republic

Cameo Carlson came onboard at Uni-
versal Motown last October, joining a
team already enjoying a great degree

of mobile success. The label was be-
hind one of the biggest ringtone hits of all time—Chamil-

»»

lionaire’s “Ridin’ "—and is home to the best-selling rock
ringtone, Hinder’s “Lips of an Angel.” Carlson has had an
immediate impact, striking a deal with AT&T Mobility to
sell ringtones of music recorded exclusively for the U.S.
Olympic team and a partnership with text-message “fan
club” Mozes. Looking forward, Carlson is working on the
Cash Money Records mobile singles club, a mobile subscrip-
tion service that for $10 per month will provide exclusive
ringtones of outtakes and remixes from such Cash Money
acts as Lil Wayne, the Hot Boys and Birdman. Carlson also
spearheaded the label’s strategy to pre-release singles from
upcoming albums in multiple formats in order to build buzz.
As the former manager of music programming and label
relations for iTunes, Carlson works well within the Apple
music store. The recent Lil Wayne release of “Tha Carter
111" saw more than 50% of its digital sales come from iTunes’
“Complete My Album” feature, stemming from her deci-
sion to release a third of the album as singles in advance.
Carlson previously was the rock and alternative program-
mer for AOL's radio products.

Greg Clayman

Executive VP of digital distribu-
tion and business development,
MTV

Greg Clayman takes his mobile music
personally. Very personally. Whether

it's maintaining his twophones blog
about mobile content services or donning a hoodie and
bustin’ moves with a dance troupe before delivering a
keynote, Clayman is a mobile executive who truly eats what
he cooks. At MTV, he rose through the ranks from a mo-
bile-focused role that introduced MTV to the mobile realm—
through such deals as Timbaland’s “ringtone album” to a
series of exclusive ringtones sold through Virgin Mobile
USA—to one that now oversees all aspects of digital-related
business development. Since he came onboard, MTV be-
came one of the largest distributor of wireless video con-
tent in the United States, closed deals for mobile games
and original mobile syndicated shows and established a
ringtone branding relationship with Virgin Mobile USA.
Most recently, Clayman oversaw the revamping of the en-
tire MTV Mobile personalization service, integrating off-
deck provider Thumbplay into the fold.

Jeff Dodes

Senior VP of marketing and dig-
ital media, Zomba/Jive

When Zomba/Jive merged its tradi-
tional marketing department with its
digital marketing and business devel-

P M opment group into one newly minted
division, Jeff Dodes was the one tapped to lead the unit. Jive
is home to one of the best-selling ringtone artists of all time:
T-Pain. His “I'm N Luv (Wit a Stripper)” has moved more than
5 million units, which along with other ringtone hits like “Buy
U a Drank (Shorty Snappin’)”
singer/songwriter/producer as the Ringtone King. But like
any king, there’s the power behind the throne, a role filled by
Dodes. His job, among other things, is to help determine what
format has the most sales potential for a given artist—CD,
ringtones or digital downloads. With a roster that also includes
Britney Spears, Pink and Justin Timberlake, juggling these

crowns the Southern

formats is no easy feat.
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Ryan Hughes

VP of digital media
programming, Verizon Wireless
When it comes to mobile music, most
labels will list Verizon Wireless as the
most aggressive mobile operator in the
space, and Ryan Hughes leads the group

overseeing this and all other media/con-
tent details for the company. Hughes is responsible for the V
Cast video service, games and pretty much any other media-
related service on the network. But music is where Verizon
hopes to stand out most. It is the only operator that links its
ringtone and over-the-air download store to its music ID serv-
ice, puts the most advertising dollars behind music-related serv-
ices and aggressively chases exclusive content deals with the
music industry. As Verizon’s partnership with Rhapsody evolves,
expect Hughes to play a strong role guiding that strategy.

Rob Hyatt

Executive director of

premium content, AT&T

Formerly executive director of music
when the company was still called Cin-
gular, Rob Hyatt oversees all media op-
erations at AT&T Mobility, but music
strategy remains his primary area of responsibility. AT&T has

taken a different approach to mobile music than its competi-
tors, choosing to let partners like Napster Mobile and eMusic
take on the task of selling full songs over the air rather than
launching a service of its own. AT&T also is the exclusive home
of the iPhone and released the third-generation version of that
device earlier this year. Other initiatives include a Make-UR-
Tone service, which lets users create ringtones from their per-
sonal music library, and another that allows users to transfer
their PC-based music collection to their mobile phone.

Christian Jorg
Senior VP of new media and
commerce, Island Def Jam

When it comes to mobile, [sland Def
Jam is placing some rather big bets.
This spring, the label unveiled a sub-
scription service that, for $10 per

month, gives users access to exclusive ringtones and other
content from ID] acts, through partner Flycell. In addition,
the label created a special Web site for mobile phones that
lets fans navigate directly to get news, information and con-
tent on their favorite artists. It also works with partner mSpot
on 1D] Radio, dedicated exclusively to the label’s artists.
Notably, these deals is that they don’t include the wireless
operator, something Christian Jorg says is an “attempt to
capture a bigger part of the off-deck world”—wireless-speak
for eliminating the middleman.

Liz Schimel

Head of music, Nokia

Few mobile music stories have re-
ceived the kind of attention that
Nokia’s Comes With Music initiative
has created. The plan: include a year’s
worth of unlimited free music down-

loads in the price of a handset, to which downloaded tracks
will be restricted. Labels by and large love the idea, and much
speculation has occurred over just how much per device they
will receive in return for their cooperation. Liz Schimel is
the newly named executive in charge of all music operations
at Nokia, spearheading not only Comes With Music, but all
other music initiatives for the world’s No. 1 phone manu-
facturer. Her challenge, along with the rest of Nokia, is to
translate the company’s global market share into a greater
presence in North America, a region where Nokia does not
hold as strong a sway.

www americanradiohistorv com

Neil Smith

VP of business management,
Rhapsody

When MTV and RealNetworks
formed joint venture Rhapsody
America following the integration of
the Urge service, it was MTV's

Michael Bloom who was set to lead
the company. With his departure, Neil Smith is now the
man in charge of the day-to-day activities, most notably the
company’s exclusive deal with Verizon Wireless. That
groundbreaking partnership places Rhapsody as the oper-
ator’s official music service. Buy a song on a Verizon phone
and it's waiting for you online at a Verizon-branded ver-
sion of Rhapsody. The partnership goes much deeper: Ver-
izon subscribers can add their monthly Rhapsody fee to
their mobile phone bill, Rhapsody subscription tracks can
be transferred to various Verizon phones, and both com-
panies work together to acquire and promote exclusive
music unavailable from other digital retailers. He also led
the charge to remove digital rights management from the
Rhapsody download service and is setting his sights on a
mobile all-you-can-eat monthly music subscription serv-
ice to mobile phones.

Livia Tortella

GM/executive VP of marketing
and creative media, Atlantic
Records

Atlantic Records has generated a rep-

utation for chasing innovative mo-

. bile promotional opportunities,
much of it led by Livia Tortella. Most recently, the label part-
nered with Web widget company Kadoink to establish a
viral online fan club for Jason Mraz. It allows users to text
comments that can be read online and choose to have ex-
clusive content posted on the widget sent back to their mo-
bile phones—even streaming music. Past deals include a
partnership with AT&T Mobility and Napster to launch the
Napster Mobile service with exclusive access to Matchbox
Twenty’s “Exile on Mainstream” album, including exclu-
sive live audio and streaming video elements. Another is
a broad partnership with mobile video firm Shozu, provid-
ing Atlantic artists with special phones that let them up-
load videos directly to YouTube. Tortella argues that a label’s
ability to strike these kinds of digital marketing deals, mo-
bile or otherwise, is key to maintaining their relevance in
an industry increasingly going the DIY route.

.

study predicts that off-deck mobile content sales in the U.S.
will surpass that of carrier-based services by the end of the
year. Leading the way in this emerging market is Thumb-
play, which moves more off-deck ringtone sales than any

Are Traasdahl
CEO, Thumbplay

Off-deck mobile content sales are a
growing business, referring to ring-
tones and other content that mobile
users can buy outside of their car-

rier’'s official portal. A recent Informa

other direct-to-consumer offering. At the helm is Are Traas-
dahl, who has aggressively pushed for big marketing deals
that get the Thumbplay brand in front of more and more
music fans. The service is the exclusive ringtone sales
provider for AOL, iLike, Clear Channel Radio and many
others. An Internet search on most any artist will find links
to buying ringtones from Thumbplay. Most recently,
Thumbplay became the official provider of a revamped
MTV mobile site. Up next: full-song downloads. The com-
pany is expected to introduce a service that lets fans buy
full songs over the air from any mobile phone in the near
future, which could give those run by mobile operators a
real competitive challenge. [
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SIBLING
REVELRY

DONNY & MARIE
TAKE VEGAS WITH
A BRAND-NEW
VARIETY SHOW
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DOHHY & Marie 1n Las Vegas seems like a match made in heaven,

and itis. ' If, as Marie Osmond points out, it turns Sin City into Sincere City, that’s
a positive—the performing duo's remarkably wide range of appeal will fill the need
for a family-friendly variety show in this entertainment capital, which now is
dominated by big production shows a la Cirque du Soleil or single-artist-focused
extended runs by one-name stars from Celine to Cher to Elton to Bette. ©* Venerable
sibling duo Donny and Marie Osmond begin a 26-week run Sept. 9 at the Flamingo
Showroom, with an extension almost a given. Presented by Danny Gans and Chip
Lightman of GansLight Entertainment and directed by Barry Lather, the 90-minute
show melds multimedia spectacle with Donny & Marie’s extensive repertoire,
galvanized by their well-known onstage chemistry. Sales have been through the roof.

“Obviously we all had confidence that it would be
a home run, but they exceeded our expectations
tremendously,” Flamingo president Don Marandino
says. “Typically, Las Vegas is pretty much a walk-up
town; the whole city changes every three days. But we
have sold well over a million dollars worth of tickets,
and 1 suspect we'll be at $2.5 [million] to $3 million
prior to the first show.

Though they’re both Vegas veterans, this run
marks Donny & Marie’s first extended engagement
in the city in 29 years. “Donny and 1 grew up in
Vegas, we've played every hotel here,” Marie says.
“This is the first time at the Flamingo, and we’ve
decided that the Flamingo is perfect, because
flamingos as birds live in flocks of 10,000, very
much like Osmonds.’

Donny says his first Vegas gig was at the Sahara
opening for Shirley Bassey in the '60s and he’s very
comfortable in the market. “Even though we are sit-
ting in a recession, and Vegas has been hit a little
bit as well, it’s pretty much recession-proof because
everybody still wants entertainment, and Vegas in
my opinion has become the entertainment center
of the world,” he says.

While the booking is a natural, the two artists’ busy
solo careers made it tough to nail down. Donny had

been tied up with his TV hosting duties from “Pyra-
mid” to “Entertainment Tonight,” Broadway runs and
touring commitments. Similarly, Marie was wrapped
up in Broadway, her charitable efforts with the Chil-
dren’s Miracle Network and, of course, her high-pro-
file run on TV and touring with hit show “Dancing
With the Stars.” Additionally, the performing Os-
monds got together for a wildly successful U.K./Eu-
ropean 50th-anniversary tour in May.

Both artists’ managers, Eric Gardner for Donny
and Karl Engemann for Marie, realized the iconic na-
ture of the Donny & Marie brand. “Their fan base is
broad, from the youngest kids to grandmothers,” says
Engemann, who has worked with Marie for 35 years.
“People have seen Donny & Marie grow up on televi-
sion over the years and they really feel like they’re part
of the Ostnond family.’

The idea of reuniting ignited when the pair per-
formed on a TV Land awards show a couple of years
ago. “Gradually the idea took shape of finding a vehi-
cle to begin rebuilding the Donny & Marie brand,”
Gardner says.

The entire team—~Gardner, Engemann, entertain-
ment business executive and brother Jimmy Osmond,
and john Ferriter, executive VP/worldwide head of
nonscripted TV at William continued on >>p34

Sibling duo DONNY and MARIE OSMOND

LOBE PHOTO
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Donny & Mane

We are very proud

to be a part of your family
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from >>p32 Morris Agency, who repre-
sents both siblings—conferred on the poten-
tial of a Vegas project. After lengthy
discussions and weighing of opportunities,
MGM’s Hollywood Theatre got the nod “as
a test of the market viability of the Donny &
Marie brand in Las Vegas,” Gardner says, and
a deal was struck to do a week of shows July
17-23. Alleight sold out almost immediately.

Talk shifted toward a more long-term
commitment, but the Hollywood was
booked well in advance. “When the word
gotoutin the Vegas professional entertain-
ment community that our shows sold out
so quickly, we immediately began getting
overtures from other hotels,” Gardner says.
“We got a call from Danny Gans and his
manager Chip Lightman in December
about presenting Donny & Marie at the
showroom at the Flamingo.”

Both Osmonds loved the old-school Vegas
feel of the Flamingo’s 750-seat showroom,
so they signed on for six shows in five days
every week, with Sundays and Mondays off.
“I saw the showroom and it reminded me of
what Caesars used to be—with the booths
and the dinner tables, the traditional Vegas—and that appealed
to me,” Donny says.

According to all concerned, the MGM shows went fabulously
well, quickly conjuring the duo’s onstage chemistry. Regarding
said chemistry, Marie says, “I think we really appreciate each other
professionally, because we grew up together. On a personal level,
it’s hysterical because nobody out there has that kind of brother-
and-sister thing. We were talking about it: “‘Who is a brother and
sister that have been together as long as we have?””

For Donny, the chemistry has to come naturally. “We don’t even
think about it because if you do, it becomes calculated,” he says.
“There are places in the show that we like to keep a little loose so
we can flow with the audience. If Marie is in a mood, I follow her
and vice versa.”

DONNY and MARIE OSMOND perform July 17 at the MGM Grand in Las Vegas.

The MGM shows indeed served as a great test. “Obviously, there
were some bumps in the road, but that’s what you get when you
launch a brand-new show,” Donny says. “The nice thing that Marie
and I have going for ourselves is 45 years of experience, so we
pretty much can make a calculated guess to know what can work,
what can’t work.”

It goes without saying the show is a little bit country, a little bit
rock’n’roll and more. “We wanted traditional Vegas, we wanted
production, we wanted variety,” Donny says. “I think you have to
understand what people expect because of the success of “The
Donny & Marie Show’ back in the '70s, and that is the bulk of our
audience, obviously. They want variety.”

And now, given Marie’s run on “Dancing With the Stars,” they
want dancing. “We tease each other back and forth; I'm a better

dancer than her,” Donny says. “We put that
into the show and it creates that sibling rivalry
that’s organic in our relationship and it works.
I'm dripping wet at the end of the show be-
cause there’s so much dancing, so much en-
ergy involved. I think [director] Barry [Lather]
forgot that I'm 50 years old.”

The Flamingo’s Marandino says the show
harks back to the type of variety shows that Vegas
used to provide. “I think they’ve become the
new ‘rat pack’ kind of deal,” he says. “They ap-
peal to the old school and they look like they’re
in their 30s, and with all the stuff they’ve done
lately become cool all over again.”

The timing works for Marie on many levels.
“It’s like Vegas hiccupped and went back into
the "70s: It's got Cher and Bette [Midler] and
Donny & Marie now,” she says. “For me, as a
single mom, and especially the kind of work I
do flying here and there, it’s a really nice sit-
down place.”

Marie bought a home in Vegas and Donny
will commute from Utah. Neither are strangers
to extended runs and the challenges therein.
“Idid ‘King and I’ on Broadway and ‘Sound of
Music’ for two years, and out of the two years
I only missed five shows, and I started three of them,” she says.
“So I'm a road warrior, and so is Donny. You just have to know
how to work—and not just work, [but] enjoy your work.”

Donny admits there are challenges to such a lengthy run. “How-
ever long you've been in the business, your well runs dry after a
certain period of time,” he says. “That’s why we’ve left a lot of
things kind of loose in the show, so we can expand it.”

The key, both admit, is understanding the art and craft of con-
necting with an audience. “You want people to be entertained,
because the bar has been raised very high nowadays, but you also
want to give them a piece of you,” Donny says.

“You want people to leave the theater saying, ‘I got entertained,”
says Marie. “We know how to entertain people. At least we hope
so. Hopefully we'll get it right some day, then I'll quit.” .

SCOTT HARRISON/RETNA LTD.

HI FI RECORDINGS CONGRATULATES

DONNY & MARIE

FOR GIVING US OVER 3 DECADES OF
EXCEPTIONAL ENTERTAINMENT
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Congratulations

DONNY &
MARIE

~ on your amazing past..and your
promising future.
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THE OSMONDS’ TOP SONGS

The boyish charm and energy of Donny Osmond’s lead vocals propelled the Osmonds’ single “One Bad Apple” to the top of the Bill-
board Hot 100 in January 1971 where it stayed for five weeks, making the song the most successful of the group’s career. His solo bal-
lad “Go Away Little Girl” ranks No. 2 on this career recap. Marie Osmond’s song “Paper Roses” not only was a top five hit on the Hot
100 in September 1973, it helped the album of the same name reach No. 1on the Top Country Albums chart. Together, Donny & Marie
enjoyed their greatest chart success in 1974 with their duet “I’'m Leaving It (All) Up to You,” which peaked at No. 4 on the Hot 100. Al-
though almost all titles on this chart were released between 1971 and 1973, it’s worth noting that Donny enjoyed a comeback hit with

“Soldier of Love” in March 1989, which peaked at No. 2 on the Hot 100 and ranks as the No. 3 song on this career recap.

PEAK
RANK TITLE ARTIST POSITION DATE LABEL
1 One Bad Apple The Osmonds 1(5 weeks) Jan. 2, 1971 MGM
2 Go Away Little Girl Donny Osmond 1(3) Aug. 7, 1971 MGM
3 Soldier of Love Donny Osmohd 2 March 25, 1989 Capitot
4 Yo-Yo The Osmonds 3 Sept. 11, 1971 MGM
5 Puppy Love Donpy Osmong 3 Feb. 26, 1972 MGM
6 Down by the Lazy River The Osmonds 4 Jan. 22, 1972 MGM
7 I'm Leaving It (All) Up to You Donny & Marie Osmond 4 July 6, 1974 MGM/Kolob.
8 Paper Roses Marie Osmond 5 Sept. 15, 1973 MGM
9 Sweet and Iinnocent Donny Osmond 7 March 27, 1871 MGM
10 Morning Side of the Mountain Donny & Marie Osmond 8 Nov. 16, 1974 MGM
11 The Twelfth of Never Donny OsMiénd 8 March 3, 1973 MGM
12 Hey Girl/l Knew You When Donny Osmond 9 Nov. 27, 1971 MGM
13 Love Me for a Reason The Osmonds 10 Aug. 31, 1974 MGM
14 Sacred Emotion Donny Osmond 13 June 17, 1989 Capitol
15 Too Young Donny Osmond 13 June 10, 1972 MGM
16 Why/Lonely Boy Donny Osmond 13 Aug. 26,1972 MGM/Kolob
17 Deep Purple Donny & Marie Osmond 14 Dec. 13, 1975 Kolob
18 Crazy Horses The Osmonds 14 Oct. 21,1972 MGM/Kolob
19 Hold Her Tight The Osmonds 14 July 1, 1972 MGM
20 When | Fall in Love/ Donny Osmond 14 Nov. 24, 1973 MGM/Kolob

Are You Lonesome Tonight
DONNY and MARIE OSMOND, circa the late '70s. ties on 1

T ties by their p. he Hot 100. If tr ne title peaked at e position. ties were brok € spe e f ties st m d
were broken by the num! of 2ks on the

o
and then in the top 10 and/or top 40, depending on where title peakec
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It's Your Artist’s Time To Sh

IS your artist celebrating a milestone?
Launching a major worldwide tour?
Ready to drop a major new release?

THE SUMMER PREVIEW ISSUE [ 5
v oty B P 7015 B3 Cam'\-Hoan Athioes And Yours IR

Get the word out through Billboard STARS...

The ultimate opportunity to have an editorial section of Billboard
magazine completely dedicated to your artist’s career achievements.

Experience the buzz when key decision-makers and peers read about
your artist in the pages of Billboard!

For more information, please contact:
Aki Kaneko ® 323.525.2299 e akaneko@billboard.com
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Congratulations

Donny & Marie

for all of your
career accomplishments!

Being a
“little bit country
and a

little bit rock-and-roll’
has paid off!

From your friends at

PBSM
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Billbeard Research Can Answer Your Questions, Plus More:

® Complete Array of Research Packages for singles andfor albums
from Hot 100, Billboard 200, R&B, Rap, Country, Gospet, Christian,
Dance, Latin, Rock, Adult Contemporary, Jazz, and Ciassical

© Chart & Article Copies

® Chart History reports by Artist / Title / Label / Writer / Producer

® Customized Recaps and Research available

Bl
RESEARCH
T0 ORDER CHART PACKAGES, GO T0 WWW.BILLBOARD.COM/RESEARCH
FOR CUSTOMIZED RESEARCH, CONTACT RESEARCH@BILLBOARD.COM DR 646-654-4633.

DONNY & MARIE in August at New
York’s Bryant Park. Inset: The siblings
pose with their doll line.

WITH HIGH-PROFILE PARTNERSHIPS

BY KAMAU HIGH

Watching DOI’II’IY & Marie perform is like taking a master class

in promotion.

When the Osmond siblings appeared on “Good

Morning America” in mid-August, references to their deals—
everything from Marie’s endorsement of NutriSystem to the pair’s
upcoming extended residency at the Flamingo Hotel in Las Vegas—
were worked smoothly into the discussion.

By the time they started singing, every plug
was in its proper place.

It's something that comes naturally to these
pleasant pop icons, who have been performing
with their family, each other and as solo artists
for the past 40-plus years.

The longevity of their success has produced
a thriving business of licensed products, en-
dorsements, best-selling books, TV series and
commercials with a “multimillion-dollar” value,
according to Eric Gardner, CEO of Panacea En-
tertainment, who began
managing Donny’s career
in 2005.

Alan Osmond, the oldest

‘They have
that rare,

right project?” I believed that if several projects
could be tactically cobbled together under along-
term strategic umbrella, Donny & Marie could,
within a few short years, become a billion-dol-
lar brand.”

While Gardner manages Donny, Marieis rep-
resented by Karl Engemann. Gardner and Enge-
mann jointly manage the two as a duo, in
conjunction with their agent John Ferriter, exec-
utive VP/worldwide head of nonscripted TV at
the William Morris Agency.

Engemann has been
Marie’s manager for almost
35years. “They have a certain
magic between the two of

erfc in the original Os- H them,” hy .“Th
oo eats o PHICEI@SS ey and e
Donny & Marie doll that quallty Of weren’t brother and sister
came packaged together H couldn’t say.”
[from Mattel in the "70s]? transcendlng The residency looks to be

That's what paid for our TV
studio in Orem, Utah,” he
quips. “At least that’s what
ourmother used tosayto us.”

In addition to the dolls, fans went crazy for
purple socks, which were Donny’s signature item
while he was a teenage performer.

Donny & Marie’s latest venture at the Flamingo
is partly the work of Gardner. When he began
working with Donny in 2005, “as a distant ob-
server, my perception at the time was that Donny
& Marie was a vibrant, evergreen, albeit dormant
brand that possessed that rare, priceless quality
of transcending demographics, not only with re-
spect to population but gender and ethnicity as
well,” he says.

“One of the first questions I asked Donny
[when I started managing him] was, ‘Would you
consider teaming up with Marie again for the
38 |
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demographics.’
—KARL ENGEMANN,
MARIE’S MANAGER

just one of many brand ex-
tensions with Donny deliv-
ering regular updates to
“Entertainment Tonight”
from Vegas and reviewing proposals for his next
daytime or prime-time TV series. Meanwhile,
Marie is finishing her second book, “Might As
Well Laugh About It Now” (NAL), and prepping
for a new syndicated talk show that, according
to her manager, will debut in fall 2009. Details
have not yet been announced.

“We will [coordinate] any TV projects with the
Flamingo schedule—six shows Tuesday through
Saturday,” Gardner says. In addition to Marie’s
appearance in ads for NutriSystem, Donny last
year did a spot for Sprint. So Gardner says: “I
would not be terribly surprised if there were a
commercial endorsement for the two of them
together in the future.” eee

BRYANT PARK: BRUCE COTLER/GLOBE PHOTOS; INSET MICHAEL OCHS ARCHIVES/GETTY IMAGES
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Congratulations
Donny & Marie

Let the hits
keep coming!
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Clockwise, from top left: ‘Addams Family’ actors
KEN WEATHERWAX, TED CASSIDY, CAROLYN
JONES, LISA LORING and JOHN ASTIN; LUCY
SIMON; ‘Sesame Street’ actor BOB McGRATH with
Muppets Big Bird, Telly Monster and Placido
Flamingo; JAN JOHNSTON; GROOVE COVERAGE;
‘Everyone Says | Love You’ actors WOODY ALLEN,
GOLDIE HAWN and ALAN ALDA.
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INDEPENDENT PUBLISHER CELEBRATES 20 YEARS OF
» BRINGING ICONIC MUSIC TO AMERICAN CULTURE

BY JIM BESSMAN
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INDEPENDENCE EQUALS
EXCELLENCE FOR BOUTIQUE
PUBLISHING COMPANY

HARRY BELAFONTE, left, and
Friar of the Year STU CANTOR
at the Friars Foundation dinner
in Dctober 2000,

The songs are classics, each commanding a
special place in American pop culture—
“Brother, Can You Spare a Dime?,” co-writ-
ten during the Great Depression by E.Y.
“Yip” Harburg and Jay Gorney; the “Addams
Family Theme” and the “Green Acres
Theme"” from the hit TV shows of the ’'60s,
composed by Vic Mizzy; and Boston’s rock
anthem “More Than a Feeling,” written by
Tom Schalz.

These songs today, and many others, share the same home:
Next Decade Entertainment.

Founded 20 years ago by company president Stu Cantor, Next
Decade is a boutique-style independent, music publishing firm
with an international reach and a reputation for personal atten-
tion to its rich and varied catalog.

As Next Decade marks its 20th anniversary, Cantor aims to
maintain the high level of publishing administration services
it has provided to its clients, while exploring additional admin
deals and catalog acquisitions.

“People would want to put their songs here for the same rea-
sons that clients with us now do—personal care and expertise

in promoting and accuracy of accounting,” Cantor says.

Cantor was introduced to the publishing business by his fa-
ther-in-law, veteran music publisher Murray Deutch. Cantor be-
came president of Next Decade’s predecessor company, founded
in 1977. That company represented the publishing catalogs of
Orion Pictures, Orion Pictures Television and Judy Collins’
music publishing companies. It also “owned a 3,000-song cat-
alog including songs recorded by the Beatles, Elvis Presley and
Ted Nugent,” Cantor recalls.

Cantor went on to gain experience in film music, acting as a
music supervisor for Columbia Pictures films like “The Big
Chill,” “Ghostbusters” and “Against All Odds.” He also served
as music supervisor for other films, including the “Teenage Mu-
tant Ninja Turtles” series.

Cantor’s experience led him to believe there was an opportu-
nity to create a niche music publishing company that would
give personalized attention to songwriters and copyright hold-
ers for their catalogs.

One early client was Harry Belafonte.

“I started working with his father-in-law and watched him
work his way in the publishing business from a teenager, prac-
tically,” Belafonte says of Cantor. “He’s done a really remark-
able job in a world that's so ever-shifting and complicated and
full of ups and downs, and he really pays attention to the appro-
priate exploitation of the continued on >>p44

COURTESY OF NEXT DECADE
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Next Decade client HARRY
BELAFONTE playing the guitar.

work I've done. That's a particular task, because I'm most mindful
of where the material I sing goes, and I always make sure that he
makes sure of an ethical relationship in what I do.”

Other clients thriving under the Next Decade banner include Bob
McGrath, longtime “Sesame Street” host and kids’ music songwriter;
prolific country songwriter Ray Griff; German dance music duo
Groove Coverage; singer/songwriter Nora York, who emerged from
the Knitting Factory jazz scene in New York in the '90s; and song-
writer/composer/jazz artist Lucy Simon, who shared billing with sis-
ter Carly as the Simon Sisters and went on to write the music for “The
Secret Garden” on Broadway.

Catalogs administered in the United States by Next Decade in-
clude those of Jean Doumanian Films (“All the Real Girls,” “Every-
one Says I Love You,” “Sweet and Lowdown”); Roba Music Verlag in
Germany, including songs recorded by the likes of Sarah Brightman
and Dokken; and Gaucho Music and Sandbox Music, including songs
performed by Millie Jackson and Joe Simon and artists signed to the
Spring Records label.

Next Decade’s catalog is “extremely eclectic,” in the words of cre-
ative affairs and licensing VP Monica Corton. “Over the years it al-
lowed us to branch into different licenses,” she says. “We could go
to one type [of licensee] and bring something totally different be-
cause we had a wider range of music that we represented.

“Also, each of our catalogs is special in the genre it represents,”
Corton adds. She cites the Gaucho and Sandbox catalogs “that get
sampled a lot in hip-hop. The Belafonte stuff is unique—there’s no-
body like him. We have the ‘Addams Family Theme’ and the ‘Green
Acres Theme’ from Vic Mizzy, which are two of the most-loved TV
themes ever written. And now we have the first two Boston albums.
It makes it very fun and easy: People normally want to do business
with us because the music is very special and not replaceable.”

“We're doing a lot of merchandising now for Belafonte and Boston,”
Cantor says, citing a full gamut of commercial copyright usages in-
cluding videogames, ringtones, greeting cards and sports videos.

Additionally, the company is focusing on multimedia licenses
and digital licenses for Web sites, not to mention “solid print agree-

ments with the best people tran- continued on >>p46

Cantor has
done a really
remarkable

job in a world
that’s so ever-
shifting and
complicated
and full of ups
and downs, and
he really pays
attention to the
appropriate
exploitation

of the work

've done. That’s
a particular
task, because
I'm most mindful
of where the
material |

sing goes.’
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Love you,

Thank you Stu and Monica,
Congrats on 20 years!

Now that you have adwinistered the catalogs of Beethoven, Mozart,
Stravinsky and Vic Mizzy, what have you gof lined up for the ‘next decade’?

VIC MIZZY
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Next Decade Entertainment, Inc.

WE WOULD LIKE TO THANK all of our clients, friends and business associates
for their support over the past twenty years. We could never have reached this milestone or

been the recipients of this great tribute without each and every one of you. Here’s to another

twenty great years together!

— Stu Cantor, Monica Corton, Jennifer Lash & the Next Decade Entertainment, Inc. staff

Next Decade Entertainment, Inc.

65 West 55th Street Suite 4F New York, NY 10019
Phone 212-583-1887 Fax 212-819-9788

www.nextdecade-ent.com

Celebrating
{ 2 0 L

Great Years!
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You guys are 20 and we are heading for 40 on “Sesame Street”

Congratulations Stu and Monica
Thanks for a great job all these years!

Even Oscar the Grouch had to admit that he was impressed.

All the best for another 20!

Bob McGrath

“Bob on Sesame Street”

BOB'S RECORDINGS AVAILABLE AT

1 Tunes « Amozon « Rhapsody « Napsler

ALLEGRO
T ——

INetoSoun u')
{800) 288-2007

BOB MCGRATH’S OFFICIAL WEBSITE www.bobmcgrath.com

One-of-a-kind

H_ext Decade Entertainment, Im:_

arularions on the 200h anniversary of the firm's foun
with all our love and very best wishes for continued sue

Ira Ginsberg Company

WWW.american

scribing and arranging their books,” Cantor says.

Corton previously worked in music publish-
ing at Boosey & Hawkes and Cherry Lane before
coming aboard in 1991, “a crucial addition to our
growth and success,” Cantor says.

“Nobody’s just a Social Security number here,
but part of family,” Corton says, “and it’s basically
word-of-mouth that helped us grow under the
radar, because we never took out big ads or handed
out business cards at conventions. We just worked
hard with great dedication to our clients.”

Corton, a flute performer and music educa-
tor, cites another special Next Decade attribute.

“I' have a degree in music,” she says, “so music
is just as important to us as the business aspect.”
She adds that director of
copyright and licensing
Jennifer Lash likewise
has a degree in music in
addition to extensive pre-
vious music publishing
experience.

Composer Mizzy, like
Belafonte, originally
met Cantor through
Cantor’s father-in-law,
Murray Deutch.

“I decided to give Stu
and Monica a shot for two
years, maybe 15 years
ago,” Mizzy quips. “And
since then I've renewed
every two years because
my income became very
big because of those two
working in tandem.”

Mizzy notes that he is
one of the few composers
from his era in Holly-
wood that owns the pub-
lishing on his theme
songs and cue music.

“They looked at my
catalog to see if they
could get commercials,
because the business
changed for people who
write themes and you got
to make extra money
from commercials,” he says. “And they got me
[placements in ads for] Ford Explorer and
Shakey’s Pizza and M&M’s. Not only that, but
their statements are highly detailed—I’ve never
received statements like that.”

Then there are legendary songwriters like Har-
burg and Gorney who are represented by Next
Decade via their estates.

“Harburg was one of the greatest lyricists of
all time,” Cantor says, “and what’s wonderful
about his catalog is that his styles are all over the
place because of the many songwriters he collab-
orated with, [including] Jay Gorney, Harold Arlen,
Burton Lane, Ira Gershwin. We have many of his
greatsongs like ‘April in Paris,” ‘(It’s Only) A Paper
Moon’ and ‘Last Night When We Were Young,’
and we got the Gorney catalog because of it.”

Harburg's son Ernie, president of the Yip Har-
burg Foundation, recalls being referred to Next
Decade by a leading lawyer in musical theater.

“He’'d heard of a guy who increased some roy-
alties for Belafonte and the guy who wrote the
theme for ‘The Addams Family,” ” Harburg says.
“I met Stu and Monica and felt that they under-
stood what | wanted, namely, more funds and a
little promotion on the side.

“But equally important was to collect all the
royalties and make sure people paid them and
we got a check every month. Now, after recap-
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‘People want
to work with
us because
the music is
very special
and not
replaceable.’

turing all our copyrights and Stu and Monica no-
tifying agencies in Europe about our publishing
company, where everybody else’s income is going
down, ours is going up.”

Harburg continues: “Before my father died, we
created Glocca Morra Music [named after Har-
burg's song “How Are Things in Glocca Morra?”
from “Finian’s Rainbow”] and the Yip Harburg
Foundation to take money coming in from pub-
lishing and put it into the foundation. And over
the years Stu and Monica have indeed fulfilled
their promises. Not only that but they’re nice peo-
ple. And as Stu is an officer of the Friars Club [in
New York], we got a few free meals in.”

The substantial estate segment of Next
Decade’s catalog “grew by
accident,” Cantor says,
“from having Harburg to
Gorney to Milton
Gabler”—the record pro-
ducer who also wrote
songs including “Choo
Choo Ch’Boogie,” “L-O-V-
E” and “Danke Schoen.”

“The interesting thing
is that we're sort of like the
place for heirs who inherit
these great works but have
no idea what to do and
need a home and place
where they know their
songs will be taken care
of,” Cantor says.

Harburg's estate, for in-
stance, has more than 800
songs, so there’s plenty to
do, Corton says.

“A lot goes into admin-
istering songs that age in
their copyright, like over-
seas renewals and recap-
turing U.S. rights,” she
says. “Soyou have to watch
each year and oversee no-
tifications and take any
other necessary steps, and
it’s a huge job that not
many people do.”

But the key to Next
Decade’s success may well be the chemistry be-
tween Cantor and Corton.

Cantor says, “We've been working together for
17 years and have a unique working relationship:
Ilet her do what she wants.”

Corton adds, “Our skill sets complement each
other. Stu’s definitely more diplomatic than I
am. I'm the ‘bad guy,’ being passionate about
fighting for the rights of our writers and getting
the most money for them, and when I feel backed
into a corner because the industry has so few
voices right now, I get very feisty. People expect
the guy to be the bad guy.”

Joking aside, “it’s a really interesting time for
independents right now,” Corton says. “A lot of
things are going on like new licensing opportu-
nities and price structures, and as artists get more
disgruntled with major companies not paying
them attention, they’ll be looking more toward
independents,” she says.

“We took over publishing for Boston'’s first
two albums a year ago in April and increased
their net publisher’s share by 34% the first
year,” Corton says. “We're doing [everything]
to make sure every penny is collected and that
all opportunities to maximize exploitation of
songs are being looked at, and that’s because
of our care and the attention we pay to our
clients’ music.” .
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on its 20th anniversary
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Congratulations

Stu and Monica
PAUL AHERN ' PURE SONGS
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HSBC Bank USA, N.A.
proudly congratulates

Stu Cantor and Next Decade

Entertainment, Inc.

on their 20th anniversary!
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Congratulations and best wishes to
my good friends Stu Cantor
and Monica Corton at
Next Decade Entertainment.

May you continue to flourish for the
next decade and decades beyond.

With an affectionate salute to
dear old friend Murray Deutch.

MIKE REMER

Cowan, DeBacts, Abrahams & Sheppard LLP

Why did you start the company?

1 had served as a music supervisor for movies
like the “Teenage Mutant Ninja Turtles” series,
and it provided a basis for ine to start a business
where I knew there would be income—this com-
bined with the fact that | saw a niche for inde-
pendent music publishing administrators.

At the time, itappeared to me thatalot of peo-
ple were reluctant to give copyrights to majors
and that people liked the boutique-type opera-
tion where they knew who was working for them
and could pick up the phone and talk to them.
They would not be just a numberon a check and
they would get their royalties paid on time.

Like Harry Belafonte?

Harry Belafonte could have got bigger advances
elsewhere, but he came to Next Decade because
he knew he’d get the attention that he and his
catalog deserved as opposed to getting lost at a
big company.
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NEXT DECADE’S STU CANTOR REFLECTS
ON HIS INDIE PUBLISHING SUCCESS

New York-based Next Decade Entertainment is celebrating its 20th an-
niversary as a successful independent, international music publisher
providing a full range of music publishing administrative services.
The company boasts an impressive and varied roster of clients, includ-
ing Harry Belafonte, Vic Mizzy, Boston’s Puresongs catalog, Lucy Simon
and the estates of Yip Harburg, Milton Gabler and Jay Gorney.
Founder/president Stu Cantor recently spoke to Billboard about his
company and the state of music publishing.

So how does Next Decade fit in with the
overall music publishing company picture?
I always say that people are looking to pigeon-
hole you in some way, but that our business at
Next Decade in many ways doesn’t necessarily
conform to the normal template of what a music
publisher is.

What happened was, [ found a niche where
1 was able to service the needs of a specific type
of client who was searching for something they
had been unable to find. When I started the com-
pany, my clients were people who spentalot of
time dealing with major publishers and for what-
ever reason were somewhat dissatisfied. And
we filled a void by offering them a home for
their works—and for these people their works
are like their children. They are people who own
their own songs or their family’s songs, so they
felta certain affinity and closeness to them and
wanted a home for them that other publishers
couldn’t provide. continued on >>pS50
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KLEIN COMPANY, INC.

To Stu Cantor, Monica Corton
and Next Decade Entertainment,

Keep Making Great Things Happen.

Steven J. and Martin P. Klein
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Congratulations on
twenty years of success
in the music business.

We wish you
many more years to come.

John LaRossa CPA

AND THE STAFF AT YOUR CPA FIRM

IALaRossa CPA PC

So we provided a home for their family—their
children, so to speak, their jewels. These Harry
Belafonte jewels, Vic Mizzy jewels that they cre-
ated and wanted to put in a place where they felt
they'd be secure and taken care of and properly
looked after.

That’s what we did and that's the genesis of
the company.

What happened next at Next Decade?
From there the business grew because of the fact
that we did what we promised to do. Our clients
had friends and entertainment attorneys who
saw what we did for them, and they were more
than willing to recommend us to their business
associates and clients.

I've never been one to do overt networking or

Congratulations on Twenty Years!
Best Always to Stu Cantor and Monica Corton.

¥ ¥ X

ROY AND JULES RIFKIND
GAUCHO & SANDBOX MUSIC

take out ads—it’s not within my budget being a
small business—I just did what [ needed to do
and the company grew through hard work and
word-of-mouth.

What kind of challenges
did you face?
Like all publishers we needed
to address issues going for-
ward as technology presented
us with special challenges.
And being indie, some-
times we didn’t have the
same voice as bigger publish-
ers with more clout. So we
had to work hard at trying to
getour voice heard so that our
clients’ interest could be ul-
timately pursued.

What about the changes

brought by new technology?
Technology constantly provides us with chal-
lenges, and the industry in the past has some-
times been kind of slow in keeping up.

We're doing a good job now with download-
ing and the Internet to maintain a foothold in
the royalty structure that we’re entitled to as
owners of intellectual property. But we need to
be aggressive and stay on top and stay in tune
with technology.

It's also important to understand that when
you're trying to optimize your clients’ interests,
you have to know what the new technologies are,
along with the nature of the financial structure:
What's the royalty? What's the advance? What’s
the charge? All these things that we've taken for
granted with rights in the past we need to edu-
cate now going forward.

But the “Guitar Hero” [videogame], the
downloading, videos—everything’s just un-
50 |
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‘We have to
make sure
we forever
protect the
songwriters
and their
creations.’

Composer VIC MIZZY at Another Opening,
Ancther Show: & Celebration of TV Theme
Music at the Academy of Television Arts &
Sciences in October 2007,

believable. The Boston catalog [ found a new]
great outlet with “Guitar Hero.” Soit's a whole
new thing.

I've been in the business 30 years and | know
about printand mechanicals and quoting synch
fees for commercials, but now there are all these
other things you have to stay on top of.

How does this affect your business
philosophy?
I think sometimes that the business has become
so financially oriented that sometimes we lose
sight of why we’re in the business. If not for the
songwriter we wouldn’t be here, and we have to
make sure we forever protect them and their cre-
ations and works and honor them by doing our
utmost to optimize the value of their creations,
not only for them but for their heirs.
Considering the fact that I've been in the busi-
ness 30 years, ['ve seen it change from a time
when publishers were more
involved in the creative
process than they are today.
It seems to have become
more of a numbers game and
about finances and deal-mak-
ing than about the music. We
must never lose sight of who
we are and what we represent
and understand that music is
the bottom line and the rea-
son we exist.

What is your view on the
health of the indie publish-
ing business today?

The role of the indie pub-
lisher is coming back around.
[Indie publishers] have proved their value, and
I think a lot of the mergers and acquisitions of
the majors have helped independents forge a
new kind of presence.

But I'm also somewhat concerned in terms
of overall business, about the development of
artists. Years ago when we were younger, we
waited for the next album when we liked an
artist. But I don’t see the support for artists now
like it used to be. So many artists get “one and
done”-type deals and I think the industry is hurt-
ing itself in the long run by not supporting
artists and grooming artists and creating longer-
term shelf life for artists.

Now it’s like a quick fix. But for the most
part our clients are people who have been in
the business, who have already survived in
the long term—Ilike Harry Belafonte. He's a
legend, and all we're trying to do is keep the
legend alive. continued on >>p52
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Congratulations to a wonderful crew.
Thank you for all you have donefor us.

GORNEY MUSIC PUBLISHING

CONGRATULATIONS STU AND MONICA

on Next Decade Entertainment’s first twenty years in music publishing.
Keep up the great work and continued success in the decades to come.

BEST WISHES FROM YOUR FRIENDS AND ATTORNEYS,
Eisenberg Tanchum & Levy * 675 Third Avenue, Suite 2900 « New York, New York 10017 ¢ (212) 599-0777
STEWART L. LEVY ¢ MICHAEL L. TANCIIUN ¢ RICHARD D. EISENBERG ¢ ELLIOTT D. HEFLER « JAMLES E. DOHERTY
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Many thanks for the last Decades
and looking forward to the Next.
Stu and Monica—it’s a privilege
to work with you.

R2M MUSIC UK and THE INDEPENDENT MUSIC GROUP
3 York House Langston Road Loughton Essex IG10 3TQ UK

T: +44845 371 1113 F: +44845 371 1114
w: www.independentmusicgroup.com

i TN

RRM INDEPENDENT

n‘l‘;;rt

W: www.r2Zmmusic.net
E: erich@independentmusicgroup.com
E: erich@r2mmusicuk.net Music

it's been an honor and a pleasure knowing

you and working with you.

Rolf and Christian

The 2009 edition of
ITTG is HERE!

S —————

So be the first
on your block
to have this
completely
updated
edition, with
over 30,000
artists,
managers and
agents from
76 countries

worldwide,
RECORD o
ING ARTISTS MAWAGERS
PROMOTERS AGENTS the U.S. and
VENUES  TOURING SeRyices Canada
‘ -

Go to www.billboard.com/order
to get your copy today!

But isn’t someone like Belafonte self-
sustaining?

To an extent. There will always be people who
use Belafonte songs. But like we do for all our
clients, we're looking for new ways to promote
his music.

With Belafonte we got merchandise using
his songs, like a plush toy parrot singing and
dancing to “Jump in the Line.” Same with Vic
Mizzy’s “Addams Family Theme,” which is used
in a spooky plush, animated tree toy. We're even
taking a classic song like Yip Harburg’s
“Brother, Can You Spare a Dime?” and using it
in a videogame.

So we’re thinking outside the box. When you're
an independent and smaller company, these are
things you need to do to create income.

What do you see in the future for Next Decade?
Obviously one goal is to continue servicing
all our clients and doing a good job for
them—and of course, getting new clients and
more clients.

Also part of our business plan going forward
is to acquire rights whenever possible, doing
administration deals but also acquiring rights
from existing copyright holders and people
whose rights may be reverting to them in the
future and are looking for a new home for their
songs or for someone to acquire a catalog that
they may be recapturing.

They know [at Next Decade] they have some-
one to talk to, they know they’ll get paid on time
and that we’re looking at every penny that comes
in to make sure they get paid correctly. e

FILMS, ADS, TOYS AND VIDEOGAMES
ALL BOAST NEXT DECADE’S SONGS

‘ADDAMS FAMILY THEME’

BY VIC MIZZY

The theme song about the creepy and kooky '60s
TV family has been licensed recently for use on
“American [dol,” “America’s Got Talent” and in
an M&M Dark Chocolate ad, as well merchan-
dise including a plush animated tree, “spooky
eye” toys and a musical children’s book.

“I call [Next Decade| the No. 1 outfit for com-
mercials,” says Vic Mizzy, who has seen similar
success with the publisher’s placements of his
“Green Acres Theme.”

Singing the distinctive ascending four-note
opening phrase of the “Addams Family Theme,”
Mizzy notes that at sporting events “every once
in a while the organist goes ‘ba-ba-ba-ba’—and I
get paid for that. You got to get somebody to pro-
long thelife of your catalog, and they're doing it.”

BOSTON

‘MORE THAN A FEELING’

BY TOM SCHOLZ

When developers of the “Rock Band” videogame
came to Next Decade to license “More Than a
Feeling,” creative affairs and licensing VP Mon-
ica Corton recalls pitching them Boston’s “Hitch
a Ride,” “Peace of Mind” and “Foreplay/Long
Time,” which, she says, they also used. “One of
the reasons we're successful is that we maxi-
mize exploitation.”

Paul Ahern, former Boston manager and
owner of the band’s Puresongs catalog, like-
wise notes Next Decade’s success at placing
songs from the first two Boston albums, in-
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cluding the appearance of “More Than a Feel-
ing” in a Nestlé Nestea Singles spot, TV shows
“Carpoolers” and “Criminal Minds,” and the
“Singstar Rocks 2” videogame.

“We felt thata small, attentive company would
actively exploit rather than passively warehouse
an important catalog such as Puresongs,” Ahern
says, “and Next Decade has identified new in-
come sources such as videogames.”

‘JUMP IN THE LINE,
BY HARRY BELAFONTE
Harry Belafonte recorded “Jumpin the Line” on
his 1961 album “Jump Up Calypso,” and more
than four decades later Next Decade has licensed
the song to the “Samba de Amigo” videogame,
the “Little Mermaid 3” movie and a Sara Lee Bread
commercial and placed it in merchandise includ-
ing a plush parrot toy and musical palm tree.
“There’s alevel of ethical scrutiny that they’re
required to use in association with my material,”
Belafonte says. “I have a list of what businesses
I think are appropriate for me to be associated
with and which ones to shy away from in exploit-
ing my songs for financial gain. Sowe have these
parameters, but they pay very careful attention
to them, and I really and truly enjoy working

with them.” : —JB

-

‘SAMBA DE
AMIGO’

BOSTON: PETER MAZEL/SUNSHINE/RETNA
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m BY GAIL MITCHELL

LOUD AND
CLEAR

Hit Songwriter Hilson
Steps Up To The Mic

Keri Hilson is already a successtul songwriter. Her
enviable list of credits includes songs for Britney
Spears (“Gimme More”}, Mary ]. Blige (“Take Me As
I Aim”), Ludacris (“Runaway Love”) and Usher (“Love
in This Club”).

That’s not surprising, given that as a determined 12-
year-old, she wrote her first song, “Never Let Go.” Lit-
tle did she know the title would double as a metaphor
for the real focus of her creative pursuits: to bea singer.

After a setup many new artists would give their eye
teeth for—including writing and having a feztured
singing role on the Timbaland hit “The Way | Are”—cou-
pled with several release-date delays, Hilson’s dream is
finally coming true. Her Mosley Music Group/Zone 4/
Interscope debut, “In a Perfect World,” bows Oct. 14.

Hilson realizes industry watchers may be quick to
place her in the trendy songwriter-turned-artist ranks,
joining a roster that includes Ne-Yo, Terius “the
Dream” Nash and Sean Garrett. However, the woman

whose child-
hood nickname . E
was “Keri-okey”

says she knows
what was on her
plate first. And
she wasn’t going
to take no for an
answer.

“I knew what
my plan A was, but
it just so happened
that [ was blessed with a plan B that brought me toit,’
the artist says. Recognizing that Hilson was more in
terested in singing than taking piano lessons, her piano
teacher-turned-vocal coach challenged her to write a
song, which became “Never Let Go.”

“I ended up doing the arranging and producing my
vocal,” the Atlanta native recalls of her fledglirg pro-
duction. “There was no choice from that day on. I've
never stopped.”

That led toashort stinrat 14 as the lead of a girl group
signed to Elektra, named By D’Sign. Hilson later joined
another girl group, Pretty Toni. When neither o” those
alliances panned out for the long term, Hilson shifted

[
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KERI HILSON has parlayed
her hitmaking writing career
into a deal with Timbaland’s

label for her debut album.
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into fourth gear on plan B. Selling her first song at 18
(to a Japanese artist), Hilson placed a second song with
Kelly Rowland for the international version of Rowland’s
first solo album.

Hilson’'s songwriting forays led to her co-establish
ing songwriting/production collective the Clutch, whose
credits include Jesse McCartney (“It's Over”), Omarion
(“Ice Box”) and Ciara (“Like a Boy”). It was Atlanta-based
producer Polow Da Don who was responsible for her
fortuitous introduction to super producer Timbaland.
He signed her to his Mosley Music in conjunction with
Polow Da Don’s Zone 4.

“I can’t explain it fully,” Hilson says of her chemistry
with Timbaland. “1t’s just really free: I love his no-holds-
barred attitude. That inspires me.

In addition to production by Timbaland and Polow
Da Don, “In a Perfect World” features work by the Run-
aways, who produced lead single “Energy.” It is No. 34
on Billboard’s Hot R&B/Hip-Hop Songs chart. Its ac-
companying boxing motif video, directed by Melina, has
received more than 1.5 million hits on YouTube. From
Memorial Day through July 7, “Energy” was also exposed
via a Verizon cinema and print campaign.

To further build awareness for her album, Hilson did
syndicated radio personality Russ Parr’s bus tour, hosted
BET’s “106 & Park” and was the opening act for Robin
Thicke’s major-market promo tour, which included an
August stop at Los Angeles’ House of Blues. Prior to
that, the Emory University theater major was the femme
fatale in Usher’s “Love in This Club” video

Hilson’s model-perfect looks have graced the covers
of Fader and Trace, supplemented by articles in Ebony,
Blender and Giant. An artist-to-watch feature is slated
for Rolling Stone as the label ramps up various TV book-
ings. In the meantime, Hilson will tape a segment for
“The New Now,” part of Yahoo Music's “Who's Next?
platform. It will go live on the Yahoo site Sept. 17 and
run for a month. According to Yahoo head of label rela-
tions and programming John Lenac, the platform aver
ages between 3 million and 5 million streams per month.

‘Keri’s time is now,” adds Lenac, who notes that pre
vious “Who's Next>” spotlight artists include Amy Wine-
house and Katy Perry. “We've been following Keri for
years, impressed with her ability to write hit songs and
now proving herself as a performer as well.

Describing the album as “a bit more R&B” than what
folks may know from her songwriting, Hilson says “In
a Perfect World” relates to everyone who has something
incomplete or something they’'d like to change about
themselves. “I didn’t want to do an album that painted
me perfect,” she says. “What’s missing in music is just
that: showing the vulnerable side of women, the real.
Showing women you can be yourself. You don’t have to
walk around like your shit doesn’t stink. .o
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>>>STONE TEMPLE
SOLO

Scott Weiland’s second
solo album, “Happy,” will
arrive Nov. 18 via his own
Softdrive fabel. The set
was co-produced by Wei-
tand and Doug Grean, with
Steve Albini engineering a
handful of songs. “Happy”
boasts guest appearances
from No Doubt members
Tony Kanal, Tom Dumont
and Adrian Young. Wei-
land is planning to tour in
November in support of
“Happy,” following the
conclusion of Stone Temple
Pilots’ reunion outing.

>>>QUEEN’S
RANSOM

Queen + Paul Rodgers
have set an Oct. 28 U.S.
release date for “The
Cosmos Rocks,” the
band’s first new album
since 1995 and its first
since Rodgers stepped in
for the late Freddie
Mercury in 2004. The
group has already
debuted several of the
new songs at shows and
on TV, including first single
“C-lebrity,” which features
vocals from Foo Fighters
drummer Taylor Hawkins,
and “Say It’s Not True,”
written in honor of
Nelson Mandela’s

46664 AIDS initiative.

>>>BIG-SCREEN
BEATLE

The story of John Lennon
is headed for the big
screen with “Nowhere
Boy,” a biopic that will be
directed by visual artist
Sam Taylor-Wood.
Produced by U.K. company
Ecosse Films and with a
script from “Control”
screenwriter Matt
Greenhalgh, “Nowhere”
will focus on the Beatles
legend’s childhood and
subsequent journey to
icon status. Filming is set
to take place on location in
Lennon’s hometown of
Liverpool, England.

>>>DREAM ON

The Cure’s long-in-the-
works new album, “4:13
Dream,” is slated for an
Oct. 14 U.S. release via
Suretone/Geffen. The set,
which was first expected
inthe summer of 2007, has
been preceded by the
release of singles on the
13th day of each of the
past four months. Those
tracks will also be the
subject of a remix EP
dubbed “Hypnagogic
States,” due Sept. 13.

Reporting by Jonathan
Cohen and Stuart Kemp.

2{o]es @0 BY JILL MENZE

Jenny’s
New
Jams

Rilo Kiley’s Lewis Strips
Down For Second Solo Set

Whether she’s kicking ass in a sparkly jump-
suit as the frontwoman of Rilo Kiley or bar-
ing her soul with an acoustic guitar, Jenny
Lewis has built a sizable base of fans and
celebrity collaborators (Elvis Costello, Conor
Oberst) alike.

And while it took Rilo Kiley the better part
of a decade to rise through the indie rock ranks,
Lewis proved an immediate force to be reck-
oned with her 2006 solo debut, “Rabbit Fur
Coat.” Now on the heels of Rilo Kiley’s 2007
career best seller “Under the Blacklight,” Lewis
is ready to unveil what else she’s got up her
sleeve with “Acid Tongue,” due Sept. 23 via her
band’s current home, Warner Bros.

“It rocks a little harder,” Lewis says of the
new set. On “Rabbit Fur Coat,” which was re-
leased on pal Conor Oberst's label Team Love
and has sold 129,000 copies, according to
Nielsen SoundScan, she paired up with the
Watson Twins for a folk- and-soul-influenced
collection of songs that showcased her inti-
mate side.

But with “Acid Tongue,” her main objective
going into the studio was to cutas many songs
live as possible. In January, Lewis and co-pro-
ducers Johnathan Rice, “Farmer” Dave Scher
and Jason Leder retreated to Sound City Stu-
dios in Van Nuys, Calif,, for three weeks of all-
analog recording sessions. “The vibes were
fantastic,” she says.

The album features guest spots from a num-
ber of Lewis’ friends, including Elvis Costello,
who duets with her on “Carpetbaggers”; the
Black Crowes’ Chris Robinson; and current
beau Rice. Zooey Deschanel offers backing vo-
cals on several tracks (“I love being flanked by
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hot brunettes,” Lewis says), and Deschanel's
She & Him cohort M. Ward provides a moody
guitar parton “Pretty Bird.” Lewis’ sister Leslie
also supplies backing vocals, and her dad, Eddie
Gordon, plays bass harp on the honky-tonk-
ish “Jack Killed Mom.”

One notable departure from Lewis’ previ-
ous work is “The Next Messiah,” a pulsating,
nearly nine-minute cut that’s “actually three
different songs that Johnathan Rice and my-
self wrote together,” she says. “I happen to be
a Barbra Streisand fan, and Barbra Streisand
fancies amedley, so we discussed stringing the
three songs together.”

Compared with writing material for Rilo
Kiley, whose last album was polished with glit-
tering studio sheen, Lewis says she uses the
band’s songs “as a reference point to go in the
complete opposite direction” with her solo work.

The difference in aesthetics between both
projects is likewise carried over into Warner’s
marketing campaign. “The recording process
was very organic” compared with “Under the
Blacklight,” Warner Bros. marketing director
Brant Weil says. “[It was a] more basic, stripped-
down, old approach to making a record. So in
all the [promo] photos and videos, we're trying
to reflect that.’

New music was first revealed via a Web clip
with Lewis’ phone number, and once fans di-
aled, they were treated to a rusty, old-timey-
sounding recording of the title track. In what
Weil calls “an ode to an old vinyl approach,” a
7-inch will be available for “The Next Messiah
which spans across side A and side B.

Plans for a single haven’t yet been decided,
but the album will be taken to various radio
outlets, including triple A and college. Lewis
hits the road this fall for U.S. and European
jaunts, which include several dates with Oberst
and his Mystic Valley Band.

Weil feels that at this point in the game,
Lewis is her own best salesman because
‘Jenny Lewis is Jenny Lewis. She has such a
unique style,” he says. “She has legions of
fans that look up to her, and she’s completely
come into herown . . . She’s completely where
she should be as an artist, and | think [her
music]| reflects that.” .o
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IEINTEH BY KERRI MASON

BOMB
THEBASS

Swedish Dance Artist Brings
Worldwide Hit Stateside

In 2006, German dance act Cascada had an international crossover
hit with “Everytime We Touch” (Robbins), a simple yet distinc-
tive pop song backed by the hyperactive sounds of rave music.
The single sold more than 1 million downloads and peaked at No.
7 on the Billboard Hot 100, while the album of the same name
spent 67 weeks on the Billboard 200.

Now, a Swedish act is poised to potentially best that feat with
a similarly straightforward melody and honking, clubby synths.
Basshunter’s “Now You're Gone” {Ultra) is topping charts world-
wide and impacting American radio, hitting No. 1 on Billboard’s
Hot Dance Airplay chart, and going into rotation at top 40 WHTZ
(Z100) New York.

“It's gathering momentum. We're probably at the beginning
of the story here,” Ultra Records president Patrick Moxey says.
“It’s [a] male Cascada.”

“Now You're Gone” spent five weeks at No. 1 on the U.K. chart;
hit No. 1 in [reland; went top 20 in Austria, Denmark and Ger-
many; and reached the top 10 in Finland, France and Sweden. It’s
sold more than 95,000 downloads domestically, according to
Nielsen SoundScan, keeping a 2,000- to 3,000-per-week pace since
its release in May.

And that’s just the English version. In 2006, Swedish-language
version “Boten Anna” went No. | there and in Denmark and top
10 in five other countries. It sold 26,000 downloads on iTunes,
which led to Basshunter’s deal with Ministry of Sound subsidiary
Hard2Beat in the United Kingdom and Ultra in the United States.

“We noticed it was starting to do well on iTunes, even in Swedish,’
Moxey says. “We gave a call over to Warner Sweden and made a
deal. We were encouraging them to do an English-language ver-
sion and then heard there was one already in the works.”

ALPULSE

EDITED BY TOM FERGUSON

>>>TORR DE
FORCE

Icelandic singer Emiliana Torrini

According to Rough Trade,
“Fisherman’s Woman” has
sold 125,000 copies around

is hard to pin down. She has co-
written pop (Kylie Minogue’s
2003 U.K. No. 1 “Slow™), sung
on Howard Shore’s score to “The
Lord of the Rings: The Two Tow-
ers” (“Gollum’s Song”) and re-
leased an album of tender folk,
“Fisherman’s Woman,” in 2005.

Now “Me and Armini,” her
third solo set and second for
U.K. indie Rough Trade Records,
is another leap sideways, with
the title track/lead single a sum-
mery ska-pop anthem.

The Rough Trade albums
“are two completely different
records because they were [in-
spired by] two different lives,”
says Torrini, who is based in
Brighton and managed by
MBL Music and published by
Warner/Chappell U.K. An Oc-
tober European tour has been
booked through International
Talent Booking.

the world. “Me and Armini” has
a global shipment of 150,000
for its Sept. 8 release (Sept. 9
inthe United States).

Rough Trade founder Geoff
Travis says he’s confident Tor-
rini will follow “in the foot-
steps of Duffy, Adele, Estelle
and Amy [Winehouse], tak-
ing her place alongside them
in the charts.”

However, Torrini prefers to
think of herself as unique. “l re-

TORRINI

AUTUMN De WILDE TORRINI. JON BERGMAN

LEWIS



www.americanradiohistory.com

=-_~/‘(

ALTBERG

Basshunter is 23-year-old model-qualily Swede Jonas Altberg. Ina
rare twist on the usual dance construct, he produces and performs
his music. His “compelling” stage style is part of what makes his po-
tential so great, says Scott Simons, A&R representative/head of in-

ternational for London-based Ministry of Sound. “If you're maybe
a bit on the fence and not a massive fan of the music, if you actu-
ally saw him live, he is very charismatic.”

“He’s incredible,” Moxey says. “He jumps all over the stage with

alot of energy.”

Belter yet, there’s proof that Basshunter has the legs for a
marathon, not just a one-hit sprint. Released overseas July
14, “Now You're Gone—The Album” peaked at No. 5 on
the European Top 100 Albums chart and hit No. 2 in
Ireland and No. 1 in the United Kingdom.

“It's always a battle to go from being a one-off
dance hit or having a couple of dance hits and
then delivering an album that No. 1, is credible,

and No. 2, kids want to go and buy,” Simons says.
Ultra will release it Sept. 23 in the States. Current
European single “All I Ever Wanted” is already mak-

ing a chart impact, hitting No. 24 on the European Hot
100, two slots below “Now You're Gone.”

In what is perhaps the most telling stat among
Basshunter’s impressive collection, he recently topped a Hit-
wise chart that measures traffic sent to social networking sites
by artists, outranking “High School Musical” and Jordin Sparks.

Moxey characterizes the artist’s base as “young. This is the kind

res,” he adds. “It’s just shamelessly hooky.”

Additional reporting by Richard Smirke in Manchester, England.

of music that gets requested from top 40 stations. If dance is going
to compete, you need to have massive requests from 15- to 21-year-
olds. Cascada has that, and I think Basshunter does too.

“Italso appeals to people who just like music, who don’t know or care about gen-

ally don’t think | could be
likened to any of them,” she
says. “They are alil just doing
their own thing.”—Andre Paine

>>>THE WILD
ONE

Former Suede singer Brett An-
derson has taken an unortho-
dox approach to recording and
marketing his sophomore solo
album, “Wilderness.”

The one-time alternative
rocker opts for a pared-back
sound, singing and playing
piano alongside cellist Amy Lan-
gley. This prompted manager
lan Grenfell to “throw away the
rule book’ for the release, onthe
singer’s own BA Songs label.

“Brett knew exactly what
record he wanted to make, and
we recognized it was unlikely
to get radio airplay, so we’ve
put a [marketing] structure
around it that makes sense
commercially,” Grenfell says.

In the United Kingdom, a
USB memory stick version was
distributed to those attending
a one-off London show in July,
followed by a download ver-

sion July 29, limited CD release
through Coalition independ-
ent music retailers Aug.11and
general release Sept. 1.

“We started with the kernel
of Brett’s audience and built
from there,” notes Grenfell,
who says a worldwide digitai
release through the Orchard
will precede traditional releases
inmost territories running into
early 2009. A North American
dealis still to be confirmed.

A five-date U.K. tour booked
by 13 Artists kicks off Sept. 25,
followed by shows in Europe
and Southeast Asia. Ander-
son’s publishing is Copyright

Control. —Steve Adams
>>>BEIJING
CALLING

Beijing-based alt-rock band
P.K14's fourth album, “Cheng-
shi Tiangi de Hangxing,” is the
band’s “most cross-polli-
nated and exciting recording
so far,” according to lead
singer Yang Haisong.

Yang describes the album—
released in July in China and
set for worldwide online dis-

tribution through the Indepen-
dent Online Distribution Al-
liance—as ‘“a collaborative
journey born in Beijing, given
shape in Sweden, with a sto-
pover in New York.”

It was produced by Swedish
production duo Henrik Oja and
Mats Hammarstrom, who have
worked with the (Interna-
tional) Noise Conspiracy, then
mastered at New York’s Ster-
ling Sound by Greg Calbi—the
first Chinese-language album
Calbi has worked on.

Founded by Yang in1997 in
Nanjing, the band’s current
lineup assembled after Yang
moved to Beijing in 2001. Pre-
vious album “Bai Pi Shu” (Mod-
ern Sky), already available in-
ternationally via iTunes, earned
nominations for best band and
best rock band at the Chinese
Music Awards (the local equiv-
alent of the Grammy Awards).
“Chengshi Tianqgi de Hangxing”
is P.K.14’s debut for year-old
Beijing label Maybe Mars, of
which Yangis president. Maybe
Mars also publishes and books
the band. —Berwin Song
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Beautiful ‘Noise’

Krystal Meyers Builds
An International Profile

With a growing fan base in Asia as well as
the United States, exposure on NBC promos
for the network’s fall lineup and a slot on
the Revolve tour, Krystal Meyers is poised
to have a banner year. Her new Essential
Records set, “Make Some Noise,” drops
stateside Sept. 9, having already been re-
leased in Asiain July.

The CD launch there was in “a four-story
venue, with this huge disco ball hanging in
the middle that was like 10 foot in diame-
ter,” Meyers says of the gig, which was filmed

by MTV Asia. “You couldn’t fit anymore peo-
ple in there and they already knew all the
new songs.”

The event was also taped for a show the
Gospel Music Channel is shooting that fo-
cuses on the Revolve tour, a16-city trek this
fall and winter aimed at young girls.

“Make Some Noise,” Meyers’ third studio
album, represents a shift in direction for the
20-year-old singer/songwriter. “This is a
brand-new me. This is Krystal Meyers 2.0,”
says the artist, who broke through in 2005
with the hit “Anticonformity” and a rock
chick persona that earned a legion of fans.
She followed her self-titled debut with
2006’s “Dying for a Heart.”

“| want to be making records that reflect
who | am, what I’'m listening to and what
I'm influenced by,” Meyers says. “It was just
a natural progression, going more towards
pop. It’s funny because in high school | was
always like, ‘I hate pop music. | will never
listen to pop music,” and that’s all | listen
to now.”

Beyond the exuberant “Shine,” the first
single to the Christian market, Meyers de-
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MEYERS

livers some of her deepest, most compelling
lyrics on such tracks as “My Freedom” and
“S.0.5.” “Growing up in this industry for four
or five years can really change you for the
good or for the bad, and it’s been a roller-
coaster ride,” says Meyers, who admits her
continent-hopping schedule sometimes left
her exhausted and feeling disconnected.

She recalls pouring her heart out to her
boyfriend, saying, “I’m so tired of getting
up onstage and acting like I'm this 'got-it-
together girl’ who is touring the world and
everything is going right. My heart has.
died. I’'m not in tune with the Lord and he
is supposed to be my best friend. it’s not
God'’s fault. It’s my fault. He daily
pursues us, but I’'m not running
back. I’'m not coming back to-
wards him.”

Realizing why she felt so de-
pleted, Meyers re-established that
connection with God. Writing the
new record became a cathartic
experience and as a result Meyers
has crafted a strong collection
that entertains and inspires. The
infectious title track is the first
single in the Asian market and is
featured on the official 2008
Olympics album, “Olympics 2008
—One World One Dream.”

“Make Some Noise” is also
being used by NBC as the theme
song to promote its fall shows.
“We used a song from her first
album to launch ‘Heroes,’ and that
was a great song, but she’s grown
so much on this record,” says NBC
Universal director of promo music
services Janine Kerr, who biton a
pitch from Provident Music Group
director of strategic markets Jen-
nifer King.

The first promo spot aired dur-
ing the opening of the Olympics,
and promos will continue to run during the
fall, each tagging Meyers’ name and the
song title. According to Provident senior VP
of marketing Ben Howard, the company is
devoting significant resources to an online
campaign, specifically a Meyers site on
ning.com that allows fans to create their
own page and share photos and videos.

The label also plans to keep developing
Mevyers’ international presence. “July was
the best window to release for Japan and
Asia’s timelines and marketing opportuni-
ties,” Howard says. “For the U.S., we chose
torelease later in the fall to line up with the
Revolve tour. This also allowed her travel in
Japan not to interfere or overlap with any
U.S. promotional opportunities.”

Since there’s no Christian music market
in Japan, Meyers is considered a mainstream
pop artist and hasn’t encountered any bias
against faith-based music that acts in the
United States sometimes battle. The expe-
rience has taught the young artist a valu-
able lesson. “You can be cool,” she says.
“You can have fun and all that stuff, but you
can make a positive impact.” see
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AMANDA DIVA

She may be an independent artist, but chances are
you’ve heard of Amanda Diva.

Born Amanda Seales, the 27-year-old hip-hop/soul
MC/poet has been a music journalist since 2003 and has
hosted her own Sirius Satellite Radio and MTV2 shows
since 2004 and 2005, respectively.

As if that weren’t enough of a juggling act, Diva
decided to pursue a career in hip-hop recording in
2006. “At that point, | started to feel like this is what
| wanted to really do,” she says. “That’s when I made
the decision to go from rapping as a hobby to mak-
ing it a serious activity.”

Although her well-established position in the indus-
try helped further her aspirations, the Orlando, Fla.-
raised artist says her connections also presented some
challenges. “Because | come from a multifaceted back-
ground, my peers questioned my legitimacy,” she says.
“People weren’t taking me seriously.”

So Diva decided to play harder. She released her Q-
Tip-assisted debut mixtape, “Bigger Than Hip-Hop,”
last year. She also performed during the Roots’ annual
Black Willy show in Philadelphia, backed by the troupe’s
drummer Ahmir “?uestlove” Thompson. A month after,
Diva was asked to replace Natalie Stewart in the R&B
group Floetry and began touring with core member
Marsha Ambrosius in June. “That tour was the No. 1
thing that solidified me as an artist in people’s eyes,”
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Diva says.

Plans to record an album with Floetry fell by the way-
side, but Diva—who is also the First Lady of the DJ
Drama-helmed Aphilliates crew—didn’t let it hinder
her plans. Late last year she released “Life Experience,”
the first EP of a trilogy. She recently released “Fore-
Play,” a mixtape serving as a prequel to “Love Experi-
ence,” the next EP in the collection, due Feb. 10, 2009.
Green Lantern, DJ Spinna and James Poyser have con-
tributed production, while Estelle, Kardinal Offishall
and Jack Davey make guest appearances. Divais also
working with 9th Wonder from Little Brother on an
album set to be released next spring and is featured
on Q-Tip’s upcoming album, “The Renaissance.”

Currently, Diva hosts a monthly variety show at New
York’s Drom called Spectrum Funk, where she invites
other artists to perform with her, has an Internet com-
edy show, “Diva Speak TV” (which she describes as a
cross between Dave Chappelle and “The Colbert Re-
port”), and is a commentator on VH1’s “Best Week
Ever,” which airs weekly on the network.

“My goal moving forward is to get a distribution deal
for my music but continue to be indie,” Diva says about
what she hopes will come next. “2009 is the year. That’s
the plan.” —Mariel Concepcion

Contact: Gina Torres, publicist, gina@gtorresmedia.com
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Enjoy exclusive performances, interviews,
music and more from dozens of Underground
artists at billboard.com/underground.

MADI DIAZ

To celebrate Cherry Lane Music
founder Milt Okun’s Lifetime Achieve-
ment Award at this year’s Songwrit-
ers Hall of Fame ceremony, organiz-
ers paired a bit of the old with the
new. The publishing mainstay’s first
signee, Tom Paxton, sang John Den-
ver’s “Leaving on a Jet Plane” with
Cherry Lane’s newest addition, 22-
year-old Madi Diaz.

“Madi Diaz is someone I'll be
watching carefully . . . She has the
goods to go far,” Paxton later wrote
on his Web site.

Diaz, originally from “BF nowhere”
Pennsylvania, made an early fan out
of Ty Stiklorius, a member of John
Legend’s management team. Stik-
lorius “was at [New York’s] the Bitter
End for somebody who was playing
before me, but came up to me after
my set and was like, ‘OK, I'm not
crazy, I’'m just about to sound crazy.
| work for John Legend. And now |
want to work with you,” ” Diaz recalls.

By the time Stiklorius had settled
in as her manager, Diaz had already
waved goodbye to her scholarship
at Boston’s Berklee School of Music
and taken up co-writing with song-
smith Kyle Ryan (who would also go
on to be signed to Cherry Lane). Last
year she scored a spot at the New-
port Folk Festival, while this year she
performed at the Rocky Mountain
Folk Fest.

Only two months ago, she and
Ryan moved to Nashville and into
the good company of artists like
Landon Pigg, Garrison Starr, Jeremy
Lister and David Mead—all song-
writers from a similar country-.and
folk-influenced pop vein. Dixie
Chicks/Alison Krauss producer Gary
Paczosa has “taken me under his
wing,” according to Diaz, and she,
with her band, have been recording
an EP to shop in the coming months.
Jay Joyce (Patty Griffin, John Hiatt)
and Marshall Altman (Kate Voegele,
Matt Nathanson) have also had a
hand in producing Diaz.

In the meantime, she and Ryan
continue to work five or six days a
week writing new material for Cherry
Lane and showcasing in New York,
Nashville and other major music mar-
kets. She will play Next Big Nashvilie
Sept. 12 and will share the stage with
Roman Candle and Keegan Dewitt
Oct. 11in Music City. —KH

Contact: Ty Stiklorius, ty@stik-
lorius.com

THE LOVELY
SPARROWS

The Lovely Sparrows lately seem to
be the go-to indie-pop band for
artists as they travel through Austin.
Opening for acts as diverse as Fleet
Foxes, Appleseed Cast and the Black
Angels, the group is now poising it-
self to bust out of its Texan hotbed.

With help from New York-based
management/consulting agency the
Rebel Group, the Lovely Sparrows
will release their first full-length,
“Bury the Cynics,” Sept. 9. The album
was preceded by an Aug. 19 digital
release, a Daytrotter session and an
interview on NPR’s Austin affiliate
KUT. Additionally, spin.com debuted
the powerful viral video for “Bury the
Cynics” track “Year of the Dog,” di-
rected by video artist Eric Power.

The music crafted by primary
songwriter Shawn Jones has a mix of
charm and sadness, and even a little
bit of humor amid delicate, acoustic-
led pop tracks. “Pop isn’t a dirty word
for us,” says Jones, whose unadorned
voice wails through pensive, narra-
tive lyrics. “We mix pop with the sad-
ness. It makes sadness much more
manageable,” he says with a faugh.

At home in between giving guitar
lessons to students at the Austin
School of Music, the songwriter is fi-
nessing a musical theme of a differ-
ent sort: He has been commissioned
to complete the soundtrack/score
for forthcoming documentary
“Steve,” riffing on a minutelong
theme song written for the movie by
producer Brian Eno.

“It’s a total dream to be working
on asoundtrack,” he says. “The friend
who commissioned me for the job
said I’'d be perfect for creating some-
thing ‘creepy and weird.’ | thought,
well, that’s nice.”

Jones and his backing band—
which consists of anywhere from
one to seven people—are slated to
perform at September’s Pop Mon-
treal festival and are planning a cou-
ple of East Coast tour runs. —KH
Contact: Ben Losi, manager, ben@
therebelgroup.com

VIDEOQ: For an exclusive

performance and interview with
<com the Lovely Sparrows, go to bill-

board.com/thelovelysparrows.
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CALEXICO
Carried to Dust
Producer: Nick Luca
Quarterstick
Release Date: Sept. 9
ﬁ Fans of Catexico's las
album, "Garden Ruin,”
will not find that the Arizona-
based band has traversed far
from that lonesome desert
landscape. Special guest
vocalists, plus a turn at bat
from longtime member Jacob
Valenzuela on “Inspiracion,”
add intriguing textures to the
15-song set. Sam Beam of Iron
& Wine, who filled out half of
the 2006 split EP "In the
Reins,” provides elements of
drama for “House of Val-
paraiso,” while Pieta Brown
counters Joey Burns’ whisper-
singing on “Slowness.” Quar-
terstick teased the album last
month with the sinful-sounding
single “"Two Silver Trees,”
which boasts keys and synth
arrangements. And as always,
beautiful strokes of fada, mari-
achi, surf and Western are part
of an epic backdrop for Burns'
narratives.—KH

OKKERVIL RIVER

The Stand-Ins

Producer: Brian Beattie

Jagjaguwar

Release Date: Sept. 9

u A year after releasing
one of ‘07’s finest rec-

ords, “The Stage Names,” Will

Sheff and band return with a

GYM CLASS HEROES

The Quilt
Producers: various

fifth full-length that's a sequel,
a soul mate or second half of
its predecessor. "The Stand-
Ins” feels looser and breath-
ier than “Stage Names,” from
the boppy “You Can’t Hurry

-{eve’-bassline -en cpener
“Lost Coastlines” to the crack-
ling “Singer Songwriters,”
which takes several well-
directed swings at self-
indulgent hipsters ("You've
got outsider art by an artist
who arguably kidnapped a kid
on the wall,” Sheff indicts).
Fans will enjoy hearing the
continued tales of characters
like Savannah (on “Starry
Stairs”) and, one suspects, no
small amount of Sheff himself.
"The Stand-ins” doesn’t have
quite as many Instantly
throat-grabbing moments as
its brother, but is a quieter,
sneakier listen that takes a
while to reveal more of the
band’s trademark multilay-
ered treats.—JV

MICHAEL FRANTI &

SPEARHEAD

All Rebel Rockers

Producers: S/y & Robbie

Anti-

Release Date: Sept. 9

B Michael Franti spent the
past few years docu-

menting the chaos in the Mid-

dle East, penning a children’s

book and, with 2006's "Yell

Fire!,” stoking the kind of

pointed political fire for which

JESSICA SIMPSON

Do You Know

Producers: Brett James, John
Shanks

Columbia Nashville

Release Date: Sept. 9

After she scored nine pop hits between 1999 and
2006, top 40 radio gave Jessica Simpson the heave-
ho. Now the singer has shifted formats to country,
which she insists is an organic fit, given her Texas
roots—not to mention her film role as Daisy Duke in
2005’s “The Dukes of Hazzard.” Full-length foray “Do
You Know” is a credible transition, beginning with No.
18 launch single “Come On Over,” which convinced
programmers that there’s twang in Simpson’s torch.
She aligns with Grammy Award-winning producers
Brett James—an ideal fit via collaborations with
Martina McBride and Carrie Underwood—and John
Shanks, who has worked with, well, everyone. Despite
detractors, Simpson remains a gifted vocalist who
delivers on most every cut. Soaring midtempo
“Remember That,” lamenting power ballad “Still Don’t
Stop Me” and the title track, which features Dolly

Decaydance/Fueled by Ramen
Release Date: Sept. 9

Gospel soul hoedowns,
radio nuggets, brassy ska rides, melodic narrative bal-
lads: Just call Gym Class Heroes your Swiss Army
band. United behind Travis McCoy, who rhymes like
Eminem with an arts school degree, the band is remi-
niscent of everything but atypical of nothing. On
sophomore effort “The Quilt,” the act tops 2006’s
gold-selling “As Cruel As Children,” conjuring Sublime
one minute (“Blinded by the Soul”), Chris Brown the
next (“Cookie Jar”) and then reverently summoning
Hall & Oates’ Daryl Hall to contribute vocals (“Live
Forever”). Everyone plays a part, including inspired
guests like Estelle and Busta Rhymes, but the real star
is McCoy, who’s got the lyrical wit, natural showman-
ship and effortless mystique of a superstar. If it all
seems messy, it isn’t. GCH sounds like an American
utopia, where everyone coexists joyfully and thrives
on the diversity. Perfect for an election year.—KM

hip-pop
pP-pop

Parton, are all prime contenders.—C7T

he's become so well-known.
Like “Yell Fire!,” this set was
tracked in Jamaica with go-to
producers Sly & Robbie and is
as much of a dub- and soul-
infused party record as Franti
has ever delivered. Sure, he's
incapable of keeping politics
out of his voice, but tracks like
“A Little Bit of Riddim,” “Life in
the City” and the soaring first
single "Hey World (Remote
Control Version)” are aimed
squarely at the feet rather than
the heart. The second half
tends to meander en route to
a crisp acoustic finale called
“Have a Little Faith,” but the
killer tracks here—and there
are many—make for Franti's
sweatiest recent arguments
that hope springs eternal.—JVvV

NEW KIDS ON THE
BLOCK
The Block
Producers: various
Interscope
Release Date: Sept. 2
The New Kids’ come-
back album contains
songs like “Grown Man,” “Big
Girl Now"” and “Put It on My
Tab,” designed to deliver the
message that they're no longer
the fresh-faced tweens on your
pre-algebra notebook. But
when one of them sings, "Let’s
try every position,” on “Sexify
My Love,” it's hard not to smirk-
ify your face. Sure, the New

Kids deserve a shot at areunion
as much as anyone. But unless
you're holding the album cover
you'd have no way of knowing
who these singers are, so com-
pletely have the Kids been fil-
tered through the Usher Ma-
chine. Most of “The Block” is a
reasonable enough approxi-
mation of faceless club pop,
complete with standard-issue
guest stars (the Pussycat Dolls,
Timbaland) and out-of-left-
field rap bridges. When the
Kids hit the road this fall, songs
from "The Block” will do little
more than provide nostalgia-
craving fans a chance to check
their BlackBerrys.—JV

OLIVIA NEWTON-
JOHN & FRIENDS
A Celebration in Song
Producers: varicus
Capitol
Release Date: Sept. 2
“A Celebration in Song”
is an ultimate gift—with
a portion of global proceeds
aimed at Olivia Newton-John's
Cancer and Wellness Centre.
The artist offers 12 duets with
the likes of A-list soul mates
Cliff Richard, Barry Gibb,
Richard Marx, Keith Urban, life-
time producer John Farrar and
pal/songwriter/executive pro-
ducer Amy Sky. Allmemorable,
though a pair of lesser-known
stateside acts are perhaps
most inspired: chug-along in-
spirational anthem “Isn’t It
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Amazing” with Asian dance act
Sun and “Right Here With You,”
Newton-John's duet with Delta
Goodrem, who, atan early age,
battled cancer like her singing
partner. Theiranthemanchors
the project, and it feels as if
ONJ is passing on the pop
torch to her protégé.—C7T

CHRIS TOMLIN
Hello Love
Producer: £d Cash
sixstepsrecords/Sparrow
Release Date: Sept. 2

Ina genre built on mem-

orable melodies and
simple, reverential lyrics, Chris
Tomlin's gifts are unparalleled.
First single “Jesus Messiah” has
all the earmarks of another
Tomlin entry into the canon of
the modern church. Other
strong candidates likely to fol-
low are almost too many to
enumerate. "Exalted,” "'l Will
Rise” and “"God Almighty” are
particularly sturdy but hardly
more or less so than any of the
album's 12 songs. “You Lifted
Me Out” reinforces Tomlin’s
credentials with solid AC/rock
but is also the sole nod in an
edgier direction. Quiet intros,
with gradual crescendos—usu-
ally reinforced with either/or
orchestra and choir, often of
majestic proportions—are the
clear production path chosen
throughout. That might not be
quite to the tastes of fans of
rough-and-tumbler rockers

ERIC BENET
Love & Life
Producers: various

(like Tomlin's labelmate the
David Crowder Band), but will
almost assuredly broaden
Tomlin's already formidable
presence across the main-
stream of Christian music.—GE

KIMYA DAWSON
Alphabutt
Producer: Kimya Dawson
K
Release Date: Sept. 9
u “Juno” made Kimya
Dawson something of
a voice for the teen gestalt,
but her latest effort plays to
a younger set. “Alphabutt” is
a children’s album, 15 songs
in 27 minutes that have a
breezy, unconditional inno-
cence and more than a little
silliness. There are plenty of
rectal references ("G is for go-
rilla fart/H is for huge gorilla
fart,” she sings in the title
track, while “Pee-Pee in the
Potty" is an a cappella ode to
just that) but also simple
slices of everyday life that
have their own kind of
poignancy. Whether it's a trip
to visit extended family
("Uncle Hukee's House"), an
examination of a sock and un-
derwear drawer (“Seven Hun-
gry Tigers™) or an agenda-
setting song to a child ("l Love
You Sweet Baby”), there's al-
ways a cheery countenance
amid lo-fi arrangements that
sound like they were recorded
in the family recroom.—GG

Friday/Reprise/Warner Bros.
Release Date: Sept. 9

Despite the radio-friendly “Pretty
Baby” and “I| Wanna Be Loved,” Eric Benét's last
album, “Hurricane,” was an inconsistent disappoint-
ment. But fans, especially those of the female per-
suasion, will rejoice when they hear the R&B
singer/songwriter regain his footing on “Love & Life."
His fourth album is rooted in the classic R&B of the
*70s—stimulated by a contemporary blend of gospel,
jazz and Latin rhythms and the same passionate
tenor behind 1999 No. 1 R&B hit “Spend My Life With
You.” He channels that romantic fervor on “You’re the
Only One.” Then he goes deep on the sensual “The
Hunger” and “Chocolate Legs,” a seductively rever-
ent homage to females’ healing power. He tackles his
own ups and downs on the frankly personal “Still |
Believe” and steps into groove mode on “Weekend
Girl” and “Iminluvwichoo.” A welcome refresher
course in pure Benét.—GM
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JENNI RIVERA
Jenni
Producers: various
Fonovisa
Release Date: Sept. 9

You know an artist is in

command of hergenre
when you listen to her songs
and can’t imagine anyone
else singing them. Banda
diva Jenni Rivera has trade-
marked a swingy, midtempo
groove on her brass-heavy
tunes and a cackling blunt-
ness that other regional
Mexican singers of her gen-
eration don’t even approach.
On her latest, in addition to
the hilariously dismissive
insult-fests “Envuelvete” and
“Fraude,” (in which she tells
her ex he's lousy in bed),
there are nuanced, lovely
songs. There's the soaring
baliad “Culpable o Inocente,”
and “Tu Camisa Puesta,” in
which she doesn’t care that
her man has no money as
long as she wakes up with
his shirt on. With Rivera’s
hand in writing and produc-
ing her own material, this is
one Jenni from the block
who can rightly proclaim,
“I'm real."—ABY

PATTY LOVELESS
Sleepless Nights
Producer: Emory Gordy Jr,
Saguaro Road
Release Date: Sept 9
* In lesser hands this
collection of country
classics might have been
badly mishandled, but in the
willing arms of traditionalist
extraordinaire Patty Loveless
and producer/husband Emory
Gordy Jr., the past is brought
to new life. Loveless wisely
doesn’t try to mimic the orig-
inals, but she doesn’t stray
too far either, which makes

for a comfortable yet fresh
listening experience. While
the highlights include a fem-
inine turn on the Dickey Lee-
penned “He Thinks | Still
Care” (famously done by
George Jones as “She Thinks
I Still Care”), the steel gui-
tar-laden and mournful
“Crazy Arms” and Vince
Gill’s fuscious harmony on
the title track, which harks
back to past vocal intertwin-
ing with Loveless, every cut
is a newly mined gem in its
own right. Especially tanta-
lizing is her acoustic and raw
turn on Hank Williams’ “Cold
Cold Heart.”—KT

BRUCE ROBISON

The New World

Producer: Bruce Robison
Premium Records

Release Date: Sept. 2

*' Bruce Robison, who
‘@l has had his songs
turned into mainstream
country hits by Faith Hill &
Tim McGraw, George Strait
and the Dixie Chicks, is a
Texas staple. But this latest
offering might just turn a few
heads in the rest of the new
world. While “Bad Girl Blues,”
which conjures a smoky
nightclub, is sonically and
lyrically the hands-down
winner on the set ("Wish |
could have been the brides-
maid instead of always the
bride™), “California 85" fea-
tures another clever turn
("Try the California 85, it goes
well with the lies”). Other
highlights include the funky
“The Hammer,” bluegrass-
tinged “Only,” the throwback
“Twistin® ” and playful “The
New One,” which would make
Randy Newman proud. Wife
Kelly Willis adds her distinc-
tive voice to a number of cuts,
and the rich yet spare accom-
paniment is just right. —KT

LEGEND & CREDITS S

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

CONTRIBUTORS: Ayala Ben-
Yehuda, Gordon Ely, Gary Graff,
Katie Hasty, Kerri Mason, Michaet
Menachem, Gail Mitchell, Shad
Reed, Chuck Taylor, Christa L.
Titus, Ken Tucker, Kristina M.
Tunzi, Jeff Vrabel, Chris Williams

PICK »: A new release predicted
to hit the top half of the chart in
the corresponding format.
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CRITICS’ CHOICE *: A new
release. regardless of chart
potential, highly recommended
for musical merit.

All atbums commercially available
in the United States are eligible.
Send album review copies to
Jonathan Cohen and singles
review copies to Chuck Taylor
(both at Billboard, 770 Broadway,
Seventh Floor, New York, NY.
10003) or to the writers in the
appropriate bureaus.
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OASIS
The Shock of the Lightning
(5:02)
Producer: Dave Sardy
Writer: N. Gallagher
Publishers: Oasis/Sony/ATV
Music Publishing
Big Brother

Britrock quintet Oasis

delivers a hypnotic,
signature first single from
seventh studio album “Dig
Out Your Soul” (Oct. 7). The
energetic “The Shock of the
Lightning” is vintage Qasis,
circa 1995. With a banging
kick drum and Uber-catchy
guitar grooves, the brothers
Gallagher showcase a new
fan favorite and a bloody
good rockin’ track. The
band, currently on tour with
Ryan Adams in North Amer-
ica, will hopefully find the
same love stateside that it
has garnered in the United
Kingdom, since engaging an
American audience has re-
mained a perpetual chal-
lenge for the seminal act.
Debuting at No. 31 at mod-
ern rock radio, it's certainly
off to a promising start.
Maybe “love is a magical
mystery” after all. —kKMT

AARON WATSON
Love Makin’ Song (2:41)
Producers: Ray Benson,
Sam Seifert, Aaron Watson
Writer: A. Watson
Publishing: Sonnet/Aaron
Watson Songs, BMI
R.ED.
Like Pat Green, Cory
Morrow, Roger Kreager
and other Texas stars, Aaron
Watson hopes and deserves
to be heard beyond the bor-
ders of the Lone Star state.
With his latest, the Abilene-
based Watson proves that the
best country music is not al-
ways crafted in Nashville. As
the title not so delicately in-
dicates, the singer is inter-
ested in one thing and one
thing alone. With a thumping
bass plus plenty of steel gui-
tar and fiddle, Watson has
crafted what's sure to be a
dance hall—and hopefully
radio—favorite. There’s plenty
of boasting here ("Either way
it's gonna end with an all-
night long™), but something
tells us Watson—who chan-

nels Conway Twitty at his
testosterone-talking best—is
going to deliver—KT

SLIM THUG
FEATURING DEVIN
THE DUDE
Bitch I’'m Back (3:43)
Producer: Dr. Dre
Writers: S. Thomas,
D. Copeland, A. Young
Publisher: not Jisted
Boss Hogg Qutlawz
* In 2005, Houston hip-
hop was white hot. The
efforts of Michael “5000”
Watts and his independent
Swishahouse label led to local
artists’ regional sound capti-
vating the country. However,
this movement has been
stuck at a standstill ever since.
Slim Thug, one of the afore-
mentioned MCs, is in a posi-
tion to try to reclaim past
glory. With help from Hous-
ton rap veteran Devin the
Dude and the legendary Dr.
Dre, Slim explains being torn
between a major label and the
creative freedom that comes
with being independent (“So
| listened to my label, planned
to break acts/And learned a
whole lot of game from that/
Just stay true my nigga, and
do you/ And fuck what an-
other trying to tell you to do”).
Slim Thug is back to being
himself. And that’s what hip-
hop is all about.—~SR

™

-

METALLICA
The Day That Never Comes

(8:01
Producer: Rick Rubin
K. Hammett, R. Trujillo

Warner Bros.

chords recount

Writers: J. Hetfield, L. Ulrich
Publisher: Creeping Death Music, ASCAP

“The Day That Never Comes” is what Metallica fans
felt they were pining for while awaiting the follow-up
| to 2003’s ill-received album “St. Anger.” Rock DJs
have pounced on the track, making the band the first
act this decade to notch a pair of top five rock debuts.
But they’re not just banging “Never” because it's an
event record: It's a masterful biend of the quartet’s
classic sound with the Metallica of today, quenching
fans’ lengthy thirst for a true dose of metal from one
of the genre’s cornerstones. The clean, meandering
route follows the soulful interludes of “Fade to Black,”
then reveals its ace around the four-minute mark: gal-
loping beats and guitar-heavy fire whose opening
instrumental
Metallica has forged a comfortable reunion between
its gutsy thrash parentage and its contemporary
musical maturity. Thank God.—CLT

treatise “Orion.”

LADY GAGA

FEATURING COLBY

O’DONIS

Just Dance (4:02)

Producers: Red One, Akon

Writers: Lady GaGa,

N. Khayat, A. Thiam

Publisher: not /isted

Streamline/KonLive/

Interscope

u Puerto Rican singer/
songwriter Stefani Ger-

manotta—aka Lady GaGa—

Angel (4:08)
Jerkins
C. Johnson, R. Love

Publisher: not /isted
Epic

NATASHA BEDINGFIELD
Producer: Rodney “Darkchild”

Writers: L. Daniels, R. Jerkins,

Natasha Bedingfield’s approach to international success
appears to be working. When her sophomore album was
released in the United States after a near-year’s delay,
she uitimately recorded a new batch of songs aimed at
capturing radio airplay. That decision has paid dividends
with two hit singles from “Pocketful of Sunshine”: “Love
Like This,” featuring labelmate Sean Kingston, and the
top five title track. Third single “Angel,” another of the
new tracks, was produced by Rodney Jerkins and takes a
decidedly more urban slant, which, of course, will fit in
fine on these shores. Vocally, Bedingfield has no difficul-
ty adjusting to the production, confidently delivering
with sass and swagger. With angelic harmonies through-
out, a catchy chorus with a fun spell-out of “a-n-g-e-I”
and a sing-rap bridge, Bedingfield is on her way again to
the airwaves’ high heavens.—CW

wWwWw.americanradiohistorv.com

was playing piano by ear at
age 4, wrote her first song
at 13 and accepted into New
York University’s Tisch
School of the Arts at 17.
Gaining notoriety as a
songwriter for Interscope's
Pussycat Dolls, she was
signed by the label and now,
at 22, releases electro-pop
debut “Just Dance.” The
song has already been per-
formed at the 2008 Miss
Universe pageant and on
Fox’s “So You Think You Can
Dance” and MTV's “"Amer-
ica’s Best Dance Crew.”
Already a No. 2 smash on
Billboard's Hot Dance Club
Play and Hot Dance Airplay
charts, GaGa’s debut from
album “The Fame” (Oct. 9)
is working its way up the
Billboard Hot 100. Akon
offers supporting vocals as
does GaGa's 19-year-old
newcomer labelmate Colby
O’Donis, who taps into the
mix with his tenor swagger.
The accompanying video
offers a glimpse of the
glitzy, debauched world
GaGa has immersed herself
in since exploding on the
scene, In a grungy party
setting with loads of raunch
and sass. In addition to her
musical wares, this Lady is
on her way to becoming a
style icon and pop culture
brand.—MM

METALLICA: ANTON CORBIJN
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Gettin
Know

‘Idol’ Alum Pickler Writes
From The Heart

She has domestic turmoil and tabloid-fodd=r ro-
mance in her past, but Kellie Pickler just wants
people “to get to know me through my music.”
IUs fitting then that Pickler's sophomore se”, due
Sept. 30, is self-titled.

“American ldol” alumna Pickler’s debut album,
“Small Town Girl,” debuted at No. 1 on Billboard’s
Top Country Albums chart in November 2006 and
has sold 783,000 units, according to Nielsen Sound-
Scan. The singles “Red High Heels” and “I Won-
der” have moved 433,000 and 311,000 dgital
downloads, respectively. The numbers are espe-
cially impressive given that Pickler has yet to score
atop 10 airplay single—*“Red High Heels” reached
No. 15 on Hot Country Songs in February 2007, “I
Wonder” peaked at No. 14 and “Things That Never

TO
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Crossa Man’s Mind” topped out at No. 16in March.

Alot has changed for Pickler since that first set.
She shifted from New York-based manager Hoff-
man Entertainment to Nashville- and Los Ange-
les-based Fitzgerald Hartley. And after working
with Blake Chancey, Pickler chose Chris Lindsey
to helm her second effort. “It takes time to find the
right team of people for you,” Pickler says. “That’s
the hard part of the whole process.”

While Pickler is complimentary of Chancey-
“Hedid anamazing job; he was flying everywhere
to try and get [the album] done”—she says her re-
lationship with Lindsey led to him producing her
second album. “Chrisand I became close because
we've written so much together. [Lindsey’s wife,
songwriter] Aimee Mayo is like a sister. There’s so
ruch chemistry between us three that we were
j1st meant to work together.”

And while the debut was a rush-job completed

while Pickler was on the “American [dol” tour, the
new album is “a lot more ‘me’ because we had the
time to make it ‘me." ”

The first single, the advice-laden and inspira-
tional “Don’t You Know You're Beautiful,” is No.
28 on Hot Country Songs. Jay Thomas, music di-
rector for XM Satellite Radio’s Highway 16 chan-
nel, says the success of Pickler’s first three singles
and the sales on her debut set meant that playing
the new track was a “no-brainer. The song certainly
connects with most of our audience.”

Pickler, who co-wrote five songs on the new
album, calls her songwriting “honest.” “It’s like
you're reading one of my journals.”

For example, “Somebody to Love Me” comes
from “the darkest time of my life,” Pickler says.
“It's really personal. Every time | write a song it
gives me closure in that part of my life.”

“One Last Time,” which Pickler calls “my fa-
vorite song I've ever written,” is another personal
revelation. “Writing has been the most healing out
of anything I've ever done,” she says. “Just wriling
it down on paper is so much better than going to
the therapist.”

“She’s had more people break her heart than
make it heal,” says Sony BMG Nashville chatrman
Joe Galante, who signed her as a 20-year-old.

While Pickler had tried her hand at songwriting
growing up, it wasn't until she teamed with Lind-
sey and Mayo that she was able to discover her inner
tunesmith. “Everything just poured out of me. It
was like a waterfall,” she says.

Pickler wrote the you-should-have-kept-me-
when-you-had-the-chance “Best Days of Your Life”
with gal pal Taylor Swift when the two were on tour
with Brad Paisley last year. Swift adds harmony to
the tune. The hilarious “Rocks Instead of Rice” de-
tails a jilted lover’s reaction to her former beau's
wedding day.

Among the bonus tracks on the new set is a
cover of Keith Whitley’s emotional “Don’t Close
Your Eyes.

Galante has watched Pickler mature and feels
she’s primed for another big album. “There’s no
doubt Kellie has put more ofherselfin this record.
We did not have a top 10 [airplay] record and peo-
ple bought her,” he says. “They wanted to see her
and they wanted to know her. And on this record
they learn more about the wacky world of Kellie
Pickler. You get to see many sides of her.”

Pickler, who will appear at the Canadian Coun-
try Music Awards Sept. 8 in Winnipeg, will co-host
“CMA Music Festival: Country’s Night to Rock”
that same night with Swiftand “Dancing With the
Stars” dancer-turned-country-singer Julianne
Hough on ABC. She also will hit the road with head-
liner Sugarland and Ashton Shepherd when that
tour kicks off Sept. 13 in Asheville, N.C.

Among other media appearances, Pickler will
visit NBC’s “Today ” on Sept. 30 and the syndicated
“Regis & Kelly” the following day. While at “Today,”
Pickler will announce details of a high school tex-
ting campaign, the winner of which will receive a
free concert. e
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ONE-STOP
(CHOP)
SHOPPING

The Little Ones might be the most
cheerful band in Los Angeles. Their
full-length debut, “Morning Tide,” per-
colates with jangly guitars, catchy
melodies and creamy vocal harmonies
inspired by the long history of Califor-
nia pop. So it makes sense that singer/
guitarist Ed Reyes would find the sil-
ver lining in the band’s being dropped
earlier this year from Astralwerks,
which was set to release “Morning
Tide” this summer until restructuring
at parent company EMI resulted in a
round of widespread layoffs.

“Because we were always on tour,
we never really had time to digest the
first incarnation of the record,” Reyes
says. “But after we were let go, we had
alot of downtime and we kind of got
to discover it again.” Close listening
convinced the frontman and his band-
mates that remixing and resequencing
were required to “bring out the little
nuances” of the band’s sound. That’s
an opinion they shared with music su-
pervisor Alexandra Patsavas, who
signed the Little Ones to her Atlantic
imprint Chop Shop Records, which
will release a Mark Needham-mixed
“Morning Tide” on Oct. 7.

Patsavas was already familiar with
the Little Ones when she and partner
John Rubeli saw the band play at South
by Southwest in March; last year she
licensed their song “There’s a Pot
Brewin' " for an episode of “Gossip Girl.”
“We knew that they were looking for a
home,” Patsavas says, “and as a music
supervisor 'm always looking for a well-
crafted song that’s uniquely performed.
The Little Ones deliver on that.” Pat-
savas and Rubeli made their pitch at a
“low-key breakfast meeting” in Austin.

“What they wanted to accomplish
is exactly what we wanted to accom-
plish,” says Reyes, who adds that self-
releasing an EP (“Terry Tales & Fallen
Gates”) after being dropped from As-
tralwerks gave him a fresh perspec-
tive on partnering with a label. “It felt
like the right fit, so we said, ‘Maybe
we should combine forces to help the
record grow.””

Patsavas’ music-supervision expe-
rience was part of what attracted the
Little Ones to the deal. “Music is dis-
covered through different channels
now,” Reyes says. “Kids might hear us
in a TV show—that’s the new way of
the digital age.” According to Patsavas,
the album’s title track will appear in an
upcoming “Gossip Girl” episode.

—Mikael Wood
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Red-Hot Mraz Connecting
Online, At Radio

BY JONATHAN COHEN

Singer/songwriter Jason Mraz emerged from rel-
ative obscurity with his 2002 Atlantic debut, “Wait-
ing for My Rocket to Come,” which wound up
selling more than 1 million copies in the United
States, according to Nielsen SoundScan. But things
went off track with its 2005 follow-up, “Mr. Ato Z,”
which spent just nine weeks on the Billboard 200.

Now, Mraz has bounced back in a big way with
his third album, “We Sing. We Dance. We Steal
Things,” which this week surpasses the sales ofits
predecessor (360,000 compared with 354,000) after
just 16 weeks. Airplay and digital track sales con-
tinue to rise for the single “I'm Yours,” which bul-
lets 24-9 on the Billboard Hot 100 this week and
has shifted more than 971,000 downloads.

VIVE LA DIFFERENCE!
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What makes Mraz's resurgence even more im-
pressive is the complicated method by which At-
lantic set up the new album. Mraz released acoustic
versions of every track during the course of three
EPs, the last of which was included as a digital bun-
dle with “We Sing. We Dance. We Steal Things”
when it arrived May 13.

“There’s no question this has been led by ‘I’'m
Yours,’ but this is what proves to me he's become
analbum artist: Within the Warner Music Group,
he has the highest single-to-album conversion rate
of any artist in the group,” says Atlantic senior VP
of marketing Dane Venable, who declined to re-
veal the specific percentage. “People may use the
single as an entry stream, but they're obviously
buying more than that.”

Venable says that after the disappointing sales
of “Mr. Ato Z,” Atlantic went back to the drawing

Mraz’s new album has exceeded what its predecessor sold in three years. Below, the first four
months for “We Sing” compared with the first year for “Mr. Ato Z2.”

“WE SING. WE DANCE. WE STEAL THINGS”

TO DATE SALES: 360,000

g

SOURCE: Nielsen SoundScan

board to reposition Mraz as a developing artist this
time around, starting with the EP series.

“Even by our own estimations, we thought, ‘If
we did [5,000]-7,000 copies of these EPs, what a
great story,” ” he says. “But we've done [25,000]-
30,000 of them, which is great by any standard.
Then, we went back to triple A radio, which he re-
ally hadn’t been a focus at since the first album,
and he gota No. 1 there.”

Mraz also toured colleges and clubs prior to street
date. “We wanted to cultivate that fan base we know
is nuts for him, step by step,” Venable says.

Looking ahead, Atlantic is shifting its radio
focus for “I’'m Yours” to top 40, having just se-
cured adds from stations in Kansas City, Mo., and
Atlanta this week.

“This is the most overperforming song we've
seen in years,” Venable says. “Our total audience
isabout 18 million, notincluding video play. If you
look at everything anywhere in its neighborhood
on the Hot 100, every one of those songs are mass-
crossover top 40 or hip-hop tracks. The sales per-
formance of this record has certainly outweighed
anything we've gotten so far. It's proof that the song
is connecting.”

Also new is a 30-second Overstock.com TV spot
featuring “I'm Yours” that has been running for
the past two weeks and will air through Christ-
mas. In September, Ovation is airing an hourlong
live Mraz special filmed in Denver, and Venable
says Mraz will make some TV appearances this
fall while on the road in North America. “Just to
keep everything fresh at triple A,” Atlantic on Sept.
8 will service a new single, “Make It Mine,” with
aviral video teed up as well.

“We want to be peaking with ‘I'm Yours’ about
the first week in December,” Venable says. “If we
can do that, we're all in for a great year.” - .

ROCK AROUND
THE CLOCK

Anyone remember Shriekback? ici-
cle Works? In Tua Tua? Shona Laing
or Ranking Roger? We don’t either,
but they were among the 30 names
on Billboard’s first Modern Rock
chart, which launched in the Sept.
10, 1988, issue. Siouxsie & the Ban-
shees’ “Peek-a-Boo” was the maiden
No. 1on a chart that also featured
top 10s from Big Audio
Dynamite, the Pre-
tenders, UB40, Ziggy
Marley & the Melody
Makers and 10,000 Ma-
niacs, among others.
Billboard radio edi-
tor Sean Ross wrote in
that week’s issue that
the chart’s launch was
“in response to indus-
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try demand for consistent informa-
tion on alternative airplay.” It was ini-
tially intended as a complement to
the Album Rock Tracks chart, long
the home for more established acts
such as Van Halen, Cheap Trick, Guns
N’ Roses, Elton John and Rod Stew-
art. (it morphed into the current Main-
stream Rock tally in April 1996.)
With mainstream
rock outlets tightening
playlists, Ross wrote, la-
belsturnedincreasingly
to alternative stations
for airplay. He added,
“Since then, theimpor-
tance of those stations
has been borne out in
the No.lalbum success
of Tracy Chapman, the

SIOUXSIE
SIOUX
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multiformat reach of Ziggy Marley &
the Melody Makers and the continuing
sales and/or concert success of such
acts as 10,000 Maniacs, Depeche
Mode and the Cure, which still receive
spotty play in other formats.”

Over time, the Modern and Main-
stream charts became more and
more similar in their makeup. (This
week, the two charts share 19 songs.)
But in September 1988, they were
polar opposites. Dance-tinged rock
was all over the Modern list in the
form of the Escape Club, Information
Society, House of Love, the Sugar-
cubes, Erasure and INXS, while future
alt-rock titan Crowded House rubbed
elbows with singer/songwriters like
Chapman, Patti Smith, Graham Parker
and Joan Armatrading.

With a 3-1jump, Staind’s “Believe™is
the 20th-anniversary No.1on Modern
Rock this week, dislodging Coldplay’s
“Viva LaVida.” -—JC
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The first installment of Billboard’s
Modern Rock chart was home to
everyone from INXS and the
Pretenders to Tracy Chapman
and Edie Brickell.

KNOCK
KNOCK.

Pretty Ricky is getting fans warmed
up for its new album with a remake of
H-Town’s 1993 hit “Knockin’ Da
Boots.” The act’s version, titled
“Knockin’ Boots,” rose 100-79 last
week on Billboard’s Hot R&B/Hip-
Hop Songs chart before retreating
to No. 84 this week. It precedes the
album “80’s Babies,” due Sept. 23
via Atlantic.

“We went into the studio, dimmed
the lights and set the tone with in-
cense, all to make you feel sexy,”
group member Baby Blue says. “We
just want to make sure that these
records feel real.”

Feeling “real” has become the sala-
cious boy band’s calling card, and the
young men have gathered excitement
as wild performers during their con-
certs. Despite weathering steep com-
petition in the teen-skewed market
primarily ruled by Bow Wow and
Omarion, Pretty Ricky’s two albums
have sold a combined 1.39 million
copies.inthe United States, according
to Nielsen SoundScan.

Both 2005’s “Bluestars” and
2007’s “Late Night Special” were lead
by spicy first singles that didn’t shoot
up the Hot R&B/Hip-Hop Songs chart,
but rather rose at a steady pace.
“Grind With Me” took 14 weeks to hit
No. 6, while “On the Hotline” peaked
at the same position in 15 weeks.

Atlantic is hoping “Knockin’ Boots”
follows a similar path. The cut has sold
6,000 digital copies since its early-
August release, on the heels of first
official single “Cuddle Up,” which has
shifted 10,000 downioads.

“We’re watching the sales develop
before the record develops at radio
largely due to kids finding the record
in other ways,” Atlantic executive VP of
urban promotion Morace Landy says.

Landy says Atlantic has partnered
with several large-market Radio One
radio stations for a video blog initia-
tive called “Follow Me.” During the
past three months, Pretty Ricky
filmed numerous video blogs, which
were posted on its own site as well as
Radio One’s, and also taped a seg-
ment for the label’s “How | Got On”
vioginitiative, in which it talks about
its rise to prominence.

“Online interaction helps a lot our
artists,” Landy says. “Lupe Fiasco is
an example—he’s a huge artist but
hasn’t garnered the airplay he should.
Still, we’ve sold a lot of records with
him because there are so many other
ways for consumers to find music.”

—Hillary Crosley and Gail Mitchell

PRETTY RICKY

—
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>>The little bedroom demo that
could gives Jason Mraz his first
top 10 hit on the Billboard Hot
100. “I’'m Yours” was written in

4 2004 while Mraz was working on
his album “Mr. A to 2.” When his
label asked him for some
unreleased songs to post on the
Internet, Mraz gave It a stack of
tracks, including “I'm Yours.”
Now, tke tune recorded in his
bedroom has made Mraz an
international star, as hundreds of
people have recorded their own
cover versions and posted them
on YouTube. A 24-9 surge makes
“I’'m Yours” the biggest hit of
Mraz’s career, besting his debut
entry, “The Remedy (| Won’t
Worry),” which peaked at No. 15
exactly five years ago this week,
on the 5ept. 13, 2003, Hot 100.

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

Who’s Afraid Of Election Day?

Just as Hurricane Gustav rained on the
agenda for the Republican convention,
it appears this year’s presidential elec-
tion will dampen one week’s releuse
schedule during the music industry’s

critical fourth-quarter drive.

The plethora of high-profile releases
that flood the market each year between
September and December make it hard
to imagine subtracting one of those
weeks from labels’ release schedules,
butjust such a scenario seems to be un-
folding in 2008.

At just one major-label group, man-
agers of four different artists are shying
away from Nov. 4, and a scan of releases
tentatively scheduled for that date sug-
gests the thinkingisn'tisolated to a sin-
gle roster.

A survey of the four major distribu-
tors shows that only five artists with at

least one platinum a_bum on their ré-

sumeés are now scheduled to hit the
market on Nov. 4: Dido, Hilary Duff,
Hinder, Brad Paisley and Lionel
Richie. It'sarespectable slate, but not
a Super Tuesday.

One factor cited by managers avoid-
ing Election Day is the
perception that, compet-
ing with news of the pres-
idential race, there will be

OverThe
Counter

week signals the start of the crucial No-
vember sweeps month.

Sales patterns found in Nielsen
SoundScan do not show any negative
impact on album sales during the last
three presidential elections. [n each of
those weeks from 2004,
2000 and 1996, album vol-
ume was larger than i
had been a week earlier.

fewer opportunities for
TV exposure. That feels
like shortsighted think-
ing. Even in 2000, when
the conclusion of the
Bush vs. Gore race was
in doubt for weeks
David Letterman, Jay Leno and the
other late-night shows still had music
slots to fill during the week of that hotly
conlested election.

With Jimmy Kimmel in the picture,
there are even more late-
night bookings now than
there were eight years ago.
And, there are a host of
other TV options that will
be looking for entertain-
ment news to feature that
week, including “Live With
Regis and Kelly,” “The
Ellen DeGeneres Show,
“Entertainment Tonight”
and “Access Hollywood"—
especially since election

MAYFIELD

Comparing volume
from those election
frames with the same
weeks of the prior or sub-
sequent years doesn’t
show any meaningful
pattern, either. When
election day fell on Nov. 5, 1996, albums
sold more than they did in the same
week of 1995 but less than in the same
week of 1997.

The opposite occurred when voting
happened on Nov. 2, 2004, as albun vol-
ume stood 10% ahead of where it would
be in the same week a year later, but
down 28% from the sarne 2003 frame.
Inthe latter case, that probably had more
to do with the fact that six albums bowed
in the top 10 in the 2003 week, compared
with just two top 10 starts a year later.

And the week of that controversial
2000 election, when many of us could-

GEOFF

n't stay away from news on that presi-
dential showdown? Album volume was
greater than the same weeks 0f 1999 and

lVIﬂ"l(et \A’at(:l“ A Weekly National Music Sales Report

Weekly Unit Sales

ALBUM, ATI?IIIHSL'
This Week 7.157,000 1,150,000
Last Week 6,994,000 1,194,000
Change 2.3% ~3.7%
This Week Last Year 7.652,000 866,000
Change ~-6.5% 32.8%

“Digital album sales are also counted within album sales.

Weekly Album Sales (milion Units)

30

25

20 = 2008

Year-To-Date

Billoeare

2001, even with the "99 chart sporting
six top 10 starts.

DOMO ARIGATO: At a party in Tokyo
on the firstanniversary of Billboard Live,
Billboard licensee Hanshin Content
Links added five new charts to its Bill-
board Japan platforms.

Four of the new Billboard Japan of-
ferings are sales charts, based on data
from SoundScan Japan: Top Jazz Al-
bums, Top Classical Albums, Top Over-
seas Soundtrack Albums and Top
Independent Albums and Singles.

Alsoannounced at the Aug. 26 recep-
tion was new radio chart Adult Contem-
porary Airplay, based on data monitored
by radio tracking service Plantech.

With the launch, there are now nine
Billboard Japan-branded charts. Four
were introduced in February, the Bill-
board Japan Hot 100 and Top Albums
among them. The lists are updated each
Wednesday through Billboard Japan’s of-
ficial Web site (billboard-japan.com)and
on dwango’s Billboard Mobile service.

In the magazine’s Hits of the World
section, SoundScan Japan’s singles chart
will be replaced by the Billboard Japan
Hot 100. Like the original Billboard Hot
100 in the United States, the chart ranks
songs’ popularity by merging sales and
radio data, the Japanese version utiliz-
ing information from SoundScan Japan
and Plantech. eee

nielsen
SoundScan

20 igures are rounded

DIGITAL
TRACKS 2001 2008 CHANGE 200 CHANGE

YEAR-TO-DATE SALES BY ALBUM CATEGORY

18,582,000 OVERALL UNIT SALES
19,908,000 Albums 303,464,000 270,876,000  -10.7% Current
_6.79 Digital Tracks 552,491,000 719,247,000  30.2%  (atalog
14,085,000 Store Singles 1,593,000 1,126,000 -29.3% Deep Catalog
Total 857,548,000 991,249,000 15.6%
31.9%
Albums w/TEA* 358,713,100 342,800,700 -4.4%
Inciudes track equivaient album sales (TEA) with 10 track downloads equivaient

to one album sale

ALBUM SALES
'07

'08 —— T 270.9 million’

181,421,000 153,387,000 “18.5%
122,043,000 117,488,000 -3.7%
86,125,000 84,084,000 -2.4%

CURRENT ALBUM SALES

'07

181.4 million’

g 153.4 million

__303.5 million./

'07

CATALOG ALBUM SALES

122.0 million/

& 17.5million

SALES BY ALBUM FORMAT

wwwW americanradiohistorv com

Nieisen SoundScan counts as current only sales within the first 18 months of ar
album’s reiease (12 months for classical and jazz ailbums). Titles that stay in the
top half of The Biliboard 200. however, remain as current. Titles older than 18

months are catalog. Deep catalog is a subset of catalog for tities out more than

M 0} 270,898,000 227,340,000  -16.1%
Digital 31,670,000 42,309,000  33.6%
Cassette 221,000 63,000 -71.5%

O N D J Other 675000 1,064,000  72.4%  3emenths

Go to www.billboard.biz for complete chart data 61
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ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

119 IR ABBA
EATTR GOLD - GREATEST HITS POLYDOR/POLAR 517007/UNE (18.98/12.98)

. VARIOUS ARTISTS
*, R

1 CAN ONLY IMAGINE: PLATINUM EDITION (NO 20228/TIME LIFE (19.98
o HREUSH MARK SCHULTZ
[T BROKEN & BEAUTIFUL WORD-CURB 8B6570/WARNER BROS, (16.98) &

P JOURNEY

JOURNEY'S GREATEST HITS LEGACY/COLUNMBIA 85889 °SONY BMG (18 98/12.98) &
J:a BOB MARLEY AND THE WAILERS
P’; LEGEND: THE BEST OF BOB MARLEY AND THE WAILERS T' FF GONG ISLAND 538904 UME (13 988 98) +A

785 ORIGINAL CAST RECORDING
£ MAMMA MIA! DECCA 6RDADWNAY 545115 DECCA (18.98) &

22y GUNS N’ ROSES

S0 GREATEST HITS GEFFEN 001714,1GA (16.98)

75 BOB SEGER & THE SILVER BULLET BAND
h GREATEST HITS CAPITOL 30334 (16.98)

ans ELVIS PRESLEY

@%’? ELV1S: 30 #1 HITS RCA 68079 /RMG (19.98/12.98,

VARIOUS ARTISTS
BLAZIN' REGGAE RAZOR & TIE 89100 (18.98

» CREEDENCE CLEARWATER REVIVAL
Y° CHRONICLE THE 20 GREATEST HITS FANIASY 2*/CONCORO (17 96/12.98)
75 MICHAEL JACKSON

="' NUMBER ONES 1JJ EPIC 88998/ SONY MUSIC (18.98/12.98
1;6 CARRIE UNDERWOOD

% SOME HEARTS ARISTA ARISTA NASHVILLE 71197/AMG (18 9
186 MICHAEL BUBLE

IT'S TIME 143 REPRISE 48946/WARNER BROS. (18 98) +

hﬁf METALLICA
£ METALLICA ELEKTRA 61113°/AG (18.98/1198)

82 “AC/DC
BACK IN BLACK LEGACY/EPIC 80207 /SONY BMG (18 9§ @

2 ORIGINAL BROADWAY CAST RECORDING

=5 JERSEY BOYS RHING 73271 HEB,
745 QUEEN
»GREATEST HITS HOLLYWQGD 161265 (18.98/11.98)

{7 ABBA

= NUMBER ONES POLAR HEDN CLES 008021/UME (13 98,

s ABBA

= THE BEST OF ABBA 20TH CENTURY MASTERS THE MILLENNIUM COLLECTION POLAR/ R 204 .98}
s BOSTON
4‘% GREATEST HITS LEGACY/EPIC 67622/SONY MUSIC (11.98)

5 ORIGINAL BROADWAY CAST RECORDING
WICKED DE_CCA BRODADWAY 001682 DECCA (18.98
1150 CREED
W95 GREATEST HITS WIND-UP 13103 {18.98 CD/OVD) =
1622 PINK FLOYD
DARK SIOE OF THE MOON CAPITOL 46001 {18.98 10 98
!;7 LINKIN PARK
S5 [HYBRID THEORY] WARNER BRDS 47755 (18 9812 98)
173 JACK JOHNSON
IN BETWEEN OREAMS JACK JOHNSON BRUSHFIRE/U NIVERSAL REPLBL " /UM
]-99:' DISTURBED
TEN THOUSANO FISTS REPRISE 49433/WARNER BROS. (18 88) @
43 EVANESCENCE
" FALLEN WIND-UP 13063 (18 98)
]@ RASCAL FLATTS
S5 ME AND MY GANG LYRIC STREET 165075 HOLLYWODD (18.98)
406 THE BEATLES
1 APPLE 29325 l?APlTOL 118 98 12.98
13 TOM PETTY AND THE HEARTBREAKERS
B8 GREATEST HITS GEFFEN 010327 UME m,
152, BRUCE SPRINGSTEEN
" GREATEST HITS ~OLL MBi1A 67060* O_NY M\JS|CL —9_8
;7 THE BEATLES
e LOVE APPLE 3808 UAPITOL (18 98) +
265 CELINE DION
. ALL THE WAY...A DECAOE OF SONG 550 MUSIC/EPIC 63760/SONY MUSIC (17.98)
M DISTURBED
| THE SICKNESS GIANT 24738/WARNER BROS. (11.98/17.98)
2712 JIMI HENDRIX

EXPERIENCE HENORIX: THE BEST OF JiM( HENDRIX EXPERIENCE HENDRIX ‘Tf'i'l‘_'ll\ﬂ._ i 98/12 98

17!

@ SLIPKNOT
VOL. 3: (THE SUBLIMINAL VERSES) ROAORUNNER 618385 (18 98

38 24

39 45

©

(41 00

42 46

e i JOHNNY CASH
| 16 BIGGEST HITS LEGACY/COLUMBIA 69739/SONY BMG (11 9&7798)

a4 40
45

47 42
48 38
49 47

5

Michael Jackson’s 50th birthday on Aug. 29 gives the King of Pop
reason to celebrate as his “Number Ones™ set rises 18-12 on Top Pop
(atalog Albums with a 7% increase. Just below the threshold of the
tally, we find two more Jackson albums climbing: “The Essential
Michael Jackson” (up 62%) and “Thriller 25” (up 14%). Overall, his
catalog of albums posted a 19% gain last week while his digital track
sales increased by 43

64 | Goto www.billboard.biz for complete chart data

39 50!:' NORAH JONES

s THE BEACH BOYS
THE VERY BEST OF THE BEACH BOYS: SOUNOS OF SUMMER CAPITOL 82710 {18.98} +

' MICHAEL BUBLE
'! MICHAEL BUBLE 14: REPRISE 48376/WARNER BROS. (18.98)
LUTHER VANDROSS
THE ULTIMATE LUTHER VANDRGSS LEGACY/E 97700/SONY MUSICSONY MUSIC 7nm{i:1:.'.‘::
§43 BRAD PAISLEY
-@.I TIME WELL WASTED ARISTA NASHVILLF 69642/58N (18.98)

g KENNY CHESNEY
GREATEST HITS BNA 67076, 58N (18.98/12.98)

27

'175 KID ROCK
COCKY LAVA 83462/AG (18.98/12.98

COME AWAY WITH ME BLUE NOTE 32088° /BLG (17.98)
HANK WILLIAMS, JR.
GREATEST HITS: LIMITED EQITION CURB 79115 (19 98}
. AEROSMITH
S| DEVIL'S GOT A NEW DISGUISE THE VERY BEST OF AEROSMITH G/ EN/COLUMS! s

j02 FERGIE
THE DUTCHESS WILL | AM/A&M/INTERSCOPE 007490/1GA (13.98)

i KID ROCK
DEVIL WITHOUT A CAUSE TOP DOG/LAVA 83119*/AG (18.98)

METALLICA
MASTER OF PUPPETS ELEKTRA 60439/AG (18.98:11.98)
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® SoundScan

Title S

M ]

o m SLIPKNOT Al Hope Is Gone |

- ! ROADRUNNER & =

o THE GAME LAX 5 [
GEFFEN {GA

.. COLDPLAY Viva La Vida or Death And All His Friends
= ¢ I’lw CAPITOL i -'
o THE VERVE Forth pg
ON Y(ltR OWN MEGAFORCE

JASON MRAZ We Sing. We Dance. We Steal Things 2
ATLANTIC AG -
;?CL:NDTRACK Mamma Mia! ¢ -

8
3 '. JONAS BROTHERS ALittie Bit Longer 4
IS HOLLYWDOD &

SHWAYZE Shwayze
2 [2% SURETONE GEFFEN 164 29
. LIL WAYNE Tha Carter Ill 6 .’
CASH MONEY UNIVERSAL MOTOWN UMRG .
SOLANGE Sol-Angel & The Hadley St. Dreams 9
MUSIC WORLD/GEFFEN /IGA.

' STAIND The llusion Of Progress 44 |
% FLIP ATLANIIC 4G

RIHANNA Good Girl Gane Bad -, gl
SRP/DEF JAM 10JMG 12 [El

KATY PERRY ~ One Of The Boys
oo N a

1
1

1
2 118

= MGMT Oracular Spectacular
7 COLUMBIA SONY MUSIC 84

6
7
8
9
1
12
14
@ DRAGONFORCE Ultra Beatdown yq &
ROADRUNNER + |
@ GAVIN ROSSDALE iTunes: Live From Las Vegas' Exclusively At The Paims (EP)
INTERSCOPE 1GA

DISTURBED Indestructible 9
REPRISE WARNER BROS + & !

B.B. KING One Kind Favor 37
GEFFEN /IGA

THE WALKMEN You & Me 138

S 1 | GIGANTIC

20 13 ;ﬁSRA RIOT The Rhumb Line 47
CUNRS | x]:ﬁ?ﬁscnps 1GA e a8

23 20 "9 L gg&ﬁglﬂl\:g& MUWSr‘wgri The Light Is John Mayer Live In Los Angeles 49 1
24 5 !Sﬂ%’(?ﬂt)JEBE Raw Footage 14

STEELY DAN Aja
ABC MCA 112056/UME

wk . og
B ms ARTIST Title 8% £
<= 23 IMPRINT / DISTRIBUTING LABEL =22 W
SLIPKNOT All Hope Is Gone
_ : ROADRUNNER 617938 ® g -
2 3 JONAS BROTHERS ALittle Bit Longer 4
HOLLYWOOD 001844 +
THE 2008 BROADWAY CAST RECORDING Gypsy gg
TIME LIFE 19659 -
SOUNDTRACK Mamma Mia!
1 B DECCA 01142 s W
VARIOUS ARTISTS Tropical Thunder gq [0
WARNER CUSTOM PRODUCTS 89193/RAZOR & TIE

KID ROCK Rock N Roll Jesus 3
TOP DOG ATLANTIC 290556°/AG
THE GAME LAX 2
GEFFEN 011465 IGA
- COLDPLAY Viva La Vida or Death And All His Friends 10
CAPITOL 16886
VARIOUS ARTISTS Blazin’ Reggae
RAZOR & TIE 89100
LITTLE FEAT Join The Band 81
429 17735 516G
GEORGE JONES  Burn Your Playhouse Down: The Unreleased Duets 44 I
BANDIT 79842 WELK i
THE VERVE Forth 23
ON YOUR DWN 01° MEGAI ORCE __"
RANDY NEWMAN Harps And Angels 134 |
NONESUCH 122810 #ARNER BROS
DRAGONFORCE Ultra Beatdown 18
ROAORUNNER 617937 +
ROGER CREAGER Here ftls 1l
FUN ALL WRONG 22063352/ THIRTY TIGERS |
1 B2 - STAIND The lllusion Of Progress 13
FLIP/ATLANTIC 511769 AG
'~ SUGARLAND Love On The Inside
i 6;5 MERCURY NACHYILLE 011273*/UMGN 8

o

14

=]
-

%—.

13

. MILEY CYRUS Breakout 4y |
T 12‘6 HOLLYWOOD 002129 11

@ EVA CASSIDY Somewhere 140
BLIX STREET 10090

" DUFFY Rockferry W
ZD e 16, MERCURY 010822° 1DJMG » 8
JASON MRAZ We Sing. We Dance. We Steal Things.
@ bbbl 710 71C 448508 A0 &l

BN JASON BOLAND & THE STRAGGLERS  Comal County Blue 40
APEX PRDUD “0OUL> 001, THIRTY TIGERS

2o) MOTORHEAD Motorzer g, [
STEAMHAMMER 9163°/SpV — x
"KIDZ BOP KIDS Kidz Bop 14
2 5 RAZOR & TIE 89181 3
s BRANDI CARLILE The Story
25 e *“' COLUMBIA 00802/SONY MUSIC 153
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TITLE
LABEL/DISTRIBUTING LABEL (PRINCIPAL PERFORMER)
CAMP ROCK
WALT DISNEY HOME HIEKA VISTA HOME ENTE (EEM! LOVATO/IOE JONA

" STREET KINGS

20TH CENTURY FOX (KEANU REEVES/FOREST WHITAKER)
HANNAH MONTANA AND MILEY CYRUS: BEST OF BOTH WORLOS CONCERT
WALT DISNEY HOME ENTERTAINMENT BUENA VISTA HOME ENTERTAINMENT (MILEY CYRUS)

THE SCORPION KING 2: RISE OF A WARRIOR
UNIVERSAL STUDIOS HOME VIDEQ (RANDY COUTURE RHCHAEL COPON)

DEXTER: THE SECOND SEASON
CBS VIDEQ/PARAMOUNT HOME ENTERTAINMENT (MICHAEL L HALL JULIE BENZ)

PROM NIGHT
SONY PICTURES HOME ENTERTAINMENT (BRITTANY SNDW. SCOTT PORTER

HOUSE M.D.: SEASON FOUR
_UNIVERSAL STUDIOS HOME VIOEO (HUGH LAURIE, LISA EDELSTEIN)

NIM’S ISLAND
20TH CENTURY FOX (ABIGAIL BRESLIN/JODIE FOSTER)

TERMINATOR: THE SARAH CONNOR CHRONICLES: THE COMPLETE FIRST SEASON
WARNER BROS. TELEVISION WARNER HOME VIDED (LENA HEADEY THOMAS DEKKER)
GOSSIP GIRL: THE COMPLETE FIRST SEASON
WARNER BROS. TELEVISION/WARNER HOME VIDEO (BLAKE LIVELY/LEIGHTON MEESTER)
21

SONY PICTURES HOME ENTERTAINMENT (JIi1 STURGESS/KATE BOSWORTH)

BATMAN BEGINS
WARNER HOME VIDEO (CHRISTIAN BALE MICHAEL CAINE)

TRANSFORMERS
HOME A HOME

HAROLD & KUMAR ESCAPE FROM GUANTANAMO BAY
NEW LINE HOME ENTERTAINMENT/WARNER HOME VIDEO (JUHN CHO KAL PENN)

THE NOTEBOOK
NEW LINE HOME ENTERTAINMENT/WARNER HOME VIDEQ (RYAN GOSLING RACHEL MCADAMS)

@IEMST imr@z

2l 5§ £2
52 Sz 33
o 1
2 1 140
3 2 138
4 3 140
5 4 59
O s«
7 6013
8 7 12
®a |9 |27
10 5 14
11 10 140
12 11 9
13 14 3
14 13 56

G - 133

TITLE
ARTIST (IMPRINT / DISTRIBUTING LABEL)
GYPSY
] THE 2008 BROADWAY CAST RECORDING (TIHE LIFE)
MAMMA MIA!
ORIGINAL CAST RECORDING (DECCA BROADWAY DECCA)

JERSEY BOYS
ORIGINAL BROADWAY CASY RECORDING (RHIN

WICKED
ORIGINAL BROADWAY CAST RECORDING (DECCA BROADWAY/DECCA]

LEGALLY BLONDE: THE MUSICAL
ORIGINAL BROADWAY CAST RECORDING {GHOSTLIGHT/SH-K-BODM/RAZOR & TIE}

SPRING AWAKENING
ORIGINAL BROADWAY CAST RECORDING (OECCA BROADWAY DECCA

IN THE HEIGHTS
ORIGINAL BROAOWAY CAST RECOROING (GHOSTLIGHT SH-K-BOOM/RAZOR & TIE

THE LION KING
ORIGINAL BROADWAY CAST RECORDING (WALI DISNEY

el
DISNEY'S THE LITTLE MERMAID

ORIGINAL BROADWAY CAST RECORDING (D! /f + £ DADWAY WALT DISNEY)
RODGERS & HAMMERSTEIN'S SOUTH PACIFIC
THE NEW BROADWAY CAST RECORDING (MASTERWURK - 8R0ADWAY SONY BMG MASTERWORKS)

AVENUE Q: THE MUSICAL
ORIGINAL BROAOWAY CAST RECORDING (RCA VICTOR)

MARY POPPINS
DRIGINAL LONDON CAST RECORDING (WALT DISHEY

HAIR
ORIGINAL CAST RECORDING (RCA VICTOR SONY BMG MASTERWORK

"THE PHANTOM OF THE OPERA

ORIGINAL LONDON CAST RECORDING (REALLY USEFUL'UNIVERSAL CLASSICS GROUF

MONTY PYTHON'S SPAMALOT
ORIGINAL BROAOWAY CAST RECORDING (DECCA BROADWAY DECCA

More charts. Deeper charts. Go to billboard.biz/charts to
b' find Billboard’s compiete menu of more than 180
- IZ charts—albums, singles, digital, mobile, and more—
refreshed every Thursday.

BROADWAY CHEERS

est Broadway revival of “Gypsy”

PATTI y

LUPONE,/- bows at No. 1 on Top Cast Albums

GYPSY and at No. 58 on the Billboard 200
It

TuE 2008 $20ADwAY C2EY AEEDRDING

Already in 2008, “Disney’s The Little Mermaid” bowed
and peaked at No. 26, the New Broadway Cast Recording of
“Rodgers & Hammerstein's South Pacific” sailed in at No. 59
and “In the Heights” opened at No. 82.

This marks the first year since 1991, when the Billboard
200 switched to Nielsen SoundScan sales data, that four
different cast albums have reached the top half of the chart.
All the more impressive, all four of them started at No. 100
or higher.

The 2008 cast recording of the lat-

marking the fourth cast album to
reach the top half of the big chart
this year.

—Keith Caulfield

Data for week of SEPTEMBER 13, 2008
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SALES DATA

AIRPLAY
MONITORED 8Y COMPILED BY

nielsen niclsen
8DS SoundScan

ALBUM CHARTS

@

HOT 100 AIRPLAY"

Sales data compiled from a comprehesive pool of U.S. music
merchants by Nieisen SoundScan. Sales data for R&B/hip-hop
retail charts is compiled by Nielsen SoundScan from a national
subset of core stores that specialize in those genres.

i s : o
ég ;é &S TITLE ! ';,E ES TITLE ;E TITLE @ Albums with the greatest sales gains this week.
2 SZ EZ AATIST (MPRINT / PROMOTION LABEL . <% 5Z AATIST (IMPRINT / PROMOTION LABEL) <z ARTIST (IMPRINT / PROMOTION LABEL) ) ) ) )
FOREVER POCKETFUL OF SUNSHINE JUST A DREAM P S ey BT ST e [e e T
o i CHRIS BROWN (JIVE/ZOMBA) L 26 21 20\ \7iSiA BEDINGFIELD (PHONOGENIC/EPIC) 53 CARRIE UNDERWOOD (19, ARISTA/ARISTA NASHVILLE W with the chart's largest unit increase.
e 3 15 DANGEROUS @ 27 1STILL MISS YOU 4 17 GOODTIME Where included, this award indicates the titfe with
KARDINAL OFFISHALL FEAT AKON (KONLIVE/GEFFEN/INTERSCOPE) KEITH ANDERSON (COLUMBIA (NASHVILLE)) ALAN JACKSDN (ARISTA NASHVILLE) the chart's biggest percentage growth.
o 5 11 ALL SUMMER LONG @ 36 BETTER IN TIME 5 7 PLEASE EXCUSE MY HANDS [T Indicates album entered top 100 of The Billboard 200
KiD ROCK {TOP DOG/ATLANTIC) - LEONA LEWIS (SYCO/J/RMG) - PUES FEAT. JAMIE FOXK & THE-DREAM (BIG GATFS/SLIP-N-SLIDE/ATLANTIG) CLLUTTI and has been removed from Heatseekers chart.
4 2 18 CLOSER 29 28 1 THE TIME OF MY LIFE 42 19 TAKE YOU DOWN
NE-YO (OEF JAM/IDIMG) DAVID COOK (19 RCA RMG) CHRIS BROWN (JIVE ZOMBA) PR/!C!NG/CONFIGURATION/AVAlLABlLlTY e
3 - AR i iist or equivalent prices, whic
TAKE A BOW HEAVEN SENT ALL | WANT TO DO Y S EDCD T S IERBHEES)
5 4 21 v 30 17 18 h - 54 13 - are projected from wholesale prices. D after price indicates
RIHANNA .fw DEF JAM/I0JMG) KEYSHIA COLE (IMANI GEFFEN/INTERSCOPE) | SUGARLAND (MERCURY NASHVILLE Al only avaiable on DaniDie. Co/DVD after price indieates
6 6 15 LEAVIN 31 23 10 WHENI GROwW UP 64 BODY ON ME CD/DVD combo only available. P’ DualDisc available. *' CD/DVD
 JESSE MCCARTNEY (H{DLLYWOOO) THE PUSSYCAT DOLLS I TERSCOPE) NELLY FEAT ASHANTI & AKON (DERRTY/UNIVERSAL MDTOWN) combo available. ' indicates vinyl LP is available. Pricing and
7 3 16 GET LIKE ME 3 DON'T THINK | DON'T THINK ABQUTIT 67 MY LIFE vinyl LP avai_lab‘llity are not nncludefi on all charts. EX after cata-
DAVID BANNER FEAT CHRIS BROWN (21 . F A C E/SRC/ EREAL DARIUS RUCKER (/#1100 NA HHVILLE) THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE) !:’gdnc;{mb_gf indicates title is exclusive to one account or has lim-
0 9 12 VIVALAVIDA @ = PAPER PLANES % SO FLY LS CETI e
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oo | POCKETFUL OF SUNSHINE N ANGEL ] T I | i fOss 5
_. {2 NATASHA BEDINGFIELD (PHONOGENIC/EPIC 911 2 | ATASHA BEDINGFIELD (PHONOGENIC/EPIC) 2 gg TITLE & i 2k TITLE g §,;~§
e [ . ] i w >3
30 27 IT’S NOT MY TIME 80 75 4 TVHE BUSINESS NG B0sSEPLe <% £F ARTIST (IMPRINT / PROMOTION LABEL) = EE £S5 ARTIST IMPRINT / PROMOTION L ABEL) = %E.%
b 5 S Zg”
3 DODRS DOWN (UNIVERSAL REPUBLIC) - YUNG BERG FEAT. CASHA ( SS/EPIC) . POl Viva LA vIDA ﬁrl o s 0 BELIEVE {!r' 385
3 :TL(\)Nm fn??umc MAJOR (CASH MONEY/UNIVERSAL MOTOWN) 8L 84020 kgu\nlsuérSniONE J e JORY COLOPLAY, (CAPITOL). ~ — SRR STAND (FLIP/ATLANTIC) e 152
5 : { L ) .. CHRIS WILLIS (GUM/PERFECTO/ULTRA) g T S
Vi) b o 3 19 ALL SUMMER LONG 2 2 LET IT DIE Tﬁ’ E27P
sTo};isL{mPﬁ«Rs (COLUMBIA i (A DTE“EJVEOTJEOE JONAS (WALT DISNEY e KID/ARCE HIORDGIATLANTIC) — [ECOIFIGHTERSTROSWELLIRCAIRMGIS ~— Sk 3‘83
REALDE M L S fare ) "2 | 4 'TSNOTMYTIME e . 43 VIVALAVIDA & izt
; 3 | = o 3,
COLBIE CAILLAT (UNIVERSAL REPUBLIC) 83 78 19 Gavak Fear CISCO ABLER (SURETONE/GEFFENINTERSCOPE) - JLEICRS 00WN(INIVERSH, RERUBEE) * COLDPLAY (CAPITOL) == 1233
o 19 LOVE REMAINS THE SAME ﬁ' a § 1 I'M NOT OVER oz
SCEIEIZMBFE? F:o?a(s?sz 84 85 18 SETVQ?JI\IFGLJOGUL/REPRISE € GAVIN ROSSDALE (4 TERSCOPE) _CAROLINA LIAR (ATLANTIC) g2z
e {FBEN | L : 5 50 POCKETFUL OF SUNSHINE "5 4 29 PORKAND BEANS £ $95
35 38 Low 85 8 16 LAST NAME NATASHA BEDINGFIELD (PHONDGENIC/EPIC) a3 WEEZER (DGC/GEFFEN/INTERSCOPE) 1 a83
Yo £L0 RIDA FEAT. T-PAIN (POE BOY/ATLANTIC) Ty CARRIE UNDERWDOO (19/ARISTA/ARISTA NASHVILLE) e = : =8¢
'SEXY CAN | BABY 7 o 3 }A&NYMC:STAf ANTIC RRP) o 6 5 :JT:TSUL?EE I:’RE'EIRE H ARCE
22 el RAY J & YUNG BERG (KNOCKOUT/DEJA 34/KOCH/EPIC) _85_ iy 8 LL COOL J FEAT THE-DREAM (DEF JAM/IDJMG) = THE TIME LOF WY LIFE ADDICfED -~ EEZ
"@ 40 VC,SESEGIESCJRLJEL.I.E;%PUN BABY RUN) @ 8 13 ?EIHSHER’,\VE,\%YJE THIS 7 14 pavip cook (18 ACA RMG) o AT SaviNG ABEL (SKIDDCOMIRGIN/CAPITOL) 328
v = (5 CURVER r T IT‘ e 8 5, BLEEDING LOVE “r o )/ ¢ TROUBLEMAKER ¥ ais
38 3 mglﬁslpnms DUET WITH CHRIS BROWN (19/JIVE/ZOMBA) 88 87 13 (o sareiLLes (ePic) R LEOUALEW!S (SYCOR/AME) : WEEZERDGC/NTERSCORE 28
o M [ ' FADED E’ [ WHAT ABOUT NOW o 9 YOU'RE GONNA GO FAR, KID ¢ =&
3 g’:;lsc‘g(lm \g/gzmg LIFE @ 0 2 FADED o) - DAUGHTRY (RCA/RME) THE OFFSPRING (COLUMBIA) | 3iz
- Lo W @ 46 |F | NEVER SEE YOUR FACE AGAIN @ 2% 2 CLITAER] THE DAY THAT NEVER COMES 3oy
- e Lwa?z\érivaJlmmA GIRL 90 83 4 ﬁJNLAg:oI;EER?’IULLSW%gEDER MAROON 5 FEAT. RIHANNA (A&M/OCTONE/INTERSCOPE) ¢ ULIUTHIN weTaLiic (WARNER BROS.) 2c8
= b — . et - ) G 40 SHATTERED (TURN THE CAR AROUND) & 11 5 24 LOVE ME DEAD ge2
A % ALL SUMMER LONG m g o SHAWTY SAY - ) : 0.AR. (EVERFINE ATLANTIC RRP) % LUD0 (REDBIRO/ISLAND/IDIVG) _ a2
HIT MASTERS (HIP KIDDY DAVID BANNER FEAT. LIL WAYNE (B1.G. F A C E/SRC/UNIVERSAL MOTOWN) 503
LET IT ROCK SINGLE — EEEREE STOP AND STARE tr BRI | OON'T CARE a%2
@ 52§ T c ) 92 94 3 ONEREPUBLIC (MOSLEY INTERSCOPE) APOCALYPTICA FEAT. ADAM GONTIER (20-20/IVE/ZOMBA 855
KEVIN RUDOLF FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL REPUBLIC) NEW KIDS ON THE BLOCK & NE-YO (INTERSCOPE) ST = 8T w
5 CAN'T BELIEVE IT SUPERGIRL 13 34 FEELS LIKE TONIGHT ﬁ 43 1 1 BAD GIRLFRIEND End
@ M 5 ) ) 93 92 13 P L 5 J DAUGHTRY (RCA/RMG) ) THEORY OF A DEADMAN (604/ROADRUNNER/RRP) a® T
T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA) SAVING JANE (ALERT/TOUCAN COVE) WHATEVER IT TAKES GIVEN UP — 1& E 28
GREATEST JUST STAND UP! @ HERE | AM 14 14 43 ; r 14 13 26 - sr2
@ 77_ G GAINER /AIRPLAY ARTISTS STAND UP TO GANCER (SU2G/0MG) ! 957 ok noss Feat LY & avery STORM (SLP-N-SLIDE/DEF JAMIDIMG) o ';Fg":?rsiési:iﬂgnmscom ‘ irs::xé‘ﬁr:f;;m@ ¥ 5%?’;
W 8 rMqus;IfuzzFrEm LIL WAYNE (GEFFEN/INTERSCOPE) @ =] Lgvfz\ﬁdngzlé?ﬂscﬂgvlé!EBPﬁEY‘DWE = EE 'F B swmowseutes (EPIC) m -1? E N ML.A. (XL/INTERSCOPE) EEE
. GOTMONEY ’ F LOOKIN BOY ﬁ 18 11 SHAKEIT 16 13 1o SLOW BURN W Sc
{ : (HOLLYWO at
@ 514, LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN) 96 9312 | HOT STYLZ FEAT. YUNG JOC (SWAGG TEAM/BLOCKLIVE/ZOMBA) METROISTATIONI(COLUME!R) ATREFUIHALLYWOOD) _— 25
. L R B R - BRSNS 47 17 11 ! KISSED AGIRL @ 21 . LEAVE OUT ALL THE REST o cos
SRR PUT ON a7 89 > )2 KATY PERRY (CAPITOL) J LINKIN PARK (WARNER BROS aE 8.3
YOUNG JEEZY FEAT. KANYE WEST (CTE/OEF JAM/IDJMG) | JONAS BROTHERS (WAL DISNEY) =OMEIONIGETRIGRED - AN ERECAD -~ £28
i
48 44 25 LOVEINTHIS CLUB s g5 13 PORK AND BEANS L 15 JRERREIV LSRR e Tr R e oo onveis i
USHER FEAT. YOUNG JEEZY (LAFACE/Z0MBA WEEZER (DGC/GEFFEN INTERSCOPE = = - s - —e FY
= ——d AT T — m 20 7 BBROKEN o 19 1> 13 BARTENDER SONG (AKA SITTIN' AT A BAR) 2538
a9 419 ﬁL wAIVI;IIEI(CASH MONEY/UNIVERSAL MOTOWN @ e E-Af]\FEAT AKON (SICK Wi IT/BME/REPRISE) : - LIEEHOUSEIICE-FENNTERSOORY) o~ —— JIREHABUNIVERSALIR EEUBHIC) _ — 255
e - — — : - = @ 21 4 THELITTLE THINGS o @ 57 o RE-EDUCATION (THROUGH LABOR) Egs
50 45 19 ng:;Nb”qur CNLSEW T 100 74 11 hsouusu-g — COLBIE CAILLAT (UNIVERSAL REPUBLIC) RISE AGAINST (DGC/INTERSCOPE) g&s
- 16 FAC M % . 's ONE STEP AT A TIME ~ l' 2 § WILD INTERNATIONAL 583
Q JORDIN SPARKS (18, /IVE, ZOMBA) ONE DAY AS A LION (ANTI- EPITAPH) Lo
ettt 5 LEAVIN' PSYCHOSOCIAL iog
Jesse McCartney looks primed to follow up ‘S‘ta'".d '"55 its third Modern Rock Ho. 1 with 22 22 14 | oE MOCARTNEY (HOLLYWOOD) 22 124 9 5 \pknoT (RDADRUNNER/ARP i8¢
the success of No. 2 Pop 100 hit “Leavin’ ” Believe” (3-1). The quartet previously B RISE ABOVE THIS HELP ME §8%
ith “It's Over” 2 i reached the top with “It’s Been Awhile” in @ 25016 < rrien (vanD.-upy O . g2e
L e 2001 and “So Far AWay” in 2003, “Believe” @ v o [ so wHaT & 28 2 j GAMMARAY &% i
K}SI} (up_ZGZ/l;'m atu;:ﬁ:] ce)dog'l/o z s is the first No. 1 on the fist for Atlantic since B CAINER R R o : BECKTIDGG/INTERSGORE) = 5
'.m o ea_ T1onad hiz/charts, Jet’s “Cold Hard Bitch™ led for three weeks 6 23 8 CHASING PAVEMENTS 25 26 7 USE ME 818
with adds at 48 stations k. | ADELE (XL/COLUMBIA) E HINDER (UNIVERSAL REPUBLIC) T &5
. . -3
in May 2004. 82
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nielsen niclsen

SoundScan

? HOT COUNTRY soNGs’

1L 2 | . j 3 g £

ﬂ: x5 B 28 TiTLe Artist & 2B ppd £3 T Artist £ zB

b 1 5; ~Z2 =3 PRODUCER {SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL  ¢3 EE = W<z o2 .;é PRODUCER {SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL ¢ &

0 i 47 P2 B [TE DO YOU BELIEVE ME NOW Jimmy Wayne 44 @ 29 34 ROLL WITH ME Montgomery Gentry 2%
LIS S BRI ) WEST,D PAHANISH (J WEST.D.PAHANISH,T JOHNSDN) OO VALORY B.CHANCEY (C.DANIELS.T KARLAS) ©® COLUMBIA
TIN' ON A WOMAN Brad Paisley @ CHICKEN FRIED Zac Brown Band

3 L 30 30 B 27
FROGERS (D SAMPSON, W VARBLE) @® ARISTA NASHVILLE i - y. K.STEGALI 2 BROWN {Z.BROWN W.DURRETTE) ® LIVE NATION

31 2 YOU LOOK GOOD IN MY SHIRT Keith Urban i - . @ 28 28 DON'T YOU KNOW YOU'RE BEAUTIFUL Keliie Pickler 2
- D HUF{,K URBAN (T MARTIN.T SHAPIRO.M NESLER) @® CAPITOL NASHVILLE Jimmv Wavne’s C.LINDSEY {C.LINDSEY.A.MAYO.K.ROCHELLE} ® 19/BNA
i ) SOUNDS Ashton Shepherd

4 23 :ssx;rEILLEL(K.TNIDSERSS(:ﬁh{CHDLs.J SELLERS Keith S”c%'fﬂfﬂé’(; first chart-lopper @ 3129 B cOANNON (A.sizong))ooo G)OECA NA?HVILLE »

o 710 DON'T THINK | DON'T THINK ABOUT IT Darius Rucker isalsoafirstforthe  Fpt o0 g COME ON OVER Jessica Simpson 18
FROGERS (VD;RUCKERC MILLS) ©® CAPITOL NASHVILLE re(entlv |aun(hed J SHANKS.B.JAMES (J.SIMPSON,R.PROCTOR.V.BANKS) ©® EPIC COLUMBIA

o | T R e e Bt comts Valory mprint. s (F) 32 a1 GEINE. 0o omon Pt o 1

o e SUMMER LONG Kid Rock sophomore et m 25 i ANYTHING GOES Randy Houser g
KID RDCK R.CAVALLO (R.JRITCHE MSHAFER R VAN ZANTGROSSINGTON E KING. L MARINELL.R WACHTEL WZEVON) TOP DOG ATLANTIC COS opens at NO. 4on M WRIGHT.C ANDRETCH. I}l (B_.LONG.) W.WIGGINS) ©® UNIVERSAL SOUTH

o 8 g TROUBADOUR George Strait Top Country Albums @ 34 3 DON'T Billy Currington 33
TBROWN.G STRAIT (M HDLMES.L SATCHER) ® MCA NASHVLI:LE with 20,000 (ODiES, s :ACL}]I;W;EJLC\III\IAz-CEU;RINGION {J.BEAVERS.J SINGLETON) = CG) I\AE’:;?:J:;

9 9 u TSK’:EH T‘TEQJ/TERB P(I:I\EOINED AR EIRE T ® SHOW Dgngsﬁ\ﬁm his biggest one- - 36 36 FROGERS (M GRISWELL RHUCKABY] ® CAPIZOL NASIVILLE 34
HOLLER BACK The Lost Trailers week sum. It tops @ CRAZY DAYS Adam Gregory

@ n o B BEAVERS (S.NIELSON.T JAMES) @ BNA his self-titled ) 3 3 B ALLEN.K FOLLESE (A.GREGORY.L.BRICE K JACOBS I LEATHERS) © NSA MIDAS NEW REVOLUTION 8
% SHOULD'VE SAID NO Taylor Swift E’ FINE LINE Little Big Town

i & 5 1 N CHAPMAN (T.SWIFT) ® l;G MACHINE ?I"B;::b:::l the @ 37 38 WHIREATRUK K FARCHILD.K SCHALPMAS PSWEET.} WESTBROOK (W KIRKPATRICK K FAIRCHILD K SCHALPMAN PSWEETJ WESTBROOK: @ LAPITOL NASHVILLE 3

@ 14 15 JUST A DREAM Carrie Underwood 000) @ 40 48 SHE WOULDN'T BE GONE Blake Shelton 37
M BRIGHT (S MCEWAN H LINDSEY.G.SAMPSON) © 19 ARISTA ARIS A NASHVILLE July 12,2003, chart. S HENDRICKS [ BATTEN J A0S, © WARNER BROS. WRN

13 13 7 ALL | WANT TO DO Sugarland 39 I DO Jewel 38
B.GALLIMORE K BUSH J NETTLES {J.0.NETTLES.K.BUSH.B PINSDN) ©® MERCURY J.KILCHER.J.RICH (J.KILCHER} ® VALORY
JOHNNY & JUNE Heidi Newfield | WOULD Phil Vassar

D 40 )
T.BROWN {H.NEWFIELD.D.BRYANT.S.SMITH) ® CUR8 M.WRIGHT,PVASSAR (PVASSE\_R) ® UNIVERSAL SOUTH

@ 17 16 BOB THAT HEAD Rascal Flatts " SOMEBODY SAID A PRAYER Billy Ray Cyrus &
0 HUFF.G.LEVOX,J. DEMARCUS.J D:ROONEY (G.LEVOX ,N.THRASHER M.DUNLANEY) @® 17PI0 STREET M BRIGHT (N.THRASHER.C WISEMAN) WALT DISNEY LYRIC STREET
COUNTRY MAN Luke Bryan - FOR YOU James Otto

@ 1817 _J STEVENS (L BRYAN J.RMATIHEWS G GRIFFIN) ©® CAPITOL NASHVILLE 1 | : 4 J.DEMARCUS ) OTTO (J BROWN L HENGBER}) ©® WARNER BROS WRN 40

T PUTAGIRLIN IT Brooks & Dunn 10 @ i o= 15 MINUTES OF SHAME Kristy Lee Cook o
4 TBROWN R DUNN K BROOKS (R.AKINS,0 DAVID_S—O_Nil rﬂSLli’) ® ARISTA NASHVILLE Lead Single and title B.JAMES (K ARCHER C KOESEL J WEAVER) ® 19 ARISTA NASHVILLE
ALL | EVER WANTED Chuck Wicks ) @ LAST CALL Lee Ann Womack

@ 19 20 M POWELL.D HUFF <L WICKS.M POWELL 2 WILSOH) ® RCA track from group’s 44 43 TBROWN (5 MCANALLY.E ENDERLIN) © MCA NASHVILLE i

@ 20 22 RELENTLESS Jason Aldean second album Q 47 48 UPPER MIDDLE CLASS WHITE TRASH Lee Brice el
M KNOX 4 PWHITE J.LEBLANC) © BROKEN BOW reclaims previous D JUHNEON (L BRICE  MCELROY) ® CURB

LET IT GO Tim McGraw eak position @ DON'T THINK | CAN'T LOVE YOU Jake Owen )

@ 3 2% B GALLIMORE, T MCGRAW,D.SMITH {W.C.LUIHER. A .MAYD.T.DOUGL/S) ® CURB p z p 50 60 J RITCHEY (J OWEN.K.MARVEL...RITCHEY) ® RCA 45

I'LL WALK Bucky Covington e s 37 VOICES Chris Young 55

@ 22 M.A MILLER.D.OLIVER (B.A.WILSON.L.L FOWLER) @® LYRIC STREET Aug. 23 chart. 38 3 J STROUD (C YOUNG.C.TOMPKINS.C.WISEMAN) ® RCA .

e %6 24 LOVE REMEMBERS Craig Morgan “Holler Back” starts @ LI | ALREADY GONE Sugariand a

PODONNELL.C MORGAN (C.MORGAN.PO'DONNELL) @ BNA with 13,000 copies — ”_taé@;;ﬁwalzgﬁzs:ég:egtgésglatzgé%wng.PmSnN) e ° r\::EHCl:RY ~ o

IN COLOR Jamey Johnson evin Fowler 47

%5 25 at No. 50n Top @ a8 47 a7
THE KENT HAROLEY PLAYBOYS (J JOHNSON.L.T.MILLER.J.0TTQ) ® MERCURY B.CHANCEY (K.FOWLER,B POUNDS) @ EQUITY

@ =z 22 OOKINFOR A GOOD TIME Lady Antebelium Country Atbums 49 45 45  DONT DO ME NO GOOD Gretchen Wilson 49
V.SHAW PWORLEY (D HAYWOOD C KELLEY,H.SCOTTK.FOLLESE) @ CAPITOL NASHVILLE and No. 32 on the G WILSON.B CHANCEY (G WILSON.A.GORLEY.W.KIR8Y} @ COLUMBIA

@ 2 2 YOU CAN LET GO Crystal Shawanda Bilthoard 200. @ 51 50 BACK THAT THING UP Justin Moore 50
z S_HENDRICKS (C.BATTEN.K BLAZY.R.L FEEK) ® RCA J $TOVER (J STOVER.R HOUSER) @® VALORY

TOP COUNTRY ALBUMS"

n "= w =
!E' §°E§ ARTIST Title % g ox 5. §§ ARTIST . Title & E§
<t IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) & & |32 S2SZ PRINT & NUMBER / DISTRIBUTING LABEL (PRICE) o ek
9 ol T RN N i o roson ose  NOW That's What 1 Call Country 1| 28 15 - CRYSTAL SHAWANDA Dawn Of A New Day 16
I 2 i Il n?g{gjﬁﬂllreya?umen 113.98) Love On The Inside ' 27 23 22 ;/JAEL(YXVEULmo (18 98) Perfectly Clear
§’§ o 2|2 l@ﬁkﬁﬁgmﬂ_m.gq i — Taylor Swift Astaple on the 28 28 28 RR_()?N%;%LE&LB/) ] ~ Raising Sand 2
33 “ it b
%é ° m A Do You Believe Me Now w’:‘:{’e?‘:’;;‘:ﬁ: 22 % - BIL A GLORU GATHER AND TR OMECOMINGFRIENDS 5 Gt Presns CurtyBueges Horeooriog ke e 26
5 O oSt haness Holler Baok i, o Q) [ JASON BOLAND & THE STRACGLERS Comal County Blue 30
§ ! IE R o e What Am | Waiting For ey IR (ioaNNEHOUGH, o oen Julianne Hough 1
gg? ¥ 5.7 gﬁgg;{in%gx?fsﬂvv\\{gg?m;RMG/RMG/SBN (18.98) Carnivat Ride tv?:e"kl;lja'ea,%l:)e() 32 29 16 SQNNE?:R(TSRﬁ\EIEJ?WRN (1398 & Around The Bend 3
%%E 8 7 9 A?CEA?EHGVELESJ;?BIZ\;/EMGN 13.98) Troubadour (opies) with their 33 30 26 :@xfaAngth{os 49907 WA (13.98) Sunset Man 2
it JERA (SN IOy KETH o essuums s 35 Biggest Hits ot e, - Cga g - BLUCORACERMOTERIOCOMGREDS g gups e oy has sopiirerio 32
§§§ 1.8 6 ;JEJJ\’?A?O’I\!‘B?ES\IS(& C'MON! (2006) opened with 38 33 29 MOA NASHVILLE 008903/UMGN (13.98) Reba Duets 1
é;g 1B 9 B | R AND e a8, Enjoy The Ride B 2 DOV GMesapiece g7 g5 g4 - JASON ALDEAN Relentiess @ 1
A é;ﬁg 13 10 10 dgms\yof\%?/s‘mse?wa.gs) That Lonesome Song ] 8\1’%&5&55\}&?&25{5!118 o) Greatest Hits // Every Mile A Memory 2003-2008 2
Eﬁgg Q_ J_Bj“ l:gi:sgé\%?f@ﬁe\iv L B Gjialest Hits: Limileﬁc} Edition . ‘1_ QJE&E“?TEGR:ZI"\(‘?;E?WR" TIGERS (16.96) | Here Itlls 39
gég |7 BRI AAmsrA NASHVILLE 19943 SBN (18.98 Good Time @ LEGACY ARISTA NASHVILLE 12228/SONY BMG (11.98) 16 Biggest Hits z
é—ig 1 1313 szrﬂ’; PBBFE‘MOIOD};VSDJ + The Uttimate Hits B 1 n?cﬁ?;\ysrst&%g;%zumen (13.98) Living Hard 3
BB 52 52| BT "/raNDa LawBERT Crazy ExGiriviend @ 1 PHUBCUL g g7 g&iﬁ,‘f{"{iﬁﬁ“ Meet Glen Campbell 27
%E% 18 14 14 gﬁ’:zg/s%rfass!sy Just Who | Am: Poets & Pirates ll 1 ;l;angﬁz;t:‘!;(:ks - 43 39 35 SM NASHVILLE 008196 UMGN (13.96) Greatest Hits @ 1
Eé;z . MM Erﬁ?ﬁrﬁbﬁ&)ﬁl&wwooo (18.98) Still Feels Good Bl 1 3106t one-yeek ) 40 %2 thbfﬁ'\snu\l’k%&::ﬁvig:g BROS. (18.98 Alllllintendediiole 4
:’gg;: 20 19 21 Aol P T Greatest Hits @ 4 iz;a"eg‘;ﬁgm @ “ 3 1 g‘ﬁ&‘;&%g&g&mm Back When | Knew It All 3.
ggg 21 20 18 zgﬁ?mzmﬁ;aﬂ/_san (18.98) 5th Gear W wo StEtSM‘“.m["g a8 38 17 g?vlvjr%gﬂ?sﬁvﬁ& 020 (18.98) Beer For My Horses "
vzg% 22 15 - BGAE[S)TS%:EZ \‘Ajlgﬁg& - Burn Your Playhouse Down: The Unreleased Duets 15. (Z?)‘:);)) a::l‘frove 47 42 39 é‘#ll,(ﬁ NBA?HYVIIL\L’: 63251 (12.98) I'lt Stay Me 2
%;&E 23 21 19 LADY C?H‘I\-IELBEEQLZ'E;J(?Q%_. Lady Antebellum 1 If:)as(shl(e));agn;(dztm)‘ a8 454 M 7";;2‘?5‘35" LetitGo M 1
Egé @ 425 If?#f)ﬁ:i&sf«aﬁl&'\fan (18.98) Ame-ican Man: Greatest Hits Volume It @ 3 2,000 copies. 49 41 3% dgsrw:'srlll['g?o%gwmew (13.98) Everything Is Fine @ 3
ggé 25 2 2 ER‘C‘%EESXM%) Long Road Out Of Eden 1 50 43 38 D AR, . 16 Biggest Hits 32,
g8
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@ or reB/HIP-HOP ALBUMS®

.,

P% B THE GAME
IR GEFFEN 011465*/1GA (13.98)

e

LAX 1

| LIL WAYNE

CASH MONEY/UNIVERSAL MOTOWN 011033*/UMRG {13.98)

Tha Carter HI

VERITY 09433/20MBA (17.98)

Thirsty

7 DAVID BANNER

B.I.G. FA.C.E/SRC/UNIVERSAL MOTOWN 009956/UMRG (13.98)

The Greatest Story Ever Told

| USHER
_LAFACE 23388/20MBA {18.98}

V.I.C.

YOUNG MOGUL/REPRISE 475004/WARNER BROS. (18.98)

Here | Stand

Beast

YUNG BERG

Look What You Made Me .

His Billhoard 200

biltboard.biz.

3

SOLANGE s )
MUSIC WORLD/GEFFEN 011785/1GA (12.98) Sol-Angel & The Hadley St. Dreams .. bow at No. 2 with
ICE CUBE 738,000 sold is
LENCH MOB 34635 (18.98) Rawfootane .. i el ;
RIHANNA second only to Lil
SRP/DEF JAM 008968*/IDJMG (13.98) Good Girl Gone Bad Wayne among rap
NAS titles this year and
OEF JAM/COLUMBIA 011505*/IDJMG (13.98), ﬁﬂh.best 0’ a"
BIG GATES/SLIP-N-SLIDE/ATLANTIC 511238/AG (18.98) ReB/hip-hop
LLOYD .. albums. Also leads
b0 YOUNG-GOLDIE/THE ING /UNIVERSAL MOTOWN 011517/UMRG (13.98) Lessons In Love Top Rap Albums on
MARVIN SAPP

KOCH/EPIC 08407/SONY MUSIC (15.98) Bolstered by stops
SHWAYZE at BET (Aug. 21)
SURETDNE/GEFFEN 011498*/1GA (10.98) Shwayze '. “Letterman” (A;lg.
THREE 6 MAFIA % )
HYPNOTIZE MINOS/COLUMBIA 88580°/SONY MUSIC (11.98) ® Last 2 Walk .. 23) and “Today
[TITYZ1 NOEL GOURDIN Marddl Toro 3| (g 25), Solange
(TXTT3: 90 riC 80645/SONY MUSIC (17.98) Wl nets a better debut
CHRIS BROWN ) than her first
8l Ve 12045/70MBA (18.98) @ ExcluSive album. “Solo Star.”
' ] 3
E(OEYSHIA COLE . Just Like You E. which bowed at
NFIDENTIAL/IMANI/GEFFEN 009475*/1GA (13.98)
No. 23 in 2002.

" RICK ROSS
SLiP-N-SLIDE/DEF JAM 009536*/1DJMG (13.98)

ASHANTI

THE INC /UNIVERSAL MOTOWN 011318/UMRG (13.98),

The Declaration .. m

..m MARIAH CAREY
ISLAND 010272*/IDJMG (13.98}

@ MAINSTREAM

\ R&B/HIP-HOP"

" THE BUSINESS

YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC)
GET LIKE ME

DAVED BANNER FEAT CHRIS ROWN (51.G. FAC.E/SRCAUNIVERSAL MOTOWN)
CAN'T BELIEVE IT

T-PAIN FEAT. LIL WAYNE (NAPPY BUY/KONWCT/JWE/ZOMBA) 1

A MILLI

LIL WAYNE {CASH MONEY/UNIERSAL MOTDWN}
TAKE A BOW
RIHANNA (SRP/DEF JAM/IDIMG)
HERE | AM
RICK ROSS FEAT NELLY & AVERY STORM (SLIP-SLIOE/DEF JAWEMG
PLEASE EXCUSE MY HANDS
PLIES FEAT JAMEE FOUX & THE-DREAM (G GATES SUP AV SUDEATLANTIC)
GOT MONEY
UL WAYNE FEAT, T-PAIN (CASH MONEY/UNVERSAL MOTOWN)

I LUV YOUR GIRL
THE-DREAM (RADIO KILLA/DEF JAM/IDJMG)

MAGIC
ROBIN THICKE (STAR TRAK/INTERSCOPE)

HEAVEN SENT |
KEYSHIA COLE (IMANY/GEFFEN/INTERSCOPE) :

- N
LIL WAYNE FEAT BOBBY VALENTIND (CASH MONEYNVERSAL MOTOWN)

. TAKE YOU DOWN

e

CHRIS BROWN (JIVE/ZOMBA)

MISS INDEPENDENT
NE-YO (DEF JAM/IDJMG)

SO FLY
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BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/IDJMG)

ENERGY l

KERI HILSON (MDSLEY/ZONE 4/INTERSCOPE)
SPOTLIGHT

I'LL BE LOVIN' U LONG TIME
MARIAH CAREY (ISLAND/IDJMG)

OUT HERE GRINDIN
14D P AN, LS, YOUNG E2 XA, ACE MO0 X CADDY & L DOSE TERRR SADNE {

JENNIFER HUDSON (ARISTA/AMG)
GOOD GOOD
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[TIIET SPOTLIGHT |
JENNIFER HUDSON (ARISTA/RMG)
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DWELE (RT/KOCH)
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NOTHING LEFT TO SAY
MINT CONDITION (CAGED BIRD/IMAGE)
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Lay It Down

5 '\ RAHEEM DEVAUGHN
JIVE 19080/Z0MBA (17.98)
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Love Behind The Melody
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Shine
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MARY J. BLIGE
MATRIARCH/GEFFEN 010313*/IGA (13.98) ®
LEDISI
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LI DAY26
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YING YANG TWINS
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N*E*R*D
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4 DAVE HOLLISTER
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AMY WINEHOUSE
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NE-YO
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LALAH HATHAWAY
STAX 30308/CONCORD (18.98)
FLO RIDA
POE BOY/ATLANTIC 442748/AG (18.98)
- PLIES
BIG GATES/SLIP-N-SLIDE/ATLANTIC 185340/AG (18.98)
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WARNER CUSTOM PRODUCTS 83193/RAZOR & TIE (18.98) Tropical Thunder
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Growing Pains

Lost & Found

Lyfe Change
The Makings Of A Man
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The Official Work

Seeing Sounds

Witness Protection

Sacrificial Lambz

Back To Black

Because Of You

Self Portrait

Mail On Sunday

The Real Testament

GET LIKE ME
DAVID BANNER FEAT. CHRIS BROWN (8.6 FAC.E/SROUNVERSAL MOTCWN)

GOT MONEY
LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)

GOT MONEY
UL WAYNE FEAT, T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)
FOREVER
CHRIS BROWN (JIVE/ZOMBA)
CLOSEF
NE-YD (DEF JAM/IDJMG)
GET LIKE ME
DAVID BANNER FEKT CHRIS BROWN (3.6 FAC.E/SAGUNVERSAL MOTOWH)

. A MILLI |
b LIL WAYNE (CASH MONEY/UNIVERSAL MOTDWN)

I LUV YOUR GIRL
THE-DREAM (RADIO KILLA/DEF JAM/IDIMG)

THE BUSINESS
YUNG BERG FEAT, CASHA (YUNG BOSS/KOCH/EPIC)
PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAW/IDJMG),
CAN'T BELIEVE IT
T-PAIN FEAT. LI WAYNE (NAPPY BOY/KONVICT/AVE/ZOMBA)
BUST IT BABY PART 2
PLIES FEAT. NE-YO (BIG GATES/SLIP:N-SLIDE/ATLANTIC
' BODY ON ME
{ NELLY FEAT ASHANTI & AKON (OERATY/UNIVERSAL MOTOWN)
HERE | AM
RICK ROSS FEAL NELLY & AVERY STORM (SLP-A-SLIDE/DEF JAMADUMG)
23 4 tLITM WHATEVER YOU LIKE ﬁf
(V139 7). (GRANO HUSTLE/ATLANTIC)
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IN THE AYER
FLO RIDA FEAL. WILL.LAM (POE BOY/ATLANTIC)
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THE BUSINESS

YUNG BERG FEAT. CASHA (YUNG BDSS/KOCH/EPIC)
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DANGEROUS

KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFENINTERSCCPE)
MRS. OFFICER

LIL WAYNE FEAT. BOBBY VALENTINO (CASH MONEY/LNIVERSAL MOTOWY)
BUST IT BABY PART 2

PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC
BABY

LL COOL J FEAT. THE-DREAM (DEF JAM/IDJMG)
PLEASE EXCUSE MY HANDS

PLIES FEAT JAMIE FOXX & THE-OREAM (BIG GATES/SLIP- SUDE/ATLARTIC)
MY LIFE

THE GAME FEAT. LiL WAYNE (GEFFEN/INTERSCOPE)
BODY ON ME
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LIL WAYNE FEAT, STATIC MAJOR (CASH MONEY/UNIVERSAL MOTO™N)
LOLLI LOLLI (POP THAT BODY)
THREE 6 HAFIA FEAT PROJECT PR, YOUNG O & SUPERPOWER (H{PHOTCE VRO COLUAH)
CUDDY BUDDY

MIKE JONES FEAT. TREY SONGZ, LIL WAYNE & TWISTA (CE AGE/ASY V)
MR. CARTER
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WHAT THEM GIRLS LIKE

LUDACRIS CO-STRRRING CHAIS BROWN & SEAN GARRETT (DTP/DEF JAWDLYG)
IN THE AYER

FLC RIDA FEAT. WILL.LAM (POE BDY/ATLANTIC)

OUT HERE GRINDIN

0 CHALED FEC KK FLES YN EEZL R RS, A OO, TR DO L KOS (TR SOLOMO01)
- JOCKIN' JAY-Z

JAY-Z (ROC-A-FELLA/DEF JAM/IDIMG)

PAPER PLANES

M.LA. (XL/INTERSCOPE)

GAME'S PAIN

THE GAME FEAT. KEYSHIA COLE (GEFFEN/INTERSCOPE)

SWAGGER
TL FEAT. KANYE WEST & LIL WAYNE (GRAND HUSTLE/ATLANTIC,

TAKE A BOW

RIHANNA (SR 2/DEF JAM/IDJMG)

VLL BE LOVIN' U LONG TIME
MARIAH CAREY (ISLAND/IDJMG)

BABY

(L COOL J FEAT. THE-DREAM (DEF JAM/IDJMG)

- DISTURBIA
RIHANNA (SR>/DEF JAM/IDJMG)

LEAVIN'
JESSE MCCARTNEY (HOLLYWOOQD)
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CERT.
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CRAIG DAVID REPRISE

DISTURBIA
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1 CONTROL YOURSELF 8 TAKE MY BREATH AWAY
ERIN HAMILTON FRESH MUSIC LA l JUSTIN LANNING JUST LOVE
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6 THE TING TINGS COLUMBIA ﬁ 1& ‘0 MAOONNA WARNER BROS

HERE WITH ME WHAT | WANT
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CYNDI LAUPER EPIC 3 ONO MIND TRAIN/TWISTED = JAZZ SIGNATURES UNVERSAL S7ECIAL MARKETS 009367 EX/STARBUCKS L BEETHOVEN S W16 4 DANCE ALONG SYMPHONES ROUNDER KIS 618127/OUNDER
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CRYSTAL CASTLES LIES 200962/LAST GANG . PHONJAXX & COSI COSTI STARLET T W DAVE KOZ CAPIIOL . PUTUMAYD PRESENTS: ACOUSTIC FRANCE PUTUMAYO 281

37 VARIOUS ARTISTS 12 13 WE BREAK THE DAWN ] ~ 7 3 THROWIN'IT DOWN 7 7 g2 !SRAEL “IZ" KAMAKAWIWO'OLE
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CAFE MOCHA
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| 94 p FROZEN
TAMi CHYNN FEAT. AKON KONVIC '/SRC/UNIVERSAL MOTOWN

F. ¥ TEN FEET
m 132 puenvony mass aPPEAL 5715

Y SOUNDTRACK
THE DARJEELING LIMITED FOX 9240/ABKCO

10 8 49
Q ‘ SOLAS
- !I FOR LOVE & LAUGHTER COMPASS 4490
12 9 2

DAFT PUNK

ﬂ' 1639 1 ive 2007 vinGin 0941

i NIGHTMARES ON WAX
THOUGHT S0.. WARP 159%

TE go JUSTICE
E CROSS £D BANGER/BECAUSE 224892/vICE

1 CUT /// COPY
| 19 20 \{GosT colOURS MODULAR 050+

570 B ANGEL

WINDOW OF THE SOUL
__CHUCK LDEB HEADS UP
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JESSY J PEAK/CMG
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SINGLES
5
<3| (SOUNDSCAN JAPAN)  SEPTEMBER 3, 2008
17 SECRET CODE
KINKI KIDS JOHNNY'S ENTERTAINMENT
NEXUS 4
HEW 0ot e cie KIOON
¢ TRUTH
ARASHI J-STORM
5 | AM YOUR SINGER
SOUTHERN ALL STARS VICTOR
77 KOISHIGURE
SHOUNAN NO KAZE TDY'S FACTORY
44 GUUZENNO KAKURITSU
GIRL NEXT DOOR SONY
24 ATARASHI-| WATASHI NI NATTE
_ ANRI KUMAKI KING
g NEXT PLANE HOME
DANIEL POWTER WARNER
13 GAKENOUENO PONYO
FUJIMAKI FUJIOKA/NOZOMI OHASHI YAMAHA
New HANABI

MR. CHILDREN TOY'S FACTORY

=5
g;' (SNEP/IFOP/TITE-LIVE} SEPTEMBER 2, 2008
2 RAYON DE SOLEIL/MA MAIN SUR TO
WILLIAM BALDE WARNER
' DEGENERATION
MYLENE FARMER POLYDOR
3 HOT SUMMER NIGHT (OH LA LA LAy
DAVID TAVARE M6 INT 'SCORPIO
4 TIRED OF BEING SORRY
ENRIQUE IGLESIAS INTERSCOPE
NEW WASH MY WORLD
LAURENT WOLF FT. ERIC CAATER DARKIE SSWOLF PROJECT COLLVBIA
5 COMME AVANT
MATHIEU EDWARD/SHERYFA LUNA ULM
7 ALLER PLUS LOIN
KIDTONIK HEBEN
CEST DANS LA JOIE
HEw MOKOBE EPIC
6 CRY FOR YOU
SEPTEMBER HAPFY
8 ONE DESIRE

JAKARTA AIRPLAY
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{FIMI/NIELSEN) SEPTEMBER 1. 2008

NON TI SCORDAR MAI DI ME
GIUSY FERRERI SONY BMG

ATE

JOVANOTTI UNIVERSAL

I KISSED A GIRL
KATY PERRY CAPITOL

GIVE IT 2 ME
MADONNA WARNER BROS

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOME SCHOOL/ATLANTIC

VIVA LA VIDA
COLDPLAY PARLOPHONE

I'M YOURS
JASON MRAZ ELEKTRA

TU LO SAI
MAURIZIO CINESI BILICO/ANTERDS

BADABUM CHA CHA
MARRACASH UNIVERSAL

ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

[A]

{MEDIA CONTROL)
| KISSED A GIRL

SEPTEMBER 2, 2008

1 KATY PERRY CAPITOL

3 SWEET ABOUT ME

= GABRIELLA CHLMI ISLAND

2 ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

4 DAS HAT DIE WELT NOCH NiCHT
SOHNE MANNHEIMS EDEL

5 THIS IS THE LIFE
AMY MACDONALD MELODRAMATIC

NEW SLIPKNOT

ALL HOPE IS GONE RODADRUNNER
MYLENE FARMER

NEW  poINT DE SUTURE UNIVERSAL

1

\ =

SOUNDTRACK
MAMMA MIA! UNIVERSAL

COLDPLAY
VIVA LA VIDA OR GEATH AND ALL HIS FRIENDS PARLOPHONE

AMY MACDONALD
THIS IS THE LIFE MELODRAMATIC
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| KISSED A GIRL
KATY PERRY VIRGIN

PJANOO
ERIC PRYDZ SPINNIN'

DISTURBIA
RIHANNA SRP DEF JAM

THE MAN WHO CAN'T BE MOVED
THE SCRIPT PHONOGENIC

AUGUST 31. 2008

MOUNTAINS
BIFFY CLYRO 14TH FLODR

ALL SUMMER LONG
KiD ROCK TCP DOG/ATLANTIC

BEGGIN'
MADCON RCA

DANCE WIV ME
DIZZEE RASCAL FT. CALVIN HARRIS & CHROME DIRTEE STANK

LOVE IS NOISE
THE VERVE PARLOPHONE

5 YEARS TIME
NOAH & THE WHALE VERTIGO
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5 6
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8 8
9 14
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{NIELSEN BDS/SOUNDSCAN} SEPTEMBER 13, 2008
JUST DANCE
LADY GAGA FT. COLBY DDOS STREAMLNEAONLVE NTERSCOPEARIVERSAL

DISTURBIA
RIHANNA SRP/DEF JAM/UNIVERSAL

SO WHAT
PINK LAFACE/SONY BMG

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE/UNIVERSAL

VIVA LA VIDA
COLDPLAY PARLOPHONE/EMI

| KISSED A GIRL
KATY PERRY CAPITOL/EMI

FOREVER
CHRIS BROWN JIVE/SONY BMG

DANGEROUS
KARDINAL OFFISHALL £T. AKON KONUIVE/GEFFENUNVERSAL

PAPER PLANES
M.LA. XL.BEGGARS GRDUPF

THE DAY THAT NEVER COMES
METALLICA WARNER BROS./WARNER

3 SPAIN
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(PROMUSICAE/MEDIA)  SEPTEMBER 3, 2008

GIVE IT 2 ME
MADONNA WARNER BROS

THE PERFECT BOY
THE CURE UNIVERSAL

AMOR Y LUJO
MONICA NARANJO SONY BMG

BE MINE HOLIDAY PACK
SOUNDTRACK EMI

FREAKSHOW
THE CURE GEFFEN

' SLEEP WHEN I'M DEAD

THE CURE GEFFEN

THE ONLY ME
THE CURE UNIVERSAL

REAL THINGS
TIKARO J LOUIS & FERRAN DIVUCSA

PACHA IBIZA 2008 EP.2
VARIOUS ARTISTS BLANCO Y NEGRO

ESTA NO SERA OTRA CANCION
LA HABITACION ROJA MUSHROOM PILLOW

THIS
WEEK

LAST
WEEK

NEW

NEW

NEW

(YLE)
VINEGAR
ANNA ABREU SONY BMG

THE DAY THAT NEVER COMES
METALLICA MERCURY

MY APOCALYPSE
METALLICA MERCURY

KAKSI PUUTA
JUHA TAPI0 WARNER

| KISSED A GIRL
KATY PERRY LAPITOL

SEPTEMBER 3, 2008

SLIPKNOT
ALL HOPE IS GONE ROAORUNNER

EMMA SALOKOSK!I ENSEMBLE
VEDEN ALLA TEXICALLI

AGENTS
AGENTS IS BEAT - INSTRUMENTAL 2008 EMI

LAURA VOUTILAINEN
PALAA HMC

SIMO SILMU
PUNAISESSA TALOSSA WARNER
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1 1 i KISSED A GIRL
KATY PERRY CAPITOL

2 3 DAS HAT DIE WELT NOCH NICHT
SOHNE MANNHEIMS EDEL

3 5 SWEET ABOUT ME
GABRIELLA CiLMI ISLAND

a o NESSUN DORMA
PAUL POTTS SYCO/SONY BMG

8 4 ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

6 6 THIS IS THE LIFE
AMY MACDONALD MELOORAMATIC

7 7 VIVA LA VIDA
COLDPLAY PARLOPHONE
CLOSER

8 8 NE-YD DEF JAM
I'M YOURS

9 10 JASON MRAZ ELEKTRA

10 9 ALLES NEU

PETER FOX WARNER

SINGLES
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1 1 ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC
2 i 3 JUST DANCE
| LADY GAGA & COLBY 0'DON3S INTERSCOPE
SO WHAT?
3 4 PNk JVEZOMBA
4 3 SHAKE IT
METRO STATION SDNY BMG
8 2 I KISSED A GIRL
KATY PERRY CAPITOL
6 5 WHEN | GROW UP
" THE PUSSYCAT DOLLS A&M/INTERSCOPE
7 8 I'M YOURS
JASON MRAZ ATLANTIC =
DISTURBIA
B 9 panna SRe/DEF Jan
7 TAKE ME ON THE FLOOR
THE VERONICAS WARNER
10 10 FOREVER

CHRIS BROWN 19/JIVE/ZOMBA

SEPTEMBER 2, 2008

(BIMSA)

JULIETA VENEGAS
MTV UNPLUGGED SONY BMG

VARIOUS ARTISTS
CAMP ROCK UNIVERSAL

EDITH MARQUEZ
PASIONES DE CABARET UNIVERSAL

VICENTE FERNANDEZ
PARA SIEMPRE SONY BMG

MADONNA
HARD CANDY WARNER BROS

HA-ASH
HABITACION QOBLE SONY BMG

ALEXANDER ACHA
VOY WARNER

JONAS BROTHERS
A LITTLE BIT LONGER UNIVERSAL
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{ULTRATOP/GFK) SEPTEMBER 3, 2008

THIS IS THE LIFE
AMY MACDONALD MELDDRAMATIC/VERTIGD

TIRED OF BEING SDRRY {LAISSE LE DEST.}
ENRIQUE IGLESIAS FT. NADIYA INTERSCOPE

BAYON DE SOLEIL/MA MAIN SUR TO
WILLIAM BALDE WARNER

MOJITO SONG
ROBERT ABIGAL BIP

NOW YOU'RE GONE
BASSHUNTER & 0 MENTAL THED'S BAZZHEADZ MINISTRY OF SOUND

MYLENE FARMER
POINT DE SUTURE POLYDDR

COLDPLAY
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE

QUENTIN MOSIMANN
DUEL MERCURY

DUFFY
ROCKFERRY A&M
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2
3
4
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2
3
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FRANCIS CABREL
DES ROSES ET DES DRTIES COLUMBIA
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| KISSED A GIRL
KATY PERRY CAPITOL

SEPTEMBER 13, 2008

PJANOO
ERIC PRYDZ PRYDA/SPINNIN'

DISTURBIA
RIHANNA SRP DEF JAM

ALL SUMMER LONG
KiD ROCK TOP DOG/ATLANTIC

VIVA LA VIDA
COLOPLAY PARLOPHONE

BEGGIN
MADCDN BONNIER/BONNIER AMIGO

SWEET ABOUT ME
GABRIELLA CILMI ISLAND

THE MAN THAT CANT BE MOVED
THE SCRIPT PHONOGENIC RCA

MOUNTAINS
BIFFY CLYRO 14TH FLOOR

LOVE 1S NOISE
THE VERVE ON YOUR OWN/VIRGIN/EMI

DANCE WiV ME
DIZZEE RASCAL FT CALVIN HARRIS & CHROME DIRTEE STANK

GIVE IT 2 ME
MADONNA WARNER BROS

NO AIR
ORDIN SPARKS DUET WITH CHRIS BROWN 19UVEZOMBA

THIS IS THE LIFE
AMY MACDONALD MELODRAMATIC/VERTIGO

CLOSER
NE-YO DEF JAM

THE DAY THAT NEVER COMES
METALLICA WARNER BROS

5 YEARS TIME
NOAH ANO THE WHALE VERTIGO

WARWICK AVENUE
DUFFY A&M

MERCY
DUFFY A&M

I'M YOURS
JASON MRAZ ATLANTIC

EURO DIGITAL

SONGS SPOTLIGHT

GREECE
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Swedish DJ/producer Eric Prydz
notches his third top two hit

on the UK. Singles chart with
instrumental dance track “Pjanoo.”
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{NIELSEN SOUNDSCAN
INTERNATIONAL) SEPTEMBER 13, 2008

PRIN SE GNORISO
STAVENTO LATTAS/KOUINELIS/COLUMBIA

NA' SE KALA
IED MODERN

JUST HOLD ME
MARIA MENA COLUMBIA

. MESA SOU
METH & NEX LATTAS KOUINELIS/COLUMBIA

| KARDIA SOU PETRA
HELENA PAPARIZOU COLUMBIA

+ SE THELO
SAKIS ROUVAS SAKIS ROUVAS MINOS/EMI

XIPNA THANASI
THANOS PETRELIS HEAVEN

AH AGGELE MOU
GIANNIS PLOUTARHOS MINOS/EMI

GIVE IT 2 ME
MADONNA WARNER BROS

THE DAY THAT NEVER COMES
METALLICA WARNER BROS

(ZW1.2EK PRODUCENTOW
AUDIO VIDED)

AUGUST 29, 2008

FEEL
FEEL GDRGO

ANIA
W SPODNIACH CZY W SUKIENCE? SONY BMG

VARIOUS ARTISTS
AMF FM NAILEPSZA MUZYKA POD SLONCEM 2008 POVATON

SOUNDTRACK
MAMMA MIA! POLYDOR

CISTERCIAN MONKS OF ROSCREA'STIFT HEILIGENKELZ
CHANT - MUSIC FOR PARADISE UNIVERSAL

VARIOUS ARTISTS

© RADIO ZET SHA MUZYKI LATD 2008 MAGIC.

KOMBIt
D.A.N.C.E. IZABELIN

AMY WINEHOUSE
BACK T0 BLACK |SLAND

COLDPLAY
VIVA LA VIDA OR OEATH AND ALL HIS FRIENDS PARLOPHONE

JONAS BROTHERS
JONAS BROTHERS HOLLYWOOD
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| KISSED A GIRL
KATY PERRY CAPITOL

ALL SUMMER LONG
Kib ROCK TOP DOG/ATLANTIC

VIVA LA VIDA
COLOPLAY PARLOPHONE

SWEET ABOUT ME
GABRIELLA CILMI (SLAND

GIVE IT 2 ME
MADONNA WARNER BROS

i RAYON DE SOLEIL/MA MAIN SUR TO

WILLIAM BALDE WARNER

DISTURBIA
RIHANNA SRP/DEF JAM

PJANOO
ERIC PRYDZ SPINNIN'

DEGENERATION
MYLENE FARMER POLYDOR

DAS HAT DIE WELT NOCH NICHT
SOHNE MANNHEIMS EDEL

HOT SUMMER NIGHT (OH LA LA LA)
DAVID TAVARE M6 INT/SCORPIO

THIS IS THE LIFE
AMY MACDONALD MELODRAMATIC

THE MAN WHO CAN'T BE MOVED
THE SCRIPT PHONOGENIC/RCA

CLOSER
NE-YO DEF JAM

TIRED OF BEING SORRY
ENRIQUE IGLESIAS INTERSCOPE
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SLIPKNOT
ALL HOPE IS GONE ROADRUNNER

COLDPLAY

. VIVA LA VIDA OF DEATH AND ALL HIS FRIENDS PARLOPHONE

NEW

NEW

NEW

10

16

DUFFY
ROCKFERRY A&M

THE VERVE
FORTH PARLOPHONE

SOUNDTRACK
MAMMA MIA! POLYDOR

AMY WINEHOUSE
BACK TO BLACK |SLAND

AMY MACDONALD
THIS IS THE LIFE MELODRAMATIC

MADONNA
HARD CANOY WARNER BROS

PAUL POTTS
ONE CHANCE SYCO

SARAH CONNOR
SEXY AS HELL XL

ABBA
GOLO - GREATEST HITS POLYDOR/PCLAR

. THE SCRIPT

SCRIPT PHONOGENIC RCA

MYLENE FARMER
PGIiNT DE SUTURE POLYCOR

THE GAME
LAX GEFFEN

MICHAEL JACKSON
KING OF POP EPIC

niclsen
Music Control

SEPTEMBER 3, 2008

| KISSED A GIRL
KATY PERRY CAPITOL

VIVA LA VIDA
COLDPLAY PARLOPHDNE

ALL SUMMER LONG
KiD ROCK TOP DOG/ATLANTIC

BEGGIN
MADCON BONNIER/BONNIER AMIGD

SWEET ABOUT ME
GABRIELLA CHLMI [SLAND

DISTURBIA

RIHANNA SRP/DEF JAM

GIVE IT 2 ME
MADONNA WARNER BROS.

NO AIR
JOROIN SPARKS FT. CHRIS BROWN {9/JIVE/ZOMBA

BETTER IN TIME
LEONA LEWIS SYCOD

TAKE A BOW
RIHANNA SRP/DEF JAM

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOME SCHOOU/ATLANTIC

WARWICK AVENUE
DUFFY A&M

tiM YOURS
JASON MRAZ ATLANTIC

MERCY
DUFFY A&M

PJANOO _
ERIC PRYDZ SPINNINI
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Re-Entry EURO SINGLES SALES, EURO ALBUMS: Compiled from the national singles and album sales charts

respectively, of 20 European countries. EURO RADIO AIRPLAY: Compiled from 17 European countries as monitored and tabulated by Nielsen Music Control

Hits of the World is compiled at Billboard/London. RE.
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Chart Codes: CS (Hot Country Songs), HI00 (The Billboard Hot 100); LT (Hot Latin Songs), POP (Pop 100)

and RBH (Hot R&B/Hmp-Hop Songs) TITLE (Publisher - Licensing Org ) Sheet Music Dist, Chart, Position

15 MINUTES OF SHAME (Purple Cape BMI/Major Bob.
éaCAP/MUSIE gl Stage Three, BMI/Songs Of Cornman,
i), Wi
7 THINGS (Antonina Songs, ASCAP/Downtown
ASCAP/Seven Summits. BMI/n Bocca Al Lu
ég%@ﬂondmea Lane Music Publishing, B

AOOQICTED (Pnrnanf}Wave ASCAP/Saving Abel.
ASCAP/Crazy You Publishing, ASCAP/Skiddco,
EOMPVhslIfaux ercy, BMVEMT CMG, BMI), HL. H100 70,

AOOICTION (NextSeIecnon Publishing, ASCAP/Mottola
Music, ASCAP/ASPEN Songs, ASCAP/D Brasco Pub-
fishing, ASCAP/Jabete Music, ASCAP/Stone Diamond
Mustc, BMI/Black Bull Music, ASCAP/EMI Blackwood,
BMY/Doll Face. BMI), HL, RBH

AIN'T | éL Austin Demgnee ASCAP/Grand Hustle Publish-

Music. ASCAP/Crown Club Publrshmg
BMVWamer T.imerlane Publishing. BMU/Tayl g (or My Hart
Publistung. ASCAP/Tremel| Clemons AS AP/Dega Fig
a5 Publishing, ASCAF’BJ WBM

ACL | EVER WANTED (Universal Musnc MGB Songs,
ASCAP/Dirty Water Dog Music. ASCAP/Universal Music
Corporation, ASCAP/Lanark Village Tunes, ASCAP/Crite-
f1on Wsm Cor oranon ASCAP/ lazz Your Azz Tunes,

ALL I Wi NTTO OO Jennder Nenles ASCAP/EMI Black-
wood, BMUDirkpit. BMYMusic Of III
BMi/Bobby's Son And SaIvage BM Slage Three
Music, B éCSI
ALL SUMMER LONG RJR Puhhsnmgﬁ BMVGaje,
Ml/WamerTame(lane Publisting, BMUniversal Music
Comoralron ASCAP/EM! Full Keel Mustc, ASCAP/Songs
Of Unwversal, BM/EM! Longutude, BMI/Leadsheet Las
ASCAP/T2 ry 'TL(JJnes1 GASCA /Zevon, BM), HL/WBM CS

1

ALL SUMMER LONG (RJR Pubhshm& BMUGaje,
BMI/Warner-Tamerlane Publishing, BMVUniversal Music
Corporation. ASCAP/EM! Full Keef Music, ASCAP/Songs
Of Universal, BMIZEMI Lon, gnu e, BMULeadsheet Land.,
ASCAP/Tiny Tunes. ASCAP/Zevon. BMI). HLAWBM,
H100 33, POP 41

ALREADY GONE (Jenrifer Netlles, ASCAP/EM! Black-
wood, BMYDirkpit, BMUMusic Of Stage Three,
BMUBebby's Song And Saivage, BMU/Stage Three
Music Bl Ib HL. CS 47

AMERICAN BOY (will ( arm Music, BMI/Cherry River,
BMU/Chrysalis Songs, BMUPiease Gimme My Publish-
ing, BMUEMI Blackwood. BMULarry Leron Music.
EIIA[I)I]SISI?I Music. BMICopyright Control), CLMW/HL.

AMERICAN BOY (will 1.am Music, BMVCherry River,
BMU/Chirysahis Songs, BMi/Please Gimme My Publish-
ing, BMIEM) Blackwood, BMULarry Leron Music,
BMOVOSgen hgusm BMUCopynght Control). CLM/ML,

AMERICAN RAOIO (S e Thiee Songs, ASCAP/Brett
James Comelus, ASC, /KdIIES Music. ASCAP/Kobalt
Music Publishiny, ASCAP? S 54

AMOR DESPERDICIADO (Juan Y Nelson ASCAP) LT 40

EL AMOR EN CARRO (Arpa BMI) [T 1

AMOR INMORTAL (Not Listed) L 30

ANGEL (Rodney Jerkins Productions, BMVEMI Blck-
woud MURICO Love Is Shil A Ragper SESAC/Foray

usic SESAC/LaShawn Daniels Produchons,
ASCAP/EMI ril, ASCAP/Cslyle Ink Mu5|c Publishing,
ASCAP/Side That Music. ASCAP), HL, POP 79
ANYTHI NG GOES (Pacmc Wwind ESAC/MeIodIes of

M, SESAC/Rey nson K
ARDE ELCIELD i5iC SCAP r29

BABY (EMI Aprii, ASCAP/LL Coof J. ASCAP/Songs Of
Peer, ASCAP/March 9ih Publishin g ASCAP/ZO 2 Music
Pubhsnmg ASCAP/W Music. ASCAP). HL/WBM

0 55, POP 86 RBH 22

BACK THAT THING UP}Songs 0f Windswept Pacific,
BMWUniversal Music - Z Tunes, ASCAP/Hits And
Smashes Music, ASCAP/2820 Musc. BMY/That's How |

Roll, ASCAP) CS 50

BARTENDER SONG (AKA SITTIN' AT A BAR& (Delu
sional Music BMVDEstm¥ Imart Music, BMI/ etty Suga
Pumgp, ASCAP). WBM., H100 74, POP 60

EL BAZUCAZO éNot Listed) LT 41

BEAM ME UP (M B Publishing. BMI/Reach Global
Songs, BMINappyPub Music, MVUniversal Music -2
Son s, BMIZ4 Biunts Lit At Once, ASCAP/First N Gold,

veaas Music Pubhsnmg ASCAP/EMI Aprl,
ASCAP

BELIEV Greentund ASCAPA m.nobody, ASCAP/EMI

A 11, ASCAP/My Biug Car, ASCAP/énmElYug
ASCAP/WB Music, ASCAP), H 100 96
BEST MISTAKE | EVER MADE (KEVIO Fowler Music.,

BMI/Three Aces Music, ASCAP) CS 48

BETTER IN TIME (Jonathan Rolem Music.
BMU/Sony/ATV Songs, BMI/God's ﬂm‘
ASCAP/Sony/ATV Tunes, ASCAP), HL, H100 22, POP 12

BLEEDING VE (Wnte 2 Live, ASCAP/Kohalt Music
Publishing, ASCAP/Seven Peaks Music. ASCAP/Jambi-
tion Music, ASCAP) H100 25, POP 25

BOB THAT HEAD (Sony/ATV Cross Keys. ASCAP/FSMGI.
IMRO/State Cne Songs Amenica, ASCAP/Sweet Sum-
mer. ASCAP/Crosstown UKIOW” ASCAP/FImage house
USA, ASCAP/Major Bob, ASCAP/Circle C
ASCAP/Mogave Rain Music, ASCAP), HL/WB €S 15

BODY ON E Jackie Frosl, BMZUnversal Music - MGB
So“g:P AP/Pdno Music. ASCAP/Byetdll Music,
ASC /Sony/ATV Hdrmuny ASCAP) HL/WBM. H100

B TTLE IT UP (Tny Bear Music ASCAP) POP 88

BURNIN' UP (Jonav Brothers Publlshmg BMUSony/ATV
Songs, BMi), HL, H100 29, POP 21

THE BUSINESS (Draw First Publishing, ASCAP/ Want
Mlne Pubhshm% ASCAP; /Umversal uswc Corporahon

L/WEM, H100 34, POP 80, RBH &

BUST IT BABY PART 2 (First N Gold, BMyJonathan
Rotern Music, BMUSony/ATV Songs, BMI/SLg)er Sar\x
Puhllshmg B/ Unwersal Music - Z Son
Afm é\S AP/Fiyte Tyme Tunes. ASCAR/Black lce. BMI)

BUSTIT OPEN {Wilbert Martin Publishing, ASCAPAVI
Rudebwo?' Publishing. ASCAPAts Only About Music.
ASACP/Elimu T Tabasun Publishing, /ISCAP RBH 56

BUZZIN (Suretone Primary Wave Music, BMI/Shwayze,
BMI/Shwayco Music. BMi/Wixen, BMI) POP 83

C

CANT BELIEVE ITIINaD/Eh yPub Music, BMI/Universal
Music - Z Songs. mad Tajz Music, ASCAPWarn-
er-lamerlane Publishung, BMI/Voung Money Publishing,
BMI), HWBM. H100 13, POP 43, RBH

CHANGE IUIOI Swift Musxc BMVSOny/ATV Tree, BMI),

CHECK YES JULIET (RUN BABY RUN) (Travis Clark
Music, ASCAP/S-Curve Music, ASCAP/! 1)/(1<3y Malone
Music, ASCAP/Dimensional Music 0f 109
ASCAP/Cherry Lane, ASCAP/EMI Blackwood. BMURep-
fillian, BMIA LAWBM, H100 75, POP 37

CHICKEN FRIED (LNA Music Publishing, BMYWeimer-
fhound Music_BMI/Heart Above Your Head, BMI} CS 27

CINCO MINUTOS {Sony/ATV Rhythm, SESAC/ExceIen
der Songs, SESCAALa Venus Music, ASCAP) 1T 16
CLOSER {Unwersal Music - Z Tunes, ASCAP/Sony/ATV
Tunes A CAP/EMI Agnl ASCAP/SleIIar Songs, ASCAP).

COME ON GET HIGHER gma(ge anee Songs. ASCAP/Lst-
tle Victories, ASCAP} H1

COME ON OVER (Sweel Kisses, ASCAP/EMI il
ASCAP/Circle C Songs, ASCAP/Full Circle, ASCAP), HL,

€S 30
COMFORTABLE (VoungBMuney Publistung, BMi/Wamer-
Tameriane Publishing, MVPIease Glrnme My Publish-
ing, BMVEMI Blackwood. BMFAZE 2 Must

BM/Songs 0Of Universal, BMI), HLAWBM, RBH 76

MO YO (El Conuco, BMI/Redomi, BMI) LT 34

CODKIE JAR (EnlIe tC Caesar Music, ASCAP/EM| April,

ASCAP, 8 er, ASCAPMarch 9ih Publishing,
ASCAP/ZOB Music Puhhshlng ASCAP/WB Music.

N’aoP Pub Music, BMiUnwersat Music - 2

Son s BMI/Songs Of Universai, BMI). HLAWBM. H100

COOL (Tappy Whyte's Music, BMI/Songs Of Universal

I} H100 81

Data for week of SEPTEMBER 13, 2008 |

BMI/Musty Attic, BMVEMI Blackwood, BMI/Ramen
Monlﬁome Nv ASCAP). 83
O LIME Suretone Primary Wave Music
CLB)IUIII H100 76

INTRY MAN IPIdIIOI Peanut, BMLMurrah Music Cor
poration, BMVEMI Apl, ASCAP/Songhighter Music.
ASCAP), HL, CS 16

CRAZY OAYS {(Mike Curb Music BMI/Sweet Hystena
Music_BMI/Curh Songs, ASCAP/Jacobs on%a
ASC/ AP/ForIune Favors The Boid ASCAP/Adam Gregory
SOCANX BM CS 35

CRUSH (Right Bank Music, ASCAP/LIIr Makes Music.
ASCAP/1Z 06 Publishing, BMIEMI Blackwood,
BM/Roditis Music, ASCAP/ArfHouse Enlenammem
ASCAP), HLAWBM, H100 31, POP 23

CRY FOR YOU {Universal-PolyGram Infernalional,
ASCAP/EMI Blackwood, BMVEMI Scandinavia, BMI).
HL, H10084 POP 34
CUDOY BUDDY (Nol Lisled) RBH 39

CULPABLE O INOCENTE (Nof Lisied) 1T 35

O0AMAGED éPruducIs Of The Strests, ASCAP/Sumphu
ASCAP/A Grand Jam Music, SESAC/Please Envoy The
Music BMIZZXS Pubhshm(ﬁ;/l BMVIrving, BMUEMI‘April,
ASCAP/EM| Blackwood. BMJanice Combs Publishing
BMUVJustin Combs Publishiny ASCAP/MarIsySMuSIC
gMI/NomnE [:%f;) Songs. ASEAP/Nomng Hill Songs,

DAM TIIAMOR (Not Listed) LT §

OANGEROUS (One Man Music, ASCAP/Byetall Music,
ASCAP/SonSy;AW Harmony, ASCAP/C Bahamonde,
SOCAND Sales, ASCAP), HL, H100 6, POP 3, RBH 57

OAT BABY IBEH Hil Tiger Music, ASCAP/8th Grade
Music Publishing, BMI'S WA N Musu: ASCAP/EMI

i), ASCAP/Your Momma Looks Like A Man
A CAP/Hmpmlc Music, BMVLII Jizzel Music PUDIISITIOQ.
BM¥Universal Music Corporation, ASCAP/Fully Focus
Puhhshmt . ASCAP). HL/WBM, RBH 79
\Y THAT NEVER COMES {Creeping Death.

10042
UIBII\AVOII V{qRONG (EMI Apnl, ASCAPALaumar Music,
OIFFERENT BREEO (Bigger Lick hMusic. BMI) CS 56
OISTURBIA‘B—Uneek SOT?S ASCAP/Songs Of Unver-
sal BMI/Culture Beyond Ur Expenience Publishing,
BMIMs. Lynn Publistung, ASCAP Universal Music Cor-
oration, ASCAP/A-List Vocalz. BMI), HL/WBM. H100 2,

0P 2
DONDE ESTAN CORAZON/[S[nnque Iglesias Music.
ASCAP/EMI April, ASCAP/Doble Acuarela Songs
ASCAP/Warner Chappell. SGAE}). HL/WBM
DONK SSOUI]B Bay Music. BMI/CroomslacuIar Musxc
EWE lement 9 Hip Hop, BMY/Takin' Care Of Business.
OON Scn(/ATV Tree, BMI/Beavertime Tunes.
own Uplown, ASCAP) HL, CS 33
0 GOOD (Sany/ATV Cross Ke
ASCAP/HOOSlermama Musxc SCAP/Songs f Com-
bustion Music, ASCAPMusic Of Windswepl,
ASCAPWB Misc ASCAP/Red Cape ASCAP),

HL/WBM. CS 49

OONT THINK | CANT LOVE YOU Umve(sal Music -
Careers. BMU/Shitake Maki. BMiMarvel Man,

VSongs of Wlndswept Pacific BMINlbe Room,

BMI/BP, B L HLWBM, CS 45

DONT THINK [ DON'T THINK ABOUT IT (Cadaja Pub-
lishing, ASCAP/MXC Music, ASCAP/Sull Womng for
The Joman ASCAPACG Alliance, ASCAP) CS 5 H100

DON’T YOU KNOW YOU'RE BEAUTIFUL (Moonscar
Music, BMYBPJ Administrahon ASCAP/Lttle Blue Type-
wriler Mus:c BM VSo’r\IAy/ATV Tree. BMIZAIl Mighty Dog
Mustc. BMI), HLAWBM, CS 28

00 YOU BELIEVE ME NOW (Sony/ATY Tree, BMI/Song
For MY Good Girl, BMI/Totally wirighteous Music,
BMI/The Bigger Theg Are SESAC/S 1 Songs, SESAC)
HL/WBM, CS 1, H100 39

DREAMER (Mot Listed) POP 77

ENERGY (S M.Y, ASCAP/Sony/ATV Harm%
ASCAP/Rico Love s Still A Rapper, SESA oray Music,
SESAC/BreakIhrou h Creations, ASCAP/EMI

F/{W&zyne wnﬂms Music BMI) HI. H100 83 POP

75 RBl

ER. (EMERGENCV ROOM) {LaShawn Daniels Produc-
ticns, ASCAP/EMI April, ASCAP/Tailored 4t Music,
BMI/Coy vr i Coniral), HL RBH 45

EVERYBODY WANTS T0 GO TO HEAVEN {Hope-N-
Cal BM/Cal IV Entertainment, BMI/SexTy Tractor Music,
BMVBack To Black Songs, BMi/Songs That Sell. BMI)

CS 6, H100 46
EVERYTHING IS FINE (Bream Busler ASCAP/UmversaI
Music Corporation. ASCAP), HL/WBM CS 5.

3

FADEO (AImu Music. ASCAP/R Nevil Music, ASCAP/EMI
MJHI ASCAP/EMI Music Pubhishing, AUSE/Seven Peaks
sic, ASCAP/Walt Disney Music Company, ASCAP)

HL POP 89

FALL FOR YOU (Jonn \/eseIB PuDIlsmr;’q BMI/Sony/ATV
Songs, BMI \II HLWBM
FINE INE}[ amerTamerIane Pubhsnm% BMI/SeII The
Cow, BMU/Tower One, B

FOREVER Sun%s Of Umversal BMI/Culture Beyond Ur
Expenence Pubhshing, BMI/Universal Music Corpora-
1ion, ASCAP/Rabert Allen Desmnee ASCAP/Ddre 7
Publishint SESACR HL/WBM. H1004, PDP 1 RBH 94

FOR YOU ?_EDMI Apri ASCAP/New Sea Gayle. ASCAP/The
Moose Is Loose, ASCAP), HL, CS 41

FREE FALLIN' (EMI April, ASCAP/Gone Gator,
ASCAP/Wixen Music. ASCAP). HL, H100 99

GET BACK (Seven Feaks Music, ASCAP/Dem Lovato
Pubhshmg ASCAP/Jonas Brolhers Publishing
MI/Sory/ATV Songs, BMI), HL H100 72
GET LIKE ME (Crump Ti ht Publlshm ASCAP/Cuiture
Beyond UrExpenenLe blish m? B I/UﬂIVEI.)aI Mu3|c
Careers, BMI} HLAWBM, H100 18, POP 50. RBH 10
GET SILLY (Bionuc Bev Pubist ing Dcs»gnee BMI/Croom
slacuIdr Music, BMIJ Dumas Puiblishing Designee
BMUYoung Mogu! Publishing, BMI/Backyard Publishing.
BMVEMI Blackwood. BMVColtPark Music, BMUElement
SAHID Hop, BMTakin' Care Of Business. BMI) HL, POP

GET UP (Not Listed) RBH 97
GI%L ON THE BILLBOARD (Johrny Biensiock, BMI) CS

GIRLS AROUND THE WORLD (Goldie's Pla: house Pub-
lishing, BMIAwarner Tamerlane bhsnm%‘ |/Pretty
Girls And Big Love Son? M/Big Love Music,
BA/Songs Of Universal, BMI/German Dog Music,
ASCAP/Young Money Publishing, BMI), HL/WBM. RBH

30

G000 GOOD (Shaniah Cymone Music, ASCAP/EMI
Apnil, ASCAP/Slack A D Music, ASCAPUniversal Music
Corp%(atton ASCAP/Pockietoots. ASCAP), HLAWBM,

RBH 48

G000 TIME (EMIAnnI ASCAP/Tn-Angels Music,
ASCAP), HL, H100 77

GOT MONEY Voung Monembrlsmng BMIWarner-
Tamerlane Puphishing, BM VFI’WPU Music. BMUni-
versal Music - Z Songs, BMUPiay N Skillz Music,
ASCAP/Skillz For Sk Iz And Play Musik, ASCAP/EMI

il ASCAP: 110016, POP 46, RBH 13

GREEN LIG (Jonn Legend F\thshmg BMUChe
River, BMU/R-Rated Music, SOCAN/We Don't Play Even
When We Be Playin'’, ASCAP/Chrysatis Music Pubiish-
ing. ASCAP/In Thee Face Music Publishing, ASCAP/Fin
GreenaIIPubllshm Designee, BMI), CLMHL, RBH 73

GUNPOWDER & LEAD or%ATV Tree, BMINashville
Star, BMVTIIawmrI Music, BMUCarnival Music Group.
BMIBluewater Music, BMI). HL. H100 94

H

HASTAEL DIA [)E HOY (Maximo Aguirre, BMUPacific
Latin, ASCAP) LT 3

HEAVEN SEN éShe Wiole It ASCAP/Universal Music -
MGB Songs, ASCAP/J Vibe Publishing, ASCAP/Lex Pro-
ject Publishing, ASCAP), HLAVBM HT00 61,RBH 5

HERE | AM (4 Blunits Lit Al Once ASCAP/First N Goid,
BMINoung Dramma ASCAP/Jackie Frost, ASCAP/Uni-
versal Music - MGB Songs ASCAP/HonesI Ave Music,

CAP), HLAVBM, H100 47 POP 94,

HE vsrsoo (ste W Publishing ASCAP/Sony/ATV Dis
€0

HI HATER (5IT0 15 Publishing BMi/Associ Publishing
BMI/UnwersaI Music Corporation, ASCAP/Gaucho
Music BMI LRBHT70

HOLLER BA K (EMI Biackwood BMVGeofirey Stokes
Nielson Publishing BMI/Wamer Tamerlane Pubhshmé;
BMU/T-Bird's Mu5|c BMI), S 10, H1Q0 6

HOMECOMING (Please Imme My I’ubhshmg BMVEMI
Blackwood, BMU/Universal Music - MGB Song
A%\P/Welgg R]ed Music. ASCAP/EMI ApnI ASCAP)

HOT N COLO (When Im Rich You'!l e M%}Ilch
ASCAP/WB Music, ASCAP/Kasz Money Pubishing,
ASCAPMaratone AB_STIM/Koball Music Publishing.
ASCAP) WBM H100 20 POP 20

100 %MI Apnil, ASCAPWiggly Tooth Music, ASCAP),
HL, CS 38

IF | NEVER SEE YOUR FACE AGAIN (Universal Music
Careers BMU/Fehruary Twenty Second, BM|/Valenting
\/alemme ASCAP/Universal usuc MGB Songs.

SCAP), HLAWBM, H100 88, POP 73
I KISSE A GIRL (When m Rxch Voull Be M{ Bitch.
SCAPAWB Music, ASCAP/Kasz Money Publishing.
ASCAP/MavaInne AB, STINVKoball Music PUbIrshlng
ASCAP/EMI Musm Publishing UK, SESAC/EMI. ASCAP).
HL/WBM, H100 10, POP.

I'LL BE LOVIN U LONG TIME (Rye Songs. BMI/Song°
0Of Universal, BMI/ToomFsmme Puhhshmg BMIEMI
Blackwood. BMUCstyte Ink Music Publishing,
ASCAP/SIide That Music, ASCAP/EMI April.
ASCAP/Jobete Music. ASCAP). HLAWBM, H100 91
POP 68, RBH 53

I'LL WALK (Southcastie Songs. ASCAP/Bwiisangs.

ASCAP/A Dog Named Km hhshmg. ASCAP/Carol
Vincent And ssociates, Bl
1 LUV YOUR GIRL (2082 Musm Publlshmg ASCAP/WB

Music, ASCAP/Songs Of Peer, ASCAP/March 9ih Pub-
hishing, ASCAP/Youn’a Jeee/ Music Inc , BMYEMI Black-
wood, BMI). HL/WBM, H100 38, POP 58, RBH 19

M CHEATIN' (Dwele Music ASCAP/316, BMIMsssing
Link Music, B VBBMP Productions, BMI/Nomng Hill
Music, BMI

I'M THAT € ICK (Rye Songs, BMVSongs Ot Universat
BMIUniversal Music - MGB Songs, A CAP/Son /ATV
Tunes, ASCAP/EMI Apnil, ASCAP/Naked Under
Clothes, ASCAP/Chrysalis Music Publishin 8
ASCAP/Rodsongg ASCAP/AImG Music. ASCAP).

HL/WBM

M VOURSéGoo Eyed, ASCAP)H1009 POP 22

IN COLOR (EMi Blackwood. BMI/Big Gassed Hitties.
BMI/New OHI‘I\A s Of Sea Gayle. BMIMNoah's Little Boat.
gwﬂdomno usic Publishing BMiALucky Thumb,

) LS

IN LOVE WITH A GIRL (G DeGraw Musm BMiWarner-
Tameriane Publishing, BMI). WBM. POP 40

IN THE AYER éE Class F’ubhsmMg ASCAP/Mail On Sun-
day Music, ASCAP/Sony/ATV Melody BMI/will 1am
Music, BMI/ChenY River, BMI/Music Specialists BMI).
CLMML, H100 21, POP 18

1 REMEMBER (She Wiote It ASCAP/Universal Music
MGB Songs ASCAP/Carraggee Music Pubhshlng
ASCAP/UnlversaI Tunes. SESAC/Cardraygee. SESAC)
WBM, RBH 38

1RUN THIS (Mune)( Mack. BMVYoungAMoney Publishing
BMI/Warner-lameriane Publishing, BMBling Blm%I
Music, ASCAP/Money Mack Music ASCAP) WBI

RBH 78
| STILL MISS YOU (EMI April, ASCAP/Romeo Cowboy
Music, ASCAP/Warner-Tamerlane Publishing, BMI/Con-
tentment Music, BMMade For This Music. BMIThis Is
gn ASCAP/Ir’\oAv D Sonas ASCAP/MagIc Mustang.

s OT MV TIME (Son sOtUmversaI BMVEscaawpa
Sonr [}, HL/WBM, H100 43 P!
ITS ER( zeke International Mus;c BMI/Hllco Music.
BMV.Jahgae Joints, SESAC/Universal Music Corporation,
ASCAP; ootIeggers Sloy ASCAP/Chmsxopner Mathew,
BMU/B-Uneek Songs, ASCAP

IVE CHANGED (Dlvme Ml usro ASCAP/WB Music
ASCAP/Dynamite Soul Music ASCAP/Sony/ATV Songs,
BMI/AImo Music, ASCAP/Jasane Drama Music,
ASCAP/She Wrote Il ASCAP/Universal Mustc - MGB
Sor)‘%s. ASCAP/Dabney Music Publishing, BMI),
HLAWWBM RBH 44

1 WOULO (Phylvester Music, ASCAP) CS 39

J

JOCKIN JAY-Z (Not Listed) RBH 52
JOHNNY & JUNE (Big Hil Makers Music. BMIRainy Gra-
ham, BM/Amylase Music ASCAP/Tel} Texas Tunes W,
ASMCAE/Conyngm Sofutions, ASCAP/SoulJet Music.
jj

JUST A DREAM (Bvds with Ears Music, BMIEMI Black-
wood BMiRaylene Music, ASCAP/BP Adininistration,
ASCAP/Songs 0f Combustion Music, ASCAP/No Such
Music SOC N/MuS|C Ot‘g/mdswep( ASCAP),

HL/WBM
JUST DANCE Cerlmed Blueberry, BMI/Sony/ATV Songs
Eer{*B [(]elaII uswc ASCAP/Sony/ATV Tunes. ASCAP),
JUST FINE gMd J Bllge ASCAPUniversal Music Cor
poranon ASCAP/Songs Of Peer, BMI/March 9ih Pubhish-
 ASCAP/Bubba Gee Music, BMUWE Music
A CAP/2082 Music Publishing, ASCAP), HL/AWBM,

RBH 28
JUST STAND UP! (Songs Of Unwersal, BMI/FAZE 2
Music, BMI/WII cCoIId Entertainment, SESAC),

HL/WBM, H100 78, POP 44

KREIGEIN BOOTS R2M Music BMI/Lastraga Entertaim
R Songs. BMI7Songs Of Lastrada,

BM/Rubber Band BMi/Universal-Songs Ot PolyGram
InremanonaI BMY/Bishstick, BMUG Two Da | Publishing
BMI/Mind Taker Publishin g BMI/BIue Star Publishing,
BMUMusic Royale BMI)

L

LA B ORRACHERA NOI Listed) LT 32

LA CUMBIA DEL RIO EIIIJ mex) LT7

LA IMAGEN DE MAL Garmex, BMI) T 46

LAST CALL éCrazy Waler ASCAP/Universai Music Cor-
gg(anon ASCAPMorld House Of Hits. ASCAPY, HL, CS

LAST NAME (Carne-Okie Music, BMItard Road Music.
ASCAP/Universal Music - MGB Songs, ASCAP/Raylene
Musuc ASCAP/BPJ Administralion, ASCAP), HL/WBM,

LAST TTME (B&IIIS Boy Muzik. BMI/WarnerTamerlane
Publishin |/WB Music, ASCAP/SO%S In The Key o
B Fial, SESAC/Noontime South, SESAG Music.
SESAC/The Dean's List, SESAC/December Frrst Publish-
1ng Groy, ’& SESAC/North Avence. ASCAP/EMI Black-
woud B I/Ouesnon And Answer Pupiishing ASCAP),

LEAVIN' (Hon Corron Music, ASCAP/Unwersal Music
MGB Songs. ASCAP/Movie JB Songs BMI/Song Df
Peer, ASCAP/March 9ih Publishin ASCAP/ZOB Mus»c
SJI[))IbSthg ASCAPAVB Mussic. A§CAP

1
LETITGO IUmversaI Music - Careers, BMI/Evansville,
BMUSony/ATV Tree, BMiTomdouglasmusic. BMI).
HLWBM, CS 20

LET IT ROCK {Lion Arre Publisting, BMIAWarner-Tamer -
Jane Pubfishing. BM|/¥oung Maney Publishing %
BMVMoney lack Music, ASCAP), WBM, H100 85 pop

LET ME (Springfield, ASCAP/Bug Music, ASCAP/Dazahil.
ASCAP/Universal Music Corporatlcn ASCAP/Danny
QOrion Son gs ASAP). HLAWBM CS 31

LIKE | NEVER BROKE HER HEART (Muzk Mafia,
ASCAP/Do Wrile Music, ASCAP/JT Harding Music,
BMI/Songs Of Throback, BMIMusic Of Combustion,
BMI/R(?\sr gp Music. BM/Songs Of Windswept Pacific,

M|
LIKE VOU 'LL NEVER SEE ME AGAIN (L¢/low Produc

For chart reprints call 646.654.4633

|>%I1CSAPASCAP/EM|2K r1l, ASCAP/Book Of Daniel,
A
ALITTLE BIT LONGER éJor\as Brothers Publishing
BMI/Son+/ATV Songs. BMI) HL, POP 90
LLORAR LLOVIENOD (Scarlito, ASCAP/EMI April
ASCAP/EZ Vida ASCAPANNIte Kraft Music,
AEEAE/SOH ATV Discos, ASCAPWise W Publishing
LLORIO PORTI gnm e [olesias Music. ASCAP/EMI
I
LoLLIl LOLLI POP THAT BODY) (Tefnoise Publishing.
BMI/Bug, BMI/Amalek Pubiisting, SESAC) H100 28,
POP 24, RBH 82
LOLLIPOP (Young Money Publishing, BMiWarner-Tamer-
lane Publishing, BMIHerbalicious Music, ASCAP/Black
Fountan Publishing, ASCAP/EMI April, ASCAP/dimipub,
BMIEMI Blackwood, BMU/Three Nails And A Crown,
'A(S](F;/\F’/Rognet3 Mustc. ASCAP). HL/WBM, H100 35.
LOOKIN BOY (Granny Man Puplishing BMI/Mabk-Mekhi
Music, BMI/Basement Funk South. BMiMonotize Pro-
ductions. ASCAP/Anonymous Publistung, BMDimitry
JOSIICHRSH RJbIlshquEDes?nee BI/Raymond Jones

) PO
LOOKIN' FOR A GOOO TIME {Warner-Tamerlane Publish-

ing. BMVDWHaywood, BM/RADIOBULLETSPublishing
BMV/Hillary Dawn SESAC/Shaw Enuff Songs.
SESAC/Multisongs, SESAC/Jamanarye Music.,
BMUManic Midas, BM)), WBM CS 24

LOSIN' [T (TnT Exploswe Pubiishi ASCAP) RBH 100

LOST {Goriila Zoe Music, BMIMahk-Mekhi Music.
BMDalync Music ASCAP/Youn Money Pubhshing.
BMiNYoung Drumma, A! 93

PERDIDO SIN TI (BRUNOS USIC. ASCAP/E% 0 Enter-
latl)rbmem ASCAPMusic Ot Windswept, ASCAP) POP

LOVE IN THIS CLUB (UR-1V Music, ASCAP/EMI April,
ASCAP/Songs Of Universal, BMiMy Diet Starts Tomor-
row, BMI/Young Jeezy Musw Inc MVEMI Blackwood,
BMUSony/ATV Songs. BMY/Baby Keyz Music.
BMI/Sony/ATY Tunes ASCAP/1 I IO Emenammem

AP) HLWEM PO

ASCAP), P 48

LOVE IN THIS CLUB, PART Il {UR 1V Music,
ASCAP/EMI Apiil AéCAP/Songs 0t Universal,
BMI/Sony/ATV Songs. BMI/Baby Keyz Musie,
BMIMYoung Jeezy Music Inc . BMU onexMack BMI/Ry
Love Music, ASCAP/Keef Tha Beef, ASCAP/Sony/ATV
Tunes, ASCAP/HIOEntenammenl ASCAP/Wamef
Tamerlane Publishing BMI) HLAWBM, RBH 61

LOVE IS GONE (Squdre Rivoli Wbllshmg
ASCAP/Whistling Angel Music, BMVRlesIer Prod
ASCAP/Panted Desert Music BMI) POP 8

LOVE ME (Not Lisled) ABH 86

LOVE REMAINS THE SAME (\ad Doq Winston,
BMI/Sienna Sienna Songs. SOCAN) H100 37, POP 51

LOVE REMEMBERS {[lag)c Mustan BMVTnppIe
Shoes BMVImmokatee Music. BMUDaphil Music BMIy

LOW E Class. BMI/Top Quality, BMUMusic, BMUAUniver-
usic - Z Songs, BMI/Sany/ATV Tunes,

ASC AP/Sony/ATV Songs BMII HLAWBM, POP 35

LUNA (Not Listed) LT 36

MAGIC (| Like Em Thicke, ASCAP,/Da Gass Co .
ASCAP/Haddington Music, ASCAP) H100 73, RBH 11

MARCO POLO& olliPark Music., Bl I/Souléa Boy Music,
BMVNomn HIISongs SESAC/Shago, SESAL /Elemenl

0 M|/ Takin' Care Of Business BMI) RBH

ME OA IG A §0ny/AW Discos, ASCAP) LT 27

S/IJS[I)VEI?I |slanc21 PRS, MI Blackwood.
H

A P

ME VIO LLORAR (Jorge Cefedon Guerra Publishing
Desinee: LT 50

MI BUEN AMANTE (Arpa, BM) LT 25

A MILLI (Young Mone: Puhhshmg BMi/MWarner-Tamer-
lane F’umlsmng BMI/Levegas Music Pubhshmg
ASCAP/EM! Apn, ASCAP oting Hill Music, BMI/Cha
Lois Publishing, BMI), HLAWBM. H100 19 POP 49 RBH

MISS INDEPENDENT éUnlversaI Music - Z Songs
BMUPen In The Groun Hjbhshm% ASCAP/Sony/ATV
HarmurFI}y ASCAP/EMIADHI ASCAP), HL/WBM, H100

MI SUENO (WB MUSIC ASCAP} LT

MIII\IIE LI{(ECHER (Nashvilie Star. BMI/Sony/ATV Tree

MOVING MOUNTAINS (UR-IV Music, ASCAP/EM Apnl
ASCAP/Sangs Df Peer, ASCAP/March 9th Publishing,

ASCAP/WB Music, ASCAP/2082 Music Publishing
ASCAP/Sony/ATV Tunes. ASCAP/Son /ATV Music UK
PRS/Su it Wuga. BMI), HLWBM, RBH 7
MR. CARTER foung Money Pubhshin: BMVWamer
Tamerlane Publishing BMI/Drewski Baby Music
ASCAPMarlina Music, BM/Carter Boys Publistin g

ASCAP/EMI Apnl ASCAP , HL/WBM. H100 95, RBH 31

MRS. OFFICER (Young Mone Publishing, BMIWarner-
Tamerlane Publishing BMi/Three Nails And A Crown,
ASS(/;I;/H ht Werk, BMiRoynet Music ASCAP) WBM.

H10053 RBH 12
MUDDY WATER (Steel Wheels, BMI/Blind Mute.
BMV/Cabo Tres, BMI) CS 34
MUSIC FOR LOVE (Sura Music Compan Nl ASCAP/TnT
Explcsrve Publishing, ASCAP/Universal Music Corpora-
fion, AS APV Beach Music Puthishing, ASCAP).

HLAWBI, RBH 24
MY APOCALYPSE Creening Dealh, ASCAP) H100 67
MV KINO OF BEAUTIFUL (Universal Music - Careers,
0ny/ATV Tree BMY/Sony/ATV Harmory
ASCAP/ huckW on GOurmeI ASCAP/ICGVAIIIdHCE

MY LIFE (BaK/Game BMVFIco Prige Publishiry
BMU/Sony/ATY Sengs, BMI/Dade Co Project Music
BMI/Universal Music - Z Songs BMI/Montilla Mustc.
E%%‘III%% 0Of Universal. BMI? HL/WBM. H100 26: POP

NA DE NA (NOI Llsted rg

NEED U B/ iy, ASCAP/Universal Music - Z
Turies, ASCA Apnl SCAP/Canon's Land Music
Publishing ASCAP/Bome Again Pubhshm% AP/Ma-
tion Records, ASCAP/WesmuD{ Music. ASCAP/Roynet
Music. ASC) |I

NEVER (Daniel Farns Publishing Desuqnee BMV/Eartull
Music Publishing, BMi/Warner-Tameriane Publishing.
BMVLyucaI Genius Publishing, BRMIWE Music.
ASCAP/The Prodigal Publishing, ASCAP) WBM. RBH

NEVER LEAVE MY GIRL (Connecled Music,
ASCAP/Fulure BOI Music, BMYDudaman Musxc
ASCAP/Goddess s;s Muswc ASCAP RBH 8

NEVER WOULD drwnL Sa Music,
IZBL\AVMInslreI Pmducnuns BMI) BM, HIOO RBH

NO AIR (T And Me, ASCAP/Universal Music - MGB

Son%\ s, ASCAP/Cemis Hot Songs ASCAP/EM April

ASCAP/AImO Music, ASCAP/Underdogs West Songs,
ASCAP/FaunIIer% Music, ASCAP/ring, BMiAUnderdog
Eas Songj BMI nk Gn . BMV/Strange Motel Music
ASCAP), 0. PDP 38
NO ME DY POR VENCIDO (F0n31 ASCAP/Sony/ATV
Discas, ASCAP/Maxmo Aglulrre i) LT

NO SOY QUIEN (Deeksha bnshmg SESAC/Sony/ ATV
Timber, SESAC/Nana Maluca, SES

NOTA STAIN ON ME (T-Town Music, MI) RBH 98

EE QUIERD NADA (Brava Songs. ASCAP/WB Music.

119
NOTHING LEFT TO SAY (Mint Factory, ASCAP) RBH 64

o

ONE STEP AT A TIME (7 Style Music, ASCAP/Laurel

Krown Music, ASCAP/Crosstown Songs. ASCAP/Murlyn
SongPU s, ASCAP/Cutfather Pubhsn MU/ Warner-Tamer-
Iane bhshlnH‘BMI ) WBM, H100 17 POP 8

0IN (DJ KnaIe(I BMI/Nomng Hill

Mus«c BMV4 Blunts Ln Al Once, ASCAP/Sony/ATV
Tunes. ASCAP/Trac-N-Field Ente( tamment ASCAP/Not-
ting Date Songs ASCAP/First N' Gold, BMUWarner-
TamerIane Publishing, BMI/Voung JeezxZI;Ausuc Inc .
BMIEMI Blackwood. BMI/Boosie Ba ABWB
Music, ASCAP/Son /ATV Harmony, ASCAP/Byefall
Music, ASCAP/A McColister Publishin M?/Resugnee
ASCAP/Universal Music A Z Sengs BMI/Nappypub

Wwww.americanradiohistorv.com

Mustc. B, HLWBM, H100 66 POP 69 RBH 32
EL PALETERO Arpz. BVI) LT 44
PAPER PLANES (Universal Music - Z Tunes,

ASCAPMollertronix Music ASCAP/Nineden
ﬁSCABPKAUmversaI Po gGram International ASCAP},

PARA SIEMPRE ,Julianita Musical, BV LT 4
PERDONO Y OLVIDO (Gato Frio Music, BMI} T 49
PLAY MY MUSIC (V/onderland Music Company,
BMI/Walt Disney Music Comngy ASCAP) PQP 97
PLEASE EXCUS E rstN Gold. BMIWarn-
er-Tamerlane F’ubhshmg BMU/Einnor, ASCAP/WB Music
ASCAP/J Franks Publishing, ASCAP/Check Your Pulse
Publisting, BMUChet Hudabte Music Pumlshm%]
BM/2087 Music Publishing ASCAP) WBM, H100 80

RBH 17

POCKETFUL OF SUNSHINE (EMI Blackwood BMLGator
Baby, BMVEMI Apn! ASCAP/ ny/ATV Tunes, ASCAP)
HL/WBM, H100 30, POP 29

PORK AND BEANS (E 0 Smith, BMI) POP 98

POSE (Not Listed) LT 12

EL PRESENTE {Lotein Music BMVEMI Blackwood, BMI)

LT 31

PROFESSIONAL éSIephen Goldshoro Publishing
Designee, SE Music BMlWamer-Tamerlane
Ptébhshmg BMVSongs Of Umwersal BMI), HL/WBM,

RBH 95

EL PROXIMO VIERNES (Not Listed) LT 26

A PUNTO OE g\Aaxlmo Aguire BMI3 LT 22

PUT A GIRL m n EMI Blackwood BMURNetineck
Music, BMBig Borassa Music BMUWB Music
ASCAPMelissa’s Money Mus»c ASCAP/GeI Aload Ot
This Music, ASCAP), H/WBM CS 17

PUT ON (Young Jeezy Music Inc BMbYoung Drumma.
ASCAPMWB Music ASCAP/Please Gimme My Publish-
mg BMVEMI B3Iackwood BMI). HLAWBM, H100 12

RACK DAODY (Noddiactor Publishing, BMVEMI Black-
wood BMU/Ball Hard Entertainment MI) RBH 99
RADIO FgSOUIchd ASCAP/Universal Music Corporation
ASCAP/Swarthy PUI)IISITID% ASCAP/Chnslogl)Jer Umana
Publishing Desl lggee ASCAP/Eutoro Ebong blishing
DESI nee ASC LAWBM, RBH 7
&ocomame Music. BMVDancm Squirrel,
ASCAP/I AF) Music ASCAP/OL)IUITI For e Peo le
Music, ASCAP/Sony/ATV Tunes, SCAP?
RELEN TLESS (EMI Aprl, ASCAP/Chues Black Cloud
APMouse Of Fame, ASCAP). HL CS 19
LOS REPROCHES DEL VIENTO (Vander ASCAP) 1T 21
RIDE (So Inkredibies. SESAC/rocndsty Music
BMiMollings Music. ASCAP/Nay R/I b Music,
BMiUnwersal Music - Z Songs, BMi/Tremaine Neverson
Publishing Designee ASC»‘«Pgg HL/WBM RBH 68
RIGHT HERE (DEPARTED) (=M Blackwood, BMUHere's
Lokt Al You Kidd Music, BM/Belug: Heights Music
BMySony/ATV Songs, BMI/Golden The Super Kid
Music ASCAP/The oblly Network, ASCAP/Quda
Music ASCAP/Lady V Music Publishing, BMI). HL RBH

51
RISE ABOVE THI MSeelher Publishing BMV/Sate One
Music Amenca BMIKickDaiKat Music BMi) WBM,

POP 87

THE RIVER (Dlvme Mill Music, ASCAP/WB Music,
ASCAP/Lady And A Tramp, ASCAPNoe| Gourdin Pub-
ishing, ASGAP/Mable's Girl Music, ASCAP/Unwersal-
PonGram International Tunes SESAC) HLWBM. RBH

27
ROLL WITH ME (Sony/ATV Acufi Rose BMU/Year Of The
Dog Music. ASCAP fords & Music, ASCAP). HL. CS 26

s

SEXY CAN I (Siop Trying To ongy Music, BMI/Draw
First Pubhshm ASCAPNctor S Carraway Publishing

| POP

SHAKE IT {Metro Station Music ASCAP/EMI April.
ASCAP HL H100 27. POP 15

SHATTEREO (TURN THE CAR AROUND) ( Oid Man
Tme Music, ASCAP/G Watt Music, ASCAP/EMI Apnl.

SCAP), HLAWBM, H100 69, POP 64

SHAWTY SAY | CrumEAT ht Pumrshm? ASCAP/Young

Monev/Pubhshm; B I arne(Tdmer lane Publishing

SHE NEVER CRIED IN FRONT OF ME (Franklin Road
BMI/Music Of Stage Three BMUBobby's Song And Sal-
vasxe BMI/StagF ree Music BMI) CS 9 H100 54

WOULDN GONE | Want To Hold Your Songs
BMI/Tommi EyJo B8M|. CS 3

SHOULD'VE SAID NO (. SOn{/ATV Tree, BMVTayIDr Swift
Music, BMD), HL, CS 11, HI00 51 PX

SHUT UP AND LET ME GO (W8 Musu: ASCAP/PIa
witer Music, PRS/Sony/ATV Tunes, ASCAP/Sony/A
Music UK, PRS), HLAWBM, H100 87 POP 57

SIGUELO NoI Listed) (T 11

SINCE YOU'VE BEEN GONE éW BM Music
SESAC/Scngs n The Key Of B Flat, SESAC/Noontime
South, SAC/The Dean's List, SESAC/December First
Publishing Group SESAC/daylen Adonis Music Publish-
mg SESA ‘Christian Combs Publishing SESAC/Foray

C, SESAC), HL/WBM, RBH 75

SIN CONSIOERACION Galg Frio Music. BMUUniversal
Music - Z Songs T 45

SINGLE (Super ym DI»sI'nng BMIZUnversal Music -
2 Songs BMLPen In The Ground Publishing ASCAP/My
Diet Slarts Tomorow BMISongs Ot Universal BMI)
HLAVBM, POP 92

SI NO TE HUBIERAS IDO (\Marco ASCAP)LT 6
S| TU TE VAS ADG

SO FLY EMI A}ml ASCAP/ lustm Combs Pubitshing,

/Da1 Music. AS AP). HL, H100 92, RBH 23

SO ICEY Not LISIE!IiIi H 81

SOL0 UN DIA (AHORA TE AMO} (Nol Listed) LT 37

SOMEBOOY SAID A PRAYER (Feet I The Creek
ASCAP/Crosstown Uptown, ASCAP/Big Loud Shirt
Industries ASCAP/Big Loud Bucks, BM1) CS 40

SOUNOS S0 GOOD (Gin Road, BMI& CS29

S0 WHAT (EMI Blackwood, BMI/Pink Inside Publishing,
BMIMaralone AB, STIM/Kobalt Music Publishing
ASCAP), HL H100 3 POP 10

SPOTLIGHT (Supe( Sayin Publishing BMiUniversal
Musm Z Songs, BMUSony/ATV Tunes, ASCAP/EMI

Aprl, ASCAP,. HLAWBM H100 60, RBH 8

STAY WITH ME (BY THE SEA) IAI Green BMiUniversal
Music - Careers BMUA74 Music BMINicodemus
Music. BMUJaJaPo Music, ASCAP/Universal Music Cor-
Wrauon ASCAPMy Soulmale SongRs ASCAP/Songs ot

indsweyt Pacific BMI), HLAWBM

STILL STANDING (VR M Music, SESAC/SDOSS In The

dy 0f B Flat SESAC/Noontime South, SESAC/ Jaylen
Adonis Music Publishing SESAC/Chiistian Combs Pub-
IIShIﬂ% SESAC/EMI Foray Music SESAC/MonDeeruse.
ASCAl /hmacns Worldwxde Puhhshmg ASCAP/EMI
April, ASCAP) HLWBM, R

S ETE AIPXISV fido ASCAP/SDn%ATV Discos.

Iram Marcos “Tiny' Masis Publishing Designee.

P 33

SC LI
SUMMERTIME (Sony/ATV Harmony. ASCAP/Three Piece
aérf;)n ing, A /IIonmeDPuvashmg ASCAP). HL.

SUPERGIRL r Radar, BM/Coy ngm Conlrol/S uo
Bernstein & Lo, ASCAP/Tosha usic, ASCAP

SUPERWOMAN (Leliow Productions, ASCAP/ MI Aunl
ASCAP/Stuck In The Throal, ASCAP/Sor nﬁATV Harmony,
ASCAP/OZMOD Music, ASCAP). HL. R

SWAGGER - Not Listed) RBH 55

SWEET & WILD (Unversal -PolyGram International,
ASCAP/WB Mu5|c ASCAPMountain Moming, ASCAP),

SWING awn Rald Music Publishun &BMVUnwersaI
usic Corporation, ASCAP/Soulja Boy Music.

BM Croomslacula! Music BMI) H100 65, POP 56
SWING YA RAG (Crown Club Publishing BMU/Warner-
Tamerlane Publishing BMi/Universal Tunes,
6SESAC/Snngs 0f Universal SESAC). HLAWWBM H100

T

TAKE A BOW (Universal Music - Z Songs, BMU/Pen In The
Ground Publishing, ASCAP/Universal Music - Z Tunes,
ASCAP/Sony/AT\? Harmony ASCAP/EMI April ASCAP),

Go to www.billboard.biz for

HL/WBM, H100 14 POP 17, RBH 4

TAKE YOU DOWN (Songus Ot Unwversdl BMVCuiture

Beyond Ur Expenence Publishing BMUFurst Avenue

Music PRS/Unwversal Music - MGB Songs
ASCAP/Dexmis Hot Songs. ASCAP/EMI Apnt
ASCAP/AImo Music ASCAP/Strange Motel Music
ASCAP/Underdogs West Songs. ASCAP) HL/WBM
H100 90 RBH 15

TAROE O TEMPRANG (Moslly Sau Songs. ASCAP/WE
Music ASCAP) LT 20

TEENAGE LOVE AFFAIR (Lcllow Productions
ASCAP/EM! Apnl. ASCAP/Touchytees 5)/ Music.
ASCAP/Plantife Experience Music, ASCAP/Uncle Bobhy
Music BMUEMI Blackwood BMVSInpe Music BMUAr-
ng BMI). HL, RBH 18

TEN PACIENCIA (Mot Lisied) LT 48

TE QUIERO (Editorial San Angel SA DECV)LT2

TEXT MESSAGES (Universal Music - Z Tunes
ASCAP/Ahmad's World, ASCAP/Bob D Terry Publisting
BMVEMI Blackwood BMU5700 Park Music BMVChns
Symfonikz Lewrs Publistung BMVJarmone Hoox Davis
Publisting, BMNick Bain Pubhsnm? BMUAnother Juke
Jam BMUSongs Of Windswept Pacific BMI) HLAWBM

RBH

THAT'S WHAT YOU GET (WB Music ASCAP/But Father
1 Just Want To Sing Music. ASCAP/Josh's Music
ASCAPHunterboro Music ASCAP), WBM H100 71

POP 26
THEY CALL I7 FALLING FOR A REASON (5ongs Of
Universal, BMIHannaberg BMUHope-N-Cal BMYSexy
Tractor Music. BMYCal IV Entertainment BMI)
HL/WBM CS 58
THIS IS ME (Walt Disney Music Company ASCAP) POP
2

8

THUNDER (EM April ASCAPMartin Johnson Music,
ASCAP) H100 82, POP 32

THE TIME OF MV LIFE (19 MusicLid ASCAP), WBM
H100 36 POP 39

TODO LO QUE SOY (Judn Carlos Caberar ASCAPAN
Measures ASCAP) LT 38

TRAOING PLACES (UR-Y Music. ASCAP/EMI April
ASCAP/Sony/ATV Melody BMUWB Music
ABCAP/ZOBZ Music Pubhshmg ASCAP), HL/WBM
RBH 63

TRES (Peermusic Il BMSongs Of Camaleon BMI) LT 24

TROUBADOUR (Ash Street ASCAP/Big Loud Sturt Indus-
Ines. ASCAP/Big Moulage Music ASCAP/Sony/ATV
Cross Keys. ASCAPALeshie Satcher BMUSony ATV Tree,
BMI), HL, CS 8, H100 56

T-SHIRT (Andrew Frampton Music. BMVEMI Biackwood
BMiAVayne Wilkins Music, BMI). HL_POP 61

TU ADIOS NO MATA (Ser-Ca BMI) LT 28

TURN HEADS (Wo'unie Publishing ASCAP/Siide That
Music, ASCAP/EMI April ASCAP/Jamall Willingham
Publishing, ASCAP/WeF it 10 Pubiishing, ASCAPAT
Moe Publishing BMI) RBH 85

u

UH HUH (Shark Squad Assassins, ASCAP/Grand Hustie
Pubiishing. ASCAP WB Music. ASCAP/EMI Apnl
ASCAP/Slide Thar Music ASCAP/Regmas Son Music.
ASCAP), HLAWBM RBH 60

UNBELIEVABLE {ANN MARIE) (Beautiful Monkey Pub-
listung, BMI) CS 57

UPPER MIDOLE CLASS WHITE TRASH (Mike Curb
Music BMUSweet Hystena Music, BMI/Songs Of Mighty
Isis Music BMUKobalt Music Publishing ASCAPVista
LargaMusic BMI). WBM CS 44

v

VACATION (Young Jeezy Music inc - BMIUSo Inkredibies.
SLSABC/ rocnasty Music BMIMoliings Music ASCAP)

VIVA LA VIDA (Universal Music - MGE Songs. ASCAP)
HL/WBM, H100 7 POP 9

VIVE Y DEJAME VIVIR (Arpa, BMI) LT 13

VOICES (Runnin' Benund Publishing, ASCAP/EMI Apnil
ASCAP/Big Loud Shrt industries, ASCAP) CS 46

VOLVERE (Lnivision. ASCAP) LT 47

WAITIN' ON A WOMAN (EM! April. ASCAP/Sea Gayle
Music, ASCAP/Emma And Maddie, ASCAP/Warner-
Tamerlane Publishing. BMi), HL/WBM CS 2, H100 44

WAKE IT UP (Heavy On The Grind Entergament Publish
ing, BMUBih Grade Music Publisting. BMYEMI Black
wood, BMByelall Music, ASCAP/Sony/ATV Tunes.
ASCAP/Deja Nu Publishing BMI) HL, POP 99

WASSUP WIT DA COOKIES (50/50 Frieriainment
BM/Dirty Pool Music, ASCAP) RBH 91

WHAT ABOUY NOW (EMI Blackwood BMIBug
BMI/12 06 Pubhistung, BMY7 Months Of Shadows Pub-
lishing, BMVDwight Frye MUS|C BMI/SmeIIs Like Metal
SOCAN), HLWBM. H100 86, POP 52

WHATEVER YOU LIKE (men Club Pubhstung.
BMUWamer-Tamerlane Publising, BMUmipub
BMYRicco Barring Muzic, ASCAP/EMI BIackwood BMI),
HI/WBM, H100 1. POP 14, RBH 2

WHAT THEM GIRLS LIKE {Luidacns Woridwide Publish-
ing, ASCAP/EM! Apni, ASCAP/Team S Dot Publishing
BMI/Hitco Music, BMYSongs Of Windswept Pacific
BMURadney Jerking Producnons BMIEMI Blackwood.
BMI), HL. H100 59, POP 70, RBH 26

WHAT YOU GOT (Byefall Music., ASCAP/Sony/ATV Har-
mony ASCAP/Sony/ATV Son%s BMI), HL, POP 27

WHENEVER YOU'RE AROUND (Blue's Baby, ASCAP/L2
Kasa Scle, ASCAP/EMI April, ASCAP/Nen eneralion
ASCAP/Universal Music Corporation, ASCAP/Jatcal.
ASCAP). H/WBM. RBH 77

WHEN 1 GROW UP (EM) Blackwood. BMyRodney
Jerkins Productions, BMYUnversal Music Corporation
ASCAP/TNT Explosive Publishing. ASCAP/EMI
ER%/OGIenw%od Music Corporation. PRS) HLWBM

100 11, P!

WHEN IT HURTS (Grindume, BMUSongs Of Universal
BMVAntomo Dixon's Muzk, ASCAPE 0 Duz It BMVrv-
ng, BMVUnderdog East Songs. BMVEMI April, ASCAP)
HI/WBM, RBH 66

WiLL I EVER (Ler In Puhllshlng ASCAP/Sony/ATV
Tunes, ASCAP), HL. RBH 90

WOMAN gUnwersal Muswc 7 Tunes, ASCAP/Ahmad's
World, Al CAP/Sony/ATV Tunes. ASCAPALite Print,
ASCAP), HL/WBM, RBH 29

WORDS (Bug Music. ASCAP/Soup Sandwich,

ASCAP/Gold & Iron, ASCAP/WB Music ASCAP) WBM

RBH 67
THE WORLD SHOULD REVOLVE AROUND ME (Plusi-
moon Productions. BMVS Curve Songs WorIdwnde

ASCAP/Earl Randle, BMVSongs of UmversaI BMIrving,
BMN) HLAWBM. POP 9!

YA NQ LLORES (LET ME LOVE YOU) (Chanieo Music
Publishing, ASCAP/786 Publishing, ASCAP) LT 33

YOU CAN LET GO {1 Want To Hold Your Songs
BMyWords To Musm BMVDimensional Music Of 1091
ASCAP/A Sling And A Prayer. ASCAP/Cherry Lane,
ASCAP), CLM/WBM (S 25

YOU GOT ME (Walch The Sasquaich Music. BMYZ-Daz-
zlistic Music, ASCAP) POP 53

YOU LOOK GOOO IN MY SHIRT (Sory/ATV Tree
BMU/Gold Watch, BM/Wenonga, BMINEZ, BMI) HL, CS

3,H100 45

YOU'RE EVERYTHING (2 Trili Enferprises ASCAP/4
Blunts Lit At Once, ASCAP/Sor né/éﬂv S,
BMUCrump Tight Publishing, ASCAP/Premro Publishing,
BMU/Still-N-The Water, BMVNodatactor Publishing,
BMVEMI Aprl, ASCAP) HL. RBH 59

YOU'RE THE ONLY ONE (Indla B Music. BMISengs Of
Unwersal PolyGram International BMIDemonte's Music
Publishiny, BMY/Paradise Forever Music, BMI) RBH 20

Y QUE QUEDE CLARO (Noi Listed; LT 17

complete chart data 75
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76 BILLBOARD

Would you like to stay
focused on making
“HIT records?
Trust BLOOM to manage all
of the details in recording
and marketing. Some of our
services include Budgets,
Album coordination, Rights
administration, Union con-
tracts, and Releasc planning.
212-627-5456

www.bloomentertainment.com

TALENT

MALE SINGER NEEDED FOR

ESTABLISHED ‘BOY BAND'.
TOP PRODUCTION COMPANY IS LOOKING FOR

1 BOY AGE 16 TO 19 TO JOIN NEW BOY BAND
ALREADY SIGNED TO A LABEL AND RECORD
DEAL. BAND HAS GUARANTEED PRIORITY
RELEASE IN EUROPE AND ASIA. EUROPEAN
TOUR ALREADY CONFIRMED -RELEASE IN THE
USA AND A REALITY SHOW IN THE WORKS

POP - ROCK - HIP HOP - STYLES. EXCELLENT
VOCALIST-PERSONALITY - MUST NOT BE
SIGNED TO ANY MANAGEMENT OR LABEL
CONTRACTS/NG ONE OVER 19 SUBMIT QUICK
TIME, PICS & RESUME TO BRAD DAVIS CAST-

ING AT TALENT@MARQUEECASTING.COM

MUSIC
MERCHANDISE

BUY DIRECT AND SAVE!
While other people are raising their prices, we
are slashing ours. CD's. LP's, Books, Cassettes
as low as 50 cents. Your choice from the most
extensive listings available.

For free catalog call (609) 890-6000.
Fax (609) 890-0247 or write
Scorpio Music, Inc.
P.0.Box A Trenton, N.J. 08691-0020
email: scorpiomus@aol.com

OPPORTUNITIES
BMI AWARD WINNING WRITER,
DAVID PAYTON HAS YOUR NEXT
HIT - Email -

Davidpaytonmusic@aol.com or
Call 813-447-5350.

SEPTEMBER 13, 2008

CONNECT WITH THE MUSIC INDUSTRY’S MOST IMPORTANT DECISION MAKERS

For ad placement in print and online call Jeff Serrette 800-223-7524/jserrette@billboard.com
Call Benjamin Alcoff - Help wanted advertisment postings in print and online 646-654-5416/Ben.Alcoff@nielsen.com

REAL ESTATE

PROFESSIONAL T-SHIRTS
SERVICES

READY TO RECORD? HOW
ABOUT SOME FREE HELP?

Contact us today
and we'll send
you your FREE
Master Tapse

de that's full
of great recording
tips and tricks.

i manert

MAEAT MASTER

{866) 677-T911
www.discmakers.com/bb

TDISC MAKERS'

L
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To Orcer Back Issues
Online, Go To:

bitlboard.com/backissues

www.americanradiohistorv.com

Loy or Rl Fesbinis?

oue: bmd
BACKSTAGE
FASHION
Worldwide Distributors of Licensed:
ROCK & NOVELTY T-SHIRTS,

STICKERS, PATCHES, FLAGS & MORE!
Check out our website catalog:

Www.backstage-fashion.com

or call for a free price list/flyer (dealers only):

800-644-ROCK

(outside the U.S. - 928-443-0100)

VOLUNTEERS
NEEDED

Interested in volunteering at
he most important music ind|

BILLBOARD REGIONAL
MEXICAN MUSIC SUMMIT

For more information regarding voiunteer opportunitles,
please contact Courtney Marks at
cmarks@billboard.com or 646-654-4652
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TURNTABLIE

Send submissions to: exec@billboard.com

RECORD COMPANIES: EMI Music appoints Jeff Kempler
COO of A&R labels for North America, the United Kingdom
and lreland. He was COO of EMI’s Capitol Music Group.
Razor & Tie Entertainment names Beka Tischker VP of
A&R and music publishing. She was senior director of A&R.

= ' i
oo T 7l /
KEMPLER TISCHKER EDWARDS PARSONS

PUBLISHING: Universal Music Publishing Group promotes
Maani Edwards to VP of urban creative affairs for the West
Coast. He was senior director.

Spirit Music Group taps Jennifer Scher as CFO. She was
senior director of corporate finance at EMI Music Publishing.

RELATED FIELDS: Nickelodeon and Viacom Consumer
Products elevates Andrés Mochon to VP of NVCP for Latin
America and names Jennifer Lawlor VP of agent territories
at NVCP for Europe, Near East and Africa. Mochon was di-
rector at NVCP for Argentina, Brazil and Chile, and Lawlor
was VP of marketing and licensing at 4Kids Entertainment.
Triton Media Group, a supplier of digital products and serv-
ices, names Brian Parsons executive VP of technology. He

was VP of technology at Clear Channel Radio.
—Edited by Mitchell Peters

Pepsi and Auto Club
Speedway celebrated the first
running of the Pepsi SO0 Aug. 27 at the
Auto Club Speedway in Fontana, Calif, with
an invite-only event at Avalon Hollvwood. The
party was hosted by NASCAR driver Jeff Gordon,
right, and Pharrell Williams, and featured a performance
by Williams' group N°E*R*D. pPHOTO: COURTESY OF AP IMAGES

Pianist Arthur Hanlon
and Chilean singer Myriam
Hernandez check out the Baldwin pianos
at the Gibson showroom in Miami. Hanlon is
showcasing his upcoming Universal Music Latino
album, “Piano Sin Frontera,” at the showroom this
month. Hernandez is one of the guest artists on the release.
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WORKS

SIXX SOUNDS CALL FOR NATIONAL
RECOVERY MONTH

Métley Criie/Sixx:A.M. bassist Nikki Sixx is working tc raise
awareness about National Alcohol and Drug Addicticn Re-
covery Month in September.

Last year, Sixx made history as the first rocker to be in-
vited by NAADAC, the Assn. for Addiction Professionals,
to speak on Capitol Hill at the organization’s 18th annual
National Recovery Month luncheon about his recovery ex-
perience. According to recoverymonth.org, the monta’s ef-
fort aims to promote the societal benefits of alcohol and
drug-use disorder treatment, la:1d the
contributions of treatment providers
and promote the message that recov-
ery from alcohol and drug-use disor-
ders in all its forms is possible.

The musician won't be returning
to Washington, D.C,, this year be-
cause of scheduling conflicts, so he’s
“coming up with some other things
that we could do to help [spread]awareness,” possibly in the
form of public service announcements, Sixx says. “I would
still like to address the issue [of recovery] politically in that
forum,” says Sixx, who has worked with Rep. Patrick Kennedy,
D-R.1., to help champion the Mental Health Parity Act, which
provides parity between health insurance coverage ot men-
tal health and substance abuse and benefits for medical and
surgical services.

Sixx adds, “What I’ve come to understand througa talk-
ing to so many different people is that this is something I
need to be involved with over and over and over again, and
like in Alcoholics Anonymous, [it's] one day at a time, and
it is in this sense bringing awareness to this one day at a
time, one month at a time, one year at a time.”

Sixx’s side project Sixx:A.M. debuted last year with sleeper
hit “The (Heroin Diaries Soundtrack,” acompanion to his self-
penned book about drug addiction. NAADAC has chosen the
album’s latest single, tough-love track “Tomorrow,” as one of
the themes to National Recovery Month. —Christa Titus

Legendary

singer/song-

writer Brian

Wilson made a

special appearance at

the Gibson Guitar Gear
booth at this year's Magic
Marketplace show Aug. 26
in Las Vegas. Wilson's new
album, “That Lucky Old
Sun,” hit stores Sept. 2.

B INSIDE TRACK

THE NEXT DIMENSION

Carlos Santana says his new compila-
tion, “Mutlti Dimensional Warrior,” due
Sept. 30 on Columbia/Legacy, is “a

love letter to fans”—as well as are-

minder that his repertoire includes
more than the hit duets he’s been re-
leasing since 1999’s “Supernatural.”
For me it's very clearly some-
thing that comes from my heart,”
Santana tells Track. The artist person-

| ally supervised the compilation of the

two-disc, career-spanning “Warrior

which features 28 songs from 1970-
2002, as well as the artwork and
package design. “l basically turned
itallin, the complete finished work,”
he says. He also added some new
overdubs to five of the songs, put-
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Robbins Nashville

artist Chad Hudson

recently visited Billboard's .
Nashville cffice to play an
acoustic set that included debut
single “Somebody Find Me a
Preacher.” From left are Billboard
senior cha"t manager Wade Jessen,
contributor Deborah Evans Price and
Nashville sales representative Lee Ann
|Photoglo: Hudson; and Billboard chart
manager Mary DeCroce, correspon-
dent Ken Tucker and Nashvilie sales
|Ireprssentative Cynthia Mellow.
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jﬁ “First Family of Music Row"”
the Bradleys—Harold, Patsy,
Jerry, Connie and the late
Owen-—were honored Aug.
26 with the Leadership
Music Dale Franklin Award
during a dinner and musical
tribute held at the Loews
Vanderbilt Hotel in
Nashville. Brenda Lee host-
ed the evening, which fea-
tured performances by
Kenny Chesney, Lee Ann
Womack, Gretchen Wilson,
Kellie Pickler, Ronnie Milsap
and Mandy Barnett. From
left are former Opryland
Music Group president
Jerry Bradley, Nashville
Mayor Karl Dean, Lee,
ASCARP senior VP Connie
Bradley. former BMI assis-
tant VP Patsy Bradley and
American Federation of
Musicians’ Nashville Chapter
president Harold Bradley.
PHOTO: COURTESY OF ALAN MAYOR

ting guitar on “Spirit” and “Right
Now,” while Santana band member
Chester “C.T.” Thompson played new
piano parts for “Let There Be Light”
and Barbara Higbie played fresh har-
monica for that song and “Praise.
“Warrior” is just one of “a lot of
things that we’re doing,” according to
Santana. He's put his proposed “The
Father, Son and the Holy Ghost” three-
CD set “on hold for right now” but is
working on a new project with long-
time cohort Clive Davis that Santana
says features “no guests, just guitar”—
but is still in its formative stages. He
also expects to record another “Su-
pernatural” type of album but “not for
a while, maybe two years from now.”
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RCA

Nashville artist

Crystal Shawanda,

right, kicked off her

album launch week by

~ singing the Canadian national
anthem at Fenway Park in

Boston when the Boston Red Sox
took on the Toronto Blue Jays.
Crystal joined “American Idol” fi nallst
* Melinda Doolittle, who sang the U. S
national anthem, and Mayor Karl
Dean, who threw out the first pitch.

Actor Jamie

Foxx greets

Rondi Charleston at

the Black and White

Gala for Barack Obama

held Aug. 21 at a private
residence in Beverly Hills, Calif.
Charleston was tapped to sing
songs from her “In My Life” album
including the Carole King classic
“Beautiful” and “Someone to Light
Up My Life.” pHOTO: COURTESY OF
MARGERY EPSTEIN PHOTOGRAPHY

Veteran rocker Steve Miller

recently received an RIAA-certified gold plaque

for “Live From Chicago,” a 40th-anniversary three-disc set
that debuted at No. 1 on Billboard's Top Music Video chart. Released
by Coming Home Media and directed by Daniel E. Catullo, the DVD
captures the Steve Miller Band's July 2007 sold-out, two-night stand at
Chicago’s Ravinia Festival. Backstage at Los Angeles’ Nokia Theatre
L.A. Live, from left, are Judi Kerr Public Relations’ Judi Kerr, Miller and
"Live From Chicago” producer Jack Gulick. PHOTO: COURTESY OF MATT POLEN
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The creative team behind hit single “"Home" toasted the song and each‘other Aug. 25 in BMI's Music Row

£ a—
lobby in N hwlle RecordeJ
b a!u ng

Unlv.sal Music Pul

Blake Shelton and co-written by BMI songwriters Alan Chang and Amy
el Buble, “Home" first topped charts in 2005 as a Bublé recording.
ny ve ﬁ:n country singer Miranda Lambert, marks his trip
, from Starstruck Management Group president/manager 8
liashwlle president/CEQ Bill Bennett, WBRN senior VP of promotio
ishing Group Nashville executive VP/GM Pat Higdon, praducer Bre
ﬁruck Management Grgup rrm\ er Brandon Blackstock. In the front, from left, are Bl

assistant VP of writer/publisher relations-Nashville Clay Bradley, Foster, Shelton, Chang and BMI VP of
wrlter/plhbllsher relations- Nashvnlle Jody Wlllalns PHOTO: COURTESY OF KAY WILLIAMS

MY ’anum

Kid Rock, right,
stopped by CMT’s
“Top 20 Countdown”
to visit host Lance Smith.
PHOTO: COURTESY OF BEN WILDER

M GRAMMY Founpari: -

S

GRAMMYS ROCK THE CONVENTIONS

In an effort to spotlight the issues that affect the creative community
and the importance of music education. Grammys Rock tha
Conventions brought live music to the Democratic and Republican
Nationat Conventions. Acts that performed at the Democratic con-
vention Aug. 26 in Denver included Daughtry, Everciear and home-
town group Fiobots. PHOTOS: COURTESY OF SOREN McCARTY/WIREIMAGE.COM

ABOVE: Grammy Award-winning artist Herbie Hancock, left, with
Recording Academy president/CEQ Neil Portnow.

LEFT: In the back row, from left, are Daughtry guitarist Chris Paul
and manager Stirling Mcllwaine; Recording Academy chairman
Jimmy Jam, VP of advocacy and government relations Daryl
Friedman and president/CEO Neil Portnow; and Grammy
Foundation senior VP Kristen Madsen. in the front, from left,

are Daughtry frontman Chris Daughtry, bassist Brian Craddock,

P z guitarist Josh Steeley and drummer Joey Barnes.
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midem

The world's music community ®
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i ~ Let the music talk .
. MIDEM: The world’s music market | -
| People drive music forward. And MIDEM is about people Save almost 50%™ on the regular participation
— the worldwide community of professionals that create fee for MIDEM and MidemNet Forum by registering N

'and use music, catch trends, offer new solutions and set now at www.midem.com
standards in every style of music. Tel: (1) 212 284 5142

midemusa@reedmidem.com

B RTINS A e e -

Each January, 9,000 of them come together to find new

talent and gain deals. Over four days you can meet the key * valid for all participants without a stand for registrations made before
players from around the world and let the music talk. 15 September 2008.
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MIDEM: 18 - 21 january 2009 - MidemNet Forum: 17 - 18 January 2009 - Palais des Festivals, Cannes, France

‘bonsoﬂ.cpm tﬂDEM‘ is a registered trademark of Reed MIDEM - All rights reserved.
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We're dedicated to superior levels
of performance, too.

When it comes to quality service in the music industry, one bank has consistently performed at a higher

level. SunTrust. Our dedicated financial team knows the ins and outs of the music industry. For years we've
offered customized financial solutions for everyone from artists and producers to studio executives and
promoters. So whether you'd like to acquire a catalog, launch a new label, or even create an album, we'll
help you optimize performance.

For financial expertise that's in tune with your needs, visit suntrust.com/music, or call: Thomas Carroll, Senior
Vice President, Sports and Entertainment Specialty Group, SunTrust Investment Services, Inc. at 404.724.3477.

SUNTRUST

Royalty and Catalog Lending Financial Planning Retirement Planning fnvestment Management Seeing beyond money

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

SunTrust Sports and Entertainment Specialty Group is a marketing name used by SunTrust Banks, Inc., and the following affiliates: Banking and trust products and services are provided by SunTrust Bank.
Securities, insurance and other investment products and services are offered by SunTrust Investment Services, Inc., an SEC registered investment adviser and broker/dealer affiliate of SunTrust Banks, Inc., and
a member of FINRA and SIPC. Insurance products and services are offered by SunTrust Insurance Services, Inc,, a licensed insurance agency.

© 2008 SunTrust Banks, Inc. SunTrust and Seeing beyond money are federally registered service marks of SunTrust Banks, Inc. Mkt 72408
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