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Now in its 7th year, this unique conference offers attendzes the opportunity to learn
from, network and share their music with over 500 of today's top composers, directors,
songwriters, record label, advertising, gaming, studio, network and publishing executives as
well as the best music supervisors in the business!

COLLABORATORS DIRECTOR/COMPOSER LINE |

Director Ken Kwapis, composer Cliff Eidelman and Grammy-winning A spirited conversation between filmmaker b
producer/music supervisor Danny Bramson, who worked together on Ridley Scott and composer Marc Streitenfeld |
the upcoming romantic comedy “He's Just Not That Into You,” will on their working relationship and the creative .
discuss the challenges and rewards of collaborating on films. Kwapis elements of crafting successful scores g
and Eidelman also collaborated on “The Sisterhood of the Traveling and soundtracks. 1
Pants,”

Sexual Life” and “The Beautician and the Beast.” !

RANDY GRIMMETT, Senior Vice President,

¥ ' ' j . Domestic Membership Group, ASCAP

RIDLEY SCOTT, Director
MARC STREITENFELD, Composer

DANNY BRAMSON CLIFF EIDELMAN —.—.  KEN KWAPIS E.

Grammy-Winning Composer Director
Producer/Music Supervisor
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THE BIG PAYBACK
CAN EMI GET
OUT OF ITS
DEBT JAM?

THE TICKET MASTER

IRVING AZOFF
TALKS ABOUT
HIS NEW EMPIRE

MTV OFFERS ' §
BEATLES
FOR SALE

THE FAB FOUR
GETS IN THE GAME

Plus

Christina Aguilera
Guns N’ Roses
Enrique lglesias
Robbie Williams
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REGISTER NOW & SAVE!

A Download on the Digital Music Revolution

Billboard’s Digital Music Live! offers insight from industry insiders on the
digital transformation of the music business including: new music services,
social media, ad-supported free streaming revenue models, digital DIY artist
services and more.

This one-day event - the exclusive digital music track of CES - features
compelling keynote interviews and panel discussions with managers, artists,
record label executives, investors and their technology partners.

Join Billboard to Learn From and Network With the
Best in the Digital Music Business!

Register Today!

www.americanradiohistorv.com

n
www BillboardEvens<®

‘ ; REGISTRATION: Brittany Davies 646.654.4643 ¢ Brittany.Davies@Nielsen.com
Access Pass&D,
Nozes | @ '-5[55?4-?35;55‘;;@" Rospﬁftg‘k!ﬂhﬁm SPONSORSHIPS: Matt Carona 646.654.5115  MCarona@Billboard.com

The Exclusiva Digital Music Track of

2009 ional

> & Cea

WHERE ENTERTAINMENT, TECHNOLOGY
AND BUSINESS CONVERGE

The State of the Digital Music Industry

Monetizing Social Networking

Discovering New Music and
Finding New Fans

Ad-Supported Strategies and Execution

The Online Entertainment Space
Vs. Content Companies

Meet the Press: Digital Music
Journalists Tell All

Concerts and Touring:
Where Virtual Meets Reality
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Just how debt-
strapped is EMI?
10 Mileposts, 6
Questions:
Linda Cohen
11 With The Brand
12 On The Road

Irving Azoff's new

front line of the
music business.

MUSIC
25 BETTER WITH
TIME Christina
Aguilera reinvents
~ old hits on new
~ collecti

TOURING

Finalists for Billboard’s
Touring Awards include
Widespread Panic, Jon Bon
Jovi and the Philadelphia
Soul Charitable
Foundation, and the Aliman
Brothers Band. A full list
and schedule are available
at billboardevents.com.

UPFRONT

7 THE BIG PAYBACK

company is on the

13 Latin
14 Digite!
Enterzainmen
15 Retail Track,
The Indies
16 Globel
24 Q&A:
Irving Azoff

FEATURES
18 WORKER B with a double-album,

a world tour, starring roles in two
movies and several ad campaigns in
the works, the heat is on for Beyonceé.

22 TICKET MASTER
OF THE UNIVERSE

IN EVERY
ISSUE

6 Opinion

33 Over The Counter

33 Market Watch

34 Charts

48 Marketplace

49 Executive
Turntable,
Backbeat,
Inside Track

FILM & TV MUSIC
This event will feature
executives, artists, music
supervisors, directors and
composers including
Ridley Scott, Marc
Streitenfeld, Danny
Bramson, Cliff Eidelman
and Ken Kwapis. Details at
billboardevents.com.
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LATIN

Join us at the Eden Roc
to celebrate the 20th
anniversary of Billboard’s
Latin Music Conference

& Awards, the single most
important Latin music
industry event. Visit
billboardevents.com

for details.
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WOMIEN IN MUSIC
Visit billboard.com and
billboard.biz the week
of Nov. 3 to watch
highlights from the
women in Music
breakfast, including
exclusive interviews with
honorees Ciara, Deborah
Harry and Colbie Caillat.
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THE DMCA, or U.S. Digital Millennium Copyright Act, outlined protections for intellectual property in the emerging dig-
ital economy. While it sought to balance the interests of rights holders, consumers and new online businesses, the DMCA
has been the subject of heated debate ever since it was signed into law Oct. 28,1998. Two experts weigh in onits legacy.

BY MITCH GLAZIER

In 1998, Congress had two goals: encourage creators to
unleash their content online while calming Internet serv-
ice providers that feared a stream of copyright litigation.

The result was the DMCA, which allowed creators to
protect their works online from hackers who didn’t want
to pay and established a notice-and-takedown process to
protect against copyright infringement while granting
immunity to legitimate ISPs and interactive services.

The DMCA achieved its goals. For example, prior to
the DMCA, film studios refused to release content on
the Internet or in advanced digital form. The DMCA al-
lowed for the release of the DVD format, giving con-
sumers a new, more functional platform that resulted in
an economic boost for both the
consumer electronics and motion
picture industries.

Apple created iTunes—a new
way for consumers to take their
music with them and only pay for
the songs they want. Search en-
gines like Google were launched,
as were user-generated content
sites like YouTube and MySpace
and subscription services like
Rhapsody. Tech startups now had the certainty that
they could deploy broadband services with clarity about
their responsibilities.

Ironically, the Consumer Electronics Assn. and others
who benefited greatly from the DMCA now say they re-
gret supporting it. Why? Because itdoesn’t allow free, un-
paid access to works that can be copied using their devices.

They purposefully confuse fair use with free access.
Fair use is the ability to copy a work without permission
after paying for it or otherwise gaining legal access to it.
You can’t break into a bookstore and steal a book to make
a fair use copy. You must buy the book or receive it as a
gift before you can make fair use copies. The DMCA con-
templated this practice and established a process at the
Library of Congress to determine whether fair use is ad-
versely affected and to make appropriate exceptions. The
process works. Consumers have access to more works
than ever.

The DMCA has been good for consumers, creators,
ISPs, technology companies and device makers. It's not
perfect, but like most compromises, it was necessary—
and worth it. e
Mitch Glazier is RIAA executive VP of government and
indusiry relations.

FOR THE RECORD
In the Women in Music special
featureinthe Nov. lissue, Jody
Gerson’s title should have been
listed as co-president of Sony/
ATV Music Publishing
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BY FRED VON LOHMANN

By passing the DMCA, Congress made two policy bets.

First, it bet that digital rights management (DRM) tech-
nologies would be the key to digital content delivery. Sec-
ond, it bet that reducing copyright uncertainty for Internet
service providers and interactive services would encour-
age investment in the online economy.

Only one of those bets paid off.

Let’s start with the loser. The DMCA’s “anti-circumven-
tion” provisions prohibit tampering with DRM or distribut-
ing tools that enable tampering. By putting the force of law
behind DRM systems, Congress backed a losing horse. The
use of DRM, whether in DVDs or iTunes downloads or Blu-
ray discs, has been a total failure at stopping digital copyright
infringement. In fact, DRM has been
counterproductive, giving otherwise
legitimate customers a reason to turn
to unauthorized peer-to-peer down-
loads over purchases laden with usage
restrictions. Far from enabling new
business models, DRM has been a
barrier for online retailers trying to
compete with free services, saddling
them with an inferior product.

The DMCA’s circumvention ban
has also interfered with fair use, free speech and compe-
tition. After all, all four major labels now offer DRM-free
downloads to many online retailers—Dbut not to Apple’s
iTunes store. Obviously, this decision has more to do with
influencing the competitive landscape than preventing
infringement.

The other bet paid off. The DMCA's so-called “safe har-
bor” provisions protect ISPs from copyright infringement
liability based on what their users are up to, so long as
they quickly remove material identified as infringing.
These provisions created enough legal certainty for com-
panies like Yahoo, Google, eBay, YouTube and MySpace
to thrive and helped ensure that they got their start in the
United States, rather than in Europe or Asia.

But copyright owners have been working hard in cases
like Viacom v. YouTube to erode these safe harbors. And
while the safe harbors protect intermediaries like Google,
they have not adequately protected the free speech inter-
ests of [nternet users.

Here’s hoping that DRM continues its slow death, while
the safe harbor provisions keep a door open for the Inter-
net’s disruptive innovators. o
Fred von Lohmann is a senior staff attorney with the Electronic
Frontier Foundation.

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. j N

SUBSCRI BE. Go to billboard.biz/subscribe or call
800-658-8372 (U.S. toll free) or 847-559-7531 (International).

Letters should be concise and may be edited. All submissions published shall become the
sole property of Bitlboard. which shall own the copyright in whole or part. for publication.
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THE
LATEST
NEWS
FROM

>>>SONY
BMG LOSES
$57M IN Q2
Sony BMG Music
Entertainment lost
$57 million on sales
of $762 million for
the three-month
period ended Sept.
30. Those numbers
are down from the $8
million net income
loss posted in the
corresponding
period in the prior
year when sales
totaled $851 million.
The latter represents
a10.5% decline in
sales. Before taxes,
Sony BMG lost $45
million in the second
quarter, compared
with $8 millionin
income in the second
quarter of the prior
year.

>>>REAL-
NETWORKS
POSTS $4.5M
LOSS
RealNetworks posted
anet loss of $4.5
million on revenue of
$152 millionin its
third quarter that
ended Sept. 30. The
loss is comparable to
the same quarter last
year, when it had a
net income of $4.3
million. The company
also reported a 10%
year-over-year
growth in music
revenue to $41.6
million. Real-
Networks doesn’t
break down
subscriber figures for
Rhapsody versus its
other music services,
but says the
subscriber total for
all of them is 2
million, with 125,000
added in the third
quarter.

>>>EMI, WMG
SIGN UP FOR
UNLIMITED
MP3 PACKAGE
EMI Music and
Warner Music Group
have signed on for an
all-you-can-eat
download service run
by U.K.-based
Datz.com, which will
provide access to
unlimited musicin
MP3 format for
£99.99 ($164.45) per
year. The service will
allow fans to keep the
music when the year
is up.

SOMETHING NEW

EECEE] &Y ED cHRISTMAN

GETTING GIGS

THEBIG
PAYBACK

Just How Debt-Strapped Is EMI?

Terra Firma’s blunt assessment
of EMI Group’s financial woes
in late October (billboard.biz,
Oct. 24) startled even veteran
music industry watchers with
its revelation that the company

had posted a pro forma loss of

£757 million ($1.5 billion) dur-
ing the year ended March 31,
widening from a loss of £287
million ($572.6 million) in the
prior year.

But of more urgent impor-
tance is what the report by Terra
Firma investment vehicle
Maltby Capital said about EMI’s
ability to soldier on. And an ex-
amination of the numbers sug-
gests tough challenges ahead.

To complete its August 2007
takeover of EMI Group, Terra
Firma borrowed £2.7 billion
($5.4 billion) from Citigroup.
And the Citigroup debt facilities
contained a financial covenant
requiring the company to main-
tain a certain debt-to-earnings
ratio, the exacl terms of which
Terra Firma doesn’t reveal inits
October report.

But the report does note that
abreach in the covenant can be
cured by an equity injection,
raising questions about
whether Terra Firma may have
to put more cash into the com-
pany to meet that covenant.
And that, in turn, suggests that
the British private equity fund
may need to consider asset
sales to meet its obligations.

But Terra Firma said in the

report that EM1 will see signif-
icant operating improvements
in its financial results for the
six months ended Sept. 30. And
an EMI spokesman said that
the company has sufficient cash
to meet its debt obligation and
to fund operations.

“Any suggestion of any dif-
ficulty in the [EMI1] debt struc-
ture is schoolboy silliness and
is not worthy of sensible com-
ment,” he said.

Citigroup representatives
couldn’t immediately be reached
for comment.

Terra Firm injected £1.5 bil-
lion ($2.9 billion) in equity
into EMI at the time of the
acquisition, but it has since
converted £1.1 billion ($2.1
billion) of that into debt car-
rying an 8% interest rate,
which is being accrued, not
paid. Such shareholder debt
is not typically included in
bank debt covenants.

According to the Terra Firma
report, EMI posted adjusted an-
nual earnings before interest,
taxes, depreciation and amor-
tization (EBITDA) of £164 mil-
lion ($327.2 million) in the year
ended March 31. The report
says EMI has already realized
between £85 million ($169.6
million) and £100 miliion
($199.5 million) in annualized
savings in the year ended
March 31 as partof an ongoing
£200 million ($399 million)
cost-saving restructuring at the
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company, adding that

not all of the £85 mil-

lion-£100 million
would flow through to

its bottom line until

June 2009.
If a generous as-

sumption supposed

that £100 millioninal-

ready realized savings
reaches the bottomn line in the
current fiscal year, that would
leave EMI with £264 million
($425.3 million) in EBITDA in
the current fiscal year.

While that would appear to
be enough to meet the £241
million ($480.8 million) in pro-
jected interest payments due
on its bank debt this year, it
doesn’t take into account any
further restructuring charges
required to reach its £200 mil-
lion cost-savings target, nor
does it take into account artist
advances, which in the last fis-
cal year totaled £177 million
($353.1 million).

EMI wants to reduce the
amount spent on artist ad-
vances as part of its plan to
cut A&R costs, but it’s doubt-
ful it could cut those costs
deeply and still compete to
sign artists.

Still, with £450 million
($897.8 million) in cash on
hand at the end of March, plus
£218 million ($434.9 million)
in availability from its senior
bank facility, it should be able
to meet capital requirements

www.americanradiohistorv.com

in the current fiscal year.

The bigger question is
whether EMI will be able to
meet its undisclosed financial

covenant test. In the last fiscal
year, EMI’s debt-to-EBITDA
ratio was 16.4. In its current fis-
cal year, if EMI's EBITDA
reaches £264 million, it would
reflect a 10.2 multiple, and if it
reaches its goal of £200 million
in cost savings this year, it
would reflect a 7.4 multiple.

Financial sources suggest
that a typical requirement of
this type of covenant would
be a four- to six-times-
multiple of EBITDA. But they
add that EMI’s covenant is
probably more lenient given
the high multiple that EMI
had at the time of the Terra
Firma takeover.

By comparison, Warner
Music Group had a debt-to-
EBITDA radio of 4.9 in the year
ended Sept. 30, 2007, which re-
flected EBITDA of $461 mil-
lion and $2.3 billion in debt.

In the current year, Warner is
on track to exceed last year's
EBITDA, which would further
reduce its multiple.

In an apparent effort to
raise cash, EMI had at-
tempted to shop some of its
recorded-music genre assets
but pulled them off the block
earlier this year without ex-
planation, according to
sources familiar with the sit-
uation. The EMI spokesman
declined to comment.

Did EMT’s efforts to find buy-
ers for some of its label assets
have anything to do with meet-
ing its financial covenant with
Citigroup? And if so, why were
those assets subsequently with-
drawn from the market?

If EMI doesn’t meet its fi-
nancial covenants, it remains
possible that Citigroup could
grant a waiver on the re-
quired equity injection and
in exchange could raise inter-
est rates on the outstanding
bank debt.

b- MOBILE: For 24/7 news and analysis on your cell phone
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NEWS
FROM

>>>YOUNG
PULLS SHOW IN
SUPPORT OF
STRIKERS

Neil Young’s Oct. 30
concert at the Los
Angeles Forum was
canceled at the request of
the artist. Striking workers
at the indoor arena are
engaged in a contract
dispute with the building’s
owner, Faithful Central
Bible Church. Young
elected to cancel the
performance rather than
cross what the
International Alliance of
Theatrical Stage
Employees told his
representatives would be
a picket line at his show.
Young and his wife are
honorary lifetime
members of the IATSE.
The date will be
rescheduled for sometime
in 20089. Ticket holders
can obtain refunds at
points of purchase.

>>>EMUSIC
CUTS STAFF

The sagging economy
continues to weigh heavily
on the digital music space,
with eMusic now laying off
10% of its work force. The
wali Street Journal
reports the company cited
the financial crisis inits
decision, saying referrals
from retail partners that
are especially feeling the
pinch will be affected.
eMusic chairman Danny
Stein told the Journal that
he expects to see overail
growth, but at a slower
rate, and hinted the
service may lower
subscription rates in
response.

>>>THEWB.COM
TO DEBUT
‘ROCKVILLE’
IN’09

TheWB.com will debut
music-centered Internet
series “Rockville, CA” in
2009 from “Gossip Girl”
creator Josh Schwartz
and Chop Shop Music
Supervision owner
Alexandra Patsavas.
Each webisode will focus
on a band performing at
Rockville, a fictional
music club. Music from
the web series will be
available for streaming
and download from
theWB.com; the site also
will host videos and
behind-the-scenes
content. Among the
bands slated to appear
are Phantom Planet,
Earlimart and the Kooks.

BY ANTONY BRUNO

Battle Of

The Brands

MTV Vs, Activision: Game On!

Now that “Rock Band” pub-
lisher MTV Networks just
scored the Beatles catalog for
anew videogame announced
days after the Oct. 26 release
of Activision’s “Guitar Hero
World Tour,” the stage is set
for another battle of the bands
between the two music-based
game franchises.

MTYV already has a “Rock
Band” release featuring AC/
DC. and Activision has a “Gui-
tar Hero” game with Aerosmith
and another in the works for
Metallica. But the Beatles cat-
alog is the biggest “get” in the
game world, and both MTV
and Activision spent the better
part of a year courting Apple
Corps, Sony/ATV Music Pub-
lishing and EMI Music Group,
the trifecta holding the vari-
ous rights to the Beatles cata-
log. MTV ultimately won,
thanks to a combination of
past innovation and music
business cred.

‘MTV was clearly the inno-
vator in offering a full-band
experience,” Apple Corps
CEO Jeff Jones said on the
conference call unveiling the
partnership.

And while none involved
would discuss the specific
terms of the deal, sources
hinted that MTV showed more
flexibility than Activision
whose CEO, Bobby Kotick, has
said that the music industry
should be paying for the op-
portunity to have music in-
cluded in “Guitar Hero.”

“It was presented as if they
were doing the music busi-
ness a favor,” Sony/ATV CEO
Martin Bandier says. “It’s true
you can choose other types of
music, and somewhere along
the line someone’s going to
do it for free for the exposure
... When it comes to the Bea-
tles, the leverage changes.
We're very happy with the
terms of our arrangement
with MTV.

But while the Beatles will
certainly give a boost to
MTV’s music games busi-
ness, none of the Fab Four’s
songs will be available for
download on the existing
“Rock Band” franchise. And
i’s the battle between “Rock
Band 2”"—introduced Sept.
14—and “Guitar Hero World
Tour” that will define the com-
petition this holiday season.

For “World Tour,” the more
popular “Guitar Hero” fran-
chise added several “Rock
Band”-like
drums, vocals and new songs
for sale by download every
week. Content will be available
as three-song “Track Packs” as
well as singles.

innovations:

That’s good news for labels
and music publishers, which
have seen “Rock Band” quickly
become a valuable music dis-
tribution platform. So far, the
“Guitar Hero” franchise has
made only 66 songs available
for download, compared with
the 280 from “Rock Band.”

Until now, Activision’s
“Guilar Hero” sirategy was
more aboul selling games,
either with rapidly developed
sequels or such artist-
specific expansion packs as

—KAl HUANG, RED OCTANE

Game theory: THE ALL-
AMERICAN REJECTS
perform at Best Buy’s
‘Guitar Hero World Tour’

launch event.

“Guitar Hero: Aerosmith.
That's changing. “We are
approaching downloadable
content differently,” says Kai
Huang, founder/president
of Activision’s “Guitar Hero”
subsidiary Red Octane.
“You're going to see us be
much more aggressive about
releasing more songs that we
did with ‘Guitar Hero [11."”
At the same time, MTV is
looking to sell more games,
including a title based on an
AC/DC live DVD that’s avail-
able exclusively at Wal-Mart.
Right now, the installed base
of “Rock Bund” lags far be-
hind that of “Guitar Hero,”
and last year “Rock Band” sold
4 million units compared
with 11.8 million of “Guitar
Hero,” according to numbers
provided by both companies,
in part because MTV had

some supply problems.

Looking ahead, Wedbush
Securities gaming analyst
Michael Pachter expects the
full bundle of “Rock Band 2”
and “Guitar Hero World
Tour”"—including the guitar,
drums and microphone
controliers—to sell about 3
million units each by next
spring. He predicts that an-
other 1.5 million existing
“Rock Band” owners will pick
up the sequel alone—sans
new controllers—while an-
other 8 million “Guitar Hero”
fans would do the same.

As Activision concentrates
on downloadable songs
MTV will try 1o sell more
games. And now that MTV
has set the stage for round
three in this fight next year,
the music business will be
watching closely.

RUSSIA TAKES CENTER STAGE

governing online licensing and copyrights,
and other issues. Participants will include
: Anton Grishin, CEO of Russian indie Mega-
liner Records; Style Records CEO Oleg
Lobov; and officials from Russian authors’
collecting society RAO.

AT MIDEM 2009

The 2009 MIDEM international music market will open
Jan. 18 in Cannes with a day of programming dedi-
cated to the Russian music industry. The program is
being organized in conjunction with Billboard Russia.

The day’s events will include panei discussions
about opportunities in the Russian market and con-
clude with performances by Russian artists at MIDEM’s
opening-night party.

“It’s very important for the Russian industry to show
that it is ready for more international cooperation,”
Billboard Russia editorial director llya Buts says.

The program will address developments in digital
music, recent and proposed changes.in Russian laws
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The opening-night party at
Cannes’ Palais des Festivals will
feature performances by such
Russian pop artists as Sergey
(Style Records) and Valeriya
(NOX Music).

Russian industry execs “are
now in a position where they re-
ally want to explain what the
Russian market is and how to do

business with them,” MIDEM director Dominique
Leguern says, adding that the program “will give
some really practical information on how to pene-

trate the Russian market.”
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Buts says.

MIDEM organizers say the number of Russian atten-
dees at the music market has risen by about 70% dur-
ing the last two years.

According to IFPI’s “Recording Industry in Num-
bers 2008” yearbook, piracy remains a serious prob-

lem in Russia, but sales of digi-
tal music, driven primarily by
mobile music offerings, have
been rising sharply.

Thanks to new regulations
to combat piracy and foster
growth, Russia has become a
key emerging market for the
music industry, Buts says.

“There are labels that have
been around for a while now,

the majors are represented in Russia, there are
publishing companies and collecting societies
and digital platforms, and mobile is a big thing,”

COM

ALL-AMERICAN REJECTS. CHRIS POLK/FILMMA
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BY ANTONY BRUNO

TunesOnThe Go

Are ‘Off-Deck’ Downloads On Deck To Break Big?

Ever since wireless carriers began selling full-track
song downloads about two years ago, record labels
have been waiting for the mythical “hockey stick”—
the surge in sales that would turn growth from flat
Lo vertical.

So far, MultiMedia Intelligence estimates that
U.S. sales of mobile, full-track downloads totaled
just $69 million in 2007. But the emergence of new
“off-deck,” non-carrier-based download services
could finally nudge the mobile download market to-
ward its potential.

On Ocl. 28, Thumbplay—the leading U.S. off-
deck content provider, with a 30% market share—
unveiled a beta-test version of a full-track download
service with songs fromn EMI Music and Universal
Music Group and indie music aggregators the Or-
chard and INgrooves.

That follows the May launch of Dada Entertain-
ment’s off-deck service, which initially featured only
Sony BMG titles but later added songs from UMG
in early October. {Dada is a joint venture between
the Italian Web/mobile services provider Dada and
Sony BMG.) Both Thumbplay and Dada allow cus-
tomers to download digital rights management-free
MP3s to cell phones and computers under a sub-
scription plan.

Oft-deck vendors usually cut deals to deliver their

DEACON: BOB JONES

DEMONSTRATE YOUR
DRAWING POWER

Don’t bother shopping for a booking
agenf until you have a proven history
of selling tickets.

“Wanting to play more shows is not
the reason” to seek an agent, says Lairy
Webman, anagent at Paradigm Talent
Agency. “The reason is that your career
is growing and you can’t handle it any-
more . .. No booking agent wants to
sign a band that’s at square one.”

Webman recently signed the Den-
ver-based rock act Meese afler hearing
from the band’s manager that it was
getting local radio play and selling up
to 700 concert tickets in the markel.
Meese, which plans to release its debut
album on Atlantic in 2009, had toured
throughout the Midwest and could
draw crowds in surrounding cities as
well, he says.

BOOK IT YOURSELF

Booking agents “respect and appreci-
ate” artists who’ve booked their own
shows or'tours, Windish Agency pres-
ident Tom Windish says, citing Dan
Deacon, Girl Talk and No Age as clients
that developed.ties to promoters and

HEWRELEASES
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content over a wireless carrier’s net-
work and place their charges on a
customer’s monthly cell phone bill.
While common overseas, this
model is only beginning to take hold
in the United States, most notably
in ringtone sales. Off-deck vendors
accounted for nearly 30% of U.S.
ringtone sales in 2007, according to
MultiMedia Inrelligence. In addi-
tion, the research firm estimates
oft-deck sales of full songs totaled
about 22% of U.S. mobile full-track sales last year,
mostly through direct-to-consumer offers from la-
bels and downloads from European services.

Verizon Wireless and other wireless carriers with
their own music services can target subscribers di-
rectly with promotions and bundled content and
services. But off-deck providers have their own ad-
vantage: They reach a broader range of customers
on multiple carriers.

Thumbplay has been especially aggressive in mar-
keting its services, and it has secured partnerships
with music services like AOL Music and Clear Chan-
nel Radio, which feature Thumbplay ringtone-
purchase links online. Eventually, Thumbplay plans
to add links on these sites that will let consumers

Deacon blues: DAN DEACON
developed ties to promoters
before signing with the
Windish Agency.

ROAD RUNNERS

Five Tips On How To Get A Booking Agent

Finding a booking agent who believes in your music is the first step in build-
ing a successful touring career.
But at a time when record sales are plunging and more artists are turning
to the road to make up for lost revenue, busy agents are being more discern-
ing than ever about which new acts to represent.
Here are some tips on how to increase your chances of getting picked up

TAKE ME HIGHER
Projected U.S. sales of mobile
full-track downloads (Millions)
SOURCE: MultiMedia Intelligence

download full tracks.

“We have a unique distri-
bution channel,” Thumb-
play CEO Are Traasdahl
says. “It will just help get the
product to the consumer.
The phone will not be the
primary spot where they dis-

cover music.”

The company’s move into
full-track downloads repre-
sents a significant step in

Thumbplay’s growing ambitions. Traasdahl notes that
the number of Thumbplay customers using MP3-
enabled phones jumped fivefold in the past 18 months.

Since off-deck services are more easily integrated
into the Internet than others, executives consider
them an important part of the digital music land-
scape of the future.

“You have a higher impact oft-deck in the long term
if you're able to establish a full-track download song
market,” MultiMedia [ntelligence president Mark
Kirstein says. “In an off-deck context, you can use any
marketing channel and level the playing field relative
to traditional broadband music services.” e

See related story, “Apping the Future.” on page 14.

HIRE A GOOD PUBLICIST

Not only will & well-connected publi-

cist help generate press coverage for

upcoming shows, but a glowing review

in an influential publication has been
nown to fuel bidding wars for an act

among booking agents.

“It can be as little as a glowing Pitch-
fork review that starts the process,”
Viecelli says. “Sometimes we'll accel-
erate the rate at which we debate and
converse about an artist, because if we
don’t, another agent will have them
locked up in a week.”

Heavy press leads to higher
turnouts at concerts, which is ul-
timately what an agent looks for in
a potential client, Windish says.
‘If there is a publicist, there’s a lot

better chance of that kind of stuft

happening.”

MAKE FRIENDS ON THE ROAD
You never know when a band you've
previously shared the bill with will hit
it big. Therefore, it’s best to keep good
ties with other touring acts.

About two years ago, former
Ground Control Touring client the
Yeah Yeah Yeahs tipped the Brook-
lyn-based boutique agency off 1o

talent buyers before getting signed.

Self-booking experience is attractive
to agents because “at least one person
in the band understands the intrica-
cies of the deal” and “the different steps
they have to tuke to move into bigger
venues,” Windish suys.

Culling and e-mailing club talent
buyers for possible gig openings also
helps build new relationships.

by an agency.

DON’T BE A PEST

If Billions Corp. president David “Boche”
Viecellitells an act he'll listen to its album,
he meansit. “But e-mailing me every day
or two, saying, ‘Hey, did you listen to it
yet?” is a bad idea,” he says. “One thing
that doesn’twork is pestering.”

And keep your press kits brief. “If
you're sending something in the mail,
it has to be really concise: one page
with something about the band, the
music and contact info,” Webman
says, adding that an industry referral
doesn’t hurt either.

NOVEMBER 8, 2008 |
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opening act Grund Ole Opry. Ground
Control agent Andrew Colvin says the
Yeah Yeah Yeahs called the band
“amazing” and suggested checking
them out. “So we did and ended up
signing them.’

Viecelli adds that securing a support
slot on a Billions client’s tour is “al-
most a referral from that client.” -
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>>>KARAOKE
CABS SETTO
INVADE CITIES
Starting in November,
consumer electronics
brand Memorex will outfit
cabs in San Francisco and
Chicago with karaoke
systems and encourage
riders to sing in exchange
for a free trip. It’s part of
an advertising campaign
by Colorado-based ad
agency TDA Advertising
& Design to promote
Memorex’s SingStand, a
full-sized microphone,
stand and speakers that
allow users to sing along
with music.

>>>WAL-MART
RELAUNCHES
DIGITAL MUSIC
STORE

Wal-Mart has relaunched
its struggling digital
music store, which will
feature digital rights
management-free music
at lower prices than what
iTunes charges for songs.
The standard per-track
price is 94 cents, but the
store includes a variable
pricing model that offers
the top 25 most popular
tracks for 74 cents each.
The online service also
integrates several new
social networking
features, allowing users
to display their
purchased albums on
their Facebook or
MySpace pages.

>>>ZACTO
ATLANTIC
Atlanta-based country
act Zac Brown Band has
signed with Atlantic. The
group’s album, “The
Foundation,” will be
released Nov. 18 on
Atlantic/Home Grown/
Big Picture. The first
single, “Chicken Fried,” is
No. 6 on Billboard’s Hot
Country Songs chart and
No. 36 on the Billboard
Hot 100. It has sold
161,000 digital
downloads. The song
also appeared on the
group’s 2004 album,
“Home Grown.”

Compiled by Chris M.
Walsh. Reporting by
Antony Bruno, Ed
Christman, Ann Donahue,
Kamau High, Ken Tucker
and Ray Waddell.

For 24/7 news and
b- analysis on your
WBIZ  mobile device, go to:
mobile.billboard.biz.
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Motown Singer Levi Stubbs, 72

Four Tops lead singer Levi Stubbs Jr., one of the most powerful voices in Motown’s storied his-
tory, died Oct. 17 at his home in Detroit after a long series of ilinesses—including cancer and
a stroke—that forced him to stop performing in 2000. He was 72.

Stubbs’ death leaves Abdul “Duke” Fakir as the Tops’ only living member from the original
quartet, which formed in 1954 as the Four Aims and signed with Motown nine years later.
Laurence Payton died in 1997, and Renaldo “Obie” Benson died in 200S. Fakir continues to
lead a version of the Tops that includes Payton’s son Roquel, former Temptations member Theo
Peoples and Motown veteran
Ronnie McNeir.

“He could do anything with
his voice,” Fakir says. “He
could take you anywhere
withit. He could take youto a
love scene. He could take you
dancing. He could take a
great old standard and make
you feel like you're right there
in that song.”

Stubbs—born Levi Stub-
bles in Detroit—gave voice to
such enduring hits as “Baby
| Need Your Loving,” “l Can’t
Help Myself (Sugar Pie,
Honey Bunch),” “Reach Out
I’ll Be There” and “Berna-
dette.” The Tops have sold
more than SO million records
and racked up 4S chart hits
for the Motown, ABC Dunhill,
Arista and Casablancalabels.
The group was inducted into
the Rock and Roll Hall of
Fame in 1990.

Stubbs also provided the voice of Audrey Il, the man-eating plant in the film version of the
musical “Little Shop of Horrors” in 1986 and of Mother Brain in the 1989 animated TV series
“Captain N: The Game Master.” His last appearance with the group was at the Four Tops’ SOth
Anniversary Concert July 28, 2004, at Detroit’s Opera House. Stubbs is survived by Clineice,
his wife of 48 years, and five children. —Gary Graff

THE FOURTOPS in 1964; clockwise, from top left: ABDUL ‘DUKE’ FAKIR,
LAURENCE PAYTON, RENALDO ‘OBIE’ BENSON and LEVI STUBBS.

DEATHS

Amos Heilicher, 90, pioneer-
ing independent distributor
who founded the Musicland
chain, died Oct. 12 of pneumo-
nia at University of Minnesota
Hospitals Fairview.

Heilicher got his start in the
music business in his late teens
as a jukebox service distributor
in Minneapolis and before long
moved into the independent
distribution business.

After his brother Dan left the
armed services at the end of
World War 11, he joined Amos
in the music business. By 1947,
they had landed the Mercury
Records account and shortly
after were selling that label, Co-
lumbia and other indie im-
prints in the Dakotas, lowa,
Nebraska, Minnesota and the
upper peninsula of Michigan.

In 1954, Amos started the
label Soma, which would have
hits from the Fendermen
{“Mule Skinner Blues”) and
the Trashmen (“Surfin’ Bird”).
In 1955, the Heilichers started
the Musicland chain and
merged it with Pickwick Inter-
national in 1960, and along the
way they acquired a record
pressing plant and studio
called Kaybank.

The Heilichers headed up the

jobber and label operation,
which led Amos to be cited as
one of the most powerful peo-
ple in the music industry in a
1970 Esquire story. Pickwick
and Musicland were sold to
Hartz Mountain in 1977, which
in turn sold them to American
Can. After leaving the music
industry Amos remained an ac-
tive businessman, concentrat-
ing on real estate, equipment
leasing and the coin-operated
machine business.

Amos is survived by his
daughter, Lisa, and son, Ira. Dan
died in 2005. —Ed Christman

Harold (Hal) Sanford Kant,
77, longtime Grateful Dead
lawyer, died Oct. 19 after bat-
tling pancreatic cancer.

For more than 35 years,
Kant balanced the seeming
contradiction of serving as the
principal lawyer/general coun-
sel for the quintessential San
Francisco rock band, even
though he was a politically con-
servative registered Republi-
can from New York.

Kant created and oversaw the
various corporations that man-
aged the Dead’s business inter-
ests. His guiding hand is
credited with preserving the
band’s legacy and its intellec-

ship of studio masters and pub-
lishing rights, a rare feat in the
earlydays of rock’n’roll. Kant's
influence was such that Jerry
Garcia and the band embla-
zoned his Grateful Dead busi-
ness cards with the title “Czar.”

Born July 29, 1931, in the
New York borough of Queens,
Kant grew up in the Bronx. He
earned his undergraduate de-
gree at the University of Wash-
ington and a master’s degree
in psychology from Pennsylva-
nia State University before
graduating with honors from
Harvard University Law School.
After law school, he clerked for
Judge William Orr of the U.S.
Court of Appeals for the Ninth
Circuit in San Francisco.

Kant married Sheila Mac-
Lurg in 1955, with whom he
had sons Garth, Anthony and
Jonas. After Kant and
MacLurg divorced in 1976, he
married Margaret H. Jesse
later that year.

Kant is survived by Jesse, his
three sons, his sisters Char-
lotte Silverman and Thelma
Sameth, his stepchildren
Cameron Cassidy Sloane and
Sean Cassidy, and six grand-
children. Donations in his
honor may be made to the
Tower Cancer Research Foun-

Pickwick retail, wholesale, rack-

tual property, including owner-

dation in Los Angeles. —EC

QUESTIONS

with LINDA COHEN

by KATIE HASTY

Film director Peter Sollett says he chose Linda Cohen as music supervisor of his movie “Nick &
Norah’s Infinite Playlist” because “Linda can make a playlist for everyone.”

Indeed, she has. Cohen placed jazz tunes behind the curmudgeonly musings of Harvey Pekar
in “American Splendor,” chose Radichead’s Jonny Greenwood to compose the score for “There
Will Be Blood,” assembled a smorgasbord of mid-"90s rock acts for the Kurt Cobain documentary
“About a Son” and recruited talent like Emmylou Harris and Willie Nelson to interpret Jesse Har-
ris songs in “The Hottest State.”

So far, Cohen has worked on the soundtracks to more than five dozen movies. With the recent
box-office success of “Nick & Norah’s Infinite Playlist” (released Oct. 3) plus a spate of more music-
centric efforts ahead (look for “Bandslam” in 2009), Cohen’s love of music and talent for match-
ing songs to scenes show no sign of stagnation.

Howdid yougetinto thisjob?
Long ago, I worked in film development as a
reader. But | also loved seeing bands. I started

Is it necessary to have a background in
filmmakingto do what you do?
Not at all. You need love, passion and knowledge
of music. It's just helpful to know what happens
before the start of filming, what happens to the
script during and what happens to your budget
and time toward the end. That's why I think
choosing songs for commercials is really differ-
ent too—TI hear it's pretty painstaking because
all of [the] time and budget are at their most ex-
treme. What could be similar is that part of my
job is to never fall too much in love with a song

producing a music video for one band that I
ended up managing and thought, “Well, this is
one way to marry my interests.” I got the oppor-
tunity to move to New York, where a friend was
working on the movie “Chutney Popcorn.” So |
pooled my knowledge about publishing and }i-
censing and had a go of it. The film ended up
getting a lot bigger, and then I started having
these indie projects come my way.
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or an artist until it's a done deal. It happens in
every film, where at the end of the day, you have
to find something else that works in the place of
something you thought would be no problem.

Do youdo a lot of research for each film
youworkon?
That's the real fun of this job. I never professed
to know everything in music, just some things.
So take, for instance, “Amelia” [set for release
in 2009], where the bulk of your soundtrack is
popular songs from 1927 to 1937. 1 did a movie
on the boxer Joe Lewis, set in the 1930s.
“Evening” was interesting music from the '50s.
“About a Son” had no Nirvana in it, so we made
careful selections of songs and bands that
influenced [Cobain].

How was the soundtrack to
“Nick & Norah” a different
project foryou?

It was a dream project really, be-
cause I could put so much in there.
It started out with only 15 songs in
the script, but we ended up putting
36 in. We wanted to be authentic, to
have cool, hip New York
bands that are hot at this

troduce new music that's not known in the main-
stream to the mainstream.

For “There Will Be Blood,” you com-

missioned Jonny Greenwood to compose
the Academy Award-winning score. How did
thathappen?
[Director] Paul Thomas Anderson already had
Jonny in mind and once Jonny was on, it was
a great experience. There was already such an
acute vision for sound in the film, so I was just
running back and forth between the two, over-
seeing it all, setting up the recording studio
and the budget and helping to produce that vi-
sion. That's a big part of the job. You're the pro-
ducer in a lot of ways.

Doyoualsoserveinan A&Rrole?

I see myself in that A&R capacity in
that I'm introducing and exposing
audiences to music they might be
into. For “Nick & Norah,” certainly,
I’'mvery obviously presenting a time
and place and soundtrack directly
to a mass public. It's different
from a label because there’s
bands in that movie major
labels would never take a

/ 'z

particular moment in

/ chance on—there’s so

time. We got new
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~ much money at stake.
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The movie acts,
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Duffy for MIVEA
*Mercy*/Rockferry

DUFFY MAX DODSON

A scene from a Nivea Lip Care TV
spot, which features ‘Mercy’ by

DUFFY (inset). A chyronidentifies
the song title and artist.

i

Searching
ForA Sound

Nivea Defines Brand Image
With Island Def Jam

Nivea is sounding a lot like a sultry R&B
singer these days, thanks to several advertis-
ing campaigns that use music by Island Def
Jam (IDJ) artists.

And if a maker of skin and beauty care
products is willing to experiment, there are
probably many other brands that would be
receptive to a similar arrangement.

Skin care commercials focus on the flaw-
less complexion of the person featured in
the spot. Any music heard is rarely identi-
fied, as is the case with the majority of ads
seen on TV. By using only IDJ
music in the vast majority of its
ads, Nivea differentiates itself
from its competitors, such as Clin-

WithThe
Brand

was seen applying Nivea lip gloss in a brief
videoclip that CBS showed before its broad-
cast of her performance at Conde Nast’s
Fashion Rocks event during New York’s Fash-
ion Week in September.

Beiersdorf and IDJ are planning more col-
laborations in the coming year but remain coy
about'which artists will be involved. “Beyond
TV, there are going to be some pretty big
events that artists would have involvement
in,” Straughn says. “There probably could be
some retail applications that come out.’

One reason for continu-
ing to work together is that
the ads, which are created
by ad agency Omnicom’s

ique and L’Oréal, which don’t rely
on a single source of music to cre-
ate a unified sound.

For the past year and a half,
Nivea has put music from new and
established artists on the IDJ ros-
terinits spots. Each of the songs
is identified with a chyron and the artists are
often used in marketing and promotional
events for Nivea.

“We understand that unless you have the
artist in a spot, you need to have some sort
of identifier for people,” IDJ strategic market-
ing VP Jeff Straughn says. “The exploratory
game is cool on some level, but it doesn’t
have nearly the impact of identifying the
artist and song.”

Straughn and Nicolas Maurer, marketing
VP for Nivea parent Beiersdorf AG, decided
to strike up a partnership after attending a
Kanye West concert together last year in Las
Vegas. Nivea and IDJ describe their relation-
ship as a casual one, noting that they don’t
have a contract stipulating how many songs
Nivea will use in its ads. For IDJ, the infor-
mal arrangement gives it several ways of
promoting artists in national commercials
that run on network and cable TV, without
having to dip into its promotional budget.

Artists who have benefited from the ex-
posure include Duffy, Chrisette Michele and
Janet Jackson, whose music has been fea-
tured in more than just TV ads. Michele per-
formed a brief Nivea-sponsored set in Feb-
ruary in New York’s Times Square, and Duffy

HIGH

KAMAU

TBWA\Chiat\Day New York
office, appear to be helping
sales. Atthe end of July, be-
fore the recent financial mar-
ket meltdown, Beiersdorf
executive board member
Markus Pinger told reporters
that the company expected Nivea’s U.S. rev-
enue to grow 12%-18% in 2008, thanks to the
impact of its recent ad campaigns.

The United States is a test market for
Nivea's integration of music into its ad cam-
paigns. Maurer says Beiersdorf will apply its
strategy of using a single label for its adver-
tising music to the other territories it oper-
ates in, noting that it is open to working with
other labels besides IDJ.

“We are not in the music business, and Def
Jam is not in the cosmetics business,” Mau-
rer says. “But because we are positioning
the Nivea brand all over the world with a
strong tie to emotion and because music is
emotional, it is the perfect fit.”

The value of having an artist’s new music
heard in a TV ad gives IDJ’s promotional
teams added leverage when they push that
artist’s music to radio, Straughn says.

“That’s a story they can then take to radio
partners to show that there’s momentum be-
hind the artist,” he says. “As [IDJ chairman]
L.A. Reid likes to say, ‘If we don’t raise the
bar, there won’t be a bar to raise.” ” I

biz

For 24/7 branding news and analysis,
see billboard.biz/branding.
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Electric warriors: two giant
Brachiosauruses from
‘Walking With Dinosaurs—
The Live Experience.

.

Y

‘Walking With Dinosaurs’
Takes Creative Content
Award

Well-conceived live entertainment other than
concerts and sports is hard to find, particu-
larty the kind that can fill an arena.

That might explain why dinosaurs are
among the biggest names in touring during
the past two years.

That’s dinosaurs as in Ankylosaurus,
Stegosaurus, Allosaurus, Brachiosaurus and,
of course, Tyrannosaurus Rex.

They’ve been—quite literally—rocking au-
diences in “Walking With Dinosaurs—The
Live Experience.”

The show is a highly creative production in
look, sound, feel and presentation. And with
$40 million in grosses and more than 821,000
tickets sold since the show first hit North
America last year, according to Billboard Box-
score, it’s also clear the public still digs dinos. It
is for this creativity and box-of-
fice muscle that “Walking With
Dinosaurs” will receive the Cre-
ative Content Award at the 2008
Billboard Touring Conference
Nov. 20 in New York.

This award goes to a first-
time touring production that
provides entertainment that is
unique and commercially vi-
able. The only previous winner
of the Creative Content Award was Cirque
du Soleil’s “Delirium” in 2006, produced by
Cirque and Live Nation.

After “Walking With Dinosaurs” played 10
sold-out weeks in Australia in early 2007, vet-
eran U2 and Rolling Stones production guru
Jake Berry was hired as the production direc-
tor of the North American tour, which has drawn
kudos from arena managers since it began.

“We sold every single ticket for every sin-
gle show,” Spokane (Wash.) Arena executive
director Kevin Twohig says. “It is a spectacu-
lar event with spectacular demand.”

Based on the BBC documentary series that
first aired in 1999 in the United Kingdom and
subsequently came to North America through
the Discovery Channel, the tour is produced by
Bruce MacTaggart of Immersion Edutainment
with ArenaNetwork. The massive, Stones-esque
productioninvolves 27 53-foot tractor-trailers
and 65 crew members, including lighting tech-
nicians, engineers, puppeteers, actors, sound
people and carpenters. The dinosaurs them-
selves are technical wonders, the largest of
12
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them maneuvered by high-tech puppeteers
and hidden“drivers” so that they not only walk
among patrons, but react to their screams with
a fierce stare and a thunderous roar. There are
15 dinosaurs in all with 10 species represented,
including a mother and daughter T-Rex.

The show is theatrical in its presentation,
with lighting from John Raymond. The set de-
signer is Peter England, known for ballets and
operas. Berry calls “Walking wWith Dinosaurs”
“Broadrock,” entertainment he considers a
mix of the theatrical aesthetics of Broadway
and the excitement of rock’n’roll.

ArenaNetwork is a consortium of venues with
the purpose of helping arenas and arena the-
aters bring in more quality content. ArenaNet-
work president Brad Parsons says this show
works because of its “wow” factor. “If you don’t
have some kind of ‘wow’ factor, you’ve got a
problem, because that’s the way you sustain an
audience,” he says. “They’ve done a very good
job at doing that and also in being educational.”

Still, marketing such aunique
tour is not without its challenges.
“If you talked to any one of our
marketing departments in the
venues, they would tell you it’s
an extraordinary work project—
but it’s a good work project,”
Parsons says. “It was well-re-
ceived by the schools and by the
community and in the end it was
a happy ending, but thisis nota
show where you can just put it on sale and sell
lots of tickets and be happy. Frankly, I think it's
harder than anything I’'ve ever worked on, and
I’ve been doing this for 32 years.”

Hard, maybe, but the market is broad and
the appeal enduring. Once kids outgrow Bar-
ney the Dinosaur, they’re pretty much fair game
for these fiercer-looking dinos for the rest of
their lives, as Madison Square Garden market-
ing VP Liana Farnham discovered.

“I came onboard at MSG just as our team
was launching a unique press event with the
baby T-Rex and one of the raptors outside the
Garden—truly a spectacle,” she says. “As a
member of our target demographic—mom of
a 5-year-old—I felt this was the perfect oppor-
tunity to help leverage all of our assets for such
a unique attraction. And as marketers, we
learned the audience for [“Walking With Di-
nosaurs”} was all ages, and that the magic of
dinosaurs will never be extinct.” ..

biz

For 24/7 touring news and analysis, see
billboard.biz/touring.
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BOXSQQRE Concert Grosses

GROSS/ ARTIST(S) Attendance

TICKET PRI Venue, Date - Promoter

$11,106,227 ‘
$249.50/$85 S'oalgérs\c(é.a(:ur-;vzkz.-szadn :gg(')%éorhree days Another Planet Entertainment

$3,613,343  FUTTHTE] ol

(€2.462,378)

Sportpaleis, Antwerp, Belgium,
$44.02/$3302  sept. 26-27, Oct. 3, 10, 17-18

LUIS MIGUEL

$2,382,678
$250.50/$65.5 Nokia Theatre .A. Live, 19,153 N .
/% 0 Los Angeles, Sept. 26-28 th e louts Goldenvoice/AEG Live

LINEFAVIVNN STEVIE WONDER
(52807795 Austrafian)

19,889

94,085

94 845 six shows PSE Belgium

$137,66/$68.48 Acer Arena, Sydney, Oct. 22-23 23604 two shows Live Nation, Dainty Consolidated Entertainment ‘
ANy N-vIo@ll PAVE MATTHEWS BAND, SHARON JONES & THE DAP-KINGS

$65 g:ratg‘leg,'%ea‘:if..r, hSeea:)r:'SJ (2I~5"eseosgllouts Another Planet Entertainment

B |
sS05sS lOKRTRAEANS 1A% Goldemoice/a€S Live Vilarom |
$1,077,265
$130/$70 Nokia Theatre L.A. Live, ]gf)ssg;two chows  Goldenvoice/AEG Live

Los Angeles, Oct. 2-3

PRI RASCAL FLATTS, TAYLOR SWIFT :

$65/$49.75 é?(l 1(-:c;\ergy Center, St. Paul, lg,éats Live Nation

$1,039,537 COLDPLAY

;?3795!15;23)978 g%:rtfalels, Antwerp, Belgium, ggﬁz Live Nation

s1015,028 |
SI006YS5687  Sopr o s Antwerp Belglum, - 13,043 D Eemets

$997,895 JOURNEY, HEART, CHEAP TRICK '
:2g/$90/565/ ge,;ikz]g:e?’a(;re, Los Angeles, 38552‘:2‘”‘“:‘ Nederlander Concerts ‘
$983,818 Ll

$70/$49.75 8::;% Center, Omaha, Neb., lgl,‘gustQ Live Nation

$959,800
s Spgragee Ao S 15204 e e

POTSPV A RASCAL FLATTS, TAYLOR SWIFT

h -Boli y
§72/s55 L ] Live nation
VTP 7A RASCAL FLATTS, TAYLOR.SWIFT, THRASHER/MOBLEY |
$72.50/$52.25 g%r(r.wrlv}e( Center, Nashville, lclwcut Live Nation
$673,145 RASCAL FLATTS, TAYLOR SWIFT
$70/%48 (s:%lfrggl(‘L;fze Arena, Columbi 119,3)%? Live Nation
$660,198 EROS RAMAZZOTTI, JOE AV. .
($1055.708 Australian) ‘
Andrew McManus Presents

Acer Arena, Sydney, Oct. 25

LUIS MIGUEL

$656,395 "
95/%4 El Paso County Coliseum, El 9,393
A Paso, Texas, Oct. 4-5 two sellouts
L)

$629,598 JOURNEY, CHEAP TRICK
$131/381/361/331 g{‘igtﬁi'x%ﬁ',e? Pavilion, ?3,122' o

|
ENRIQUE IGLESIAS, AVENTURA '

7,156
3898

$171.97/$61.91

Live Nation, Stardate Concerts, in-house

$609,387

$335.51/$17 "53(3 gi?_'?," East Rutherford, 8-523 Live Nation, Latin Entertainment

$564,473

$155/$59.50 ?:ﬁ;gyi‘gxf%?g' ‘3\";"“' Lake fe’ﬁrlit Another Planet Entertainment

$543,31 KATHY GRIFFIN
Orph Theatre, Mi lis, . i

$48,50/$35.50 Ot’:‘i’ el“"j eatre, Minneapoll }; 756787hve chows  Hennepin Theatre Trust

$537,265 RASCAL FLATTS, TAYLOR SWIFT i
R h Center, G Bay, wis., d . .

$70/%$55 OeciCQ enter, Green Bay, Wis séugjt Live Nation

gS'lgS,gSgso/ METALLICA, DOWN, THE SWORD

91.94/$75. = "

$71.94;$ss.so ROl 8,380 Jam Productions

$506,269 AMERICAN IDOLS LIVE

$68.50/$39.50 ~rena at Harbor Yard, 184

At AEG Live

$506,073 JUANES
(6,762,970 pesos) v

Auditorio Nacional, Mexico City,

Bridgeport, Conn., Sept. 6

18,103

$82.31/8$i1.22 Oct. 23-24 19004 two shows G
TN MICHAEL BUBLE, NATURALLY 7
$7950/$49.50 RBC Center, Raleigh, N.C,, Oct. 3 Zéﬁeﬁ Beaver Productions
$502,361 LU A2
$128/$58 Patriot Center, Fairfax, Va., Oct. 3 ;’g‘ff a;rekre%'ai:‘igrhel.‘ag\"fntenainmen(, Cardenas
$499,674 MICHAEL BUBLE m_!
$85/$49.50 $&navsergiccin](‘:en(er, Fort Worth, ?:/O%U Beaver Productions
IOIPTTE ALAN JACKSON, LEE ANN WOMACK . ‘
$125.50/$49.50 E§£Ze1¥;hgg‘?¢%?rr ﬁ’ue’;‘a‘vs g»soo . Another Planet Entertainment |
$491,433 TIESTO A ‘
(€341,793) $575) gggtr.t?slels, Antwerp, Belgium, %7513 Dorfdde
POTSPELI EBRAD PAISLEY, JEWEL, CHUCK WICKS
$70/550 e L Live Nation
IOTPR L I STEELY DAN, JOEY DEFRANCESCO \
B RRAE e <ot CreskTheatre Berkelevy 6,258 Another Planet Entertainment
POTTTI BRAD PAISLEY, JEWEL, CHUCK WICKS

C Amphitheatre, West 14,90 :
bt Bhim Beach, Fla, Sept. 20 19.88 Slveiistion
$68.50/$39.50 Vs AEG Live [

Wachovia Arena, Wilkes-Barre,
Pa., Sept. 8
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Populist
Appeal

Mexico’s Auditorio Nacional
Thrives In Its Sixth Decade

There’s often a line between high artand mass appeal.

But Mexico City’s Auditorio Nacional straddles
both sides of the fence.

Its capacity to do so—to let the most popular acts
successfully coexist with the most elite under a sin-
gle roof—has been key in making Auditorio Nacional
one of the most consistently successful venues of its
size in the world.

In 2007, Auditorio won Billboard’s touring award
for top venue (with ca-
pacities of 10,000 seats
or less). It had 270
shows with an atten-
dance of 1.8 million in
2007 and was occupied
ne for 309‘days ofthe year,

i according 1o Billbourd
@’ Boxscore.
J\M The venue celebrated
' itsannual Lunas del Au-
ditorio awards Oct. 29, honoring winners in 19 cat-
egories ranging from pop and grupero music to ballet,
jazz and blues. The awards are given to artists who
have performed the best live shows during the past
year in more than 100 sites in Mexico. The winners
are determined by a group of 300 musicindustry fig-
ures and by the public, underscoring Auditorio’s vi-
sion of the audience as a discerning entity.

“It’s gone from being a venue for live shows to be-
coming a center for art and culture because it is very
aware of the population’s needs,” CEQ Maria Cristina

Latin
Notas

LEILA
COBO

TOP: AUDITORIC NACIONAL: BOTTOM: LATIN RECORDING ACADEMY, INC.

Garcia Cepeda says. “It’s a pluralistic, inclusive
venue. We have no quotas to fill.”

The 10,000-seat Auditorio was founded in 1952
and underwent a massive renovationin 2001. Anim-
pressive, contemporary structure that sits in the
middle of Mexico City, it features a vast, 70,000-
square-foot lobby that accommodates rotating art
and photo exhibits, movies and other events.

Although the Mexican government owns Audito-
rio, it doesn’t fund the building’s operations, so it
must make money on every show, Garcia Cepeda says.

“We rent the facilities o promoters, we charge
a percentage over the gross ticket revenue, and we
also charge for the service we provide different
productions, like sound,” she says. “Not only are
we profitable, but we give some of those profits
back to the government by contributing to festi-
vals and events.”

Auditorio does take money from corporate spon-
sors that display signs and banners in its lobby,
but it doesn’t have any plans to sign a naming-
rights deal.

“It would lose its national character,” Garcia
Cepeda says. “This is the National Auditorium. We
are very proud of our name.”

Auditorio Nacional

Shows range from Bob Dylan, New Kids on the
Block and the Bolshoi Ballet to Luis Miguel, Ale-
jandro Fernandez and EI Tri, with roughly half of
the acts coming from Mexico.

Smaller acts can use a new 500-seat venue adja-
cent to Auditorio called the Lunario. In addition, Au-
ditorio works mostly with promoters instead of
booking acts directly. This protects the facility eco-
nomically as it gets a rental fee as opposed to assum-
ing the risk alone.

The trick, of course, is attracting audiences to all
kinds of shows.

Auditorio demystifies high culture by making it
accessible, mounting free events in its cavernous
lobby and pricing the most expensive seat so it
never costs more than five times as much as the
cheapest one.

“We believe we fill a social mission because dif-
ferent social classes and ideologies share the same
space and time,” Garcia Cepeda says. “People of all
economic means can go to the same show. And every
show has the same production quality.” e

b- For 24/7 Latin news and analysis, see
BIZ villboard.biz/latin.

OUT IN THE STREET

Latin Grammy Parties Gain Traction With Sponsors, Artists

Since their start in 2003 as a series of
South Florida gatherings, the annual
Latin Grammy Street Parties have be-
come a magnet for fans, sponsors and
high-profile talent alike.

Combined attendance was ex-
pected to reach an estimated 120,000-
150,000 this year, u