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Remembering Michael

The Late Pop Legend Represented Something Different To Each Of Us

THIS IS THE second time in my life ['ve
been heartbroken to miss a Michael Jack-
son concert.

The first time was when | was in the
sixth grade, and my 17-year-old sister
came home and surprised us with the
news that she had tickets to the Jacksons’
Victory tour at the now-defunct JFK Sta-
dium in Philadelphia and wanted to take
me, her spazzy little brother, to the show.

My mother—probably wisely—decided
I was too much of a handful to be sent to
the big city with only my sister as super-
vision. I've only recently forgiven my
mother; actually, as I type these words
today, I realize that maybe 1 really haven't.

I have two other early memories of Jack-
son. One was when | excitedly opened a
giant, heavy box that my twin best friends
had given me for my 10th birthday, only
to find that they had duped me by stuff-
ing the box with pieces of wood and news-
paper. But the box also included a cassette
tape of “Thriller.”

The other memory was watching the
“Thriller” video for the firsttime on a large,
rickety projection screen at the roller skat-
ing rink near my home in Newark, Del.
There were about 45 of us restless, wrig-
gling 10-year-olds, who for 14 minutes all
sat still as statues, riveted by what we were
watching. MTV hadn’t hit many of our
neighborhoods yet and we were still too
young to stay up for “Friday Night Videos”
on NBC. For the rest of that birthday party,
we all zombied and spun, falling over as
often as we made it around the rink.

I've been blessed to live a life around
music, as so many of you have. And as |
sat reflecting in the days after Jackson’s
death, 1 can say that I've never experi-
enced fandom the way | experienced fan-
dom for Jackson. 1 bought postcard-sized
photos of him in'cheap cardboard frames
with my hard-earned quarters at the mall:
Jackson looking wholesome in a yellow
sweater vest, Jackson looking sleek in a
sparkly black jacket. | practiced moon-
walking in my bedroom like every other
kid on my block, in my town, in my state,
in the country and all over the world.
When the bus driver who took us to Ban-
croft Intermediary School finally relented
and let us bring a boombox onboard for
the long ride from the suburbs into Wilm-
ington, it was always M on one of the two
tape decks. “Mama say mama say my
moc-cas-sins,” we’d chant.

Somewhere, the love faded. Moonwalks
gave way to breakdancing and hip-hop,
“Thriller” was replaced by “Born in the
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U.S.A.” And eventually | didn’t just move
on, but consciously left Jackson behind.
His face got too strange, the songs too
stale, the allegations too upsetting.

I’VE DONE A lot of press in the days
since Jackson died. | felt fortunate that
my role in feeding the media beast wasn’t
to discuss pills or family dramas, but to
talk about his music and the remarkable
success it enjoyed on Billboard's charts.

I was surprised only once. I didn’t have
an answer when a Fox News host. the
morning after Jackson died, leaned to me
off-air and asked, “Why did he stay so pop-
ular for so long with so many people?” I
could speak easily to his greatness at his
peak. But who were the thousands of fans
who lined the streets of Los Angeles out-
side of courtrooms where he was being
tried for unspeakable things? Who were
the millions of fans around the world that
stuck with him, and why?

ey ‘e avas 3
' I
o | - L\
eXj ed
i.'! 1GROENE 1OX

At his peak, Jackson represented some-
thing different to each of us, depending
on where we were coming from. To some
it was a world where the biggest pop star
in history used his power the way we all
hoped we’d use it if we had it—coming
to the aid of poor Africans or speaking of
love and children, long before those words
could have possibly taken on any other
connotation. To some it was a world where
ablack man could be just as culturally im-
portantand massive across all audiences
as a white man. How touching was it to
see Jamie Foxx at the recent BET Awards
pronounce Jackson “Ours!” and hear the
crowd cheer triumphantly?

But perhaps most memorably, jack-
son represented a world where the

human body was no longer encumbered
by the pesky laws of physics. He was a
great singer when he was younger, and
he had amazing songs—songs that will
last for all time, his legacy safe in the
hands of his hits. But to watch him dance
was to free your soul. Go to YouTube and
watch him move effortlessly, joyously in
“Don’t Stop "Til You Get Enough.” Look
up that clip of him at Motown’s 25th-
anniversary concert, where he intro-
duced the world to the moonwalk. If the
hair on your neck doesn’t stand up,
you're either not alive or holding on to
too much anger. I watched it on repeat
probably 10 times, and even when | knew
it was coming—knew the exact beat
when it would hit, 3:39 in—I still smiled
in wonder like the kid at the roller skat-
ing rink. Jackson was living, breathing
proof that the impossible could be done.

None other than the Game helped crys-
tallize this for me when I was e-mailed a
copy of his “Better on the Other Side” trib-
ute track, featuring Diddy, Chris Brown,
Boys 11 Men, Polow Da Don and Mario
Winans. “I remember the first time I saw
you moonwalk,” Game says in the track’s
intro. “I believed I could do anything.”

The Game was 5 yearsold in "85, when
I was 11. He was in Compton, moonwalk-
ing for his mom, he says in the track, and
I was 2,694 miles away, moonwalking in
gym socks in suburban Delaware. “You
made the world dance,” the Game says.

So maybe Jackson couldn’t keep the
world moving to music, and maybe he
did terrible things or maybe he didn’t. But
for one long, glorious moment he made
the world dance. And he did itlike no one
ever had or probably ever will.

For these past few days, Jackson has
boomed out of every car window and
across every dancefloor. Fans in corners
of every city have gathered in vigil and
song. And that’s what I've felt most
deeply—the enjoyment of watching the
world take a deep collective breath, let-
ting go of its judgments and dancing
once again to Jackson, now eternally
young. Even under the worst possible
circumstances, it's been one pretty great
last show to catch. ooe
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>>>LIVE
NATION,
MICROSOFT
TEAM FOR
NICKELBACK
Microsoft’s recently
launched web
browser, internet
Explorer 8, will be
the official sponsor
of the upcoming
Nickelback tour and
the Live Nation-
produced
Bamboozle Music
Festival. As part of
a sponsorship deal
between Live
Nation and
Microsoft, music
tans who download
customized
versions of the new
browser will have
access to exclusive
content.

>>>SONY
MUSIC, IODA
ENTER DEAL
Sony Music
Entertainment and
the indie digital
distributor
Independent Online
Distribution
Alliance joined
forcesina
partnership that
allows Sony and its
independent
distribution
subsidiary RED to
tap into IODA’s
digital distribution
system worldwide.
Sony has also made
a strategic
investment in the
company.

>>>BANNER,
MCLYTE LEND
HAND TO KFC
David Banner and
MC Lyte will help
select the winners
of KFC’s recently
launched Hitmaker
contest. it invites
aspiring artists to
submit songs that
offer a positive
message for a shot
at prizes and
national exposure.
Now in its third
year, the contest is
part of KFC’s Pride
360 initiative that
encourages positive
work in the
community. The
songs will be
posted on
KFCHitmaker.com,
where visitors can
listen to them and
vote for their
favorites.

Diamonds

on my mic, yo:
TAYLOR SWIFT and
FLO RIDA (right)

ICIEY™ ev D CHRISTMAN

ouble Trouble

Digital Album Sales Growth
Slows In Q2, As CD Decline
Continues To Accelerate

U.S. recorded-music sales were hit with an unwelcome
double whammy in the second quarter, as slowing
growth in digital album sales added to the misery of an
accelerating decline in CD sales.

During the six months ended June 28, combined
U.S. sales of albums and track-equivalent albums (or
TEA, where 10tracks equal an album) totaled 235.8 mil-
lion units, down 8.9% from 258.9 million during the
same period last year, according to Nielsen SoundScan.
That marked a steeper decline than the 4.7% fall
recorded in the first half of 2008, when album and TEA
sales fell to 258.9 million from 271.6 million a year ear-
lier. Album sales minus TEA fell 14.7% to 174.5 mil-
lion during the first half, widening from an 11% decline
during the year-earlier period.

CD sales in the second quarter dropped 22.3% 10 65.2
million units from 83.9 million during the same period
last year, according to SoundScan. That's worse thana
20.2% fall in the first quarter, when sales fell to 70.5
million from 88.6 million, and a 16.4% decline in sec-
ond-quarter 2008. CD sales fell 21.2% in the first half,
according to SoundScan.

Meanwhile, digital album sales grew just 14.9% in
the second quarter to 18.5 million units from 15.9 mil-
lion in the corresponding period of 2008, slowing
markedly from 22.6% growth in the firstquarter, when
sales climbed to 19.5 million units from 15.9 million a
year earlier, and 32.7% in the second quarter of last year.
Year to date, digital album sales were up 18.9%.

Taylor Swift's “Fearless” (Big Machine) is the top-sell-

ing album in the United States so far this year with 1.3
million copies, according to SoundScan. Only two other
albums scanned more than 1 million copies in the first
half, matching last year’s tally of three million-sellers
in the first six months of the year: the “Hannah Mon-
tana: The Movie” (Walt Disney) soundtrack and Em-
inem’s “Relapse” (Web/Shady/Aftermath/Interscope),
which have each sold 1.2 million.

Digital track sales increased 13% during the first half
of the year to 613 million units, from 542.6 million a
year earlier, slowing sharply from growth of 30% in the
year-earlier period. So far this year, 28 digital tracks have
passed the million-unit milestone, with Flo Rida’s “Right
Round” (Poe Boy/Atlantic) leading the pack with 3.5
million units. By contrast, only 19 tracks had reached
1 million downloads in the first half of 2008.

The current decade accounted for the overwhelm-
ing majority of digital track sales. The 500 million down-
loads attributed to songs from albums released in the
2000s make up 81.6% of overall track downloads in the
first half. Meanwhile, tracks from albums released in
the '90s account for 57.8 million units, or 9.4% of track
downloads, while the '80s account for 25.5 million units,
or 4.2% of scans; the '70s for 19.4 million units, or 3.2%;
the '60s for 8.2 million units, or 1.3%; and the 50s for
1.3 million units, or 0.2%.

Sales of current albums—those that are within the
first 18 months of their release or older albums that stay
in the top half of the Billboard 200 or are active at radio—
remained weak, falling 17.3% to 95.4 million units in
the first half of the year from 115.4 million in the cor-
responding period of 2008. Sales of catalog albums—
titles that are older than 18 months and don’t meet any
of the other current-title qualifications—fell 11.4%. As

www.americanradiohistorv.com

a percentage of overall album sales in the first half, cur-
rent titles accounted for 54.7% of sales while catalog
accounted for 45.3%.

Among genres, Latin has had the toughest year so
far, with album sales down 33% in the first halfto 9 mil-
lion units, from 13.4 million units a year earlier. R&B,
which includes hip-hop, continued its steady decline,
with album sales down 18.5% to 32.3 million units,
from 39.6 million during the same period last year. Sales
of rock albums fell 10%, outperforming the overall
album sales decline of 14.7%, as sales fell to 60 million
units from 66.6 million a year earlier.

At the other end of the spectrum, country albums
slipped only 2.8% from a year earlier, buoyed by strong
sales generated by Swift’s “Fearless” and Rascal Flatts’
“Unstoppable” (Lyric Street), which sold 825,000 copies
in the first six months of the year.

Nontraditional retailers appeared to be the lone bright
spotamong store sectors, posting a sales increase of 6.5%
in the first half from the same period a year earlier. But
most of that was attributable to digital download stores.
The rest of the nontraditional sector, which includes con-
cert sales, online CD vendors and merchants like Star-
bucks and Toys “R” Us, suffered a 17.8% decline in the
first six months of the year, with album sales falling to
13.2 million units from 16.1 million a year earlier.

Chains like Trans World, Best Buy, Borders and New-
bury Comics were down 20.9%, while mass merchants
like Target and Wal-Mart were down 22.5% and inde-
pendent stores were down 16%. .
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>>>PIRATE BAY
SNAPPED UP BY
SOFTWARE FIRM
The IFPI has reacted with
cautious optimism to the
news that BitTorrent
tracker the Pirate Bay iIs
being bought by a
Swedish software firm,
Global Gaming Factory,
which says a new
business model will
compensate copyright
owners. The company
agreed to pay 60 million
Swedish kronor ($7.7
million) for the domain
names and related sites.
GGF also entered an
agreement to acquire
Peerialism, a software
technology company
that develops peer-to-
peer-based solutions for
data distribution and
storage. Access to the
technology was secured
by the acquisition.

>>>JAY-Z
CONFIRMS ROC
NATION DEALS
WITH SONY,
ATLANTIC

Jay-Z inked a distribution
deal with Sony for his Roc
Nation label, the rapper
confirms to Billboard.
“Sony is Roc Nation.
That's where Roc
Nation's going through,”
Jay-Z says. As for the
deal he recently signed
with Atlantic, he clarifies
that it’s a one-off deal for
his album “Blueprint 3,”
slated for a Sept. 11
release.

>>>LOS TIGRES
DEL NORTE RE-UP
WITH FONOVISA
Los Tigres del Norte
renewed their contract
with Fonovisa Records in
advance of the release of
their next album, “La
Granja,” due Sept. 8. The
titie track, written by
Teodoro Bello, just went
to radio as the first single
off the album, whichis
produced by the band. A
digital single goes on sale
July 7, when a one-year
relationship between the
band and Verizon
Wireless also kicks off.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Mariel
Concepcion, Andre
Paine, Alex Palmer and
Mitchell Peters.

For 24/7 news and

H analysis on your
4 mobile device, go ht;:
mobile.billboard.
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CD ALBUM SALES VS. DIGITAL ALBUM SALES

CD album sales averaged 5.2 million units per week in the first half of 2009,
or 77.8% of weekly album share, while digital album sales averaged 1.4 mil-
lion units per week, or 21.5% of weekly album share.

$3.2M

19.6M

13.1M

o REB/HIP-HOP OUNTRY LATIN GOSPEL/CHRISTIAN

CD ALBUM SALES BY GENRE

The CD remains healthier in the country genre than it is overall, with phys-
ical album sales down only 7.3% among country titles, compared with the
disc’s overall decline of 21.2%.

HOW THE NUMBERS STACK UP

SALES AND SHARE TRENDS FOR THE FIRST SIX MONTHS OF 2009

MARKET SHARE BY DISTRIBUTOR BASED ON ALBUM PLUS
TEA (TRACK-EQUIVALENT ALBUM) SALES

Universal retained the largest market share, with six of the top 10 best-selling
albums of the year so far, led by Taylor Swift's “Fearless,” the “Hannah Mon-
tana: The Movie” soundtrack and Eminem’s “Relapse.”

B First Half of 2008
W First Half of 2009

. 0.3M0.34M 1M
ROCK REB/WIP-HOP COUNTRY, LATIN GOSPEL/CHRISTIAN

DIGITAL ALBUM SALES BY GENRE

Latin still lags behind other genres, with Latin digital album sales accounting
for slightly less than one percentage point of all digital album sales, even
though it accounted for 5.1% of all physical and digital album sales combined.

ALBUMS PLUS TEA SOLD BY DISTRIBUTOR

EMI is having a rough year, with its combined unit sales of albums and track-
equivalent albums down 13.8% in the first half from the same period last year,
the largest percentage decline among the majors. Sony Music Entertainment
had the smallest decline among the majors, 6.9%.

66.6M

80.7M 740M
68.4M
64.6M
54.2M
! )|
23.5M
‘_\ B 14 4M
Ume SONY CHAIN MASS MERCHANTS NONTRADITIONAL

ALBUM SALES BY STORE TYPE

The nontraditional retail sector, which includes download stores like iTunes, on-
line CD stores, concert sales and sales at outlets like Starbucks, is closing in on
chains and mass merchants. At midyear, the sector had sold only about 3 million
fewer units than chain stores and nearly 7 million fewer units than mass merchants.

TOTAL ALBUM SALES BY GENRE

Rock's share of album sales continues to climb, reaching 34.4% in the first
half, from 32.5% during the corresponding period of 2008. Country’s share
rose to 11.8%, from 10.3% a year earlier. Gospel/Christian sales remained rel-
atively stable and surpassed Latin sales by more than 3 million units.

+30% ON YEAR +13% ON YEAR

DIGITAL TRACK SALES

Digital tracks averaged weekly sales of 23.6 million downloads, up from an av-
erage of 20.9 million in the first half of 2008. Digital track sales typically slow
down in the second and third quarters. So far, this year is proving to be no ex-
ception, with 283.6 million units sold in the second quarter, down 13.9% from
329.4 million in the first quarter.
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Born On
The Bavou

Jazzfest Producer Plans

Is there room for another big country
music festival?

Quint Davis, CEO of Festival Productions
Inc.-New Orleans, thinks so. And when the pro-
ducer of the New Orleans Jazz & Heritage Fes-
tival talks, people listen.

FPI-NO and TMG/AEG Live
will team up Memorial Day
weekend in May 2010 for a
major country music festival at
Louisiana State University’s
(LSU) Tiger Stadium in Baton
Rouge, La.

“It’s a thrill, it’s historic, it
hasn’t been done before,” Davis
says of the new country festival.
“It has all the elements.”

Tentatively dubbed the Bayou Country Su-
perfest, the festival’s talent lineup, ticket
structure and many other details will be
released in the fall.

So why Baton Rouge? “People questioned a
little bit about Baton Rouge, but if you've ever
been to Tiger Stadium when [the University

Mojo hand:
KENNY
CHESNEY

of Alabama football team] comes to town,
there’s about 130,000 people gathered at that
stadium, including tailgating and all that,”
Davis says. “There's a tremendous excitement,
power and sociology to it.”

This will be the first concert at Tiger Sta-
dium, although Billy Graham had a crusade
there in the '60s. “Everybody in Baton Rouge
is behind this and has been since we first
brought it to them,” Davis says. “We're weav-
ing together the City of Baton Rouge, the Con-
vention & Visitors Bureau, LSU. Everybody
worked together on this thing.”

TMG/AEG Live is a partnership between vet-
eran promoter/New Orleans native Louis
Messina, president of the Houston-based
Messina Group, and AEG Live. Messina pro-
motes dates by such acts as Taylor Swift,
George Strait, Sugarland and the massive
Kenny Chesney stadium shows.

“We're working with Louis Messina, the Bill
Graham of country music, the guy who invented

OnThe
Road

RAY
WADDELL

ew Country ‘Superfest’ In '10

stadium Rolling Stones-type concerts for coun-
try music when he started with George Strait
10 or 12 years ago with those stadium festivals,”
Davis says. “Louis probably does more stadium
shows than just about any promoter now, with
Kenny being one of the greatest productions in
music, period. He's the man.
And we're both New Orleans
boys, so there you go.”

Country music festivals have
been successful, but they're not
as widespread as mainstream
rock music festivals. The Coun-
try Music Assn. Music Festival
in Nashville managed an all-
time-high attendance record in
June, with an average daily at-
tendance of 56,000. The Stagecoach festival in
Indio, Calif., produced by TMG/AEG Live,
grossed $6 million and drew an aggregate at-
tendance of 100,000.

Davis says the scope of food and beverage
and other exhibits at the event are still being
nailed down, but he didn’t want to stifle the
natural proclivities of the region.
LSU football games usually take
place on a Saturday night, and one
can smell the alcohol and grilling
from several miles away.

“Tiger Stadium is built for night-
time events,” Davis says. “In fact, the
hours they have people at the stadium
and when they leave at night will be
pretty similar to this. When they doa
football game, 30,000 or 40,000 more
people will tailgate at Tiger Stadium,
people are out there grilling and with
RVs, trailers, buses. It's a phenome-
nal society, and I really think that's
what we want. Outside the stadium,
we want Tiger Nation forming up.”

So does that mean Tennessee Vols
and Alabama Crimson Tide fans
won't feel welcome? “Absolutely
not,” Davis says. “This will be the
first time people from Alabama, Mis-
sissippi, Arkansas, Tennessee and Texas will
be coming to Tiger Stadium and they won't
be scared about it.

FPI-NO's track record is rooted in its pro-
duction of New Orleans’ Jazzfest, presented by
Shell in partnership with AEG Live.

The 2009 Jazzfest, the 40th anniversary of
the venerable event, was “one of the greatest,”
Davis says. “You have to remember we're com-
ing back from Katrina—this is the fourth one
starting from zero. It's a great festival no mat-
ter what, but a few of them go to another level,
and this was one of them. Bon Jovi; Neil
Young; Dave Matthews Band; Tony Bennett;
Earth, Wind & Fire; Wynton Marsalis. In this
economy we didn't know what to expect, be-
cause this is a national destination event. We
didn’t know if people would be traveling, but
they came back to Jazzfest.” .es

biz

or 24/7 touring news
nd analysis, see

billboard.biz/touring.
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BOXSCORE Concert Grosses
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GROSS/ ARTIST(S) Attendance
KET PRICE Venue, Date t Promoter
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Appy Together

EpicTilt Takes A Different Tack With iPhone Music Games

|

The folks at the iPhone de-
veloper EpicTilt were busy
putting the finishing touches
on an app for Asher Roth
when they noticed someone
familiar walking past their
headquarters in Los Angeles:
Roth himself.

Founder/CEO Jonathan
Zweig quickly dashed outside
and convinced the frat-boy
rapper to come in and check
out the game.

At the time, the app was
similar to the “Be Like” games
that EpicTilt has made for
other artists—such as “Be Like
Lil Wayne” or “Be Like Lady
GaGa"—which let fans take
photos of themselves with
their iPhone and accessorize
them with images from the
artist in question, such as hair,
tattoos and clothes.

But then Zweig started
showing Roth the many other
games the company produces,
and the rapper got excited. He
particularly zeroed in on one
called “Photo Hunt,” which
displays two copies of a simi-
lar photo and asks users to
point out the minor differ-
ences between them.

“He said ‘Photo Hunt’ re-
minded him of a game he
used to play in Highlights
magazine,” Zweig says. “So
we added it to the game.”

The result is “Asher Roth—
Do Something Crazy,” an app
that combines the “Photo
Hunt” and “Be Like" features
with others found in games
like “Drunk Dial.” And this
ability to rebrand the com-
pany’s library of existing
games as a customized com-
bination of features for artists
and other brands has made
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Tallor swift: EpicTilt’s iPhone apps for (from left) Asher Roth, Lady GaGa and Lil Wayne.

EpicTilt a go-to developer for
labels looking to release artist
apps for the iPhone.

The company plays a
unique role in the iPhone app
market. While acts like Nine
Inch Nails, Brian Eno and BT
have created more advanced
and personalized applications
on their own, EpicTilt aims
for a more casual, generic ap-
proach. It has developed more
than 20 games that are of-
fered to clients as a sort of
Chinese menu. Brands sim-
ply pick the capabilities they
want and EpicTilt slaps their
logo and preferred graphics
on top.

In all, it takes about six
weeks and up to $50,000 to
complete an artist-branded
app. a capability that’s caught
the eye of the recording in-
dustry. To date, EpicTilt has
worked most closely with

MULTIFORMAT

| WAKE-UP

The typical clock radio offers a choice of FMand AM |
stations. Then there’s the Sonoro Elements W. It fea-

ital radio broadcasts from FM stations. It can also ac-
cess almost any Internet radio outlet, including
personalized streaming services like Pandora, and it
boasts an iPod/iPhone docking station as well. One
curious drawback: It doesn’t include an AM radio re-
ceiver, so users can’t wake up to their favorite all-news
AM station unless it rebroadcasts online.

Users can connect to the Internet with either an
ethernet or Wi-Fi connection. The Sonoro Elements

W costs $500.
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Universal Music Group (its
offices are just a mile away
from Interscope), churning
out iPhone games for Akon,
the Pussycat Dolls and Soulja
Boy Tell’Em.

Due to licensing compli-
cations and restrictions
from Apple, these games
haven’t included much in
the way of actual music. In-
stead, they are marketing ve-
hicles for artists with new
releases on deck.

“The primary focus is to
Create an artist presence on
the iPhone platform,” says
Universal VP of technical
product development Tony
Huidor. “We’re trying to es-
tablish a community within
these apps as the albums
come out and really try to
maintain a creative relation-
ship with the consumer.”

That will soon change. For
starters, labels have

begun to charge for
the apps themselves;
the Roth game goes
for 99 cents. What's
more, EpicTilt also
adds “buy” links to
iTunes. For example,
Zweig says the Akon app gen-
erates 1,000 visits to the
artist’s iTunes page per day.
Results like that have such ex-
ecutives as Huidor closely ex-
amining the capability.

But EpicTilt has grander
music industry aspirations.
With the recent release of the
new iPhone operating system,
developers can now add in-app
purchases, a capability that
will allow labels to sell music
for use in the game much like

it does for MTV’s “Rock Band.”
To take advantage of this new
feature, EpicTilt has released
“TapStar,” a competitor to
the popular “TapTap Revenge”
music simulation game
from rival Tapulous. The
company also wants to cre-
ate labelwide applications
through which labels can
release new artist-themed
games as upgrades.

Labels have larger iPhone
aspirations as well. In
addition to creating artist-
specific iPhone apps, they
want to strike rosterwide
licensing deals with music-
game developers that re-
quire a regular influx of new
music, such as “TapStar”
and “TapTap Revenge.” Uni-
versal already licensed its
music for “TapTap Revenge,”
and Sony has done the same
for “TapStar” as an exclusive
content provider.

“We want to create larger
experiences that may not be
artist-specific but . . . require
the use of our master record-
ings,” Huidor says. “So we're
taking not only an artist ap-
proach, but also more of a gen-
eral music approach to the
kind of apps we create.”

Expect EpicTilt to follow
wherever the labels go.

“We feel there’s a great syn-
ergy between the iTunes side
of the iPhone and the App
Store,” Zweig says, “and we
want to be a facilitator bridg-
ing that gap and ultimately
drive more sales.” sos

For 24/7 digital news
and analysls, see
3, billboard.blz/dlgital.
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BITS &BRIEFS

KCRW ON THE
IPHONE
Noncommercial KCRW
Los Angeles has unveiled
its first iPhone applica-
tion. Like other radio sta-
tion iPhone apps, it lets
users stream audio from
the device whenever they
are connected to the In-
ternet, whether through
Wi-Fi or cellular networks.
KCRW'’s news, music and
talk programming are in-
cluded in the app. The sta-
tion also sells an “In Stu-
dio” app that includes
video of in-studio per-
formances from its influ-
ential “Mornings Become
Eclectic” show. Each app
costs 99 cents.

MMS REVENUE TO
GROW

Juniper Research’s new
mobile messaging study
predicts that ad-funded
multimedia messaging
services could generate
$87 million in revenue by

2014, with annual growth
rates of 94%. Multimedia
messaging allows mobile
users to send video and
audio messages, including
muslc clips and other serv-
ices. As is typical in the
mobile space, Asia is ex-
pected to lead the way in
adoption of ad-supported
MMS, while the number of
brands using MMS as an
advertising medium is
growing worldwide.

SONY AMENDS DADA
PARTNERSHIP

Sony Music Entertainment
is withdrawing from the
Dada Entertainment mo-
bile music joint venture
so it can take an equity
stake in the company’s
parent, Dada S.p.A. The
move allows Sony to in-
vest in all of Dada’'s mo-
bile music operations in-
ternationally, under the
brand Dada.net, not just
the U.S.-focused Dada
Entertainment.
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THE BLACK EVED PEAS
: ."'I THRILLER
1 (% MICHAEL JACKSON
. 1 BILLIE JEAN
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IAC BROWN BAND

THE BLACK EYED PEAS

TRUST

KNOCK YOU DOWN
KERI HiLSON FEATURING KAMYE WEST & NE-YO

P.Y.T. (PRETTY YOUNG THING)

B8IG GREEN TRACTOR

> JAMIE FOXX FEATURING T-PAIN
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| KNOW YOU WANT ME (CALLE OCHO)

| 4 YOU ARE NOT ALONE

m THE WAY YOU MAKE ME FEEL
= MICHAEL JACKSON
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KEYSHIA COLE DUET WITH MONICA
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His Music WiILL LIVE FOREVER.

THE ENTIRE SONY MUSIC ENTERTAINMENT FAMILY
EXTENDS OUR DEEPEST CONDOLENCES TO
THE FAMILY, FRIENDS AND FANS OF MICHAEL JACKSON.
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" BY PAUL SEXTON

DABHANDS

U.K. Radio Industry Hails
Plan For Digital Switchover

LONDON—The U.K. government’s “Digital
Britain™ report may have brought a lukewarm
response from the music industry (billboard.biz,
June 16), but the radio sector has welcomed its
vision of the medium’s digital future.

The report pledges to upgrade all U.K. radio
broadcasts from analog to digital by 2015 and
to work with car manufacturers to ensure that
all new vehicles are fitted with digital radios as
standard equipment by the end of 2013.

Following the recent struggles of digital audio
broadcasting to gain traction in the United King-
dom (Billboard, Nov. 8, 2008), many industry
observers see these resolutions as the new start
that the technology has needed.

“This is one of the first times you've had a com-
pletely united radio industry,” says Tony
Moretta, chief executive of the Digital
Radio Development Bureau, which
markets and promotes DAB to
consumers. “The BBCand com-
mercial radio have all said, ‘We
need to move to digital.” "

U.K. TV broadcasters are al-
ready scheduled to switch off their
analog signal in 2012. The “Digital
Britain” report paves the way for a sim-
ilar analog-to-digital transition for radio that'll
be implemented on a date to be announced at
least two years in advance. The migration will
take place once digital platforms (including
digital TV and Internet broadcasts as well as
DABY) account for 50% of all radio listening.
The government wants those criteria met by
the end of 2013.

“Now the hard work starts,” says Andrew
Harrison, CEO of RadioCentre, a trade group
representing commercial radio companies in
the United Kingdom. “We’ve got to make sure
the criteria start to happen. A long process of
engagement with the different stakeholders
starts from now.”

According to the audience measurement
group RAJAR, digital radio’s all-platform share
of total listening was 20.1% in first-quarter 2009,
up from 17.8% during the same period last year,
while 32.1% of adults claim to own a digital set
at home.

In order to hit the 50% target, the industry
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needs to move the dial on in-car listening,
which currently accounts for 20% of total lis-
tening. Digital radio accounts for only 4.2% of
in-car listening.

Ford and Vauxhall, which between them
manufacture six of the United Kingdom’s top
10 best-selling cars, say they welcome the com-
mitment to having DAB as standard in new ve-
hicles. DAB is already standard in Ford models
from its Focus range upward, but the car com-
pany estimates there are only 50,000 DAB-en-
abled Fords currently on U.K. roads.

“For the transition to be smooth and accept-
able to our customers, there needs to be a far
better level of communication in letting peo-
ple know what stations are available where,”
says Paul Singleton, manager of car marketing
plans at Ford of Britain.

BBC Radio 1 controller Andy Parfitt, who's also
responsible for driving the public broad-
caster’s popular music strategy across

allits platforms, acknowledges the

in-car target as “ambitious,” but

he says the BBC is “committed

to playing a leading part in any
digital migration.

The retailer Car Audio Cen-

tre, which operates six U.K.

outlets and an online store, esti-

mates that DAB makes up only 1%

of its current radio sales, but Singleton re-

mains optimistic.

“The cost [of digital] will come down,” he says.
“The popularity will go up, there’ll be govern-
ment advertising, and there’ll be momentum.”

While the BBC operates five digital-only serv-
ices, including the music networks BBC 6 Music
and BBC 1Xtra, commercial broadcasters have
been reluctant to follow suit, especially in the
middle of an advertising downturn. Total com-
mercial station earnings dropped 19.5% year
on year in first-quarter 2009 to £128.6 million
($212.5 million), according to the Radio Adver-
tising Bureau.

But RadioCentre’s Harrison expects that
to change now that the digital future is
mapped out.

“I'll all come down to content and [if you
can] make it compelling enough,” he says.
“Now we’ve made the decision that this is the
system we're going to back. We just need to get
on withit.” ses

—ANDREW HARRISON,
RADIOCENTRE

Helping hand: ALEJANDRO,PE RNAK&DE‘Z (in black
jacket) at the Jaliscq en Vivo sho#® in (%uadala@ra

Outbreak Of
Generosity

Alejandro Fernandez Puts On Free Shows
To Boost Mexican Tourism Recovery

Mexican superstar Alejandro Fernandez had
planned to close his Viento a Favor tour with a
free show in his hometown of Guadalajara in
the state of Jalisco.

But the swine flu panic put a wrench in his
plans, forcing him to push back scheduled tour
dates. Following his May 21 performance ata
sold-out Monterrey Arena, Fer-
nandez called his manager, Car-
los de la Torre, with an idea.

“He said, ‘Oh, Charlie, this is

Latin
Notas

itive message to the world.”

Lépez Rocha says the shows have already
had an impact, helping boost hotel occupancy
rates, which had tumbled from their levels a
year earlier due to the swine flu scare. The Fer-
nandez shows also generated massive press
coverage, which gave unprecedented publicity
to the two cities.

“Those two aspects alone mer-
ited the investment,” Lépez
Rocha says, noting that “tourism

LEILA
coBO

dire,’ " dela Torrerecalls. “ ‘Let’s
do two free concerts instead of
one—one in Puerto Vallarta, one
in Guadalajara—and I'll invite
my friends to participate.’ ”

De la Torre put in a call to
Jalisco’s secretary of tourism, Au-
relio Lépez Rocha, and in two hours he got
the OK to begin production of what has become
the most ambitious effort to spur tourism in
Mexico since the swine flu outbreak.

Fernandez placed calls to fellow artists who
either had a relationship with him or who had
been embraced in Mexico, the top Spanish-lan-
guage music market outside the United States
and a key market for Latin artist development.

All immediately agreed to perform, gratis,
for both nights. Jalisco en Vivo (Jalisco Live)
evolved into two free mega-shows featuring
more than 20 big-name acts at each concert. A
June 20 show staged at the foot of Puerto Val-
larta’s beach featured 12 duets and more than
50 songs and was seen live by an estimated
60,000 people. A second show, held June 28 in
Guadalajara, drew an estimated 130,000-150,000
attendees from the city and the surrounding
area. The shows weren't conceived for TV, but
Televisa has offered to air them as a two-hour
special July 18-19.

Although Fernindez isn't the first Latin star
to stage a concert for a cause, his endeavor is
different in that it seeks a specific and imme-
diate result: the return of tourism to Mexico.

“What was happening was devastating,”
Fernindez says. “Wewanted to find a way to
do something for our country and send a pos-

www americanmdiohistory com

needs a specific motivation.”

The Jalisco state tourism of-
fice covered all production'costs,
which totaled $22 million pesos
{$1.8 million). Fernandez and
his artist friends, induding Glo-
ria Estefan, Luls Fonsl, En-
rique lglesias, Paulina Rubio, David Bisbal
and Joan Sebastian, flew in from different
parts of the globe to participate, waiving all
fees associated with their performances and
the TV special.

Logistically, the shows were finely tuned af-
fairs that involved a production staff of 350 and
asupportstaffof 450, including 180 policemen
and 80 private security guards. A crew of about
80 people constructed the 130-ton, 130-foot-
long stage. More than 18 LED screens and cor-
responding speakers were installed throughout
city streets to ensure all present could see the
show. In Puerto Vallarta, a screen was even
placed facing the water for the benefit of the
boats anchored in the bay.

Concession stands weren't allowed at each
site, to encourage spending at local businesses.
To preserve the spirit of the shows, there
weren't any sponsors, although Fernandez
gave away 50,000 T-shirts at each event tout-
ing local tourism.

“We realize that the presence of major celebri-
ties is more important than any ad campaign,
Lépez Rocha says. “And gathering these two

ad

rosters is, simply put, historic.” aes
For  Latin news
0 and analy e billboard.blz/latin.
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ENTERTAINMENT

THE KING OF POP
TOUCHED FANS AROUND
THE WORLD

THE SINGER LEFT BEHIND
VIDEOS THAT CHANGED
MTV FOREVER

JACKSON DIDN’T JUST
RULE POP, HE CHANGED
THE WAY IT’S SOLD

JACKSON’S MUSIC PROVES
AS POPULAR AS EVER—
ONLINE AND OFF
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JACKSON BY NUMBERS:

HOW HE DOMINATES SALES
TV AND EVEN BLOGS
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Remember the time: Michael
Jackson’s star on the
Hollywood Walk of Fame on
June 26, the day after his
death

Never Can Say Goodbye

SONY AND UNIVERSAL SCRAMBLE TO MEET SURGING
DEMAND FOR MICHAEL JACKSON PRODUCT

BY ED CHRISTMAN AND ANTONY BRUNO

In the days following Michael Jackson’'s June 25 death, fans
flocked to record stores and digital music outlets to purchase
one last memory. And merchants say they expect the Jackson
sales surge to last for weeks—maybe even months.

“With the around-the-clock coverage and questions about his
death, this story will keep going, with every development giving
it a new bit of life,” says Kerry Fly, VP of purchasing and mar-
keting at wholesaler Eurpac.

Jackson’s solo album sales in the United States skyrocketed
from 10,000 copies in the week before his death to 422,000 inthe
week ended June 28, according to Nielsen SoundScan. During
the same period, U.S. track downloads surged from about 48,000
copies to 2.6 million. The week of his death, the best-selling track
was “Thriller” at 167,000 copies, while the top-selling album was
“Number Ones” at 108,000.

In the United Kingdom, Jackson held 11 of the top 200 album
positions and 43 of the top 200 singles based on sales monitored
by the Official Charts Co. for the week ended June 27. Despite the
inclusion of only two full days of sales after Jackson's death, “Num-
ber Ones” topped the OCC album chart after selling 46,400 phys-
ical copies and 10,000 downloads. “Thriller” also reached the albums
top 10 at No. 7, with combined physical and digital sales of 14,900.

Among Jackson's best-selling albums in the United States
during the week ended June 28, the split between physical and

digital retailers varied sharply, which appeared to relate to the
availability of titles at physical retailers. Anticipation of a pend-
ing Sony price cut on catalog titles appeared to prompt U.S. re-
tailers to stock popular greatest-hits collections like “Number
Ones” instead of studio albums like “Thriller” or less popular
compilations like “The Essential Michael Jackson.”

Mass merchants like Wal-Mart and Target accounted for 56.3%
of sales of the top-selling “Number Ones” album, followed by
digital merchants with 31.3% of sales, chains like Trans World
and Best Buy 11.1% and others 1.3%, according to SoundScan.

By contrast, digital merchants accounted for 78.5% of sales
of the second best-selling title, “The Essential Michael Jackson,”
while mass merchants accounted for 12.4%, chains 6.6% and
others 2.5%. For the third-best-selling album, “Thriller,” digital
stores accounted for 56.2% of sales, while chains accounted for
21.4%, mass merchants 16.4%, indies 4.4% and others 1.6%.

From the day of Jackson’s death until the following Tuesday
(June 30), U.S. physical retail accounts had ordered about 3 mil-
lion of his albums on Sony Music Entertainment, while inter-
national orders hovered around 5 million copies, sources say.
Although Sony had to scramble to meet demand, it got high
marks for getting Jackson product to stores June 29, after most
retailers had sold out of the artist’s inventory during the weekend.

Universal Music Group, which owns the Motown label, caught

a break when it experienced a smaller run on the Jackson 5 cat-
alog: It had already shipped plenty of product as part of its Mo-
town 50th-anniversary promotions.

“By dumb luck, we weren't completely caught off guard,” says
Universal Music Group Distribution president/CEO Jim Urie.
He notes that the company also shipped the rest of its Jackson
5 inventory and had U.S. orders for 300,000 album copies as of
June 30, which will be back-ordered until July 6.

ALLOCATING LIMITED SUPPLIES

Sony wasn't as lucky. The supply of solo Jackson CDs in the U.S.
market was relatively low at the time of his death because 13 of
his albums were part of the major’s previously announced move
to reduce prices on 8,000 catalog titles. The price cuts, which
kicked in June 29, lowered the wholesale cost of the standard
version of “Thriller” and “Off the Wall” from $9 and $7.81, re-
spectively, to $6.40 and $5.40.

With the price change imminent, retailers had been waiting
toreorder product at the new price. But when Jackson died, those
pricing considerations all went out the window.

“On Friday morning, I got out of bed and went straight to my
computer to order Jackson product,” says Dedry Jones, owner
of indie retailer the Music Experience in Chicago. “I didn’t care
about old price/new price. People aren’t asking price on Jack-
son. They are just buying it.”

Faced with massive demand, Sony decided to ration product
rather than try to fulfill entire orders placed by accounts, accord-
ing to retail sources. So the entire account base received enough
product to get through June 29, with new shipments arriving
the next day. “Sony is rationing Jackson product but they did
right by us,” says Newbury Comics head of purchasing Carl
Mello. “Of course, they didn't ship us what we ordered, but they
got us in more than I expected. The rest of our order will come
in during the week.”

At Alliance Entertainment, senior VP Robert DeFreitas says
he’s pleased with how Sony responded to the spike in orders. “We
are never going to be satisfied with the amount of our product
order we got,” DeFreitas says. “But in terms of getting us stuff, |
can’'t complain about the timetable. I applaud Sony for that.”

Moreover, Sony appears to have taken on the costly option of
shipping product to individual stores—on an overnight basis—
rather than sending bulk shipments to an account’s warehouse.
“Anything you ordered, they would bear cost,” says an executive
at a midsize U.S. chain.

Sony'’s ability to satisfy its account base is even more impres-
sive considering that Sony DADC, its manufacturing arm, closed
its Toronto plant June 26 as part of its plans to move the facility
to a new location. That forced its U.S. plants in Terre Haute, Ind.,
and Pittman, N.]., to pick up the slack.

Sony DADC handles Universal's CD manufacturing, leaving
some accounts to wonder if the division was favoring orders for
Sony’s solo Jackson recordings at the expense of Universal’s Jack-
son 5 product. But Universal’s Urie says that Sony DADC is doing
right by his company. The reason why it will take a week for the
Jackson 5 product to reach stores is because of the time needed
to print the artwork, he says.

DIGITAL SALES SURGE
Meanwhile, Jackson’s catalog did brisk business at digital retail-
ers, which don't have to worry about supply and already enjoy
lower wholesale pricing than brick-and-mortar stores. Digital
vendors were also helped by the fact that many physical retail-
ers sold out of Jackson albums during the weekend.

In the week before his death, 64 key Jackson tracks sold a com-

‘My best memory of Michael is like my best memories with Frank Sinatra and Ray Charles.
We not only worked together, we played together. Michael would come over to my house

with snakes and Bubbles. We had a lot of fun, good and bad times, rough times. That’s just
life. And we also had some good creative times. God was good to us. My little baby brother
is gone and my soul is attached to his. ’'m having a hard time processing the reality of it.’

14 | BILLBOARD JULY 11, 2009

www americanradiohicetorv com


www.americanradiohistory.com

bined 30,000 copies at iTunes, the dominant U.S. digital vendor
and the largest overall music retailer, according to sources. Dur-
ing the week ended June 28, sales of those same 64 tracks skyrock-
eted 60-fold to reach 1.8 million copies at iTunes, the sources say.
Similarly, iTunes sales of 16 Jackson solo albums and compilations
went from slightly more than 1,000 copies in the week before his
death to 225,000 copies for the week ending June 28, sources say.

Sales at iTunes surged immediately. On June 26, Jackson com-
manded the top seven slots on iTunes' best-selling albums list.
“The Essential Michael Jackson” ($16.99) ruled at No. 1, followed
by “Thriller” (39.99), “Number Ones” ($9.99), “Off the Wall”
($9.99), the 25th-anniversary reissue of “Thriller” ($13.99), “Bad”
($9.99) and the digital boxed set “Michael Jackson: The Ultimate
Collection” (§34.99).

In total, Jackson albums took 10 of the top 15 best-selling
album slots and 21 of the top 100 on the day after his death. His
singles represented 13 of the top 25 songs sold on the same day,
with “Man in the Mirror” (99 cents), “Thriller” ($1.29), “The Way
You Make Me Feel” (99 cents), “Don’t Stop "Til You Get Enough”
($1.29) and “Smooth Criminal” (99 cents) all making the top 10.

By June 30, those totals began to slip. His top album ranking
fell to six of the top 15 and 16 of the top 100, but he held onto the
top two spots with “The Essential Michael Jackson” and “Number
Ones,” respectively. Singles, however, fared better, with 11 staying
in the top 25, including the No. 2 spot with “Man in the Mirror.”

Jackson’s sales also jumped at Amazon's MP3 store. The day
after his death, he was the No. 1 artist of the day and had 13 of
the top 25 songs sold and 11 of the top 25 digital albums. On June
30, Jackson’s singles share increased to 15 of the top 25 songs,
while album sales fell to seven of the top 25 titles. Amazon posted
a tribute to Jackson on its home page during the entire time.

At Verizon Wireless, the largest mobile operator in the United
States, Jackson's songs took five of the top 10 downloaded songs
through the weekend, with “Wanna Be Startin’ Somethin’,”
“Thriller.” “Beat It” and “Billie Jean” holding down the top four
spots, respectively. “P.Y.T. (Pretty Young Thing)” and “You Are Not
Alone” were the top two ringback tones sold during the same time,
and five of the top 20 ringtone sales were Jackson tracks, includ-
ingtwoin the top 10: “Thriller” and “The Way You Make Me Feel.

Meanwhile, daily search volume for Jackson’s music at peer-
to-peer file-sharing networks jumped nine times above the level
seen the day before his death (June 24), according to the P2P
measurement firm BigChampagne.

But downloads and P2P traffic don't tell the full digital story.
Virtually every major digital music service reported unprece-
dented spikes in volume and activity surrounding Jackson’s
music as fans flocked online to pay their respects.

On YouTube, Jackson’s music videos generated heavy traffic.
“Beat It” was viewed nearly 1 million times from 10 p.m. June 25
to noon the next day. “Don’t Stop 'Til You Get Enough” registered
800,000 views in the same time frame, followed by “Billie Jean”
with 750,000 and “Thriller” with slightly more than 700,000.

The online streaming music service Pandora says registered
users created more than 500,000 custom radio stations featur-
ing Jackson songs June 25-27. Microsoft offered a free copy of
the “Thriller” video to all Xbox 360 users, resulting in 50,000
downloads during the two days after his death. The Internet
radio tracking firm Ando Media says Jackson songs represented
5% of all radio plays from more than 5,600 U.S. webcasters, six
times more than the second-most-popular artist Taylor Swift.

LIKE LENNON, BUT BIGGER
The Music Experience’s Jones says he thinks heightened inter-
est in Jackson’s catalog will last for the rest of the year. “Christ-

mas,” he says, “is going to be about Michael Jackson.”

Othersaren’t convinced that the sales gains will be sustained
through the end of the year but agree that they'll last a while.
“Usually when an artist dies, the sales surge is over within two
weeks, but for John Lennon and Elvis Presley sales went on for
a while,” says the head of purchasing at a large music account.
“I would put Jackson as bigger than Lennon.”

Sue Bryan, the head of the music and video department at
J&R Music in New York, also sees parallels with customer reac-
tion to Lennon's murder in 1980. “The night it happened, we
had a customer crying in the store,” Bryan recalls. “It’s a very
emotional thing for a lot of people.”

Newbury Comics’ Mello says demand has been strong for all

\ &

manner of Jackson product. “We cleared out some Jackson stuff
that we thought we would never sell, like his old videos,” Mello
says. “Look at what's going on at eBay. Regular versions of Jack-
son’s albums are going for $50 and $60, and these are titles that
you couldn’t have sold the day before his death for $3.”

Amid all the ensuing hoopla, accounts tried to put Jackson's
death in perspective. “Who else could die today and have this
kind of impact in music?” one retail executive asks. “Dylan? 1
don’t think so. Madonna, Sting or Bono would have some im-
pact but not like this. Maybe Paul McCartney could have as much
impact, But after that, if you think about it, who is left>” ...

Additional reporting by Jen Wilson in London.

167,090 165,000
153,000
125,000
W.000 19,000

”I [

“Thriller” ‘ﬂmh “Bille Jean"™ “‘Thwav “Beatt™ “Don’tStop “Smooth  “Black “PYI. (M
| TiYu Cmnd” O
Hekd“ Get Enough” White”

Il

“Bitfle Jean” “Thriller™ M “Don't Stop P, (Pretty “Beat 1"

106,000

T'III)" ‘w'

“Manln “WanniaBe “The Way
il You Young The Mimor™  Startin’ Yoo Make
‘nu GetEnough™  Thing)” Somethir” = Me Feel”

1 week Before Jackson Dved () Week Aer Jackson Died ~Sold less than 1,000 unts

Nalm

SOUNDS OF SOLACE

Interest in Michael Jackson’s music surged following his June 25 death, as casual and die-hard fans allke turned to his most
famous recordings out of grief, nostalgia or a desire to enjoy a classic tune. Digital track downloads and radlo airplay pro-
vide a glimpse of which songs people were listening to. Both are tracked below.

gains from the prior week, as measured by Nielsen SoundScan.
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ON THE WEB
The most popular Jackson digital track purchases in the
United States during the week ended June 28 and their sales
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ON THE AIR

The Jackson songs that received the most U.S. radio airplay during
the week ended June 28 and how much the airplay of those songs

grew from the prior week, as measured by Nielsen BDS.
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‘Michael redefined what it means tobe a
superstar. His influence on music and popular

culture cannot be overstated, and the breadth
and diversity of his fan base is unparalleled. As
his label home for so many years, it always has

been Sony Music’s great honor and privilege to
help Michael share his music with the world.’

wWww.americanradiohistorv.com

‘He should be
remembered
for the music,
not the business.’
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Must GoOn

Promoter’s Show

%

Curtaincall: MICHAEL JACKSON?’S last rehearsal,
June 23 at Los Angeles’ Staples Center,; inset:
Jackson with AEG Live CEO RANDY PHILLIPS.

AEG SAYS IT CAN RECOUP THE COSTS OF MICHAEL
JACKSON'’S 02 SHOWS—BUT QUESTIONS ABOUT

INSURANCE LOOM LARGE
BY RAY WADDELL

A week after Michael Jackson'’s death, organizers of
what would have been a 50-show run at the O2 Arena
in London have made significant strides straightening
out what one touring executive called “the biggest mess
in the history of our business.”

Jackson’s legal and financial affairs will be sorted
out during the course of months, if not years. But
AEG Live, the promoter of his London shows, isn't
waiting to try to recoup its estimated $30 million-
$50 million investment in what would have been the
highest-grossing arena engagement.

AEG Live CEO Randy Phillips says the company is
in better shape than many believe. Besides a claim on
nonappearance insurance, if there is one, AEG owns
video and audio footage of Jackson’s rehearsals, ac-
cording to its contract with the singer. “People have
speculated that this is going to bankrupt our company,”
he says. “The truth is it isn't.”

More than $85 million worth of tickets had been sold
for the 02, which is operated by AEG Live parent AEG.
Production costs ran between $23 million and $25 mil-
lion, according to AEG, although other industry sources
say the cost was closer to $30 million. And some have
estimated that Jackson’s advance on the shows could
have been as high as $10 million-$20 million.

But Phillips says part of Jackson’s advance came
in the form of AEG agreeing to pay some of his
obligations, as well as his housing costs in Lon-
don. Such expenses are “100% recoupable” if in-

surance pays off, Phillips says.

“We had insurance in place to cover the majority of
our hard costs but not lost profits,” Phillips says. “There
is a lot of litigation going on in terms of negotiations
with vendors. | would say the number {in hard costs)
is somewhere probably between $20 million [and] $25
million. It was done out of insurance brokerage Robert-
son Taylor, and I"'m sure since it was Lloyds it was mul-
tiple carriers.”

But AEG stands to lose a substantial part of its in-
vestment if its insurance policy won’t come into play—
and that could depend on the cause of Jackson’s death.
“If it was a pre-existing condition or drug- or alcohol-
related, a normal cancelation policy would not cover
that even if he had passed a medical exam,” an insur-
ance industry source says. The Los Angeles County
coroner’s office said that determining the cause of death
will require further tests that will take six to eight weeks.

Phillips says talk that Jackson never had a physical,
as AEG said he did, is incorrect. “He absolutely, 100%
had a close to five-hour physical,” he says. “The carri-
ers flew in a doctor of their choice from New York and
he did an extensive battery of tests. We were obviously
never privy to the actual medical reports, because this
was confidential medical information between the doc-
tor and the patient, However, we were told that he passed
with flying colors.”

Had Jackson performed these shows, AEG would
have made significant revenue on food and beverage

sales, a percentage of merchandise sales that could
have totaled up to $15 million and the rental fee that
AEG Live would account for to its corporate parent.
Phillips declines to release terms of the deal with Jack-
son, but he says it was better for AEG than the 95%-
5% split most superstars receive.

Phillips says AEG can still generate revenue from
its audio and video footage of the rehearsals, which
it owns under its contract with Jackson. “We own the
intellectual property,” he says. “Itis our responsibil-
ity and fiduciary duty to the estate to monetize as
much of these assets as we can under the original
contract, because the majority of the profit would go
to the estate.”

AEG is also under pressure to book the O2 for some
of Jackson's dates. That’s “the toughest hit,” Phillips
says. “We'll fill in the 2010 dates because the arena’s
in such demand. The truth is, July and August are the
slowest months of the year in Europe, so maybe 10 of
those 27 dates would have been fiiled anyway.”

But those losses “probably fare] minuscule in com-
parison to the value of the intellectual property we own,
Phillips says. Arrangements for a release will be made
after an executor for Jackson’s estate emerges.

Phillips calls the video “some of the most compelling
footage in the 21st century, because you're talking about
a star whose light shined brighter than anything else
in the universe when it comes to music.”

The footage includes the Tuesday and Wednesday
night rehearsals from the week of Jackson’s death. “On
Tuesday night he performed and gave me goose
bumps,” Phillips says. “It made me realize, jaded en-
tertainment executive that [ am, why I do this in the
first place. I was asked if | would do this again and the
answer is, ‘Hell yes.” How many times in one’s career
are you able to touch greatness?”

Rumors are circulating that AEG could further mit-
igate its losses by creating a tribute show that uses Jack-
son's elaborate stage production, and Phillips says AEG
is already receiving calls from interested artists. “We
have the most breathtaking production ever created
for an arena, and it’s all Michael Jackson’s vision as di-
rected and executed by Kenny Ortega,” he says. “It
would be some closure for fans who have nowhere to
really express their emotion and are looking for a place.”

The $85 million reportedly in the bank from ticket
sales of more than 750,000 will go back to the publicin
the biggest refund program the concert business has
ever seen. The large number of tickets on the resale
market, through official and unofficial channels, make
the process particularly complex, and perhaps expensive.

On July 1, fans who purchased tickets were directed
to MichaelJacksonLive.com for information about how
to receive refunds. They’ll be processed by authorized
ticketing agencies, including primary ticketing com-
pany Ticketmaster, U.K. reseller Viagogo and author-
ized O2reseller Seatwave. In lieu of a refund, fans can
receive souvenir tickets designed by Jackson and printed
with a lenticular process that gives them a 3-D look.

Phillips says his next move “is to try to get the im-
ages out of my mind of that Thursday I spent at the
hospital when Michael died, and telling his kids and
his mom. A little healing first. But we have a bunch of
tours next year and our business will goon.” soe

‘Michael Jackson was the first black artist to be featured on MTV and from
that moment on, he changed the way the world viewed African Americans.
This paved the way for so many others, and not just in music. Before there was

Tiger Woods, Michael Jordan or Barack Obama, there was Michael Jackson.
His genius defied all boundaries.’
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For Sale?

SPECULATION IS RIFE OVER
THE FUTURE OF JACKSON’S
STAKE IN SONY/ATV

BY ED CHRISTMAN

Good As New

Atthe time of Michael Jackson’s death, it was well-known that he
was preparing for a 50-show concert series at London’s O2 Arena.

What was less well-known—and what many are now specu-
lating about—was what kind of recordings Jackson had done for
the last few years. Billboard has learned that the singer was work-
ing on two albums at the time of his death: one in the pop vein
that made him famous and another that would consist of an in-
strumental classical composition. And while some believe the
star wanted to recapture his '80s glory days—or escape finan-
cial trouble—those who worked with him recently say he was
motivated by his fans and his children.

Jackson was working on the pop album with songwriter Claude
Kelly and Akon, who says that Jackson was motivated by the ticket
sales for his performances. “He said, ‘My fans are still there.
They still love me. They're alive,” " Akon says. “His kids are like
his first priority, and they had never seen him perform live. He
was trying to create the most incredible show for his kids.

Kelly, who wrote “Hold My Hand,” the Akon-produced Jack-
son track that leaked last year, says Jackson never lost his pas-
sion. “He was the King of Pop, the biggest to ever do it, and the
one thing you never lose—whether known by the whole world
or just 10 people—is your love for music,” Kelly says. “That never
goes away, and it never went away for him amidst his troubles.”

Composer David Michael Frank had worked with Jackson on
a 1989 TV tribute to Sammy Davis Jr. and received a call from

Fab twosome: PAUL McCARTNEY
and MICHAEL JACKSON in 1982.

Could Michael Jackson'’s death clear the way for Sony Corp.
to buy his 50% share of Sony/ATV Music Publishing?

The issue has drawn close scrutiny in the music industry
because of the storied copyrights under Sony/ATV's control,
including the Beatles’ Northern Songs catalog, as well as
works by Bob Dylan, Leonard Cohen, Hank Williams and
Jerry Leiber & Mike Stoller, and songs by contemporary acts
like John Mayer, Fall Out Boy and KT Tunstall.

Jackson purchased the Beatles catalog through his acqui-
sition of ATV in 1985 for $47.5 million, later merging ATV
with Sony’s publishing arm in 1995 to form Sony/ATV.

A joint venture like Sony/ATV would typically include a

RECENT COLLAB

RATORS REVEAL DETAILS OF THE

trigger clause that would specify whether a joint-venture
partner has the right to acquire the rest of the company in
the event of the death of the other partner, according to a
mergers and acquisitions specialist familiar with such deals.
“Or,” he says, “it could trigger a sale to a third party.

Sony sources say its Sony/ATV publishing unit carries a
$1.5 billion-$2 billion valuation.

While Jackson owned 50% of Sony/ATYV, he wasn’t involved
in the company’s day-to-day operations. In fact, Sony/ATV
chairman/CEO Martin Bandier could even make acquisi
tions without consulting him, although really large pur-
chases required Jackson’s approval, according to a source
familiar with the situation.

In April 2006, Bloomberg reported that Jackson agreed
to a debt refinancing deal with Sony Corp. under which
he gave the electronics giant the option to buy half of his
50% stake in Sony/ATV, allowing him to refinance about
$300 million in loans. Sony/ATYV declined to comment for
this story.

Jackson’s other primary publishing asset is his own song
catalog Mijac Music, which is administered by Warner/Chap-
pell Music. BMI, which collects performance royalties for
his compositions, says Jackson has been the performance
rights organization’s top-earning artist internationally for
the last three years. Within the United States, Jackson has
long been one of BMI's top 100 earners.

When Jackson’s songs come on the radio, “his life passes
in front of us, as do our own lives,” BMI president/CEO Del
Bryant says. “Any of the times I was with Jackson, he was
one charming, gentle, sweet and wonderful spirit.”

TWO ALBUMS MICHAEL JACKSON WAS WORKING ON

BY MARIEL CONCEPCION

the star’s assistant two months ago about collaborating again.
Jackson invited Frank to his home in Los Angeles’ Holmby Hills,
told him he was working on an instrumental album of classical
music and asked for help with orchestration.

“He had two demos of two pieces he'd written, but they weren't
complete,” says Frank, who adds that he was impressed with
Jackson's knowledge of classical music. “For one of them, he
had a whole section of it done in his head. He had not
recorded it. He hummed it to me as I sat at the key-
board in his pool house and we figured out the
chords—I guess this recording I made is the only
copy that exists of this music.”

A few weeks ago, Jackson called to see how Frank
was progressing on the orchestrations. “He men- @
tioned more instrumental music of hishe wanted
to record, including one jazz piece,” Frank says. “I
hope one day his family will decide to record this music
as a tribute and show the world the depth of his artistry.”

Although questions arose about Jackson’s health, and the im-
pactithad on his dancing and singing, those who collaborated with
Jackson say his voice was in fine form, despite his frail appearance.

Greg Phillinganes, a keyboardist who collaborated with Jack-
son as musical director of the “Bad” tour and appeared on sev-
eral of his albums, says Jackson sounded as good as he ever did.
“He still had a good voice and never had a problem singing,”

says Phillinganes, who last spoke to Jackson in March. “There
were questions about him being able to pull off the tour on the
choreography side, but sources working with him told me he
was dancing all the time, every day, and was very focused, ex-
cited and committed to making this tour the best it could be.

Akon last spoke to Jackson three months prior to his death.
“He would always tell me to eat right and ask me if 1 was exer-
cising and drinking water,” he says. “He'd always stress
you had to take care of yourself before you can go off

and do anything else.

Frank agrees. “He seemed totally healthy, not
frail, and gave me a firm handshake when we
met. He seemed in good health, had a good voice
and was in good spirits,” he says. “He was very

skinny, but from what I knew, he was always thin.

He was also taller than 1 pictured, but he might
have been wearing some platform shoes. And he was
impeccably dressed.”

Much has been made of Jackson's intense rehearsal sched-
ule, but Phillinganes says that Jackson lived up to his reputa-
tion as a perfectionist. “It was the biggest comeback of his
career, arguably the biggest comeback in pop music—even
bigger than Elvis,” he says. “So obviously he’d want to do the
best he could. He never did anything half-assed, which is what
originally got him to the stature he had.”

‘The happy accident of his career running parallel to the birth of MTV and the music
video gave the world a chance to see as well as hear his genius. He was the most

exciting dancer I've ever watched. Kelly and Astaire’s equal. The world’s a better
place for his having lived iniit.’
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We Are

The World

MICHAEL JACKSON WENT FROM BEING GARY, IND.’S

-

BRAZIL

Less than a day after Michael Jackson's
death, the mayor of Rio de Janeiro, Brazil,
announced that the city would erect a
statue of the singer in Dona Marta, a
favela that was once notorious for drug
dealing andis now amodel for social de-
velopment. The change was spuirred
partly by Jackson’s 1996 visit to film the
video for “They Don’t Care About Us.”

Jackson shot two videos for “They
Don’t Care About Us,” the fourth sin-
gle from “HiStory: Past, Present and
Future, Book I”: one in aprison and
another in Dona Marta and Salvador
da Bahia, a colonial Brazilian city
known for its Afro-Brazilian culture
and music.

When Jackson came to Brazil to
shoot the video, directed by Spike
Lee, Rio's local government became
concerned that the singer would show
the world an unflattering picture of
poverty. At the time, Brazilians, like
people the world over, saw Jackson
as an idol. He'd beef®o the country
twice before, once with the Jackson
5in the *70s and again in 1993, when
he played two concerts in S3o Paulo
to 100,000 people each night.

At the time, the concert promoter
Dodi Sirena recalls a “sensitive” artist
who asked for an amusement park to
be reserved for his use, theninvited chil-
dren from the poorest public schools.
“He displayed great concern for every-
thing in the country, with poverty, with
street children,” Sirena says.

In that context, Jackson’s choice
of locale for his video made sense.
“The video Is about the peopie no one

MOST TALENTED KID TO ONE OF THE MOST
RECOGNIZABLE HUMAN BEINGS ON THE PLANET. AND
WHILE HIS WORLDWIDE ALBUM SALES WERE
ASTOUNDING, THAT WASN’T THE SOLE REASON FOR
HIS FAME. HIS ASCENDANCY WENT FAR BEYOND THE
CASH REGISTER—HE INSPIRED DANCE MOVES,
DICTATED FASHION TRENDS AND RAISED AWARENESS
FOR SOCIAL CAUSES AROUND THE GLOBE.

tares about,” says Claudia Silva, press
liaison for RiQ’s office of tourism.

When Jackson shot the video in
Rio, Silva was a journalist for the daily
newspaper O Globo, but Lee and his
staff had banned journalists from the
shoot because Dona Marta drug deal-
ers didn't want the attention. But Silva
found a family that let her spend the
night at their home and saw the favela
residents washing the streets to pre-
pare for Jackson’s arrival. “The people
were so proud,” Silva says. “That was
the best thing forme. People got up
early to clean the area, they prepared
Sor him, they took out the trash.”

Jackson arrived by helicopter but
walked the streets of Dona Marta
shaking hands and distributing candy.
“People were very surprised in the
end, because they were expecting an
extraterrestrial guy,” Silva says. “And
he was—it sounds strange to say this—
anormal guy.”

Jackson shot scenes in Salvador,
alongside throngs of people, ac-
companied by the Afro-Brazilian
cultural group Olodum. In the video,
he can be seen dancing to the beat
of hundreds of Olodum’s drummers
and with cheering fans who reach
out to touch him—and at one point
burst through security and push him
to the floor.

“This process to make Dona Marta
better started with Michael Jackson,”
Silva says. “Now it’s a safe favela.
There are no drug dealers anymore,
and there’s a massive social project.
But all the attention started with
Michael Jackson.” —Leila Cobo

LN

SOUTH AFRICA

“Growing up as a young black kid in a township,
you either dreamed of being a freedom fighter or
being Michael Jackson. it was as simple as that.™

Sorecalls the leading South African R&B artist
Loyiso Bala, whose five South African Music
Awards are a testament to the fact that he chose
to follow the King of Pop.

The 29-year-old likens Jackson's impact on his
family—which includes his high-profile musician
brothers Zwai and Phelo—to that of former Pres-
ident Nelson Mandela.

“The whole family would drop what they were
doing and watch, mesmerized whenever Michael
or [Mandela] came on,” he says of life in his Kwa-
Nobuhle township home, located outside the East-
ern Cape town of Uitenhage.

Lupi Ngcayisa, a DJ on Metro FM, South Africa’s
biggest national urban commercial station, says
Jackson’s “rich lyrics changed the complexion of
black radio.”

“He forced black families to debate issues sur-
rounding individualism and race, so his cultural
impact here extended beyond simply the music,”
he says.

That impact was most visible in 1997 when the
HIStory tour came to the country for a five-date run
that ended Oct. 15 at Durban's King’s Park Sta-
dium, the performer’s final full-scale concert in
support of a studio album. The shows are still the
largest the country has ever seen, attracting
230,000 people, according to Attie Van Wyk, CEO
of the presenting promoter, Cape Town-based
Big Concerts.

Equally notable for a country just three years
into post-apartheid democracy was the audience
mix. “Black and white, young and old, Michael drew
a huge crossover audience that we still don’t see
often at shows,” tour publicist Penny Stein says.

Duncan Gibbon, now strategic marketing di-
rector at Sony Music Entertainment South Africa,
who worked Jackson's catalog as far back as the
apartheid era, says Jackson sold more than 2 mil-
filon albums in South Africa. More importantly, he
says Jackson’s music was a unifying point for a
deeply divided society.

“South African radio was very racially segmented
in the years before 1994,” he says. “But Michael
proved to be the one artist whose music was played
on white pop stations and black R&B stations. It
doesn't sound like much now, but it was a very po-
tent thing when you think back to how apartheid
attempted to keep everything about black and
white soclety separate.” —Djane Coetzer

*With Michael, it became apparent that you could have worldwide hits immediately.

Hits used to take a while to cross borders. Michael unified the hit world; it was spontaneous
and immediate. Also, he let our music industry know what “big” was. He became a mark
that everyone wanted to shoot for.’
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CHINA

After 30 years of vilifying everything
American, Beijing re-estabiished diplo-
matic relations with Washington,D.C.,
Jan.1,1979, the same year Jackson re-
leased “Off the Wall.” At the time, most
of China was still clad in drab blue Mao
suits, state-controlled radio was almost
devoid of Western pop music and
record companies had little distribu-
tion. But Jackson’s music soon took
root—with a vengeance.

Beijing-based musician Kalser Kuo
says that the only time he felt physi-
cally threatened during the volatile
spring of 1989 was because of Jack-
son’s popularity.

On June 3, 1989—just as pro-
democracy students reached what
would prove a fatal deadlock with the
governmerit in Tiananmen Square—
Kuo’s heavy rack band Tang Dynasty
was playing a show in Jilin Province,
| unaware it had been billed as “Michael
/‘).._ | Jackson’s backup band.” Realizing

they'd been scammed, the audience
/f “went nuts and burned down the ticket
booth,” Kuo says. “Jackson was just
that popular.”

For many in China, reflecting on

~ | Jackson means dredging up memo-

rles of that era of dashed hopes. Blog-

ger Hong Huang lived much of her

i ~ | childhood in the '70s and '80s in the

. United States, where her father was

a Chinese diplomat. “Back then, |
thought nobody In China could be lis-
tening to Michael Jackson,” she says.
Yet Hong hosted three evenings of her
late-night TV talk show “Straight Talk”
about Jackson's death while the Chi-
nese Internet lit up with discussion of
his life and music. The top video-shar-
ing Web site Youku.com has dozens of
posts of Chinese youths moonwalking L.
to his songs in black loafers, white
socks and high-water pants. re=

Jackson’s sales in Asia have been s
strong despite rampant piracy, accord-
ing to Adam Tsuei, president of Sony Mu-
sic Entertainment Greater China. Sony
says that since 1994 it has sold about 12
million Jackson albums in Hong Kong
and Taiwan. Jackson never visited main-
land China, but Sony says it has sold
about 300,000 albums there since 2002,
although censorship has prevented the
release of his entlre catalog.

There had been unconfirmed re- |
ports that AEG Live planned to bring
Jackson to China after his sold-out Lon-
don dates. Instead, Shanghai ware-
house manager Jin Hailiang says the
150 regular members of the local Jack-
son fan club he helps manage will host
a party Aug. 29, Jackson's birthday.

“His music is so important because
it's about love,” he says, “and it makes
us feel free to dance.”

—Jonathan Landreth

IS

) '

ep>
il

0 :

INDIA
For many people in India—a market
where international repertoire accounts
for just 5% of physical music sales—
Michael Jackson is Western pop.
Alone among Western artlsts, his
popularity isn’t confined to English-
speaking urban Indians. Among the
country’s rural youth his celebrity com-
petes with Bollywood stars for one rea-
son: his trademark dance moves.
“Anybody who dances well is com-
pared with Michael Jackson,” says Nikhil
Gangavane, who founded India’s offi-
cial, 13,000-member Jackson fan club.
“The moonwalk made Michael reach
from the classes to the massesin India.”
The way Bollywood appropriated
Jackson’s moves and style connected
with Indian fans. “Actors, established
choreographers, aspiring composers,
kids In dance shows—everybody bor-
rowed ideas,” says British-bom hip-hop
star Hard Kaur, now a Bollywood star.
Indian actors, from Javed Jaffrey to
Hrithik Roshan, say they were inspired by
Jackson's dancing. And the southern
indian movie industry still uses Jackson-
esque routines, thanks to the influence
of dancers and choreographers like
Prabhu Deva, known as “India’s Michael
Jackson” for his lightning-fast moves.
Jackson’s recorded-music sales are
also significant. Arjun Sankalia, associ-
ate director of Sony Music Entertain-
ment India, says the 25th-anniversary

edition of “Thriller” sold 15,000 copies.
The album’s initial release sold more
than 100,000, according to Suresh
Thomas, former branch manager of the
southern region for CBS India—a joint
venture between India’s Tata Group and
CBS America. “Bad,” which had an inlay
card translated into regional languages,
sold 200,000. None of the totals include
the millions of pirated versions that have
been sold.

Jackson proved his popularity on the
subcontinent with the one show he
performed In India—Nov. 1, 1996, at
Mumbai’s Andheri Sports Complex. A
70,000-seat sellout, it was organized
by Shiv Sena political party leader Raj
Thackeray toraise funds to provide jobs
for young people in the state of Maha-
rashtra—and boost the party’s popu-
larity among young urban voters.

Jackson arrived at Mumbai airport
Oct. 30 and was greeted by actress Son-
ali Bendre, who put the traditional Hindu
“tilak” mark on his forehead. A motor-
cade escorted himto the concert, and he
stepped out of the car several times dur-
ing the journey to wave at the thousands
of fans lining the streets between the
airportand his hotel lobby.

Fans stillremember. “Go to any vil-
lage, any corner in India and you'll find
everyone is familiar with the name
Michael Jackson,” Kaur says. “Thereis
no musician who can replace MJ.”

—Ahir Bhairab Borthakur

JAPAN
There’s big in Japan, and there’s Michael Jackson.

Fans ranging from teenagers to SO-somethings—
many dressed in Jackson’s trademark outfits—
staged an impromptu candlelit memorial June 27
in Tokyo's Yoyogi Park. While some showed off
dance moves and sang songs, others wept openly
and prayed at makeshift altars.

“It’s funny,” one attendee said. “The gathering
at [Harlem’s] Apollo Theater was like a celebra-
tion of hig life, but Japanese people go straight
into mourning.”

Jackson won over Japan like few Western stars
before or since. Famous in the country since the re-
lease of “Off the Wall,” he became even bigger in
1987, when he started his “Bad” world tour at the
Tokyo Dome. He sold out 14 shows, drawing about
450,000 fans and taking in an estimated S billion
yen ($52 million). Hundreds of screaming girls
greeted his arrival at Tokyo’s Narita Airport, which
was covered by 1,000 journalists; another 300 cov-
ered the arrival of Bubbles, Jacksor’s chimp, who
came on a separate flight

“No other performer had Michael Jackson's star
power in Japan,” says Archie Meguro, senior VP of
Sony Music Japan International. “He was soloved for
his talent, his music, his dance and his gentle soul.”

Sony reports career album sales of at least 4.9
million for Jackson in Japan, making him one of the
top-selling international artists. “Thriller” alone sold
2.5 million copies. But hisimpact went beyond sales.
His 1987 tour helped reshape J-pop’s choreogra-
phy, as performers tried to appropriate his moves.

The news of his death caused suchastirin Japan-
ese soclety that three cabinet ministers took the
unusual step of commenting on his passing.

Sales of Jackson’s catalog have spiked, and six
of his albums made SoundScan Japan’s Top 200 Al-
bums chart. By the morning of June 27, Tower Rec-
ords’ seven-story flagship store in Shibuya had three
displays of his albums and DVDs. Jackson had at-
tended an event there in 1996, presided over by then-
Tower Records Japan president Keith Cahoon. “The
fan club members who attended were mostly young
girls who shrieked ‘Michael! in incredibly loud and
high-pitched voices,” he recalls, “and Michael replied
in a soft voice that was nearly as high.”

“Michael is the biggest entertainment influence
on the Japanese people after the Beatles,” says
Ken Ohtake, president of Sony Music Publishing
Japan. “He will always remain in the hearts of the
Japanese people as an extraordinary and unparal-
leled artist.” —Rob Schwartz
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Ruling The Charts

JACKSON DOMINATED
THE BILLBOARD CHARTS
—AND STILL DOES

BY GARY TRUST
AND KEITH CAULFIELD

Michael Jackson and the Billboard Hot 100 were linked
almost from the start. The first Hot 100 was dated Aug.
4, 1958, 25 days before Jackson was born.

He dominated the chart throughouthis life. Jackson
is the male artist with the most Hot 100 No. 1s, with 13.
As the charts below show, Jackson didn’t fare too badly
on the album chart, either. And his music sold well
enough after his death for him to have the three best-
selling albums in the country last week. Although the
Black Eyed Peas’ “The E.N.D." returned to No. 1 on the
Billboard 200 with 88,000 copies sold, three of Jackson’s
sets on Top Pop Catalog Albums outsold it.

Top Career Singles and Top Career Albums are ex-
clusive, ranked, historical recaps of Jackson’s most suc-

TOPCAREERALBUMS

cessful releases on the Hot 100 and the Billboard 200
beginning with his days in the Jackson 5. Top Compre-
hensive Albums, excerpted here and presented in full
at billboard.biz/charts, measures overall album sales
last week.

Jackson started on his way to chart royalty with the
debut of “I Want You Back” by the Jackson S, the only
group to send its first four entries to the top of the Hot
100. His last chart-topper, “You Are Not Alone” in 1995,
became the first song to enter the Hot 100 at No. 1.
“Thriller"became the first album to send seven songs
into the top 10 of the Hot 100.

Top Career Albums reflects the phenomenal suc-
cess of “Thriller.” In the 53-year history of the Billboard
200, “Thriller” remains the album by a single artist
with the longest run at No. 1: 37 weeks in 1983-84.
{Only the “West Side Story” soundtrack reigned longer.)

This week's Top Pop Catalog Albums (see page 40)
has Jackson-related titles in its top nine positions. Ap-
propriately, the singer’s “Number Ones" leads the pack
at No. 1 with 108,000 copies sold—an increase of

PEAK POSITION DATE LABEL

1 “Thriller” Michael Jackson 1(37 weeks) Dec. 25,1982 Epic
2 “Bad” Michael Jackson 1(6) Sept. 26,1987 Epic
3 “Dangerous” Michael Jackson 1(4) Dec. 14,1991 Epic
4 “HiStory: Past, Present and Future—Book 1" Michael Jackson 1(2) July 8,1995 Epic
S *“invincible” Michael Jackson 1 Nov. 17, 2001 Epic
6 “Off The wall” Michael Jackson 3 Sept.1,1979 Motown
7  “Third Album” The Jackson 4 Sept. 26,1970 Motown
8 “ABC” The Jackson5 4 June 6, 1970 Motown
9 ‘“Victory” The Jacksons 4 July 21,1984 Epic
10 “"Dlana Ross Presents The Jackson S  The Jackson$ S Jan. 17,1970 Motown

TOPCAREERSINGLES

RANK  TITLE ARTIST DATE LABEL
1 “Billie Jean” Michael Jackson 1(7 weeks) Jan.22,1983 Epic
2 "Black Or White" Michael Jackson 1(7) Nov. 23,199 Epic
3  “Say SaySay” Pau} McCartney And Michael Jackson 1(6) Oct. 15,1983 Columbia
4 “I'll Be There” The JacksonS 1(5) Sept. 19,1970 Motown
5 “Rock With You” Michael Jackson 1(4) Nov. 3,1979 Epic
6 "Beatlt” Michael Jackson 1(3) Feb. 26,1983 Epic
7  “Man In The Mirror” Michael Jackson 1(2) Feb. 6,1988 Epic
8 "Bad” Michael Jackson 1(2) Sept. 19,1987 Epic
9 “ABC” The Jackson$ 1(2) March 14,1970 Motown

10 “The Love You Save” The Jackson 5 1(2) May 30,1970 Motown
N “Don't Stop 'Til You Get Enough” Michael Jackson 1 July 28,1979 Epic

12 “You Are Not Alone” Michael Jackson 1 Sept. 2,1995 Epic

13 “I Want You Back” The Jadkson § 1 Nov. 15, 1969 Motown

14 “The Way You Make Me Feel” Michael Jackson 1 Nov. 21,1987 Epic

15 “Ben” Michael Jackson 1 Aug. 5,1972 Motown

16 “l Just Can't Stop Loving You" Michael Jackson With Siedah Garrett 1 Aug. 8,1987 Epic

17  "Dirty Diana” Michael Jackson 1 May 7,1988 Epic

18  “The Girl Is Mine"” Michael Jackson/Paul McCartney 2 Nov. 6, 1982 Epic

19  “Never Can Say Goodbye” The Jackson$ 2 April 3,1971 Motown

20 “Dancing Machine” The Jackson 2 March 16,1974 Motown

Titles on these charts are ordered by peak position on the Billboard Hot 100 and the
Billboard 200. If more than one title peaked at the same position, ties were broken by the
number of weeks spent at the peak. If ties still remained, they were broken by the number
of weeks on the chart, and then in the top 10 and/or the top 40, depending on where the

title peaked.
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—Keith Caulfield

2,340% over the previous week. All told, 14 Jackson-
related albums grace Top Pop Catalog Albums, includ-
ing all 11 of his Epic Records releases (see Over the
Counter, page 37). Nielsen SoundScan’s Top Pop Cata-
log Albums chart, which launched in 1991, tallies albums
that are 18 months old, have fallen below No. 100 on the
Billboard 200 and don’t have a current radio single. Cat-
alog albums are ineligible to appear on the Billboard
200, though they can chart on the Top Comprehensive
Albums list, which Jackson also dominates. .

- "
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COMPREHENSIVE

ALBUMS LAST WEEK

Title TW Sales % Gain
1 48 MICHAEL JACKSON “Number Ones” 108,000  +23450%
2 Re-Entry MICHAEL JACKSON “The Essential Michael Jadcon” WL,000  +5086.0%
3 Re-fntry MICHAEL JACKSON “Thiller” 101,000 +36,3601%
4 THEBLACKEYEDPEAS  “TheEND.” 88,000
5 1 JONAS BROTHERS “Lines, Vines And Trying Times” 68,000
6 New  REGINASPEXTOR “far” 50,000
73 DAVEMATTHEWSBAND  *"Big Whiskey And The GrooGrux King” 4000
8 4 EMINEM “Relapse” 47,000
9 MNew  DREAMTHEATER “Black Clouds & Siver Linings” 40,000
10 New SOUNDTRACK “Transformers: Revenge Of The Fallen: The Album™ 39,000
n 6 LADY GAGA “The Fame” 31,000
12 New  GINUWINE “AMan’s Thoughts” 37,000
13 8 SOUNDTRACK “Hannah Montana: The Movie” 34,000
14 ¥ TAYLOR SWIFT “Fearless™ 34,000
15 New  MICHAELJACKSON “0ff The Wall™ BOO  +45)055%
16 New  THEMARSVOUIA “Octahedron” 30,000
17 1 KINGS OF LEON “Only By The Night” 2,000
18 9 GREEN DAY “Tist Century Breakdown" 2,000
19 1 CHICKENFOOT “Chickenfoot” 5,000
20 0 TAC BROWN BAND “The Foundation” 24,000
218 KENNY CHESNEY “Greatest Hits I 2,000
22 % NICKELBACK “Dark Horse” 2,000
23 7 JASON ALDEAN “Wide Open” -21,000
24 % RASCAL FLATTS “Unstoppable” 18,000
25 New  JAOBONS “The Uitimate olletion” 18,000 +1.508.6%
26 0 DARMNS RUCKER “Leam To Live" 17,000
27 New  MICHAEL IACKSON “Barf’ 17,000 +6,8%5.9%
28 1 SOUNDTRACK “Twilight” 17,000
29 B SHINEDOWN “The Sound 0f Madness™ 16.000
30 § INCUBUS “Monuments And Melodies ™ 16,000
3N B8 AVENTURA “Thelast” 5,000
32 5 LADY ANTEBELLUM “Lady Antebelum” 15.000
33 BEYONCE “IAm. . . SashaFierce” 15,000
34 New  MICHAEL JACKSON “Dangerous” 14,000 +5,009.5%
35 3 VARIOUS ARTISTS NOW30” 14,000
36 New  DINOSAURR. “Fam” 1,000
37 R PINK “Funhouse™ B,000
38 3% THEORY OF ADEADMAN *“Scars & Souvenirs™ 12,000
39 New  MICHAEL JACKSON “Greatest its: History—Volume 1” 12,000 +5T5.2%
40 4 PETE YORN “Back 8 Fourth” 12,000
41 Re-frtry MICHAEL JACKSON “The Uttimate Collection™ 1,000 +11,14.5%
42 B SUGARLAND “Love On The Inside” 1,000
43 3 KEITH URBAN “Defying Gravity” 1,000
44 % BEYONCE “Above And Beyoncé: Video Collection & Dance Mixes (EP)” 11,000
45 U KERI HILSON “NAPertect World... " 10.000
46 4 JASONMRAZ “We Sing. We Dance. We Steal Things.” 10,000
47 U MICHAEL BUBLE “Michaet Bublé Meets Madison Square Garden” 10,000
48 % TAOR SWIFT “Taylor Switt” 10,000
49 B CHRISETTE MICHELE “Epiphany” 10,000
50 ¥ GEORGE HARRISON “Letit Roll: Songs By George Harrison” 10,000
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How ‘Thriller’ Cﬁanged
The Music Business

IN THE EARLY '80s, MICHAEL JACKSON BOOSTED
THE MUSIC INDUSTRY AND SET A NEW BENCHMARK

FOR BLOCKBUSTERS

BY GAIL MITCHELL AND MELINDA NEWMAN

In early 1984, when Epic Records executives pre-
sented their slate of upcoming releases at the CBS
Records convention in Hawaii, they couldn’t resist
playing up the success they were already having. So
between the pitches for new albums, Epic inserted
stock footage of semi trucks and a voice-over that
thunderously announced, “There goes another load

of Michael Jackson’s ‘Thriller’ albums!”

Trucks weren't really leaving the warehouse every
few minutes, but “Thriller” was still shattering ex-
pectations more than a year after its Nov. 30, 1982,
release. Epic was selling more than 1 million copies
per month in the United States alone.

Nearly 27 years after its release, “Thriller” still

‘I took my sons to Madison Square
Garden to see the Jackson 5

perform in the early '70s. It was
clear even then that Michael was
something special.’

stands as the best-selling studio album in the United
States, according to the RIAA, which has certified it
28-times platinum. More than 50 million copies have
been sold internationally, according to estimates.

But the album’s success can’t be measured by
sales alone. As Jackson moonwalked his way into
music history, “Thriller” set a new benchmark for
blockbusters that changed how the music busi-
ness promoted and marketed superstar releases.
It also changed MTV, breaking down the cable
network’s racial barriers and raising the bar for
video quality.

From the beginning, Epic intended to live up to its
name. The label made “Thriller” the first major re-
lease to debut worldwide simultaneously, the first
album to be worked for close to two years instead of
the usual six or eight months and the first album to
spin off seven singles to radio—more than double
the normal number.

Along the way, “Thriller” redefined the expecta-

‘[t remember] the 3 a.m. phone calls
’d get from Michael at my homein
Montauk [N.Y.]—he didn’t know what
time it was—with him saying, “Glew,
you’ve got to get me a No. 1record.”’
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tions for blockbuster releases. Starting in 1984, Co-
lumbia released seven singles from Bruce Spring-
steen’s “Born in the U.S.A.,” all of which landed in
the top 10 of the Billboard Hot 100. Around the same
time, Warner Bros. sent to radio five singles from
Prince’s “Purple Rain.” Mercury found seven singles
on Def Leppard’s “Hysteria,” all of which went to the
pop chart. All three albums eventually sold more than
10 million copies each in the United States alone.

Before all that, “Thriller” gave a much-needed boost
to the music business, then suffering from its sec-
ond slump in three years. At the time, Billboard re-
ported that record shipments had declined by 50
million units between 1980 and 1982.

It was a bleak time, and CBS staffers referred to
Aug. 13, 1982, as “Black Friday.” “We had a major lay-
off that day,” remembers Epic/Portrait/CBS Associ-
ated Labels VP of merchandising Dan Beck. “Halfof
the marketing department was let go at Epic. It was
very upsetting because nothing like that had ever
happened before.

Then Jackson changed everything. “There is no
question that ‘Thriller’ was the driving force behind
what became the hottest span in Epic’s history,” Beck
says. After that, the label had major hits with Cyndi
Lauper, Culture Club and REO Speedwagon. The
“Flashdance” soundtrack and the Police’s "Syn-
chronicity” also helped lure fans back into stores.

WRITING ON THE ‘WALL’

Jackson made a name for himself in the early *70s
as the young frontman of Motown’s Jackson 5 and
a solo artist. The Jacksons had left Motown in 1975
and released three albums on Epic, the most recent
of which, “Destiny,” peaked at No. 11 on the Bill-
board 200 in 1978. But Jackson became a bona fide
superstar with his first solo album for Epic, “Off
the Wall.

As Jackson recorded that album, which came out
in 1979, his team decided to bring it to the broadest
audience possible. “Our whole mind-set was that we
were making music for the masses and part of the
big picture was to get the record company to turn
around and market and promote to a mass market,”
says Ron Weisner, who was co-managing jackson
with Freddy DeMann at the time. “If you were a black
artist, you were put in a black music division, and
that meant the marketing campaign was an ad in Jet
and Ebony. Our attitude was, ‘Let the public decide—
don’t just present it to a black market only.’ ”

From the moment Epic’s pop and R&B promotion
teams heard “Don’t Stop 'Til You Get Enough,” the
album'’s opening track and lead single, they knew
they had a major hit on their hands, recalls former
West Coast regional urban promotion manager Mau-
rice Warfield. So they took the unprecedented step
of promoting singles to R&B and pop radio at the
same time.

“It wasn’t the usual ‘Build up the artist at urban
radio first and then go to pop,’ " Warfield says. “We
knew right off: We're all going to work the records at
the same time.

“Don’t Stop” debuted July 28, 1979, and became
Jackson’s first No. 1 R&B and pop single as a solo

artist since his 1972 hit “Ben.” That was followed in
November by a second No. 1 R&B and pop single,
“Rock With You,” then the album'’s title track and
“She’s Out of My Life.

“ ‘Off the Wall’ opened up something at radio that
was never closed again,” Weisner says. “The wall was
down by the time we got to ‘Thriller.” ”

‘THRILLER’ TIME
When Jackson first suggested working with Quincy
Jones on “Off the Wall,” Epic executives worried that
the producer was too jazzy. But Jackson, who had met
Jones when he played the Scarecrow in the movie ver-
sion of “The Wiz" and Jones produced the soundtrack,
persisted. At the time, Jones was struck by Jackson’s
“profound discipline and focus™; he knew that “he
could still be bigger than everyone else was saying.”
Jones began laying the foundation for “Thriller” in
December 1981, when he took Jackson to Tucson, Ariz.,
to spend three days recording the Paul McCartney duet
“The Girl Is Mine.” “Michael and | just wanted to work
with Paul, who I'd known for years,” Jones remembers.
Work began in earnest in August 1982, Jackson
swrote several of the songs: “The Girl Is Mine,” “Beat
It,” “Billie Jean” and *Wanna Be Startin’ Somethin’.”
Among the other writers was former Heatwave key-
boardist Rod Temperton, who wrote “Rock With You”
on “Off the Wall.” He brought them an “amazing”
song he had titled “Starlight Love,” Jones says, which

eventually became the song “Thriller.”

“Then one night we accidentally came upon a demo
whose melody, later paired with lyrics by John Bet-
tis, became ‘Human Nature,” " Jones says. “After ‘Off
the Wall," we were kicking booty and fearless; ready
to do anything. It was a very exciting time.

Despite the success of “Off the Wall,” Jones says,
their working relationship was very much about cre-
ativity for creativity’s sake. “You don’t make records
to say how many you're going to sell,” he says. “You
can’t control that. You make something thattouches
you and will hopefully touch someone else.

All together, Jones and Jackson spent four months
reviewing more than 700 demos. Eventually they set-
tled on nine. Then four of those were replaced by
“The Lady in My Life,” “P.Y.T. {Pretty Young Thing),”
“Human Nature” and “Beat It.”

One priority was to balance “Thriller” between
R&B and pop, disco and rock, funk and ballads. “We
thought at one point we were done,” recalls Greg
Phillinganes, a keyboardist on the “Off the Wall” and
“Thriller” albums. “And Quincy was like, ‘No, not so
fast. We need certain missing elements.’ Michael was
pretty disappointed but then that’s how we got ‘Lady’
and ‘Beat It." ”

At the time, disco still dominated the charts, and
Jones and Jackson wanted to transcend it. “ ‘Beat It’
came about with Eddie Van Halen because we wanted
to do a black rock’n’roll song,” Jones says. “The

Thriller show: EDDIE VAN
HALEN joins MICHAEL
JACKSON on his Victory tour
in Dallas’ Texas Stadium.

‘His songs, his vocal and dancing performances, his ideas were all on a genius level that

nobody had ever created before. His work ethic was incredible. He wanted to give his fans
something they had never received before. His deals became legendary in the music
industry. And he was simply the best, the top, an icon who comes along once in a lifetime.’
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Knack’s ‘My Sharona’ was No. 1 at the time, plus we
had to crawl over disco, which was still so big. We
wanted to find a way to transcend all that. By God’s
blessing, we got out of the box.

WORLDWIDE APPEAL

Jackson and Jones continued tinkering through the
fall of 1982, which meant that Epic had to move back
the album'’s release date a number of times. The day
before Jones finally turned in “Thriller,” after he and
Jackson had spentall night working, he realized that
there was too much music on each side. “You need
big, fat grooves to make it happen on vinyl,” he says.
“We had 24-27 minutes, which makes the sound
smaller. We had to get it down to 19-20 minutes.’

So jones and Jackson pared down the intro to “Bil-
lie Jean,” removed a verse from “The Lady in My
Life” and finished the project. Or so Epic thought.
At the very last minute, still unhappy with some as-
pects of the album’s sound, they remixed the entire
album over a marathon weekend, says Ron McCar-
rell, VP of marketing for Epic/Portrait/CBS Asso-
ciated Labels.

Epic executives were eager to release “Thriller” in
time for Christmas 1982. As Jones and Jackson fid-
dled, they decided to wait until January 1983. Then
the label's hand was forced when the album leaked
to radio and stations began playing multiple cuts.

“We knew we had a huge seller on our hands be-
cause ‘Off the Wall’ had sold 6 or 7 million copies and
we wanted to handle it carefully,” McCarrell says. But
once stations put songs in heavy rotation, Epic sen-
ior VP/GM Don Dempsey decided to rush-release it
on Nov. 30, 1982.

Dempsey held a meeting with several department
heads, including international executives. Following
the global success of “Off the Wall,” CBS' interna-
tional offices were clamoring for the company to give
“Thriller” a simultaneous worldwide launch instead
of staggering the release as usual. The traditional
way meant “the [exporters] could buy an album at
U.S. prices, ship it over [to Europe] and our local of-
fices in those markets would really get hurt badly on
an international hit,” Beck says. Since the dollar was
weak at the time, the album would have been espe-
cially easy prey for exporters.

“Imports and exports were an issue before but
never to the degree it was with Michael,” McCarrell
says. “He was the first international superstar on
that level.

After making sure that CBS could get manufac-
turing plants around the world the materials they
needed, Epic decided to give “Thriller” a simultane-
ous worldwide launch. “After ‘Thriller,’ it became
standard practice,” Beck says.

“Thriller” entered the Billboard 200 at No. 11 dur-
ing the week ending Dec. 25, 1982. After 10 weeks
on the chart, it knocked Men at Work's “Business as
Usual” out of the top spot and stayed at No. 1 for 37
nonconsecutive weeks. The first single, “The Girl Is
Mine,” reached No. 2 on the Billboard Hot 100, but
didn’t even hint at the hit Epic had on its hands. Then
the fun began.

Epic’s head of promotion, Frank Dileo (who grew

In the spotlight: MICHAEL JACKSON and QUINCY JONES win producer of the
year at the 1984 Grammy Awards (top); Jackson at London’s Heathrow Airport

with manager FRANK DILEO.

so close to Jackson during “Thriller” that he later
became his manager), decided to release two sin-
gles concurrently in order to broaden the album’s
audience. As the second single, “Billie Jean,”
climbed the pop chart, Epic released “Beat It,” a
driving rock track anchored by a searing Eddie Van
Halen guitar solo.

“Frank said, ‘Let’s release another single; we’ll blow
their minds,’ " McCarrell says. It did. During the
week of Dec. 18, 1982, “Beat It” was one of Billboard’s
top three adds at rock radio alongside cuts by Sammy
Hagar and Bob Seger. The song peaked at No. 14 on
Billboard’s nascent rock tracks chart.

Former rock radio consultant Lee Abrams—now
chief innovation officer at Tribune Co.—describes
the period as “kind of a confusing time” for album-
oriented rock. The format was at a crossroads, caught
between AOR stalwarts like Led Zeppelin and new
groups like the Police and U2.

“AOR had to start thinking more,” Abrams says,
in order to remain relevant. “A few stations tried
‘Beat It’ and the reaction was fantastic. It generated

requests and opened a iot of programmers’ eyes.
AOR was accepting someone not in the traditional
club, but the timeless, universal quality of the song
couldn’t be avoided.”

JACKSON GETS HIS MTV

From the start, Jackson’s vision for “Thriller” was to
“take it to the next giant level,” Weisner says. “It was
about how we were going to marry the album with
the visual extension.”

So it was with high hopes that Weisner walked into
the office of a 16-month-old network called MTV with
the Steve Barron-directed clip for “Billie Jean.” While
MTYV had played videos by a few black artists, includ-
ing Garland Jeffries and Joan Armatrading, it had no-
toriously declined to play the video for Rick James’
“Super Freak,” leading the R&B singer to brand the
channel as racist.

“I remember taking a red-eye to New York and
going to MTV [with] a rough cut of 'Billie Jean’ and
MTV declining the video,” Weisner recalls. He walked
from there to Epic headquarters. “I sat down with
[CBS Records head)] Walter Yetnikoff,” he says. “We
then went to {CBS head) Bill Paley, and he and Wal-
ter [told MTV], ‘This video is on by the end of the day
or [CBS Records] isn't doing business with MTV any-
more.” The record company played hardball and that
was the day that changed history. That was the video
that broke the color barrier.”

That's not the version of events remembered by
Les Garland, then-senior executive/VP of program-
ming at MTV Networks. “ ‘Billie Jean’ set the stan-
dard that day for what excellence in music video stood
for,” he says. “There was never a question that we
were putting it on.” The only delay, he says, was that
he wanted to show the clip to his boss, Bob Pittman.
“There was never a threat from Walter Yetnikoff—
it's folklore,” he says. “He got more upset because
we didn't play Willie Nelson or Barbra Streisand.”
(Yetnikoff didn’t respond to interview requests for
this story.)

Either way, “Billie Jean” immediately went into
heavy rotation with eight plays per day, catapulting
Jackson and MTV to another level of success. And
Jackson's triumph broke down the barrier for Prince,
Billy Ocean and Eddy Grant.

“ “Billie Jean’ opened [the door] to more R&B videos
being made and that led us to making more space for
a wider variety of music that went beyond this initial
AOR format,” Garland says.

MTV wasn’t the only TV exposure that changed
the course of Jackson’s career. On May 16, 1983,
NBC broadcast “Motown 25: Yesterday, Today, For-
ever,” and Jackson performed an instantly iconic
rendition of “Billie Jean” and unveiled his sequined
glove and the James Brown-inspired moonwalk. The
next day, Fred Astaire called Jackson to congratu-
late him.

“That was staggering,” Weisner recalls. “Everyone
forgets that all those Motown giants and legends were
on the show. The next day all anyone was talking about
was Michael.”

By then the demand for “Thriller” was so intense
that Weisner says manufacturing plants had slowed

‘He elevated music videos to the stature of Hollywood musicals. “Beat It,” “Thriller”

|
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v and “Black or White” [created] a shared experience that is very much a product of
; another, less fragmented pop landscape. It’s also clear how meticulous he was in the
studio, [with] such a detailed palate of lead and backing vocals. He could use a variety
. ‘ of vocal tones and approaches on any given song, some right in your face and others
o peeking in and out of the mix. The man was simply a genius in the vocal booth.’
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the pressing of other albums to make more copies of
it. But there were never any real shortages, accord-
ing to McCarrell, or even serious delays.

And that was before the video for “Thriller” itself.
Although the videos for “Billie Jean” and “Beat It” in-
creased Jackson’s star power, the 14-minute clip for
“Thriller” became a pop culture sensation.

Made at a cost of $1 million—in 1983 dollars—
“Thriller” was the first video shot by a film director,
John Landis. “We were making most videos for
$30,000-$40,000,” McCarrell says. “I remember
falling off my chair when I saw the budget.’

Although Jackson had become a fixture on MTV,
the network found itself in serious competition
from several other networks for the rights to show
“Thriller,” widely considered the most ambitious
music video ever made. MTV ended up paying
more than $1 million for the exclusive rights to
air it, the first time it paid a label for a clip. “We
owned the Movie Channel at the time and it bought
movies exclusively,” Garland says. “We used that
as the template.

The video first aired Dec. 3, 1983, more than a year
after the release of its namesake album. As it turns
out, the price was a bargain. MTV created destina-
tion time slots for the video, which it aired up to five

times per day. “MTV was running a 1.2 rating for a
24-hour period,” Garland says. “We saw spikes into
the 10s when we put ‘Thriller’ on. It was a very smart
strategic move, putting MTV over the top in terms
of popularity among the target 12-34 demographic.
Madison Avenue was starting to get it.

Fascination with the video grew so intense that
Epic created an hourlong documentary called “Mak-
ing Michael Jackson’s Thriller,” which aired on MTV
and was eventually sent to retail. It was the firsttime
such a package had been created around a single
video, and “it started a commercial market for videos,
says former RIAA CEO/chairman Hilary Rosen, now
a CNN commentator and managing director of the
Brunswick Group.

Jackson and MTV’s fortunes were so intricately
linked that Garland, who is now a consultant, says
he can’t even think about how MTV would have
evolved without Jackson. “All I can tell you is the path
would have been very different. I don’tthink it would
have been good.”

LUCKY SEVEN

As significant a role as MTV played in the success of
“Thriller,” Epic also rolled out an unprecedented as-
sault on radio. Before “Thriller,” labels only promoted

three or four singles for most albums. “I remember
talking it over at marketing meetings, ‘Should we put
out another one> " McCarrell says. “We didn’t want
to put out a single [unless] it could go top 10. As long
as the promo guys thought we could, we kept putting
them out.”

“Dileo would make it perfectly clear,” Warfield says.
“ ‘Fight and don’t take no for an answer. Get this
record on the radio.” ”

During a 15-month period, Epic released seven of
the nine tracks from “Thriller” as singles, and all
landed in the top 10. Even more remarkable, between
the release of “P.Y.T. (Pretty Young Thing)” and
“Thriller,” Epic’s sister label Columbia put out “Say,
Say, Say,” a second duet between Jackson and Mc-
Cartney featured on McCartney’s “Pipes of Peace”
album that went straight to No. 1 as well.

Ultimately, “Thriller” spent 122 weeks on the Bill-
board 200, leading Epic to one of its greatest periods
of prosperity. Given the decline in album sales, the
rise of digital downloads and the lack of an heir ap-
parent to Jackson, it's unlikely another album will
ever dominate radio, video or the collective conscious-
ness the way “Thriller” did.

As Garland puts it, “We saw the top of the moun-
tain with ‘Thriller.” " oee

'THE KING OF SODA POP

to the location scouting,” says Bob
Giraldi, who directed Jackson’'s most

How Pepsi And Michael Jackson Made Branding History

There were essentially two kinds of
people in the '80s: Coke drinkers and
Pepsi drinkers. And if you loved
Michael Jackson, you had good rea-
son to fall into the latter group.

In November 1983, a year after
“Thriller” was released, Jackson (with
his brothers) and PepsiCo struck a
$5 million partnership that would
shatter the record for a celebrity en-
dorsement deal, link the two entities
foradecade and set the bar for every
integrated marketing campaign that
would follow.

Jackson’s managers approached
Jay Coleman, founder/CEO of En-
tertainment Marketing & Commu-

nications International, who would
eventually broker all three Jackson-
Pepsi deals, with the idea of partner-
ing Jackson with a major brand ata
firm asking price. Coleman, who had
already orchestrated Jovan fra-
grances’ landmark sponsorship of
the Rolling Stones’ Tattoo You tour,
first proposed the idea to Coca-Cola.

“They gave it serious considera-
tion yet couldn’t make that leap of
faith,” Coleman says. “They saw any-
thing they would do with Michael as
a more targeted, ethnic campaign.”
Coca-Cola offered a $1 million deal
that was rejected and the Jacksons
moved on to PepsiCo, where then-

CEO Roger Enrico was looking fora
big idea to launch his youth-targeted
“New Generation” campaign for the
brand. “The goal was to make Pepsi
look young and Coke look old, and
Michael Jackson was in fact the
choice of that generation—he was
already the King of Pop, even though
he hadn’tdeclared it,” Coleman says.

PepsiCo and its ad agency, BBDO,
also hesitated at the possible cost, but
Coleman’s proposal proved too ap-
pealing. “1 pitched it as a multifac-
eted marketing campaign with lots
of touch points: big-time advertising,
tour sponsorship, logos on the cans,
displays in the supermarket and PR-

Commercial appeal: MICHAEL
JACKSON and his brothers in
1984, shooting a Pepsi
commercial. Inset: PepsiCo CEO
ROGER ENRICO and Jackson.

friendly events,” Coleman says.
When Jackson suggested using his
song “Billie Jean” as the jingle (with
the rewritten chorus, “You're the
Pepsi generation/Guzzle down and
taste the thrill of the day/And feel the
Pepsi way”), Pepsi was sold.

So pervasive was the first cam-
paign, which ran from 1983 to 1984,
that the stories surrounding it have
become like fables: the infamous ac-
cident that set Jackson’s hair on fire
and resulted in his rumored first cos-
metic surgery, the star’s desire to
hide his face behind sunglasses for
a “less is more” effect, and so on.

But its impact on the music and
advertising industries was equally
widespread. “It was definitely game-
changing,” says Brian ]. Murphy, ex-
ecutive VP of branded entertainment
at TBA Global. “You couldn’t sepa-
rate the tour from the endorsement
from the licensing of the music, and
then the integration of the music into
the Pepsi fabric. If you pulled any
one of those pieces apart, it really
took away from what the campaign
was all about.

Jackson's creative input also was
groundbreaking. “Michael was very
much involved in the execution of
everything, from the choreography

iconic Pepsi commercials—from the
very first “street scene” spot featur-
ing kids dancing with their ido}, to
the “Bad” series that amounted to a
mini action movie—as well as the
“Beat It” music video. “He really
knew what worked.”

Apart from a short-lived deal with
the athletic footwear brand L.A.
Gear, other endorsements were
scant during the prime of Jackson’s
career, though he shot a few inter-
national TV spots for Suzuki, Sony
and Esonic.

Pepsi, meanwhile, had sales of
$7.7 billion in 1984 and an increase
in market share while Coca-Cola’s
dropped, according to financial re-
ports atthe time. Pepsi signed a sec-
ond, $10 million dea! with Jackson
in support of his “Bad” album and
tour through 1987-88. Where Jack-
son’s initial deal with Pepsi was lim-
ited to the United States, this one
was global, covering 20-plus coun-
tries during the singer’s world tour.

The trend of Pepsi signing music
stars as spokespeople has continued
into the present day, with Lionel
Richie, Madonna, Beyoncé and Brit-
ney Spears all lending their name to
the brand. Corporations of all stripes
now align themselves frequently
with pop artists, but with musicand
advertising becoming increasingly
fragmented, Jackson’s deals with
Pepsi will likely remain the industry
standard-bearer. Murphy says that
360-degree deals “are very effective,
but whether they'll ever become that
front-page newsworthy really de-
pends on the level of wattage of the
artist. [ don’t know that we’ll see
something like this again.

—Monica Herrera
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Video Thrilled The Radio Star

MICHAEL JACKSON MADE MTV
—AND CONVINCED EVERYONE TO BUY A VCR
BY AYALA BEN-YEHUDA

Tap tap revenge:
MICHAEL JACKSON’S
‘Billie Jean’ video.

To get a sense of the power that Michael Jackson had—
seven years after “Thriller” changed the entertainment
industry—check out a seldom-seen music video for
his song “Liberian Girl.” The 1989 video for a mostly
forgotten song from “Bad” features Steven Spielberg,
John Travolta, Richard Dreyfuss, Danny Glover, Dan
Aykroyd, Paula Abdul, Amy Irving, Rosanna Arquette
and alevitating David Copperfield, to name only a few
of the dozens of celebrities who made cameos in it.

Jackson appears only for a few seconds at the end,
as the cameraman who was filming his famous guests
milling around all along. That tacked-on punch line
had been filmed a week prior to the celebrities’ shoot,
says Paul Flattery, who produced the videos for “Liber-
ian Girl,” “Billie Jean,” “Rock With You” and “She’s Out
of My Life.” “The thing he wanted to blatantly show is
that all these famous people are his friends and will
turn up to be in a video with him,” Flattery says. “And
that was really the case. | mean, when we went out to
invite people in his name. there were very few people
who didn’t want to do it.

It seemed for a while that nobody could say noto a
Jackson video—not M TV, which broke its own rock
mold to play “Billie Jean,” at his label’s insistence; not
network TV, which also premiered Jackson’s videos;
and not the people who took the then-unheard-of step
of buying the “Thriller” video and its making-of docu-
mentary on videocassette—which were packaged to-
gether and sold more than 1 million copies, director
John Landis told Fangoria magazine in a video inter-
view. That's an even bigger feat considering that VCRs
weren’t omnipresent at the time.

With its length, Vincent Price voice-over, choreog:
raphy and zombie makeup,“Thriller” was a terror
and a delight. Former Epic Records president Dave
Glew, who came to the label a year after “Bad” arrived
and later became chairman before retiring in 2003,
remembers Jackson saying, “ ‘These are not video[s};
I make short films.' Every time our marketing guys
would say ‘video,” he would say, ‘No, short films. You
tell your team they’re short films.’ The video was al-
most as important to him as the record. And if it were
up to him, he would have made a video of every track
on the record.

Mark Goodman, an early MTV V], says that attitude
redefined the medium for artists and the nascent music
video channel. “It was the ultimate symbiotic relation-
ship—we made him, he made us. He, with the help of
CBS Records [the corporate parent of Epic and Colum-
bia], kind of forced us to realize there was a change
going on in music.

Flattery recalls MTV was interested in “Beat It,
given its rock sound and Eddie Van Halen's partici-
pation. But “Billie Jean” was the first video from
“Thriller” because it catered to Jackson'’s core audi-
ence. “I don't think it was, ‘We don’'t want to play this
urban artist or this black artist or this dance artist,” ”
says Harvey Leeds, former VP of promotion at Epic
and now owner of the management company Head-
quarters. “It would be like going to [a rock station]
and asking, ‘Will you play this Luther Vandross
record?’ There was no denying that they thought it
was great, but they were a rock’n’roll channel at the
time. It just didn’t fit the format.

‘It’s simple: He’s the single most important pop star in American history. America
has just lost one of its best artists, like Great Britain lost John Lennon and Spain
lost Picasso. | don’t know whether he gets as much credit, but for people whose
life is music and film he does. We all know that Michael was “the Man.” He was a
boy, but he was the Man’’

Quotes compiled by Ed Christman, Thom Duffy, Gary Graff and Gail Mitchell.
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“Thriller” was a different story—greeted, like nearly
every Jackson video that came afterward, as an event.
The key to Jackson’s “event” videos was his drive to
showcase something that hadn’t been done before,
whether it was a 14-minute running time, celebrity
cameos or the morphing technology used for “Black
or White.” There was also creative thinking about
where to showcase his videos; Landis told Fangoria
that the “Thriller” video was financed by selling it
and the making-of documentary to Showtime and
MTV for broadcast.

“Making Michael Jackson’s Thriller” spent eight
weeks at No. 1 on Billboard’s Top Video sales chart;
“Moonwalker,” a collection of long-form videos re-
leased in 1989, has been certified eight times plat-
inum by the RIAA.

MTYV co-founder John Sykes, now CEO of Playlist
.com, says “Billie Jean” and “Thriller” prompted
other acts like Madonna and ZZ Top to invest in
videos, which at the time created a more immedi-
ate effect on album sales. That higher-quality con-
tent also increased MTV’s cachet with audiences
and advertisers. “We were growing nicely during
our first couple of years, but Michael Jackson put
MTV on the map,” Sykes says. “There were very few
VCRs out there at the time, and we heard that peo-
ple set their alarm clocks in the middle of the day
to turn on MTV and catch the ‘Thriller’ video. We
would see our ratings for the channel shoot through
the roof. Every time we played it, we would see rat-
ings double or triple.

Jackson was perhaps the first and only artist to at-
tract well-known movie directors to work with him:
Landis, Martin Scorsese, Spike Lee and john Single-
ton all directed his videos. “Some artists set up an [on-
going] relationship with a video team, but Michael was
more interested in the ‘wow’ factor,” Flattery says.

A more lasting effect may have been'on a new gen-
eration of movie directors that got their start in music
videos—which became more ambitious after “Thriller”
ushered in an age of cinematic, high-concept videos
with budgets to match. “We saw videos get more so-
phisticated—more story lines, way more intricate cho-
reography,” says Nina Blackwood, an MTV V] from
1981 to 1986. “You look at those early videos and they
were shockingly bad.

The irony is that with the decline of the music in-
dustry’s fortunes, and the rise of viral video, the bar
that Jackson raised has dropped. Smaller label budg-
ets and the popularity of online videos have reduced
the need for a visual epic; the faster something can

Video on demand, clockwise from top left:
MICHAEL JACKSON and director FRANCIS FORD
COPPOLA during the filming of ‘Captain EQ’;
SLASH and Jackson during MTV’s 10th-
anniversary show; Jackson and MACAULAY
CULKIN (in sunglasses) during filming of the video
for '‘Black or White,’ directed by John Landls.

be made to stir up YouTube buzz, the better.

“People have found clever ways to make great videos
that don’t require tons of money,” says Rick Krim, ex-
ecutive VP of music and talent programming for VH1
“I don’t know if we’ll ever see another ‘Thriller.” ”

But an appetite still exists for Jackson's videos, even
for those too young to remember when the King of Pop
was crowned. MTV had its highest-rated Friday in five
months the day after Jackson's death; VH1 Classic
scored its highest total day ratings on Saturday and its
second-highest on Sunday, courtesy of a Jackson video
marathon, according to the channel.

The video channels are likely to continue their Jack-
son-related programming for the time being. MTV will
celebrate its 28th anniversary Aug. 1 by airing Jackson
videos and footage and performances from its vaults,
with celebrities paying tribute to him.

Of “Thriller,” the video that changed everything,
Leeds recalls, “We got a lot of flack and there was a
lot of press about how the video scared little kids. But
it was undeniable. It's probably the greatest video
ever made.” aee

| Q&A: VAN TOF

FLER

Even before he joined MTV in 1986, Van Toffler had an up-close experience of Michael Jackson’s business
vision as an attorney representing the lenders in Jackson’s acquilsition of the Beatles catalog. Toffler, now
the president of MTV Networks’ Music/Films/Logo Group, spoke to Billboard about Jackson’s larger impact

on music videos.

How did Michael Jackson’s
videos influence MTV and fu-
ture videomaking?
He really changed the art form from
what | would call “three-minute
commercials” to three-minute
movies. Regardless of the limita-
tions of the song, whether it was
three minutes or five minutes,
he could make, in the case of
“Thriller,” an 11-, 13-minute story.
[He] worked with traditional film-
makers like [Martin] Scorsese.
When artists and musicians saw
what Michael did with music
videos, they tried to do the same
and improve the art form.

A lot of people like Michael Bay
started in music videos. Young film-
makers sort of cut their teeth—

Spike Jonze, Ted Demme—as a re-
sult of Michael.

Michael really elevated choreog-
raphy in videos, so even the way Ri-
hanna and Madonna approach
videos were impacted by Michael.

After that, was MTV more open
to different formats? Did it
change how you programmed?
Yeah, absolutely. | mean, we were
never a traditional network—tradi-
tional networks have 30-, 60-minute
shows, and we had eight-minute
shows and 10-, 15-, 30-second
breaks in between. And then
Michael completely messed with
the format when he started to make
13-minute videos. It opened the
door to changing our schedules,

—Ayala Ben-Yehuda

our grids.

Also, just in terms of the genre
of music, MTV was predominantly
kind of a rock, alternative, hair-
metal format. Then when Michael
came in he kind of opened MTV up
to more rhythmic, R&B and pop.

Talk about Jackson’s 10th-
anniversary performance with
Slash in 1991,

I think it was really about recogniz-
ing 10 years of history with MTV
and seminal artists that had a huge
impact. Guns N’ Roses were kind
of taking off and the notion of
Michael and Slash together was
pretty momentous. [ think Michael
had been tinkering in the studio
with Slash and when we heard

about that, I think our pro-
duction and music program-
ming people said, “l wonder
if he could do that on the
show?” It really was a killer
performance.

When you approached him,
how much input did he have
on the performance?

He definitely had a point of
view about how he wanted
it to look. | think that where
we sometimes differed was
he wanted those great
cheering glam shots of the
audience and we sort of
wanted to focus more on him and
his moves.

Are you surprised how much the
programming has resonated
with a younger audience? Many
of those viewers weren’t around
to hear him in his heyday, yet

it’s delivering good ratings now.

Yeah, a bit. We had the fortune of |

being involved in the Beatles’ “Rock
Band,” and we see the following
and the fanaticism around the Bea-
tles’ music from 7-year-olds to 70-
year-olds. And I think that hold
true for Michael. oo
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Jackson appears in Los Angeles with a
| | facemask, sparking fears about his health.

Rumors circulate about Jackson
comeback concerts.

Jackson's London concerts
sell out in hours.

1/10/09 |
Producers announce the debut of
“Thriller Live,” a stage show based on

, Jackson’s muslc.

I @ Total Alburh Sales !
@ Biog Buzz !
. @ Message Beards

TV defined the arc of Jackson’s career, from

child singer to moonwalking star. Here are some
of his most notable appearances, measured by
millions of U.S. viewers.

1/26-27/09 |
Jackson announces he will help develop his !
“Thriller” video into a musical; John Landis,
who directed it, says he will sue for a share of ‘
profits from the clip. ]

/2009

“Super Bowl XXVIL.” NBC, 1/31/93, Super Bowl Halftime Show
“Oprah Wintrey Special,” AB(, 2/10/93, Oprah Wintrey interviews Jackson

“Primetime Live.” ABC, 6/14/95, Diane Sawver interviews Jackson and Lisa Matie Presley

“20/20 Special,* AB(, 2/6/03, Documentary by Martin Bashir

“30th Anniversary Special.” (BS, T1/13/01, 30th Anniversary Specia

“60 Minutes,” (BS, 12/28/03, Ed Bradiey I~ rviews Jackson

SHIVOVIER Music Awards,” Jackson and Lisa Marie Presiey debut as husband and wife

3/3/09
AEG confirms that Jackson
will announce live shows.
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ABSOLUTELY
FABOLOUS

The Brooklyn Rapper Gets Personal

On His Fifth Studio Release

Until now, the Brooklyn rapper Fabolous kept
his private life under wraps. Not only did he
stay quiet about getting shot three years ago—
a rarity among rappers—he also chose to keep
his relationship and the birth of his first child
out of the public eye.

Recently, though, he’s changed his tune.
Wwith the release of his fifth studio album,
“Loso’s Way,” out July 28 on Desert Storm/
Def Jam Records, Fabolous says he’s ready to
get personal.

“For a while it felt like my personal life was
just my personal life,” says Fabolous, born
John Jackson. “But I started to feel more com-
fortable in my skin and with myself as a pub-
lic figure, and I wanted to share more of my
character with my fans. I also felt it could help
my music too, especially this album.”

To help tell his story, Fabolous looked for
inspiration in “Carlito’s Way,” the 1993 movie
in which an ex-con pledges to shun drugs and
violence despite the pressure around him.

“The concept of the album came from me
watching ‘Carlito’s Way’ and seeing how he
was a guy who came from jail and wanted to
do something bigger and better,” he says. “I
didn’t come from jail, but I came from the
hood, and in many ways I felt just like Carl-
ito, because even though I'm still connected
to the streets, | wanted to do bigger and bet-
ter things too. There were a lot of parallels be-
tween his story and mine.”

Fabolous says the lead single, “Throw Itin
the Bag,” produced by Tricky Stewart and fea-
turing his labelmate the-Dream, doesn’t fitin
with the theme, but he explains that “it was
so contagious and catchy that we just had to
go for it.” The motivational “It's My Time,”
featuring Def Jam newcomer Jeremih and pro-
duced by the Runners, which was released in
conjunction with “Bag™ and appears ina TV

ON HIS OWN
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ad forthe NBA draft, is an example
of how Fabolous’ and Carlito’s sto-
ries coincide.

“This song is about how 1 generally
feel about my life and my career, and
it's relatable to people because it’s the
type of song that motivates you to dc
whatever it is you have to do, just like
Carlito,” Fabolous says. “Throw It in
the Bag” and “It’s My Time” recently
entered Billboard’s Hot R&B/Hip-
Hop Songs and Pop 100 charts at Nos.
94 and 99, respectively.

Created with help from producers
like Jermaine Dupri and D] Toomp,
other tracks on the album include
“Pachanga,” named after Carlito’s
right-hand man, who betrays him at
the end of the film. “A thug changes
and love changes, friends become
strangers, pachanga,” Fabolous
rhymes, sampling Nas’ “The Message.

Fabolous is tapping into his more
private side in other ways. Accord-
ing to Shawn “Pecas” Costner, VP
of lifestyle marketing at Def Jam, a
DVD movie about his struggle to
succeed will be available as a pack-
age with the album. To promote the
film, Fabolous released four trail-
ers through his recently launched
Web site, MyFabolousLife.com, as
well as MySpace, Facebook and Twitter. He
periodically releases video blogs, the first of
which is a spoof of a clip that circulated on-
line a few months ago of music mogul Damon
Dash berating his former Def Jam staff. He
also leaked the track “When the Money Goes,”
which features Jay-Z.

“We wanted to show more of his personal-
ity,” Costner says. “People didn't know how

FLASH THE LABEL

35

POP OUTLAW

35

Getting personal:
FABOLOUS

=
w

Y

SWEET SOUNDS

35

[ wanted to share more of my character

with my fans. I also felt it could help my

music too, especially this album.
—FABOLOUS

funny he is or how intricate he could be, and
we wanted to show more of those sides.

Fabolous will embark on a radio promo tour
in July and open for Jay-Z on seven dates dur-
ing his tour. In August, he’ll begin an official
small-venue tour.

Additionally, he will release the follow-up
club single “Everyday, Everything, Every-
where,” featuring Ryan Leslie and Keri Hil-

www.americanradiohistorv.com

son, before the album’s release.

“Ijust finally decided to tell my tale. | touch
on some of the feelings surrounding the shoot-
ing and other trials and tribulations I've faced
in my life on this album without beating a dead
horse,” Fabolous says. “People are getting a
lot more personality and a lot more visuals.
It’s about time for me to do that. It's almost
like I'm reinventing myself.” .
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>>>SLAYER
RETURNS

The thrash metal icon
Slayer has slotted a
“late-summer” release
for its ninth album,
“World Painted Blood.”
Recorded in Los
Angeles with producer
Greg Fidelman
(Metallica, Slipknot),
“Blood” will include
heavy-hitting tracks like
the punk-flavored
“Psychopathy Red,”
which was released in
April as a limited-
edition red-vinyl 7-inch.
The quartet also has a
co-headlining slot on
this year’s Rockstar
Energy Mayhem
Festival, which kicks off
July 10, and will play
shows in Europe and
Japan before returning
to North Americain
early 2010.

>>>BON JOVI
SUPPORTS
IRANIANS

Jon Bon Jovi and exiled
Iranlan singer Andy
Madadian have recorded
a new version of Ben E.
King’s “Stand by Me"”
and released the cover
as an online video.
According to co-
producer Don Was, the
video is meant to send
“a musical message of
worldwide solidarity” to
the Iranian people in the
wake of the country’s
controversial recent
election. The video
features footage and
still photos from the
recording session, which
took place June 24 in
Los Angeles, and is
available on Was'
portion of My Damn
Channel.

>>>DRAKE SIGNS
TO YOUNG MONEY
The Toronto-born rapper
Drake has officially
signed to Young Money
with distribution through
Universal Republic,
concluding a heated
major-label bidding war.
His debut album, “Thank
Me Later,” featuring
reported collaborations
with Kanye West, Lil
Wayne and Jay-Z, is
slated for a late-2009
release. Drake will also
be part of this summer’s
Young Money Presents:
America’s Most Wanted
Music Festival trek with
Lil wayne, Young Jeezy
and Soulja Boy Tell’lEm.

Reporting by Mariel
Concepcion and Gary
Graff.
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SummerKind
Of Wonderful

In ‘(500) Days Of Summer,’ Zooey Deschanel
Succeeds Onscreen And On Its Soundtrack

The Smiths’ music may not scream
meet cute—meat is murder, maybe—
but in Fox Searchlight's romantic com-
edy “(500) Days of Summer,” Joseph
Gordon-Levitt and Zooey Deschanel
make it work.

The film, set for release July 17, tells
the bittersweet love story between Gor-
don-Levitt's and Deschanel’s music-
loving characters—and it all starts with
the duo bonding in an elevator over the

“There Is a Light That Never Goes Out.”

“It’s not unlike ‘Garden State.’
where she hears a song on his head-
phones,” Fox Music president Robert
Kraft says.

And like “Garden State,” the “Sum-
mer” soundtrack, which will be released
July 14 on Sire, is packed with a targeted
blend of just-under-the-radar bands like
the Temper Trap and the Doves, along-
side nostalgic powerhouses like the

Summer lovin': JOSEPH GORDON-LEVITT and ZOOEY DESCHANEL

“One of the most amazing parts of
my gig is getting this indie sensibility
into pictures,” Kraft says.

To a music-loving moviegoer, one of
the most rewarding elements of
“Summer” is how it incorporates
music into the plot. 1t’s not just
a device to inspire an emotional
reaction in a particular scene;
it's part and parcel of the entire
story from director Marc Webb
and screenwriters Scott Neu-

stadter and Michael Weber.

For example, one short shot reveals
that Deschanel’s character’s high
school yearbook photo has a quote
from Belle & Sebastian’s “The Boy
With the Arab Strap.” The joke goes by
so fast it's almost a throwaway—but it
offers insight into her character.

For her part, Deschanel deserves
credit for being an actress-turned-
singer who not only avoids embarrass-
ment in both mediums but winningly
combines her vocal chops with on-
screen talent. “Summer” is the latest
movie where she's sung as part of the
storyline. Since she first belted on the
big screen in 2002's “The New Guy,”
she's become the go-to actress for roles
that require singing, including 2003’s
“EIf,” 2004’s “Winter Passing” and last
year's “Yes Man.”

1t's not a conscious decision on her

schanel says, and she doesn’t want to
sing in a film unless it’s appropriate
for the character. In “Summer,” she
does a karaoke version of Nancy Sina-
tra/Lee Hazlewood's “Sugar Town” in
a scene atadowntown Los Angeles dive
bar—portraying someone who can
sing who's pretending to be someone
who can’t. “I wanted to keep it relaxed,”
Deschanel says with a laugh.

Deschanel, who with M. Ward
records as She & Him, also gets a slot
on the “Summer” soundtrack with a
cover of the Smiths’ “Please, Please,
Please Let Me Get What | Want.” The
original version also is on the sound-
track, but Deschanel says it was picked
because “I would love to think I would
do a good job on a Hall & Oates cover
[“You Make My Dreams” also is on the
soundtrack], but I think I'm probably
more similar to the Smiths.”

And currently she’s balancing her
film work with writing songs for the
second She & Him album. While
there isn’t a release date for the sec-
ond album, Deschanel says they've
been busy recording in Portland,
Ore., and they'll perform this month
at the five-day Merge XX Fest in
North Carolina.

“I think they inform each other,” she
says of acting and songwriting. “Both
of them | think of as different aspects

lyrics of Morrissey and Johnny Marr on

GLOBAIPULSE
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>>>AQUA VITA
Twelve years after breaking
globally with “Barbie Girl"—
and eight years after breaking
up—the Danish pop act Aqua
will return this summer.

The quartet splitin 2001 after
scrapping a planned third album.
Since then, singers Lene Nys-
trom Rasted and René Dif have
maintained high profiles at
home; both dabbled in acting,
while Rasted also became a suc-
cessfulmodeland Difa TV host.

But following well-received
Danish reunion shows last
summer, the band members
returned to the studio to work
on three new songs for the 19-
track album “Greatest Hits”
(Universal Music), released
June 14 in Denmark and Nor-
way. According to Universal, it
shipped gold (15,000 copies)
in both markets.

“It's a greatest hits, but
we're billing it as a new al-
bum,” says Universal Denmark
international exploitation
manager Claus Pedersen. The
album is due in September
elsewhere in Europe and
North America, and Pedersen
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says a world tour is planned.
“We're getting requests from
various parts of the world,"
he says, “but management
[Copenhagen-based SBJ]
will chose the shows.”

In Denmark and Norway,
Universal led with the single
“Back to the 80s” in late May.
The song rolls out internation=-
ally starting July 1.

Aqua’s catalog is published
by EMI/Warner/Chappell, al-
though the three new tracks on
the album are self-published.
Skandinavian handles booking
in Denmark and Norway; Ped-
ersen says the act is negotiat-
ing deals for other territories.

—Charles Ferro

Escgap@from the
dollhatfse: AQUA

Smiths and Simon & Garfunkel.

>>>TURNING
JAPANESE

Japan’s traditional “enka”
ballad style seems an un-
likely choice for a Pittsburgh-
born African-American who
looks like he belongs in a hip-
hop crew. But Jero is the
voice of “Yancha Michli,” the
theme to the recent Japan-
ese animated movie “Crayon
Shin-chan: Otakebe! Kasuk-
abe Yasel Okoku.”

Born Jerome White Jr., 27-
year-old Jero had a Japanese
maternal grandmother. As a
child, he says, “every time | went
to her house she would have
enka playing. I’dlisten toit alot
and was able to recite it to her.”

Jero moved to Japan in
2003, working as an English
teacher and in information
technology before an appear-

part to choose roles with singing, De-

ance on a TV talent show
scored him a record deal with
Victor Entertainment. “When |
debuted, | was really scared,”
he recalls. “l didn't want them
to think | was a parody or try-
ing to mock the music. | gen-
uinely loveit.”

Public approval came swift-
ly: His debut single, “Umiyuki,”
has sold 300,000 copies since
its February 2008 release, ac-
cording to Victor. His debut
album, “Covers,” peaked last
July at No. 15 on the Sound-
Scan Japan chart.

In February, Jero was nam-
ed best enka artist at the
Recording Industry Assn. of
Japan’s Gold Dis¢ Awards, co-
inciding with his sophomore
album, “Yakusoku,” hitting No.
20. The vocalist, who made his
U.S. debut in March, is record-
ing a new album for a Septem-
ber release. —Rob Schwartz

>>>SUNSETS
RISING

Belgian boy/girl duo the Sun-
sets remain in the top three of
the Ultratop Flanders chart
with their self-titled debut al-
bum some three months after
Its release. The act’s success is
unusual because it came with-
out a hit single or even much

of storytelling.” vee

airplay. And its album is all-
instrumental—and played on
accordions.

The duo of Annelies Winten
and Matthias Lens are classi-
cally trained musicians in their
20s. “The Sunsets” (ARS Pro-
ductions/Universal) was re-
leased April 1, spent three
weeks at No, 1 and has sold
more than 20,000 copies, ac-
cording to the label. The album
contains schlager-style instru-
mental versions of 14 standards
by Flemish, Dutch or German
singers. “We don’t get any air-
play on radio with this reper-
toire,” says Universal Music
Belgium managing director
Patrick Busschots. “it’s the com-
bination of festival appearances
drawing public and media at-
tention and a TV advertising
campaign that broke the album.

“Some record companies
and A&R people neglect this
genre because it lacks credibil-
ity,” Busschots says. “We should
look where the business is—
people who buy accordion mu-
sic buy albums. They don’t go
in for massive downloading.”

Tour dates are handled by the
Booking Agency/BMB. ARS/
Universal doesn't have any plans
for international releases.

—Marc Maes
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Few artists can move among genres as easily as Jason Crabb. Blessed with a powerfut, soul-
drenched voice, he's at home performing for Southern gospel fans as well as taking the stage in
New York with the famed Brooklyn Tabernacie Choir.

Crabb has won 10 Dove Awards and been nominated for three Grammy Awards as part-of the
Crabb Family, performing with siblings Kelly Bowling, Terah Crabb Penhollow and twins Adam and
Aaron. The progressive Southern gospel group, which was lauded for expanding the genre's au-
dience with its youthful appeal, disbanded in 2007, and Crabb signed with Spring Hill Music.

His self-titled solo debut was released June 30, with the single “Walk on Water” targeting
gospel radio and “Somebody Like Me” going to country stations. The 12-song set features guest
appearances from Vince Gill, Sonya Isaacs and the Gaither Vocal Band.

1’ Why did you decide to
go solo when the Crabb
Family was becoming ex-
tremely successful?

We traveled together for 15
years. We sang in places that
we had never dreamed of and
did it as a family. You cannot
get a better life than doing the
things that you enjoy doing
with the people that you love
the most. It was an awesome
run. | remember the day that
my dad [hit songwriter Gerald
Crabb] came off the road and
let me decide what to sing, how
to do the lineup and what to say.

It felt like they had clipped the
bandages off my wings and let
me fly a little bit and grow. |
watched my brothers desire
that same thing. They started
stepping out and my sisters
doing the same thing. It was
justa different day. It's notlike
anyone got mad. There was no
family feud and no one did any-
thing. We are still best friends.

2 what are the other
members of the Crabb Fam-
lly doing now?

Adam has a group called Crabb
Revival. Aaron and his wife,

Amanda, are traveling together.
Kelly is traveling with her hus-
band, Mike, and they are all
doing really well. [Both Crabb
Revival and Aaron & Amanda
are on Daywind Records. Mike
& Kelly Bowling are signed to
Canaan.] Terah was with Crabb
Revival. She justcame off of the
road and wanted to be a stay-at-
home mom.

3 How did you declde
which musical direction
to take when making
this record?

1 grew up on country music and

‘

I love the way they are doing
things today. But my first love
is gospel music. That is what
I grew up in, and I have seen
lives changed through the
lyrics. I think a lot of people
thought I was going to go a lot
harder than what I did, with
more rockish guitars. Al-
though I have thatin me, I love
the more soulful side. To be
honest, | went after songs. |
think I have songs that our old
Crabb Family fans are going
to love and 1 hope new people
will grasp what 1 am doing be-
cause it has got something for
the family, for the church and
for everybody.

4 what kind of songs were
you looking for?

I wanted songs all about the
family. 1 wanted songs about
marriage. | wanted stuff about
my kids. I just wanted to be
able for the whole family to sit
down and listen and enjoy it
from the young to the old. I
want people who don't even lis-
ten to gospel music to grab
ahold of this.

S What was it like working
with Vince Gill?

There’s a song called “Ells-
worth,” which talks about
Alzheimer’s and | thought it
might be a tune that would

MUSIC

work on country radio. | could
imagine his voice on it, so |
asked him. He came in and he
just nailed it just like he always
does. He said, “I ain't never
come in this early for any-
body.” It was real early that
morning. | still owe him big.
I don’t know how I will ever
repay him.

6 You recently performed
at the Country Music Assn.
Muslic Fest. Are you worried
that your Southern gospel
fans will think you’re leaving
your roots?

I have not abandoned any-
body. I have just broadened
territory. That’s about it. |
have always loved the music
that | have sung. Dad’s writ-
ing allowed me to sing expres-
sively. Songs like “Through
the Fire” allow me to pour my
soul and heart out, and that
is the kind of singing that |
love to do. I know who I am.

Everybody ain’t going to be
pleased with it, but I hope
they can hear my heartin this
music and they will realize
the intent. s
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REGINA SPEKTOR

Far

Producers: Mike Elizondo,
David Kahne, Garrett
*Jackknife” Lee, Jeff Lynne
Sire

Release Date: June 23
where aspiring singer/songwrit-
ers refused to drink folk-music
syrup, Regina Spektor found her
voice as a compelling and whim-
sical storyteller who uses expe-
rience and observation to craft
indelible songs. With her third
Sire album, the deliciously attrac-
tive “Far,” Spektor again shows
how original she is, finding the
gleam in modem life with its con-
tradictions and confusion in a
uniquely colloquial manner. Her
pop-perfect piano chops arein-
formed by classical music and
her voice teems with mirthful
idiosyncrasy—floating, firm and
full of surprising loops and
whoops. On “Far” ballads turmn
into dances and camy-like beats
bounce, Lyrically the album is a
collection of songs about
youthful dreams (the bright
beach tune "The Folding Chair”
skips with desire), concerns
about the mechanized future
(enslaved in assembly lines in
“Blue Lips,” being “downloaded
daily” on the subtly turbuient
“Machine”) and sweet hope
(the happy-go-lucky "One More
Time With Feeling™).—00

PATTERSON HOOD
Murdering Oscar (And

Other Love Songs)
Producers: Patterson Hood,
David Barbe

Ruth St. Records

Release Date: June 23

This long-in-coming sopho-
more set from the prolific Drive-
By Truckers frontman hop-
scotches across time in a way
that would make J.J. Abrams
happy. It’s grounded in tracks
that predate the Truckers,
songs that he wrote upon first
moving to Athens, Ga., in 1994,
But “Oscar” contains a few
tracks (the bright "l Understand
Now,” one of Hood's cheeriest-
ever moments, and the searing,
black-hearted title track) that
would fit right into the emo-
tional bedlam of a DBT album.
Others, like the Todd Rundgren
cover "The Range War,” show
a sense of stretched-out ad-
venture. Surprisingly, though,
there’s a warm sense of family,
thanks to the wonderful iullaby
“Grandaddy” and the hotel-
room love song “Back of a
Bible.” The appearance of
Hood’s dad, legendary session
man David, gives parts of “Mur-
dering Oscar”—ewven within
the Southern-rock storm and
Hood'’s charcoal vocals—a
sweet, possibly unprecedented
sense of tranquility.—JV

THE DEAR HUNTER
Act ll): Life and Death
Producer: Casey Crescenzo
Triple Crown Records
Release Date: June 23

The Baston-based Dear Hunter
shares any number of parallels

BRAD PAISLEY
American Saturday Night

ROB THOMAS
Cradlesong

Producer: Matt Serletic
Emblemy/Atlantic
Release Date: June 30

Rob Thomas is a musical chamel-
eon. From his early hits with Match-

box Twenty to his soulful work as a solo artist, the gift-
ed singer/songwriter has a knack for crafting memo-
rable melodies across the musical divide. On “Cradie-
song,” his follow-up to 2005’s “Something to Be,”
Thomas returns with a soaring collection of infectious
pop songs that are destined for heavy rotation in 2009
and beyond. Produced by longtime collaborator Matt
Serletic, “Cradiesong” is the perfect combination of
'80s innocence (the Thomas Dolby-like, synthesized
“Gasoline”) and new-millennium isolation (the first sin-
gle, “Her Diamonds™). Throughout an impressive sonic
span that includes everything from the Eastern-tinged
“Fire on the Mountain” to the countrified twang of the
affectingly intimate “Getting Late,” Thomas proves
why some 15 years after bursting onto the music
scene, he’s still as relevant as ever: Great songs never

Producer: Frank Rogers

Arista Nashville

Release Date: June 30

After 10 years and 10 straight No. 1
singles, Brad Paisley has got it down: He knows what his
fans want and he gives it to them. His weli-crafted new
album is no different. Paisley hits all the right notes, lit-
erally and figuratively, weighing in on skinny dippin’,
beer, fishing, technology, children and women, among
other all-American topics. “Then,” a muitiweek No. 1 on
Billboard’s Hot Country Songs chart, speaks to long-
lasting love and adoration and may be this decade’s
“Amazed.” The souiful “Oh Yeah, You're Gone,” which
features blues rocker (and co-writer) Robben Ford, is
the ailbum’s peari and shows a side of Paisiey he’s rarely
revealed. There’s pienty of his trademark humor here as
well. On “The Pants” he gleefully hands out sage advice
to a stubborn man: “it’s not who wears the pants, it's
who wears the skirt."—XT
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go out of style.~JR

with the similarty named groups
deerhunter and Deerhoof, most
notably an animal namesake
and a penchant for dramatic,
dissonant, style-shifting rock.
But the Dear Hunter's war-
themed third release (and part
three of its rock opera) takes
the musical skin-shedding to a
whole new level and finds the
band exploring baroque or-
chestral arrangements, Broad-
way-esque piano ballads and
everything in between. One
minute Dear Hunter leader
Casey Crescenzo is drenched
in a backdrop of lush harmonies
("Writing on a Wall*), the next
he’s roaring through a wall of
bombastic guitars and horns
(“In Cauda Venenum”). The
genre-leaping proves a bit tir-
ing, but Crescenzo pulls most
of it off without sounding pre-
tentious. In fact, some of the
tracks (most notably the South-
Your Gun”) are even fun.—EL

OMAR FARUK
TEKBILEK

Rare Elements

Producers: various

5 Points Records

Release Date: June 9

The Turkish-born musician
Omar Faruk Tekbilek is also a
composer, and his music is the
inspiration for this remix disc,
the second installment in 5
Points Records’ remix series.
Tekbilek is a Sufi, and there-
fore his approach to music is
mystical and worshipful.
Handing his tunes to a group
of remixers was something of
an act of faith in itself, given
some lackluster remix efforts.
But Tekbilek's faith has been
rewarded. Amon Tobin’s hip
remix of “Aksak” embellishes
the song’s trance soul while
preserving its rhythmic heart.
On “Omar’s Chocco,” remixer
Kodomo rides the tempo
while laying a shrewd tweak

L LEGEND & CREDIS

EDITED BY MITCHELL PETERS
AND WAYNE ROBINS

CONTRIBUTORS: Troy Carpenter,
Evan Lucy, Dan Ouellette,
Deborah Evans Price, Jon Regen,
Ken Tucker, Philip Van Vieck, Jeff
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CRITICS’ CHOICE #: A new
release, regardiess of chart
potential, highly recommended
for musical merit.

PICK »: A new release predicted
to hit the top half of the chart in

the corresponding format.
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on the strings, stretching the
melody. Junior Sanchez’s re-
mix of “Selemet” melds a
qawwali-like song with a deep
beat, entirely appropriate to
the spirit of the piece.—PVV

HLUEGRASS

DALE ANN BRADLEY
Don’t Turn Your Back
Producer: Alison Brown
Compass Records

Release Date: June 16

* With a stunningly

beautiful voice, Dale

Ann Bradley has won the In-
ternational Bluegrass Music
Assn.’s female vocalist of the
year honor in 2007 and 2008.
Her sweet and soulful so-
prano breathes life into this
wonderful collection of songs
that runs the gamut from the
Carter Family's “Fifty Miles of
Elbow Room” to Fleetwood
Mac’s “Over My Head"” and
Tom Petty’s “| Won't Back
Down.” Bradley's originals are
as strong as her choice of
covers. The spirited “Ghost
Bound Train” and thoughtful
paean to Nashville "Music
City Queen” were co-written
by Bradley and Louisa Brans-
comb, while the latter’s “Will
| Be Good Enough” is a
poignant ballad about the
challenges of parenthood.
Supported by a stellar cast of
musicians, Bradley shines on
every track.—DEP

KURT ELLING
Dedicated to You: Kurt
Eiling Sings the Music of
Coltrane and Hartman
Producers: Kurt Elling,
Laurence Hobgood

Concord Jazz

Release Date: June 23

Kurt Elling has never shied
away from a challenge—the
nimble singer has carved a
unique place for himseif in the
jazz pantheon, with a signature
sound that cunningly combines
blues, ballads and beat-in-
spired poetry. On his eighth
outing as a leader (and his sec-
ond for Concord), Elling ups his
game once again with a lush,
live tribute to the music made
famous by the legendary duo
of saxophonist John Coltrane
and singer Johnny Hartman.
With masterful. moving string
arrangements by longtime
Elling pianist Laurence Hob-
good, and some of saxophon-
ist Ernie Watts' most com-
pelling playing to date, Eliing
meets the formidable task of
transforming these seminal
songs head-on. From his pitch-
perfect opening on the rhum-
ba-fied “All or Nothing at All”
to his fresh take on Billy Stray-
horn’s “Lush Life,” the albumis
amoving tribute to legends lost
and a portrait of a gifted artist
in his own right at the peak of
his creative powers.—JR

WILCO

Wiico (The Album)

Producers: Jim Scott, Wilco
Nonesuch Records

Reiease Date: June 30

At first glance, it might seem odd

| that Wilco frontman Jeff Tweedy would choose this

point in his band’s career to release a self-titled album.
After all, Wilco has been through numerous personnel
changes during the course of 15 years and seven albums.
But the band’s current six-member lineup, together five
years and responsible for 2007’s stunning “Sky Blue
Sky,” is its strongest to date—and “Wilco (The Album)”
is as well-rounded an effort as the group has released.
The humorous, seif-referential “Wilco (The Song)”
opens the gateway to a carnival of rock, as Tweedy
sees it. Windows-down anthemic pop like “You Never
Know"” sits alongside the tense, textural rocker “One
wWing” and the dark, pulsating murder-escape drama
“Bull Black Nova.” More contemplative fare like the
spare “Solitaire” and “You and 1”"—a duet with Canadian
singer/songwriter Feist—balances out the album. And
thus Wilco, showing no signs of creative stagnancy, sol-
diers on with one of the more fascinating careers in
modern American rock.—TC
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arp Changes Tune

After a little detour with the much-lauded duo the
Wreckers—which included a No. 1 airplay single
and a Grammy Award nomination—Jessica Harp
is ready for her major-label solo debut. “A Woman
Needs” will be released in September on Warner
Bros., and the first single, “A Boy Like Me,” is No
31on Blllboard’s Hot Country Songs chart,

In 2004 Michelle Branch teamed with Kansas
City, Mo., native Harp, a friend and touring backup
singer who was working as a singer/songwriter in
Nashville. “The whole project just sort of happened
on a whim,” Harp says of the Wreckers. “Selfishly,
Michelle and | wanted to do arecord together. We
didn’t have any idea that it would be a big success.
It was a three- or four-year whirlwind.”

Their album, “Stand Still, Look Pretty” (Warner
Bros./Maverick), sold more than 855,000 copies
according to Nielsen SoundScan. The duo re-
leased three singles, the first of which, “Leave
the Pieces,” spent two weeks at No. 1 on Hot
Country Songs.

In late 2007, while on tour with Keith Urban,
Branch and Harp announced they would pursue
solo projects after realizing they were headed in
different directions stylistically. “We didn’t want
to force another Wreckers album just to capital-
ize on our success,” Harp says. “In our hearts
we're both true artists.”

Urban’s bassist Jerry Flowers produced “A
Woman Needs,” and Urban plays guitar on “A Boy
Like Me."” Harp, who co-wrote most of the tracks,
says she wanted the album to be fun and upbeat—
something the Wreckers album wasn‘t. “We had

a lot of midtempo and ballad downers that made
playing in those big country festival settings
rough,” Harp says. “| wanted to make a record
that would be a blast to play live.”

When it came time to release a single,
Harp opted for “A Boy Like Me,” writ-
ten by Flowers. “| wanted to put
something that was totally op-
posite of what the Wreckers
would have put out just to
show people other sides of
myself,” she says. “This song is
sassy and fun.”

And being part of a suc
cessful duo has helped with
her introduction to radio pro-
grammers and fans. “Country
isinundated with females try-
ing to break out right now
and | feel like the Wreckers
gave me a leg up,” she says
“It was a fun detour that |
wouldn’t change.”

‘Needs’ to know:
JESSICA HARP

FASHION FORWARD

Gucci Mane has been signed to Asylum/Warner
Bros. for only two months. But the Atlanta-
based rapper, who will release his label debut
and his second major-label album, tentatively
titled “Gucci Movie” (or “Big Dog Status”) Sept.
15, has already made his presence felt on Bill-
board’s charts.

Last month Mane entered Hot R&B/Hip-Hop
Songs with his latest single, the Plies-assisted
“Wasted,” which is No. 78 this
week. He also made appearances
on other tracks like “Break Up,
by Mario featuring Sean Garrett,
which is No. 17; “Boil,” by Young
Problemz and Mike Jones, which
peaked at No. 83; “I Think 1 Love
Her,” by Greg Street, at No. 91; and
K. Michelle's “Self Made,” which
reached No. 94.

As if the multiple chart posi
tions weren't enough of an ego
boost for the recently incarcerated
rapper, Mane was tapped by
Will.i.am to appear on the remix
of the Black Eyed Peas’' “Boom
Boom Pow.” And he’s featured on
Mariah Carey’s latest single, “Ob-
sessed.” The original version of
“Pow"” reached No. 1 on the Bill-
board Hot 100 while “Obsessed”
debuts this week at No. 52 on Hot
R&B/Hip-Hop Songs.

“To be honest with you, when |
came home from being incarcer-
ated in March, my manager made
a bet with me that I should collab-

orate with everyone that reached out in the next
three months,” says Mane, who was in jail for vi-
olating probation. “Now, that idea has changed the
whole wave of things for me. So when Will.i.am
reached outto me personally and I heard the bang-
ing track, I recorded my verse the same day.”

As for his Carey collaboration, brokered by 50
Cent’s manager, Chris Lighty, Mane says, “It was
just natural. She got swag people don’t even know

Making

GUCCI MANE

about. She's cool as hell, and we have more in
common than meets the eye.”

Now that Mane has gotten enough exposure,
he can confidently release his often-delayed
album, which includes production from
Drumma Boy, Shawty Redd, Bangladesh, Nitti,
D] Toomp, Timbaland, D] Khaled and Polow Da
Don. Carey, the Black Eyed Peas, Soulja Boy Tell
'Em, Shawty Lo, O] Da Juiceman and Snoop
Dogg make guest appearances.
Tracks slated to appear on the
album are the boastful “Awe-
some,” featuring Snoop, and the
cocky “Photo Shoot.”

Mane is currently on the road per-
forming one-off shows. He plansto
release a compilation album on
iTunes next month that will include
music from his previous Atlantic
Records album, “Welcome to the
Traphouse,” as well as his four in-
dependently released sets.

“These are such great accom-
plishments,” he says. “I'm so
grateful for the people that have
considered me and given me
chances. It feels amazing to be ap-
preciated and recognized, espe-
cially by entertainers you respect.

“Now, my goal is to make an
album that will stand the test of
time, like the first N.W.A album or
classics by Jay-Z and lce Cube,”
Mane adds. “I want my album to
stay relevant for years to come.”

—Mariel Concepcion

the brand:

‘WANTED’
POSTER GIRL

With a fist-pumping chorus and a sul-
try video, “Wanted" by Jessie Jamesis
blossoming into a summer hit, clock-
ing in at No. 25 on Billboard's Main-
stream Top 40 chart. The song’s air-
play spiked after James opened four
dates for the Jonas Brothers last
month, getting a chance to perform
the anthem to sold-out arenas.

The fun, sexy single is the perfect
Introduction to the 20-year-old’s com-
manding vocals and breezy blend of
pop and country. Long before her soul-
ful voice could be heard in stadiums,
James was a teenager in Nashville writ-
ing tunes with various songwriters for
Yellow Dog records. When a copy of
her song “Gipsy Girl” was sent to Mer-
cury Records in 2007, president David
Massey called James and set up an au-
dition with Island Def Jam chalrman
Antonio “L.A" Reid. “He brought mein,
and | started performing the song ‘My
Cowboy,’ and he thought it was so
great that he asked if | was lip-synch-
ing to the tape,” James recalls.

After Reid signed the singer, James
worked on her debut in Los Angeles,
New York, London and Nashville. “l had
two years to write these songs,” she
says, “which gave me plenty of time
to come up with a great record.”

The self-titled album, set for an Aug.
T release, features an impressive ros-
ter of songwriting collaborators, in-
cluding Katy Perry and Kara DioGuardi.
While the twangy rocker “Bullet” and
the hip-hop-inspired “Blue Jeans” are
both standouts, “Wanted"” and its
music video—which was one of AOL’s
Videos of the Day in May—have made
the biggest splash thus far.

Leading up to the record release,
James began a promotional campaign
for the fashion brand Steve Madden.
The partnership, which includes in-store
appearances and video play, previously
helped artists like Lady GaGareachthe
mainstream. James also is involved in
Sephora’s “Beauty and the Beat” proj-
ect, which offers free downloads from
up-and-coming female acts.

Meanwhile, a promo tour of James’
debut album is in the works, and the
singer is negotiating to add more dates
on the Jonas Brothers tour. Although
she’s a rising artist, James displays a
remarkable confidencein facing large
crowds. “I've been performing for
years,” she says. “No matter where
I'm playing, touring’s the easlest part
forme.” —Jason Lipshutz

Wild west
JESSIE JAMES
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SOMETHING TERRIBLE HAPPENS WHEN YOU DON'T ADVERTISE

BE CREATIVE « KNOW YOUR OPTIONS
ADVERTISE WISELY

BI"bOC’d JEFF SERRETTE SENIOR ACCOUNT MANAGER

PHDNE: 646-654-4697/800-223-7524/FAX: 646-654-8066 EMAIL: JSERRETTE@BILLBOARD.COM

CALL US TODAY AND
ASK ABOUT THE
BILLBOARD CLASSIFIEDS
INTRODUCTORY OFFER FOR NEW ADVERTISERS!
1-800-223-7524 or
jserrette@billboard.com

Lamar Fsher; AUS3.AB106

REAL ESTATE

EXCITING CELEBRITY
OWNED ARCHITECTURAL
Prime Hollywood Hills location
close to Sunset Strip.

6 bedrooms, 4.5 baths, gated court
yard entry, 3 fireplaces, family room,
entertainer’s yard w/pooi & spa. Open
fioor plan, vaulted ceilings, skylites,
French doors.

Huge-private masfer suite, his & her
bath and walk-I closet. Maid’s ot
Nanny’s room w/bath.
Possible lease.

2430 Venus Drive
Offered at $2,199,000.

Contact: Linda Zimmerman, GRI
Prudential California Realty
Cell: 310-880-9262 or email:
Linda@LindaZimmerman.com
Direct: 310-967-0535

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)

BILLBOARD CLASSIFIEDS
www.billboard.com

for more info call: 800-223-7524
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>>

‘D.0.A IS A-OK
>>

KID JAMMIN
>>
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>George Michael returns to the
Mainstream Top 40 airplay chart—
as a writer. Seether's cover of
‘Careless Whisper.” penned by
Michaei with former Wham partner
Andrew Ridgeiey, debuts at Nc
40. Michael last drew credit on the

tist when his own ‘Fastiove” rose
to No. 14 in 1996

Michael Jackson shatters the
mark for most simultaneousiy
charted tities on Hot Digital
Songs. with 21(along with four by
the Jackson $ and one by the
Jacksons) The previous record
was 14, by David Cook, one of
which was a cover of Jackson’s

Billie Jear

»Check out a specia: bonus
edition of Chart Beat devoted to
the .hart achievements that heiped
the King of Pop don his crown

P o hosaxom/cnanpen:

D

Billbeard

--\

Michael Jackson Rocks Billboard’s Chart World

If anyone has a history of rocking
the Billboard charts, it’s Michael
Jackson. And this week, he did
it again.

In the wake of the King of Pop's June
25 death, the Top Pop Catalog chart is
flooded with Jackson-related entries.
Even though consumers had only
three days to react to the news in the
tracking week that ended June 28—
reflected in this issue’s charts—the
impact is great.

MICHAEL
JACKSON
NUMBER

All of the top nine positions on the
chart are Jackson-affiliated sets. Jack-
son himself has a record eight out of
the top 10, while a Jackson § compi-
lation is the ninth title. His “Number
Ones” hits compilation leads the
charge at No. 1 with 108,000 (an in-
crease of 2,340%).

All told, Jackson has 11 albums on
the 50-position chart, while the Jack-
son 5 hastwo at Nos. 5 and 11 and the
Jacksons are No. 19.

While Jackson’s 11 out of 50 isn't a
record—the Beatles once had 12, on
the Dec. 9, 1995, chart—Jackson does
set a record for the most concurrent
albums in the top 10. Previously, the
record was five titles, achieved by
AC/DC (Nov. 8, 2008) and the Beatles
(April 6, 1996).

BIG WAVES: Michael Jackson’s
death has shaken up the charts more
than that of any superstar artist since
John Lennon or Elvis Presley. The
only other recentartist that would be
a good comparison to Jackson is
Frank Sinatra.

OF’ Blue Eyes also died on a Thurs-
day—May 14, 1998. On the Pop Cat-
alog chart dated May 30 (which
reflected the tracking week that
ended May 17), six Sinatra albums
appeared on the tally. The highest
was “Sinatra Reprise—The Very
Good Years” at No. 2 with 18,000.
Had the title been eligible to charton
the Billboard 200, it would have been
No. 73. Sinatra’s cumulative solo al-
bums sold 123,000 that week, up
compared with the 21,000 sold in the
previous frame,

Comparatively, Jackson’s catalog of

solo albums moved a whopping
422,000 in the week that ended June
28—an extraordinary number, con-
sidering he shifted about 10,000 per
week earlier.

Of those copies, 241,000 were
downloads; physical albums ac-
counted for the rest.

It would be more appropriate to
stack Jackson’s physical sales of
181,000 next to Sinatra’s 123,000, since
the latter passed away in
a nondigital world.

In 1998, in the first
full week after Sinatra’s
death, his albums sold
202,000. Will Jackson
follow suit next week
with a number greater
than 422,000?

According to Sound-
Scan’s Building chart
data, more than 110,000 Jackson al-
bums were purchased during the first
two days of the new tracking week
{June 29-30). Billboard estimates that
the seven merchants that report to
Nielsen SoundScan’s Building chart—
Trans World Entertainment, Best Buy,
iTunes, Starbucks, Borders, Target
and Anderson Merchandisers—make
up about 60% of all U.S. album sales.

NO. 1: Don't think we didn’t notice that
this week marks the first time since

'Vla r'(et \h’a t(: I-‘ A Weekly National Music Sales Report

This Week 6,220,000 1,559,000
Last Week 6,760,000 1,397,000
(hange -8.0% 1.6%
This Week Last Year 7.667,000 1,275,000
(hange -18.9% 22.3%

“Digital album sales are also counted within aibum sales

Weekly Album Sales (willion Units)

Weekli Unit Sales
DIGITAL DIGITAL
ALBUMS ALBUMS® TRACKS

For week ending June 28, 2009
Compied from & national samoie
obect

Year-To-Date
2008 2009 (HANGE
23,432,000 OVERALL UNIT SALES
21,578,000 Albums 204,641,000 174,478,000 -14.7%
8.6%  Digital Tracks 542,639,000 613,023,000  13.0%
20,934,000 Store Singles 830,000 845,000 1.8%
Totai 748,110,000 788,346,000 5.4%
1n.9%
Albums w/TEA" 258,904,900 235,780,300 -8.9%

“Includes track equivalent aiburm sales (TEA) with 10 track downloads equivalent

10 one album sale.

Total Albums

30
ALBUM SALES

25 - )
15 g
5 /' SALES BY ALBUM FORMAT

! : o 172166,000 135658000 -21.2%
5 HR S e 31,593,000 37,550,000 18.9%

{. 1 } Cassette 50,000 21,000 -58.0%

T T eyl 832,000 1249000 50.1%

Go to www.bil

www.americanradiohistorv.com

@O UMG @ Sony BMG @ WMG

Current Albums

Nielsen SoundScan began tracking
sales in 1991 thata catalog album out-
sells the No. 1 current album on the
Billboard 200.

In fact, Nos. 1-3 on the Catalog tally
all outsell the Billboard 200’s No. 1
The Black Eyed Peas’ “The EN.D.
moves back into the penthouse on
the latter list with 88,000 (down
40%).

The feat almost occurred last year,
when in February 2008
Michael Jackson
reissued “Thriller.” The
set sold 166,000 copies,
enabling its re-entrance
at No. 1 on the Top Pop
Catalog chart. That week,
Jack Johnson's “Sleep
Through the Static” led
the Billboard 200 with
180,000 while Amy
Winehouse’s “Back to Black” was No.
2 with 115,000.

DIGITAL THRILL: Michael Jackson’s
total volume of song downloads this
week—including his tracks with the
Jackson 5 and the Jacksons—ac-
count for 2.6 million downloads, a re-
markable number considering last
week’s cumulative sum was 48,000.
Jackson becomes the first artist to sell
more than 1 million song downloads
in a week. .

are roundad
retad store and rack
provided by

Distributors’ Market Share:

06/01/09-06/28/09

@ Indies EMI

7.9% -

Iboard.biz for complete chart data 37
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ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)
[ THE BLACK EYED PEAS
INTERSCOPE 012887°/1GA (13.98)

The ENN.D.

Title

JONAS BROTHERS
HOLLYWOOO 002820 {1.98)

REGINA SPEKTOR

SIRE 519396°/WARNER BROS (15 98) @

Lines, Vines And Trying Times

Far

DAVE MATTHEWS BAND

BAMA RAGS/RCA 48712°/ANG {18.98) © Big Whiskey And The GrooGrux King

EMINEM

| WEB/SHADY/AFTERMATHINTERSCOPE 012863°/1GA {13.98) Relapse

DREAM THEATER

R 617883° (18.98) Black Clouds & Silver Linings

SOUNDTRACK

REPRISE 513264/ WARNER BROS. (18.98) Transtormers: Revenge Of The Fallen: The Album

"6 & L[] LADY GAGA

STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE 011805 °/1GA (12.98) The Fame

GINUWINE

.
NOTIFVASYLUM 513142/ WARNER BROS (18.96) A Man'’s Thoughts

"4 SOUNDTRACK
WALT DISNEY 003101 (18.98]

Hannah Montana: The Movie

2 TAYLOR SWIFT
BIG MACMINE 0200 (18 98) @

Fearless

SN P8 THE MARS VOLTA

RODRIGUEZ LOPEZ PRODUCTIONS 519384/ WARNER BROS_(13.98) Octahedron

KINGS OF LEON
RCA 32712/RMG (17.98)

| 40 Only By The Night

GREEN DAY

oy 8 REPRISE 517153° 'WARNER BROS. (18.98 21st Century Breakdown
._ a8 ﬁmﬁzﬁsF‘%og;r Chickenfoot |
1€ I 2 18 Elﬁssgﬁglxvgwsfgoovmnlmnc 516931/AG {13.98) The Foundation
i 3 13 “' g«f:‘sgxssnﬁsnzev Greatest Hits Il |
'_i._‘,.,' 1615 :iﬁnKUNENEE::g::*'a 98) Dark Horse B
ill 7 19 #‘oi?&%ﬁiﬁg Wide Open
20 15 14 m:ssfa‘:é oilzhs?HAS 98) Unstoppable
E c - 3%2333?.:53“3; Learn To Live @
,! |1 v S)gglt‘c?rlmssunnc 515923°/AG (18.98) @ Twitight B
g -?3_ 4l znﬂfﬁgxxg (18.98 The Sound Of Madness @
- - 2] _.'.:f.ﬁ::’ffnsc 45317°/SONY MUSIC (18.98) BCRHEMRE\ ARG TERERas -
E LAEN ¢ ﬁ\yjmr::?oowsonv MUSIC LATIN £14.98 The Last .
B S O Lady Antebellum @
3 % M u sﬂegﬁfnowuau 19492/SONY MUSIC (15.98) | Am...Sasha Fierce B
!. % 2z x-«:\v?;s?ij:o@ussrwsmum 012654/UME (18.98 Now 30 @ .
o o [ e |
o R m:‘c't(asvsmm (18 98) Funhouse [l
& | B R ;';rsgmogﬁu':ﬁgﬁigr‘m Scars & Souvenirs @
_@ “ - g)ELEmvagztfsom MUSIC (15.98) Back & Fourth ;
:E s 3 Ezl:c?»:ﬁ«kﬁv'm D11273°7UMGN (13.98) Love On The inside Il
. ® (':(Asgnlngﬁ?::m 18.98 Defying Gravity .
BRI o500 ... e 25255 B BEYPICE; Vidoo Coliection & Dance Wes (EP)

KERI HILSON

3B - MOSLEY,ZONE &INTERSCOPE 012000/1GA (13,98 In A Perfect World...
] T JASON MRAZ
i 41 B ATLANTIC 448508740 (18.98) @ We Sing. We Dance. We Steal Things.
38 MICHAEL BUBLE Michael Buble Meets Madison Square Garden
’ TAVREPRISE 517750/ WARNER BROS. (24.98 CO/DVD) @
TAYLOR SWIFT .
—H % % BIG MACHINE 079012 (18.98) ® Taylor Swift
CHRISETTE MICHELE
4 38 ¥ DEF JAM 012797/10JMG (13 98) & Epiphany
GEORGE HARRISON . i
H u DARK HORSE/APPLE 65019/CAPITOL (18.98: Let It Roll: Songs By George Harrison
a2 43 45 THE FRAY The Fray

EPIC 10202°/SONY MUSIC (18 98) &

LAURA 1ZIBOR

: ATLANTIC $12240/AG {13.98) Let The Truth Be Told

a7 -

PAULINA RUBIO Gran City Pop

The elaborate pack-
age—the band’s
first top 10 album—
was available in
muftiple configura-
tions, including 2
deluxe collector’s
edition that retailed
for SB3L

The act’s first
album for Warner
Bros.—after
spending its entire
chart career with
Universal labels—
starts with 30,000.
Its last set, 2008's
“The Bedlam in
Gofiath,” bowed at
No. 3 with 54,000.

After spending a
month as a digital
exdusive, the June
B8 physical release
of the set prompts a
580% sales increase
and 2 10-1 jump on
Top Cast Albums for
its first week in the
penthouse.

In the week after
Father's Day, most
dad-triendly
albums that gained
in the previous
week fell like this
set, which drops
by 44%.

The seventh-season

Q m UNIVERSAL MUSIC LATIND 013075/UMLE (11.98) ® “American ldol”
_ﬂ 2§ sgg‘?osf,ﬁm, (16.98) The Ecstatic contestant’s first
. ELVIS COSTELLO album arrives with
6 B2 HEAR 31280° (18 98) Secret, Profane & Sugarcane nearly 5,000 sold.
HOLLYWOOD UNDEAD hirst sin-
Jm 54 so ASM/OCTONE 011331/1GA {12.98) Swan Songs ;:‘: ?:esar:;tns:‘y
BILLY CURRINGTON ’ . - -
i | 45 62 MERCURY NASHVILLE 009550/UMGN {13.98) Little Bit Of Everything Sleeve,” speads its
[ SOUNDTRACK i eighth week on the
M Transformers: Revenge Of The Falien: The Score
@ . L L - - Adult Contemporary
80 40 10 n ATLANTIC ST6203AG (18.98) @ The Introduction Of Marcus Cooper chart (No. 28).
BUSTA RHYMES .....121  ERIC CLAPTON AND STEVE THE-DREAM
THE BILLBOARD 200 ARTIST INDEX WWOOD ... . 68 BOB OVLAN
3D00ASDOWN .....162 ALEXISONFIRE . ... 81 BEYONCE 2,3 ST KELYCARKSON ... 8
30H3 53 THE ALL-AMERICAN DIANE BIRCH 194 Tipey NN ciora
3 J3  REJCTS . THE BLACK EYED PEAS .1 qosgy CARRINGTON . 148 KEYSHIA COLE ... .17
LILY ALLEN BLUE OCTOBER . 187 CAST RECORDING . .64 DANE COOK e
ADELE 61 TORI AMOS CHRIS BOTTI 179 ay CHARLES ... . ..101 DAVID COOK 87
THE ARBORNE TOXC AVENTURA NEAL E. BOYD 195 KENNY CHESNEY 17200 £LVIS COSTELLO ... .46 DISTURBEO
f - i e 184 CHICKENFOOT _.....15 BILLYCURAINGTON . 48 WILL DOWNING . . . YUNGS
JASON ALDEAN 19 M MICHAEL BUBLE 38 Eﬂﬁﬁmlf'_‘ﬁ"”::_‘ Y BRRRNTHERTR ... J f{’;‘,{?g,&
38 Go to www.billboard.biz for complete chart data

ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

% JAMEY JOHNSON
MERCURY NASHVILLE 011237°/UMGN (13.98)

Title

That Lonesome Song

WISIN & YANDEL

WY/MACHETE 012967/UMLE (11.96) ® La Revolucion

ARISTA NASHVILLE 19943/SMN (18.98)

PHOTO FINISH 511181 (13.96) Want

4 JAMIE FOXX i
B J 41254RMG {15.98) intuition S
ALAN JACKSON Good Time @

KATY PERRY

CAPITOL 04249° {12.98) One Of The Boys

NEVER SHOUT NEVER
LOVEWAY 520373/WARNER BROS. (6.98)
#% KELLY CLARKSON

S/19/RCA 32715/S0MY MUSIC (18.98) @®

The Summer EP

All | Ever Wanted

'Y CARRIE UNDERWOOD

TW/ARISTA NASHVILLE 11221/SMN (18.98) Carnival Ride

P RICK ROSS

MAYBACH/SLIP-N-SLIDE/DEF JAM 012772°/1DJMG (13.95) & Deeper Than Rap

ADELE
XL/COLUMBIA 31859°/SONY MUSIC (15.98)

DANE COOK

COMEDY CENTRAL 0085 (15.98 CD/OVD) & ISolated INcident

THE NEW BROADWAY CAST RECORDING

GHOSTLIGHT/SH-K-BOOM 84467/RAZOR & TIE (18.98) Halr

BOB DYLAN

COLUMBIA 43893°/SONY MUSIC (18.98) @ Together Through Life

HANK WILLIAMS JR.

CURB 79149 (18.98) 127 Rose Avenue

: PHOENIX

LOYAUTE 0105°/GLASSMOTE {11.98) Wolfgang Amadeus Phoenix

% WILL DOWNING

PEAK 31278/CONCORD {18 98) Classique

ERIC CLAPTON AND STEVE WINWOOD

WINCRAFI/DUCK/REPRISE 517584/ WARNER BROS. (24 98) Live From Madison Square Garden

P KID ROCK

T0P DOG/ATLANTIC 290556/AG (18.98) @ Rock N Roll Jesus

o LIL WAYNE

CASH MONEY/UNIVERSAL MOTOWN 011977*/UMRG (13.98) Tha Carter 1l

MAYLENE AND THE SONS OF DISASTER

FERRET 4128 (14.98) 1]

GRIZZLY BEAR
WARP 0182° (15.98)

Veckatimest

31

VOLCAND 48091°/uLG (17.98) ® Uplitter

71 DIANA KRALL

VERVE 012433/VG (13.98) Quiet Nights

i SEETHER . .

S L 606 Finding Beauty In Negative Spaces @
KELLIE PICKLER ia Pi
1MBNA 22611/5WN (18.98) @ Kol Fokier
BOB MARLEY AND THE WAILERS
TUFF GONGASLAND 012584/UME (13.98) B Is For Bob
COLDPLAY Viva La Vida or Death And All His Friends B

CAPITOL 16886° (16.98)

METHOD MAN & REDMAN
v WU-TANG/DEF SQUAD/DEF JAM 012400°/1DJMG (13.98)

Blackout! 2

“VARIOUS ARTISTS

WALT DISNEY 003713 {18.98) Disney Channel Playlist

E ALEXISONFIRE
VAGRANT 540 (13 98)

Old Crows / Young Cardinals

] "}l TEENA MARIE
STAX 31320/CONCORD (18 98)

Congo Square

"N MITCHEL MUSSO

WALT DISNEY 003103 (13.98) Mitchel Musso

] GEORGE STRAIT Troubadour

MCA NASHVILLE 010826/UMGN (13.98)

AL B. SURE!
HIDDEN BEACH 00092 (15.98)

Honey I'm Home

ANTHONY HAMILTON

MISTER'S MUSIC/SO SO DEF 23387/L6G (18.98) The Point Of It Al

DAVID COOK

19/RCA 33463/RMG (16 98) David Cook

"] SOULJA BOY TELL'EM
COLLIPARK/NTERSCOPE 012388°/1GA (13.98)

iSouljaBoyTellem

‘l2a Bl TAKING BACK SUNDAY
65 33 | . WARNER BROS. 516894° (13.98) @

*) THE-DREAM
85 77 R RADIO KILLA/DEF JAM 012579°/1D4MG (13.98)

New Again

Love V/S Money

DAUGHTRY

RCA 83860/RMG (18.98) @ Daughtry

MAT KEARNEY

AWARE/COLUMBIA 19597/SONY MUSIC (15.98) City Of Black & White

TOM MORELLO/BOOTS RILEY

SSSC 51974516 (15.98) Street Sweeper Social Club

T .
GRAND HUSTLE/ATLANTIC 512267°/AG (18.98) & Paper Trail
ISLAND/NTERSCOPE 012630°/1GA (13.98) @ No Line On The Horizon
RANCID

Let The Dominoes Fall

HELLCAT 86843°/EPITAPH (16.98) ®

MICHAEL JOHNS

TRP 70096:D0WNTOWN (14 98) Hold Back My Heart

- VARIOUS ARTISTS il '
/ E 92 69 MOBONBOUMMY 1867 (B:36) Vans Warped Tour: 2009 Tour Compilation
v SILVERSUN PICKUPS
E 105 94 DANGERBIRD 035 (15.98) Swoon
i MARY MARY
100 90 9 WY BLOCI/COLUMBIA 28087*/SONY MUSIC (15.98) @ The Sound
90 THEFRAY ... 42 ANTHONY HAMILTON . 85 INCUBUS 24 JONAS BROTHERS ... ..
64 HANK WILLIAMS JR. . 65 (NDIAARE ... 180 JUICY J OF THREE 6 MAFIA AN
GEORGE HARRISON __ A1 1RON AND WINE ... 270 “y
HILLSONG 146 IRON MAIDEN .. ..
KER! HILSON 35 LAURA ZIBOR — —
HOLLYWOOD UNDEAD MAT KEARNEY - 92 LiL WAYNE
G —
4 PATTERSONHOOD .. 153 ALAN JACKSON.. ... KID ROCK .69 DEMI LOVATO
RANDY HOUSER ... 172 MICHAEL JACKSON .. 191  KIDZ BOP KIDS ..... 196
09 JADAKISS ... M5 THEKILLERS . ....144
192 *:_ MICHAEL JOHNS ......97 KINGS OFLEON ...... 13
54 HALESTORM ........ 159 ILDNVO U137 | JAMEY JONNSON ... 51 DIANA KRALL b))

Data for week of JULY 11, 2009 |

www americanradiohistorv com

LADY GAGA
GREG LASWELL .....181
THE LEMONMERDS .. 177

= 70
THE LONELY ISLAND . .13

CHARTS LEGEND on Page 43
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See Charts Legend for rules and explanations.
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ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)
RAY CHARLES .

CONCORD 31293 (18,98) Genius: The Ultimate Ray Charies Collection
MARILYN MANSON

INTERSCOPE 0127964GA {13.96)

CAGE THE ELEPHANT

OSPLIIVE 49650ALG (13.98)

DARKEST HOUR

VICTORY 495 (13.98)

CHARLIE WILSON

P MUSIC/JIVE 23389/4L6 (18.96)

DIRTY PROJECTORS

DOMIND 217 {13.98)

SONIC YOUTH

MATAOOR 829° (14.98)

SUNSET RUBDOWN

JAGIAGUWAR 140° (14.98)

F.L.Y. (FAST LIFE YUNGSTAZ)
MUSIC LINE/DEF JAM 013100/10.MG (12.95)
MGMT

COLUMBIA 19512°/SONY MUSIC (11.96)
RASCAL FLATTS

LYRIC STREET 002764 (13.96)

LIONEL RICHIE

ISLAND 011917/10JMG (13 98}

THE LONELY ISLAND

UNIVERSAL REPUBLIC 012576°/UMRG (13.98 CO/OVD) @

The High End Of Low

Cage The Eiephant

Eternal Return

Uncle Chariie

Bitte Orca

The Eternal

Dragonslayer

Jamboree

Oracular Spectacular

Greatest Hits Volume 1

Just Go

Incredibad

KANYE WEST

ROC-A-FELLA/DEF JAM 012196"/10.MG (13 96} 8085 & Hoartoreak [l
JADAKISS .

AUFF RYDERS/D-BLOCK/ROC-A-FELLA/DEF JAM 012391 °/10JMG (13.98) The, tavuiid

NEWSBOYS

INPOP 71454 (17.98)

KEYSHIA COLE

IMANLGEFFEN 012395/GA (13.98)

YANNI

YANN] WAKE/DISNEY PEARL SERIES 003659/ WALT DISNEY (18 98 CO/OVD) &
ERIC CHURCH

CAPITOL NASHVILLE 20810 {12 98)

THE AIRBORNE TOXIC EVENT
MAJORDOMO/SHOUT! FACTORY/ISLAND 012827°ADJMG (12.98)
BUSTA RHYMES

UNIVERSAL MOTOWN 012387°/UMRG (13.98) @

THE TING TINGS

COLUMBIA 28925° (12.98)

In The Hands Ot God

A Ditferent Me

Yanni Voices

Carolina

The Airborne Toxic Event

Back On My B.S.

We Started Nothing

Soul

143 515868/ WARNER BROS. (18.98)

HOLLYWOOD UNDEAD
ASM/OCTONE DIGITAL EXIGA (2.98)

MIKE E. CLARK
HATCHET HOUSE 4608/PSYCHOPATHIC (10.98)

BRITNEY SPEARS
JIVE 40387/JLG (18.98) @

% DISTURBED

REPRISE 411132°/WARNER BROS (18 98) @
AKON
129 mm

130 12 18

o

132 19 86
® nw

f P THE ALL-AMERICAN REJECTS
‘“1'“” % 012297/GA (13.98)

Swan Songs B-Sides EP

Psychopathic Murder Mix Voiume 1

Circus

Indestructible

Freedom

MOTOWN (13.98)

R.0.0.TSS. (Route Of Overcoming The Struggle) |

™ FLO RIDA
POE BOV/ATLANTIC $17813/AG (15 98) @

METALLICA

WARNER BROS. 508732 (18.98)

DIERKS BENTLEY

CAPITOL NASHVILLE 02158 (18.98)

CIARA

LAFACE 31390/L6 (18.98)

Death Magnetic

Feel That Fire

Fantasy Ride

The Hangover 133

When The World Comes Down

VARIOUS ARTISTS wOw Hits 2009: 30 Of The Year's Top Christian Artists And Hits

EMi CMG/PROVIDENT-INTEGRITY 887742/ WORD-CURB (17.98) .i
HON AMD WiNE Around The Well

SUB POP 808" (14.98)

IL DIVO

SYCO/COLUMBIA 3996&/SONY MUSIC (18 98) @ The Proniisr

MATT NATHANSON

ACROBAT/VANGUARD 79827/WELK {16.98)

RISE AGAINST

DGC/MTERSCOPE 011904°7GA (13.98)
MONTGOMERY GENTRY

CRACKER BARREL 49448/SMN (11.98)

DAVID GARRETT

DECCA 012572/UNIVERSAL CLASSICS GROUP (11.98) David Garrett 1

SOUNDTRACK

DECCA 011439 (18 98) @

THE VERONICAS

ENGINEROOW/SIRE $18865/WARNER BROS. (13.98)

THE KILLERS

ISLAND 012197+/1D.WG (13.98)

GOD HELP THE GIRL

MATADOR 866 (14.98)

HILLSONG ed:

HILLSONGINTEGRITY/COLUMBIA /SONY MUSIC (12.98) ™

Some Mad Hope

Appeal To Reason ||

For Our Heroes

Mamma Mial

Hook Me Up .I !

Day & Age

God Help The Girl
CROSS//the_EARTH: Tear Down The Walis

United:

:'ﬁ 101 89

, P ASHER ROTH e ]
& o 7 [ A5 orow ssm@  AsleepIn The Bread Aiste
. RODNEY CARRINGTON
" ol CAPITOL NASHVILLE 06288 (16.96) El Nino Loco
TORTOISE

m THRILL JOCKEY 2! Beacons Of Ancestorship

@ 182 174 38 Don't Forget 1J
MARILYN MANSON , 102  CHRISETTE MICHELE _ 40  NEWSBOYS 116 N /SHER ROTH 4

BOB MARLEY AND THE MONTGOMERY GENTRY .. NE-YO 163 PAULINA RUBIO ... .. A4

WAILERS 77 [ ....140  NICKELBACK A8 mmq DARIUS RUCKER . .. 21

THE MARS VOLTA 12 TOM MORELLOBOOTS .

MARY MARY 00 REY ] *

DAVE MATTHEWS BAND . 4 MOS OEF 174 RAPHAEL SAAQID .. ..158 C
MAYLENE AND THE SONS  JASON MRAZ . 188 - 3 SAVING ABEL 155  STEVE MARTIN
OF DISASTER 71 MITCHEL MUSSO . KATY PEARY 56 RASCALFLATTS . 20,111  SEAL Rt

METALLICA 130 PHOENIX 56 LONELRICHIE . .. 112 SEETMER ... .35

METHOD MAN & REDMAN KELLIE PICKLER 76 RISEAGAINST ... 139 SHINEDOWN 2

1138 PINK .30 RCXROSS 50 SUVERSUN PICKUPS . .99
MGMT 110 NEVER SHOUT NEVER 57  PLEASURE P 50 FRANK SINATRA .. 152

Data for week of JULY 11, 2009 | For chart reprints call 646.654.4633

The “Transtormers:
Revenge of the
Fallen” soundtrack
at . 7 (39,000)
features the Ali-
American Rejects
(pictured), but also
Linkin Park, Green
Day, Nickelback and
Cheap Trick.

After the quartet’s
June 26 performance
on “Live With Regis
and Kelly,” its
album takes a 39%
jump in sales.
Meanwhile, at

No. 133, the sound-
track’s physical
release prompts a
16% increase.

A starring role in
the Disney
Channel's “The
Princess Protection
Program,” which
premiered june 26,
is behind this set’s
8% gain.

An iTunes promo-
tion that priced the
album al $5.99
likely gooses sales
this week. its over-
all increase is T12%,
while digitally it’s
up 625%.

ARTIST
IMPRINT & NUMBER / DISTRIBUTING (ABEL (PRICE)
D-BLOCK

D-BLOCK 509171 (17.98)

FRANK SINATRA

REPRISE 438652/WARNER BROS. (18.98)

PATTERSON HOOD

RUTH ST, 60002 (14.9)

SPINAL TAP

THE LABEL INDUSTRY 10196 (18.98 CD/OVD) &

SAVING ABEL

SKIDDCO/VIRGIN 150I%/CAPITOL (12.98)

SOUNDTRACK

HBO/ELEKTRA 519381/AG (18.987)

TORI AMOS

i UMIVERSAL REPUBLIC 012673°/UMRG (13.98)

] RAPHAEL SAADIQ

COLUMBIA 08585°/50NY MUSIC (15.98)
HALESTORM

i ATLANTIC 518222/A6 (13.98)
SLIPKNOT

ROADRUNNER 617938 {18.98) @

IRON MAIDEN

UME 50398°SONY MUSIC (19.98)

3 DOORS DOWN

UNIVERSAL REPUBLIC 011068/UMRG (13 98)

NE-YO

| DEF JAM 011410°/1D4MG (13 98

CAST RECORDING

REPRISE 517635 WARNER BROS. (24.98)

) VARIOUS ARTISTS
UNIVERSAL/EMVSONY MUSIC/JLG 012100/UME (18.98)
ALICIA VILLARREAL
FONOVISA 354073/UMLE (11.96) &

- THRIVING IVORY
N/ Ll 0.0 13150 (9.98)
TOBY KEITH
SHOW 00G NASHYILLE 010334/UME (19.98)
YEAH YEAH YEAHS
DRESS UP/DGG/INTERSCOPE 012735/1GA {13 98)
JUICY J OF THREE 6 MAFIA
i D-BRADY 3621/HYPXOTIZE MINDS (14 98)

it} YOUNG JEEZY
CTE/DEF JAM 011536°10JMG (13.98)
RANDY HOUSER
UNIVERSAL SOUTH 011699 (10.98)

™ CHRIS TOMLIN
SIXSTEPS 12350/SPARROW (17 95)

PAPA ROACH

DGC/NTERSCOPE 012651/1GA (13.98

SOUNDTRACK

INTERSCOPE 012502/1GA (13 98

TENTH AVENUE NORTH

REUNION 10126 (IJ,Q‘G,

THE LEMONHEADS

THE END 137° (13.96)

SOUNDTRACK

WALT DISNEY 002714 (19.98) &

CHRIS BOTTI

COLUMBIA 38735/SONY MUSIC (18.98) @

INDIA.ARIE

SOULBIRD/UNIVERSAL REPUBLIC 012572/UMRG (13.98

GREG LASWELL

VANGUARD 79654/WELK (16.98)

THE DEAR HUNTER

TRIPLE CROWN 03091/EAST WEST (14.95]

KATE VOEGELE

MYSPACE/DGC/INTERSCOPE 012938/1GA (10.98)

BROKENCYDE

BREAKSILENCE 123 (14.98)

STEVE MARTIN

40 SHARE 610

VNV NATION

[ ANACHRON 2 {15.98)

7 i BLUE OCTOBER

87 2 fes tas ] ERSAL MOTOWN 012721*/UMAG (13.98

'} PASSION PIT
FRENCHKISS 43886/COLUMBIA (12.98)

LILY ALLEN

CAPITOL 67233° (18.98)

GOATWHORE

METAL BLADE 14743 (13.98)

MICHAEL JACKSON

MOTOWN 011431/UME (21.98)
COLT FORD

Bl AVERAGE JOE'S 1001 (16.96)

"™ TITO “EL BAMBINO”

Title |

No Security

Nothing But The Best @

Murdering Oscar (And Other Love Songs)

Back From The Dead

Saving Abel L ]

True Blood: Music From The HBO Original Series

Abnormally Attracted To Sin

The Way | See it

Halestorm

All Hope Is Gone @

Flight 666 (Soundtrack)

3 Doors Down @

Year Of The Gentieman Il

Chess: In Concert

Now 29

La Jefa

Thriving Ivory

35 Biggest Hits ([l

It's Blitz! |

Hustle Till | Die

The Recession (@

Anything Goes

Hello Love

Metamorphosis

Slumdog Millionaire

Over And Underneath

Varshons

High School Musical 3: Senior Year ]

Chris Botti: In Boston

L.}
““IG? 149 ﬂ

Testimony: Vol. 2, Love & Politics

Three Flights From Alto Nido

Act Iil: Life And Death

A Fine Mess

I'm Not A Fan But The Kids Like It

(1298 The Crow: New Songs For The Five-String Banjo

Of Faith, Power And Glory

Approaching Normal

Manners

It's Not Me, It's You

Carving Out The Eyes Of God

Gold

Ride Through The Country

El Patron O

While the (atalog SIENTE 653883:UMLE {13.98)
i DIANE BIRCH
e (omnrehenswe S-CURVE 51101 (10 98) Bible Beit
charts are flooded NEAL E. BOYD
with older Jackson OECCA 012897 (16.95) My American Dream
albums in the wake KIDZ BOP KIDS i
of his death, this RAZOR & TIE 89195 {16.96) Kidz Bop 15
S YUSUF )
Glomeﬁs'e(J I EDER/YA 012754 /UME {13.58 Poadsinges
om0 Y DEPECHE MODE
2008—is still eligi- MUTEVIRGIN 96769°/CAPITOL (18.98) @ Sou‘naj 3' Ite ‘Unwerse_
ble to chart on the CAM'RON
Bilboard 200 IPLOMATIC MAN 518073/ASYLUM (15.98 Crime Pays
800 153 159 £14 “ENNY CHESNEY Lucky Ol Sun
(3,000 sold). ] BLUE CHAIR/BNA 34553/SMN (18 96) Y
160 TRANSFORMERS. THRIVING VORY . 167 VANS WARPED TOUR
107 THEHANGOVER . .13  REVENGE OF THE P 94 43 200 TOUR COMPILATION K]]
88 HANNAHMONTANA THE  FALLEN: THE SCORE . 49 THE TING TINGS 22 ALICIAVILLARREAL 166 % 169
126 : MUSIC TIO ‘EL BAMBING™ 193 VNV NATION .86 WOW MITS 2009 30 OF 2
.. HIGH SCHOOL MUSICAL 3. FROM THE HBO ORIGINAL  CHRIS TOMLIN 173 KATE VOEGELE 183 THE YEAR'S TOP nm
154 SENIOR YEAR A78  SERES .......... TORTOISE 149 CHRISTIAN ARTISTS. .97
185 MAMMA MA! 142 TWILIGHT _ 2 AND HITS 135
84 SLUMDOG MILLIONAIRE
v — e
TRANSFORMERS K CARRIE UNDERWOOD _ 59 KANYE WEST 114
‘REVENGE OF THE TENTH AVENUE NORTH KEITH URBAN ] ‘ CHARLIE WL 105
FALLEN THE ALBUM . 7 THEORY OF ADEADMAN . 31 WISIN & VANDEL . . 52
Go to www.billboard.biz for complete chart data 39
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i
ARTIST
IMPRINT & NUMBI
] i MICHAEL JACKSON Number Ones .l
MJJ/EPIC 88998/SONY MUSIC (18.98/12.98)

MIC HAEL JACKSON The Essential Michael Jackson
EPIC/LEGALY 94287/SONY MUSIC (25.98)

MICHAEL JACKSON Thriller
EPICALEGACY 17986°/SONY MUSIC {19.98) <
MICHAEL JACKSON Ott The wall (7%

EPIC/LEGACY 65070°/SONY MUSIC (12.98)
JACKSON 5
MOTOWN 530558/UME (13.98)
B MICHAEL JACKSON Bad .
| EPIC/LEGACY 66072°/SONY MUSIC (12 98)

MICHAEL JACKSON Dangerous .
EPIC/LEGACY 66071°/SONY MUSIC {12.98) :
M MICHAEL JACKSON Greatest Hits: HiStory - Volume 1

EPIC 85250/SONY MUSIC (13.98)
MICHAEL JACKSON
MUVEPIC 92600/SONY MUSIC (59 98 CO/DVO)
SOUNDTRACK Woodstock: Music From The Onginal Soundtrack And More
COTILLION 518B05/RHIND (24.98)
B JACKSON 5 The Best Of The Jackson 5: 20t Century Masters The Milennum Collecion |‘f

MOTOWN 153364/UME (9 98) |
JOURNEY Journey's Greatest Hits
| COLUMBIA/LEGACY 85889/SONY MUSIC (18.98/12.98) @ *
MICHAEL JACKSON  HiStory: Past, Present And Future Book 1 -I
EPIC 59000°/SONY MUSIC (32.98)
TOBYMAC
FOREFRONT 70379 (17 98) &
LED ZEPPELIN
SWAN SONG 313148°/ATLANTIC (19.98) &
‘— BOB MARLEY AND THE WAILERS  Legend: The Best Of Bab Marey And The Waders
| TUFF GONGASLAND 548904*/UME (13.98/8 98) @ L d
H s CREEDENCE CLEARWATER REVIVAL  Chronicle The 20 Greatest Hits -]
FANTASY 2°/CONCORD (17.98/12.98) .
GUNS N’ ROSES
GEFFEN 001714/1GA (16.98)
THE JACKSONS
HIP-0 009599/UME (13.98)
MICHAEL JACKSON
EPIC 69400 /SONY MUSIC (12.98)
LINKIN PARK
MACHINE SHOP 44477 /WARNER BROS. (16.98) @
MICHAEL JACKSON Blood On The Dance Floor: HiStory In The Mix -
MJJ/EPIC 68000*/SONY MUSIC (13.98)
ABBA
POLAR/POLYDOR $17007/UME (18 98/12.98)
NICKELBACK
ROADRUNNER 618300 (18.98) @
KINGS OF LEON
RCA 03776°/RMG (13.96)
CARRIE UNDERWOOD
19/ARISTA NASHVILLE 71197/SMN (18.98)

The Ultimate Coliection J

The Uttimate Collection

(portable sounds) 1

Mothership Ii

Greatest Hits %]

The Jacksons Story: Number 1's

Invincibie 'n'

Minutes To Midnight '-

Gold - Greatest Hits .|

Al The Right Reasons .

24 10
u 10 Because Of The Times

= 2

Some Hearts [}

PARAMORE RIOT! B
’ | FUELED BY RAMEN 150612°/AG (13.98) ‘
-_- 29 . ORIGINAL BROADWAY CAST RECORDING Wicked g

TOM PETTY AND THE HEMTBREAKERS Greatest Hits
GEFFEN 010327/UME (13.98)

AEROSMITH Devi's Got A New Disguise: The Very Best Of Aerosmith
GEFFEN/COLUMBIA 00867/SONY MUSIC (18.98)
STEVIE WONDER

_UNIVERSAL MOTOWN/UTV 066164/UME (18.98)
GEORGE STRAIT

MCA NASHVILLE 000459/UMGN (25.98)
BRAD PAISLEY

ARISTA NASHVILLE 69642/SMN (18.98}
SUGARLAND

MERCURY NASHVILLE 007411/UMGN (13.98)
THE BEATLES

ﬂl_.i_?%lleAleL {18.98/12.98)
AC/DC

EPIC/LEGACY 80207°/SONY MUSIC (17.98} @
ELVIS PRESLEY

RCA 68079°/SONY MUSIC (19.98/12.98)
FLEETWOOD MAC

WARNER BROS. 25801 {18 98

KINGS OF LEON

RCA 64544/RMG (11.96)

PINK FLOYD
'. ) . CAPTOL 46001° (18 98/10.98)

Dark Side Of The Moon P
MICHAEL BUBLE it's Time .
143/REPRISE 4BI46/WARNER BROS. (18.98) & -
BOS SEGER & THE SILVER BULLET BAND  Greatest Hits a
CAPITOL 30334 {16.98}
JIMI HENDRIX  Experience Hendrix: The Best Of Jimi Hendrix .
EXPERIENCE HENORIX 111671°/UME (18.98/12.98) -
KENNY CHESNEY
BNA 67976/SMN {18.98/12 98)
ORIGINAL BROADWAY CAST RECORDING Jersey Boys .
| RHINO 73271 (18.98) h
METALLICA Metallica
ELEKTRA 61113*/AG (18.98) ®
KORN Greatest Hits vol. | ‘
IMMORTAL/EPIC 92700/SONY MUSIC {16.98 CD/OVD) @ [}
MICHAEL BUBLE
143/REPRISE 48376/WARNER BROS. {18.98)
LINKIN PARK
WARNER BROS. 47755 (18.98/12.98]

LUTHER VANDROSS The Uttimate Luther Vandross @y
LEGACY/EPIC/J 97700/SONY MUSIC/SONY MUSIC/RMG (18.98)

The Definitive Collection !-

50 Number Ones o

Time Well Wasted n

Enjoy The Ride [2)

‘e

Back In Black ry

Elvis: 30 #1 Hits .ji;

‘ 25 Greatest Hits | .

Aha Shake Heartbreak

Greatest Hits [ ]

Michael Buble .

[Hybrid Theory} 'S

0On Top Pop Catalog Albums, Michael Jackson-relaled tities
almost lock up the entire top 10. The sole outsider is Rhino’s
40th-anniversary reissue of the “Woodstock™ soundtrack, at N
10. The album was released June 9 but makes an overali gain of
184% this week—and a 283% increase at mass merchants—after
Target launched a “Summer of Love™ in-store campaign that
focuses on Woodstock-branded merchandise, movies and music

40 | Go to www.billboard.biz for complete chart data

SALES DATA
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ARTIST Title
IMPRINT / DISTRIBUTING LABEL
MICHAEL JACKSON The Essential Michael Jackson __
EPICALEGACY /SONY MUSIC
MICHAEL JACKSON
EPIC/LEGACY /SONY MUSIC
MICHAEL JACKSON
MJVEPIC /SONY MUSIC
MICHAEL JACKSON
EPIC/LEGACY /SONY MUSIC
REGINA SPEKTOR
SIRE /WARNER BROS. @
THE BLACK EYED PEAS
INTERSCOPE /1GA -
SOUNDTRACK Transtormers: Revenge Of The Faller: The Album g
REPRISE /WARNER BROS. o
MICHAEL JACKSON Bad
EPIC/LEGACY /SONY MUSIC
DAVE MATTHEWS BAND Big Whiskey And The GrooGrux King
BAMA RAGS/RCA /RMG @
MICHAEL JACKSON
EPIC/LEGACY /SONY MUSIC
KINGS OF LEON
RCA /RMG
MICHAEL JACKSON
MJJ/EPIC /SONY MUSIC
JONAS BROTHERS
HOLLYWDOO
MICHAEL JACKSON  Greatest Hits: HiStory - Volume 1
EPIC /SONY MUSIC
LADY GAGA
STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE /1GA
THE MARS VOLTA
RODRIGUEZ LOPEZ PRODUCTIONS /WARNER BROS
EMINEM
WEB/SHADY/AF TERMATH/INTERSCOPE /IGA
NEVER SHOUT NEVER
LOVEWAY /WARNER BROS.
SOUNDTRACK Transformers. Revenge Of The Fallen: The Score
REPRISE 519972/ WARNER BROS.
GREEN DAY
REPRISE AVARNER BROS.
DREAM THEATER
ROADRUNNER
TAYLOR SWIFT
BIG MACHINE @
MICHAEL JACKSON HiStory: Past, Present And Future Book 1
EPIC /SONY MUSIC
SOUNDTRACK
SUMMIT/CHOP SHOP/ATLANTIC /AG @
DINOSAUR JR.
JAGJAGUWAR

Thritler |

Number Ones

Off The Wall |

Dangerous

Only By The Night "

The Ultimate Collection

Lines, Vines And Trying Times |5

The Fame

Octahedron

Relapse

The Summer EP

21st Century Breakdown

Black Clouds & Silver Linings

Fearless 44

ARTIST

IMPRINT / DISTRIBUTING LABEL
DREAM THEATER
ROADRUNNER 617883

THE NEW BROADWAY CAST RECORDING  Hair
GHOSTLIGHT/SH-K-BOOM 84467/RAZOR & TIE =
Far ‘ 1

’

REGINA SPEKTOR

SIRE 519396°/WARNER BROS &

DAVE MATTHEWS BAND Big Whiskey And The GrooGrux King
BAMA RAGS/RCA 48712°/RMG @ ]
GEORGE HARRISON Let it Roll. Songs By George Harnson ;«;:
DARK HORSE/APPLE 65019/CAPITOL =
MICHAEL BUBLE  Michael Buble Meets Madison Square Garden i.

Black Ciouds & Sitver Linings 5

14/REPRISE 517750/ WARNER BROS. ®
GREEN DAY

REPRISE 517153°/WARNER BROS.
CHICKENFOOT

REDLINE 20091°

THE MARS YOLTA
RODRIGUEZ LOPEZ PRODUCTIONS $19384/WARNER BROS.
THE BLACK EYED PEAS

INTERSCOPE 012887 /1GA

VARIOUS ARTISTS Playing For Change. Songs Around The World |
HEAR 31130 @
DINOSAUR JR.
JAGJAGUWAR 150°
ERIC CLAPTON AND STEVE WINWOOO  Live From Madkson Square Gmien
WINGRAFT/DUCI/REPRISE 517584/ WARNER BROS.

JONAS BROTHERS Lines, Vines And Trying Times | _&i
HOLLYWOOD 002820 i
CAST RECORDING
REPRISE 517635/ WARNER BROS.
ENSEMBLE DEVOTI0 MOBERNA  God Sha Be Prassed Musec From Lune Convert
CANTATE 5803

PETE YORN

COLUMBIA 32162°/SONY MUSIC

EMINEM

WEB/SHADY/AF TERMATH/INTERSCOPE 012863°/164
ELVIS COSTELLO Secret, Profane & Sugarcane ‘a6
HEAR 31280°

SOUNDTRACK Transformers. Revenge Of The Fallen: The Score % .

215! Century Breakdown '.u

Chickenfoot i

Octahedron 2

Chess: In Concert 184

Back & Fourth i

Relapse '_‘ |

REPRISE 519972/ WARNER BROS
KINGS OF LEON

RCA 32712/RMG

TAYLOR SWIFT

BIG MACHINE 0200 @

808 DYLAN

Together Through Life .
COLUMBIA 43893/SONY MUSIC @
LAURA 1Z1BOR

Let The Truth Be Told "
ATLANTIC 512240/A6 ==

MIKE E. CLARK Psychopathic Murder Mix Volume 1 125
HATCHET HOUSE 4608/PSYCHOPATHIC

Gy By The Nigh lgg

Fearless 1" ]

www americanradiohistorv com

EXCLUSIVE
CHARTS FROM

SUAKD.BE

MICHAEL JACKSON (EPIC/LEGACY)

THRILLER
| MICHAEL JACKSON (EPIC/LEGACY)

MAN IN THE MIRROR
MICHAEL JACKSON (EPIC/LEGACY)

THE WAY YOU MAKE ME FEEL
MICHAEL JACKSON (EPIC/LEGACY)

BEAT IT
MICHAEL JACKSON (EPIC/LEGACY)

DON'T STOP 'TIL YOU GET ENOUGH
MICHAEL JACKSON (EPIC/LEGACY)

PY.T. (PRETTY YOUNG THING)
MICHAEL JACKSON (EPIC/LEGACY)

SMOOTH CRIMINAL
MICHAEL JACKSON (EPIC/LEGACY)

BLACK OR WHITE
MICHAEL JACKSON (EPIC/LEGACY)

ROCK WITH YOU
MICHAEL JACKSON (EPIC/LEGACY)

WANNA BE STARTIN' SOMETHIN'
MICHAEL JACKSON (EPIC/LEGACY)

BAD
MICHAEL JACKSON (EPIC/LEGACY)

HUMAN NATURE
MICHAEL JACKS@N (EPIC/LEGACY)

YOU ARE NOT ALONE
MICHAEL JMACKSON (EPIC/LEGACY)

I'LL BE THERE
JACKSON § (MOTOWN/UME)

CMT CROSSROADS
BIG MACHINE/WNHYERSAL MUSIC 8 ¥IBEG MIST. (TAYLOR SWIFT/DEF LEPPARD)

FLIGHT 666: THE FILM
WME/SONY MUSIC YIDEO (IRON MAIDEN)

LIVE IN BUCHAREST. THE DANGEROUS TOUR
EPSC/SONY MUSKC YOG (MICHAEL JACKSON)

LIVE FROM MADISON SQUARE GARDEN
WINCAAFT.DUCKREPRESE MUSIC DEQ-WARNER MUSIC VESJ0% (ERIC CLAPTON AND STEVE WINWOOD)

VIDEO GREATEST MITS: HISTORY
EPIC/SONY MUSIC VIDE® (MICHAEL JACKSON)

CHESS: IN CONCERT
REPRISE MUSIC VIDEO/WARNER MUSIC YISION (VARIOUS ARTISTS)

HISTORY ON FILM: VOLUME II
EPYC/SONY MUSIC VIEO (MICHAEL JACKSON)

LIVE AT LAST
MOTOWN PRODUCTIONS/UNIVERSAL MUSIC & VIBEO DIST_(STEVIE WONOER)

GET READY. THE DEFINITIVE PERFORMANCES 1965-1972
MOTOWN PROBUCTIONS/UNIVERSAL MUSIC & VIDE® DIST. (THE TEMPTATIONS)

. PERFORMING THIS WEEK... LIVE AT RONNIE SCOTT'S
EAGLE NOCK (JEFF BECK)

. THE BEYONCE EXPERIENCE: LIVE

LIVE IN RIO
EAGLE ROCK (DIANA KRALL)

— MUSIC WORLD/COLUMBIA'SONY MUSIC VIDEO (BEYONCE)

NO BULL: LIVE FROM THE PLAZA DE TOROS LAS VENTAS: MADRID, SPAIN
COLUMBIALEGACY/SORY MUSIC VIBES (AC/DC)

LIVE IN TORONTO '69
GRAVITY/SHONT! FACTORY (JOHN LENNON & THE PLASTIC ONO BAND)

1o biNboard.biz/charts tc

biz L]

BETWEEN THE BULLETS

MJ’S GREATEST HITS

The Hot 100 Recurrent chart turns
into a Michael Jackson countdown of
hits as the legend takes the top 19 slots
on the chart (viewable in full at bill-
board.biz/charts) and 24 of the list's
30 positions, including his entries as
part of the Jackson 5 and the Jacksons.

The chart, which ranks recurrent
and gold titles no longer eligible for
the Billboard Hot 100, shows the biggest-charting hit of
his career, “Billie Jean,” beating out this week’s top-sell-
ing Jackson download, “Thriller,” due to an edge in audi-
ence impressions (4 million to 3 million). If allowed to
rank on the Hot 100, Jackson would have three top 10s:
“Billie Jean” (No. 5), “Thriller” (No. 6) and “Man in the
Mirror” (No. 7). —Silvio Pietroluongo

Data for week of JULY 11, 2009

iog Albums

og tities are Includea

'or rules and explanations All charts € 2009, Nielsen Business Media, inc. and Nielsen SoundScan. Inc.

h Internet merchants. based o data collected by Nielsen SoundScan, Catal

Total Weeks column retiects combined weeks title has appeared on The Billboard 200 and Top Pop Catalk

lbums ordered throw

to Billboard’s websites See Charts Legend

| downioad services. TOP INTERNET; Reflects physical all
) ones that are

m

18-month-oid tities or older that have tailen beiow No. 100 on The Billboard 200 or re-issues of older albums

es soid as a complete alburm bundie through

y spothght on charts updated weekly on billboa

TOP POP CATALOG: Refiects
TOP DIGITAL: Reflects releas
BILLBOARD.BIZ: A weeki

All rights reserved.
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4 TOP HEATSEEKERS
™

1t"s the third set
S ‘l (5,000 from the
]

HOLLY WILLIAMS
MERCURY NASHVILLE 012547/UMGN (12 98)

HUICHOL MUSICAL

Here With Me

SUNSET RUBDOW!

JAGIAGUWAR 140° (14 98 Dragonslayer ?::':‘:: ::sho:he ASLIDISA 730254/UMLE (10.98) Quiero Que Me Quieras T
i A0 g 17 3 samboree [ it heorstst YeP DG 1202 k30 Exchemont Pian [
o szu.ﬁykﬁggwﬁcmﬂﬁ.fﬁﬂ-».um (12.98 The Airborne Toxic Event n mﬂ? :.‘sl{o’ :(m,v, ! Apotogies Are For The Weak 1
wg&tﬁé\g}:;:svcnummc 10.98) Psychopathic Murder Mix Volume 1 . bowed and peaked 5?5&53:3.‘ A7423/S0RY MUSIC (18.98) Escala .
ﬁ?&'ﬁ;ﬁﬁmfﬁ CLASSICS GROUP (1198 David Garreft ' ot o | LE[‘V"SKB:NI:? I;f.’?z‘ﬁﬂ?s': BROS. (13.98) Sounds Like This

HIT THE LIGHTS

TRIPLE CROWN DIGITAL EX/EAST WEST (4.98)
THE FRIDAY NIGHT BOYS

PHOTO FINISH 518477/FUELED BY RAMEN {13.98)
WHITE RABBITS

T8O 0006° (11.98)

JOHN WALLER

BEACH STREET 10142/REUNION (13.98)
RHETT MILLER

THE VERONICAS

ENGINEROOM/SIRE 518865 WARNER BROS, {13.98)
GOD HELP THE GIRL

MATAOOR 866° (14.98)
TORTOISE
THRILL JOCKEY 210° (15.98)
PATTERSON HOOD
RUTH ST 60002 (14.98)

Coast To Coast (EP) .

Off The Deep End

It's Frightening '
While I'm Waiting

Hook Me Up .
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Best-known for the beats they've created for M.lLA,,

producers Diplo and Switch.are now mashing up dancehall HEATSEEKERS, e bt sty = Patterson Hood

= e Shd gursigphy soti dfiaec Murdering Oscar (And Other Love Songs|
with electro-hip-hop as Major Lazer. PROGRESS REPORT B e e e oty T"mcm:’ o e
The duo’s album, “Guns Don’t Kill Jessica Jarrell, “Armageddon” oy Chosin Al FPantesta Musical

The 14-year-old singer’s first Billboard chart hit debuts at No. 18
on Hot Dance Airplay and rises to No. 38 on Hot Dance Club
Songs. Jarrell began her career as a child model and has been

People . . . Lazers Do," recently debuted
on the Billboard 200.

. The Airborne Toxic Event
The Airbome Toxic Event

o
Tasternakers ranks the best-seling alburs. David Garrett
b David Garrett

Go to billboard.com/breaking to
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PRODUCER {SDNGWRITER IMPAINT / PROMOTION LABEL » ' rx.l PRDDUCER (SDNGWRITER) IMPRINT / PROMOTION LABEL ]
The Black Eyed Peas i E NOT MEANT TO BE Theory Of A Deadman |
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B " WAKING UP IN VEGAS Katy Perry =0T into the top 10 for "HOTEL ROOM SERVICE Pitoull gy
_G.WELLS (K.PERRY.0.CHILO.A CARLSSDN) ©® CaPITDL i= 71 the first time sihce | 480 JONSN A PEREL J 6 SCHEFFERU ROGERS. 3 EDWNADS. L CAMPREL L. L © W X900 SAOMDS S b~
“ “ "7 YOU BELONG WITH ME Taylor Swift = . ‘.'.ﬂ WILD AT HEART Gloriana |
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3 " SECOND CHANCE Shinedown =y - IT HAPPENS : Sugarland |
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. 1?1 " POKER FACE Lady Gaga | 31" n F PARANOID Jonas Brothers |1
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5w THE CLIMB Miley Cyrus f } 7 Q SWAG SURFIN’ F.L.Y. (Fast Life Yungstaz) 62
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Sl 00T D4 GENIS,KID CUD! {S.MESCUDLO.DMISHORE) © DREAM ON/G.0.0.0 /UNIVERSAL MDTOWN 8 s M S [ M.ALLAN (J.JAMES.D.H.HODGES.M.ALLAN.K. DIOGUARD)) © MERCURY/I0JMG &
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- I NO SURPRISE Daughtry | its 19th Alternative AIN'T NO REST FOR THE WICKED Cage The Elephant | i =2
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