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MUMFORD & SONS

Grammy Nominated for Best New Artist and Best Rock Song
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“...hardly a song on the band’s debut album, Sigh No More, goes by without a vigorous buildup into a
fDthstDmping ':hl:!'I'UEJ,” Eht ;\H(‘ilr ﬂurk Ei-ullqﬁ

“Best New Bands 2010/Hot Band 2010...a banjo-pickin’, waltz-grindin’ English folk-rock quartet.” ®

~ \
N A
e \ “...seething vocals ride hard atop a legit, no s*¥t, totally fist-pumpingly rockin’ banjo-based
P ballyhoo.” [T

2
|
/J “...|the songs| have an instant melodicism that makes you wonder whether you've heard these

songs before — they're so readily re-playable that they almost feel like standards.” Cos Aﬂﬂﬁlﬂﬁ Times

“ . Mumford & Sons is a breathtaking, sweat-making live proposition, the kind of act that
r o - g p p
seems to exert a magnetic pull...” Jimeid

New YOrk

“The phrase ‘hit the ground running’ might have been coined to describe Mumford & Sons...
The authenticity of the live shows is one of their most winning characteristics. There are a
lot of bands that can put on an authentic face, but it’s a thin veil. It’s very clear that this is

actually who these guys ara"P‘i&llS[AR

“Sigh No More [is] the tirst five-star album of the young year.” m
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>>>FCC
PASSES NET
NEUTRALITY
RULES

The FCC passed new
net neutrality
regulations Dec. 21
governing how Inter-
net service providers
treat Web traffic. The
rulings prohibit ISPs
from discriminating
against content and
open the door to tiered
pricing, a system in
which providers can
charge users based
on bandwidth
consumption. Critics
say the regulations are
unnecessary,
discriminatory and
filled with loopholes.
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REASONS TO CELEBRATE

dash for product, to make sure
their stores were stocked through
the Christmas weekend.”

The indie-store sector en-

EEEDAEPGLRE - - : _ _ | joyed a robust holiday selling
SHARING Vinyl, Online Stores, Sales Campaigns Offer Some Respite From Holiday Decline season. with album sales total-
USER DATA ing 4.2 million units during the

Appleis the target of
a lawsuit claiming its
IPhone and iPad
applications violate
privacy rights. The suit
says that such apps as
Pandora Radio, the
Weather Channel and
Dictionary.com gather

While U.S. album sales contin-
ued to decline during the holi-
day selling season, executives
across all sectors of the music ac-
count base point to bright spots.

Music retail chains attribute
their relatively upbeat assess-
ment to other product lines.

holiday selling season, but
marking an improvement from
the 19%¢ decline in 2008, accord-
ing to Nielsen SoundScan.
Merchants sava blizzard that
hit parts of the South and the East
Coast kept shoppers away from
brick-and-mortar

handbags and hosiery” as the
chain's big sellers.

Helping boost the industry’s
tortunes during the holiday sea-
son were online sales of CDs
and, somewhat surprisingly, dig-
ital downloads. During the first

44 sales weeks

year earlier, improving from a
year-on-vear 15.6% drop in the
corresponding period last year
and an 8.1% dedine during the
first 44 weeks of 2010, accord-
ing to SoundScan.

Both Newbury Comics’
Dreese and Super D's Ogilvie

zseven-week period, up 15.2%
from 3.7 million in 2009, ac-
cording to SoundScan.

“Vinyl sales were unbeliev-
able and growing,” says Eric
Levin, owner of Criminal Rec-
ords in Atlanta and head of the
Assn. of Independent Media

sersonal data without Wholesalers give thanks to their  stores the dayafter of 2010 through  singled out Internet sales asa  Stores. “LPs packaged with dig-
users’ cohsent and [nternet fulfillment businesses  Christmas. Nov. 7, U.S.dig- growth area. During Decem-  ital [album downloads] contin-
transmit it to third- and online stores. And indie Still, both New- ital-track sales  ber, Dreese reports, Webretail  uedtorule the dayand provided
party advertisers that merchants praise exclusives,  bury Comics CEO totaled 956.9 accounted for 23% of Newbury  many sales opportunities when

use the information

vinyl sales and the “Give the Gift

Mike Dreese and

million, slipping

Comics’ overall business, with

we would runoutofa CD.”

for target marketing. of Music” marketing campaign  Bruce Ogilvie, 0.4% fromnearly  sales tor that distribution chan- Vinyl sales were boosted by
AF‘F"'E e the data— for boosting sales. CEO of leading 961 million in  nel up 82% and profit margin  efforts to expand the Record
which can include The best-selling titles during  music wholesaler the same period  up 101%. By contrast, Dreese  Store Day brand to sales on

location and app
usage—is entirely

hits included “Lover-
girl,” “Square Biz" and
“Fire and Desire,” died
Dec. 26 in Pasadena,
Calif. She was 54. Jazz
artist Billy Taylor, who
playved with Charlie
Parker, Dizzy Gillespie
and Miles Davis, died
of a heart attack Dec.
28 in New York. He was
89, Musician/composer/
visual artist Don Van
Viiet, aka Captain
Beeftheart, died from
complications related

to multiple sclerosis on
Dec. 17 in California.

i

z¢ Dow

this vear's holiday seazon in-
cluded Susan Boyle's “The

holiday period ended Dec. 26.
Album sales totaled 71.6 million
units, down 10.7% from 80.2
million during the correspon-
ding period in 2009—worsen-
ing from the 9.9% vear-on-year
tall reported during the 2009

super D, report
that their respective businesses

margins rose 3%. Dreese attrib-

utes the gain to an absence of

loss-leader pricing around music
and other product categories for
most of the period, with New-
bury head of purchasing Carl
Mello citing “fashion stuft, hats,

STARS SHINE BERIGHT
Susan Boyle repeats as the holiday sales

leader: her “l Dreamed a Dream™ was the 2009
season’s top-selling release.

ot 2009, accord-
ing to SoundScan. But during

mas week, 39 songs broke the
100,000-unit mark, up from 34
tracks a year earlier.

Similarly, online CD sales
in the seven-week holiday pe-
riod totaled 8.2 million units,
up 5.6% from 7.7 million a

sayvs, comparable-store CD
zales during the month were

than usual for the holidays,
Ogilvie reports, whose Super D
runs three online stores and pro-
vides fulfillment for other online
merchants. “But right when on-
line slowed,” he adds, “indie re-
tailers came in and did a mad

Black Friday. AIMS, Music
Monitor Network and the Coali-

g i S Gift,” Taylor Swift's “Speak finishedtheyearonafairlystrong thesubsequentseven-weekhol- down 17% from a year earlier, tion of Independent Music
S >>SMILEPOSTS: Now” and Jackie Evancho's “O  note. While overall comparable-  iday period ended Dec. 26, digi- while comparable-store DVD  Stores lined up 30 exclusive
Iy TEENA MARIE, Holy Night” EP {see chart). store sales were down 1% from  tal track sales climbed 6.8%, to  sales fell 18%. “Without the titles, including many vinvl
E BILLY TAYLOR, Overall U.S. album sales  2009's holiday season at the 29-  172.6 million units from 161.7  Web,"” he says, “we would be releases, only available at
= CAPTAIN notched another double-digit  unit, Brighton, Mass.-based New-  million a year earlier, according  completely fucked.” independent record stores tor
— BEEFHEART decline during the seven-weelk  bury chain, comparable protit  to SoundScan. During Christ- Online sales picked upearlier  Black Friday.

= Teena Marie, whose

Also lending indie retailers a
boost was the effort by NARM
and the RIAA to revive the 30-
vear-old “Give the Gift of Music”
marketing campaign, Levin says.
The indie-store coalitions
persuaded labels to provide re-
bates on 377 key album titles
when sold at a discount under
the “Gitt of Music” banner. [ndie
merchants priced the titles at $10
or less and received an undis-
closed rebate tor each unit sold.
The success of the campaion was
helped by the fact that many of
the albums were new titles that
wound up on year-end best-of

JA50MN BELL: CHART SOURCE: Mielsen Soundscan data for U5, album sales during the seven weeks ended Dec. 26.

He was 69. lists, Levin says.
“Shoppers looking to buy a

Compiled by Andy lot on a small budget raided our
Gensler. Reporting by ‘Give the Gift of Music’ dis-
Antory Bruno. Glenn SUSAN  TAYLOR  JACKIE GLEECAST KANYE NICKIMINAJ RIHANNA  JOSH  KIDROCK  KEITH T S e

BOYLE SWIFT EVANCHO “The Music: WEST “Pink Friday” “Loud" GROBAN “Born Free”  URBAN pldy, sdys Alllld DIOZEK, LO-
Peoples and the “The Gift" “Speak Now” “O Holy Xmas”  “My Beautiful “Illuminations” “EOtClosBr™ uwmerof Llow Train Musicin
Associated Press. Night” Dark Twisted : "

Fantasy™ Salt Lake City. .o
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“a new prince of pop —
maybe even a King.” - npr

seven grammy nominations

multiple #1 hits worldwide

over 10 million singles sold
over 185 million youtube views
sold out us and european tours

groundbreaking performances on

“...the year’s finest pop debut: 10 near-perfect songs.”

“one of the most versatile and accessible
singers in pop.”

“bruno mars is a star”

] brunomars.com
D‘% elektra.com
ek cosmonaut entertainment
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NOMINATED F[lli FOUR GRAMMY AWARDS
SONG OF THEYEAR RECORD OF THE YEAR BEST URBAN/ALTERNATIVE PERFORMANCE BEST SHORT FORM MUSIC VIDEQ
OVER ONE MILLION SINGLES SOLD - OVER 30 MILLION VIEWS ON YOUTUBE
SONG OF THE YEAR - SINGLE OF THE YEAR 40 BEST ALBUMS OF 2010

"..an original: a showman with a penchant for scrambling a variety of sounds - rock, Soul, hip-hop, spaghetti-Western soundracks - into something deliciously strange.” — Rolling Stone

StoreagsEieel Vagazinesi bownload ingliiue B B Tofmat

~..S0Ul- and pop-inspired album serves up an endless stream of danceable numbers with hooks that will stick in your head for weeks.” - Time Magazine
“The resilient, profane pop genius™ - G0 Magazine
"..1ne single's modernized doo-wop Sound is just one example of Green's time travelling... an album that extends the range of retro-soul to encompass its maker's restless spirit,” — LA Times
*..one of the smoathest, sexiest albums of the year.” — People Magazine

"..sings barrelhouse soul with an intensity that few mainstream figures of his generation can match.” — Spin Magazine
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It could make a million for you
overnight: A Beatles iTunes ad
on the side of a hotel in
Liverpool, England.

New

omething

Sources Say ITunes Is Payving Beatles
Download Royvalties Directly To The Band

Four decades since their breakup, the
Beatles are still sticking with their trail-
blazing ways.

[t seems that the EMI/Beatles deal that
finally brought the Fab Four's catalog to
iTunes mav be more groundbreaking
than originally thought. According to in-
dustry sources, iTunes is paying the Bea-
tles’ royalties trom digital
download sales in the
United States directly to
the band's company Apple
Corps and is paying the
songwriting mechanical
royalties directly to Sony/
ATV Music Publishing,
which controls most ot the
Beatles song catalog,

That suggests the roy-
alty split could be more lucrative tor the
Beatles than it would be under the typ-
ical provisions of a standard artist con-
tract, which treat digital downloads as a
retail sale. Under a standard contract, a
label issues an album, licenses the songs
from music publishers, collects all

8 | BILLBOARD | JANUARY 8, 2011

wholesale revenue from the retailers and
then distributes royalties to the artist
and the publisher.

For superstar artists, the rovalty typ-
ically equals about 2096-25% of retail
revenue. So in the case of iTunes’ Bea-
tles sales, where tracks are sold to the
merchant for about 90 cents and are
retailed for $1.29, a stan-
dard contract with a typ-
ical superstar royalty rate
of 2096-25% would pay
the Beatles about 18
cents to 22.5 cents per
track sale.

But because iTunes is
making royalty pavments
to the Beatles and Sony/
ATV, EMI may be treating
itz deal with the digital retailer as a li-
censing pact. Under such deals, the li-
censee pavs mechanical rovalties directly
to a publisher and revenue trom use of
a master recording is split evenly be-
tween an artist and a label, making it far
more lucrative for the artist than a stan-

dard artist contract.

An EMI spokesman declines to com-
ment, as did Sony/ATV and represen-
tatives at Apple Corps and iTunes. And
a high-placed source tamiliar with the
deal insists that it's “absolutely incor-
rect” that the agreement between EM
and Apple Corps is a licensing deal.

However one describes the EMI-
iTunes deal for the Beatles’ catalog, its
similarities to a licensing pact put it at
the center of a heated debate over the
nature of download sales.

Since the dawn of the digital age,
artists, managers and labels have wran-
oled over whether a digital download
purchase should be considered a li-
censed use of a master recording or a
retail sale, much like the sale of a CD.
Labels, of course, insist the latter des-
ignation is correct and have paid artist
royalties accordingly.

But some recording acts, like Cheap
Trick and the Allman Brothers, have
taken their labels to court claiming that
sales of their downloads should be
treated as licensing deals. While Cheap
Trick ultimately settled with Sonvy, the
Allman Brothers case is still ongoing.

In another closely watched case, the
U.S. Court of Appeals for the Ninth Cir-
cuit in September voided a jury’s deci-
sion on the royalty split issue that was
tavorable to Universal Music Group and
against F.B.T., the music company that
Eminem was originally signed to be-
tore Universal picked up his contract.
F.B.T. maintains that a digital download
represents a licensing deal, which re-
quires the higher royalty split. With the
case sent back to the original court,
UMG has filed a petition for the U.S.
Supreme Court to review the lower
court’s decision.

In addition to a potentially much
more lucrative royalty rate, iTunes’ di-
rect payment of U.S. rovalties to the Bea-
tles and Sony/ATV would give the band
greater accounting transparency over

their iTunes sales than they would it

EMI distributed the royalties. Other
label/superstar contract negotiations
have resulted in far costlier give-backs—
tor example, acts like AC/DC and Garth
Brooks negotiated the return of their
master rights. Still, whether the agree-
ment that put the Beatles on iTunes is
a licensing deal or not, it's still signiti-
cant that the Fab Four and their pub-
lisher are being paid directly by iTunes.
U.S. music publishers lament that
labels treat an iTunes download as a re-
tail sale, because they want to be paid
directly by any U.S. digital retailer sell-
ing downloads, rather than by a label.
Likewise, it would be a singular deal,
label and publishing sources say, toran
artist on a label to be paid directly by the
retailer for the sale of the artist’'s music.
In practically every other known in-
stance, the retailer pays the label, which
in turn pays the artist rovalty. 0o o

bi For 24/7 retail news and analysis,
JOIZ  :cc billboard.biz/retail.
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Sony’s Online Pop Market Store Uses Flash Sales To Sell Deluxe Physical Packages

At a time when digital music
has eliminated scarcity, some
label-operated e-commerce
zites are demonstrating that
scarcity can still work with
physical product.

Take Sony Music's new Pop
Market store. Launched in
early November, Pop Market
is part Groupon, part old-
school record store, mixing
the urgency of limited-time
deals with the collector-ori-
ented physical packages that
have become hard to find at
brick-and-mortar retail.

“It's really focused on
music fans and music fans
who want to own physical
products,” says David Griffith,
senior VP of marketing at
Sony s reissue imprint Legacy
Recordings, which accounts
tor most of the merchandise
zold at the site.

Pop Market has launched at
a time when one-day sales
have become an increasingly
popular means to attract
online shoppers. The model
is best exemplified by
Groupon, the
hugely popular
online shopping
discount service
that launched in
November 2008
and recently re-
jected a $6 billion
acquisition offer
from Google. =
“The tlash sale
market is a quickly growing
market,” Gritftith says. “Pop
Market helps fill a space that
Was missing.”

Pop Market isn't Sony’s first
toray into direct-to-consumer
zales. The store is part of My-
Play Direct, the Sony division
that oversees the online store-
fronts of its imprints and artists.
Meanwhile, other labels have
also been catering to consumers
seeking deluxe physical pack-

GLENN

HIGH ON THE HOG i

For years, IPod owners have been blessed
with numerous options for turning their
device into a boombox. But a speaker
syvstem that looks like a pig? Speakal,
the creator of docking stations that re-
semiple aghost, a panda and a soccer ball,
aclds the IPIg to its catalog. This IPod docking station is

Digital
Domain

PEOPLES

Satchmo on sale: Sony’'s Pop Market recently
offered a LOUIS ARMSTRONG boxed set at a
sharp discount; inset: Legacy Recordings

senior VP DAVID GRIFFITH.

ages, including Universal Music
Group’'s Hip-O Select, EMI's
Blue Note and Shout! Factory,
as well as the
cranddaddy of
the reissues
market, Warner
Music Group's
Rhino Records.
In addition to
limited-edition
collections and
boxed sets, Rhino
.com sells mer-
chandise, vinyl and high-
quality downloads. “We've
always viewed Rhino.com as
a place tor the music fan to
dive in a little hit, view content,
listen to content and get content
they might not be able to get
anywhere else,” Rhino presi-
dent/CEQO Kevin Gore says.
Buoved by ex-
clusive titles and 'I‘ !1
increased tratfic, \

"

7

Ehino.com's

fully compatible with most IPods and all iIPhones. The
unit has five speakers and adjustable bass and treble
controls. It comes In four colors (pink, white, yellow and
black) and includes a remote control.

The iPig retails for $129.99.
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tourth-quarter revenue was up
1,300% through mid-December
trom the corresponding period
in 2009. “If you offer fans a
chance to get something they
can’t get somewhere else, they'll
gravitate toward it,” Gore says.
Labels are using Internet
retail sites to reach con-
sumers who might otherwise
not have a place to buy deluxe
physical packages following
the demise of music-specialty
retailers like Tower Records
and Virgin Megastore. New-
bury Comics director of puzr-
chasing Carl Mello notes that
big-name artists have already
been anthologized and that
DVD boxed sets provide bet-
ter value than a similarly
priced CD boxed set. And
both Mello and Gore note that
digital music has hurt sales
of multi-artist boxed sets.
After all, vesterday's com-
pilation packages are
today's online playlist.
Unlike Rhino, Sony
opted not to brand
Pop Market with the
£ label group’s name
and logo soitwould
- have the tlexihil-
ity to stretch its
product offerings
beyvond Sony inventory. Pop
Market already offers items
not normally associated with
a record label, such as art
prints and collectibles.
But the most important
ditferentiator between Pop

Market and other label-

operated stores isits dailyand
weekly tlash sales, which
represent all of the product
offered at Pop Market at any
given time. A customer can't
dig through Sony’s back
catalog and purchase items
not available as part of a
special sale.

Pop Market’s daily deals
start at noon EST and continue
tor 24 hours or until that day’s
allotment is reached. Cus-
tomers who register with the
site are alerted about daily deals
through e-mail and Facebook
updates. The site’s main
page features a ticking
clock that counts down
the time left tor each ofter.

One recent daily deal
that sold out of its
allotment was Legacy's
mammoth, 43-disc “The
Genius of Miles Davis.”
Housed in a trumpet
case, the limited-edition
collection has a list price of
$749 (down from an original
price of $1,199) and was on
sale Dec. 13 for $399.

Pop Market also offers
weekly specials through its
various genre-centered prod-
uct channels, like Country
Legends, Singer Songwriters
and British Invasion. In the
Essential Jazz channel, the
four-CD set of Louis Arm-
strong’s “Complete Hot Five
& Hot Seven Recordings” was
available at Pop Market dur-
ing the week of Dec. 12 for
$17.99, less than half the
$39.98 list price and signifi-
cantly cheaper than Amazon’s
price of $32.28.

Grithith says that repeat cus-
tomers account for half of all
sales at the site. “In the mar-
ket we'rein,” he says, “there’s

a demand tor these types of

online services.”

Pop Market’s sales have ex-
ceeded Sony's expectations,
he says, adding that he be-
lieves the tlash sale concept
has further potential to move
physical product.

“A large percentage of our
sales sell out betore the 24-
hour period ends because it is
a limited inventory model and
1t creates some exciiement,”
Gritfith says. “Consumers are
interested in coming back and
seeing what’s next.” .o

biz

For 24/7 digital news
and analysis, see

billboard.biz/digital.

MOBILE APPS ON
THE MOVE

Mobile applications will be
a $35 billion market in 2014,
according to projections by
market research firm Inter-
national Data Corp. In 2010,
the company estimates, 11
billion such apps made
their way to devices, prima-
rily mobile ones like smart
phones. IDC predicts 2011
will see a wider proliferation
onto other devices, such as
Internet-connected TVs.
The company also expects
77 billion apps to be down-
locaded in 2014. End result:
less time spent on Web
browsers and more time on
apps created specifically for
particular operating sys-
tems, such as Apple’s i0OS
and Google's Android.

TUNES’ TOP TWEETS

Only one music artist—Justin
Bieber—landed in Twitter’s
top 10 trends of 2010, He
kKeeps company with mo-
mentous events (Gulf il spill,
Haiti earthquake), global
soccer terms (FIFA World
Cup, vuvuzela) and tech gi-
ants (Apple iPad, Google
Android). Onthe top people
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trends list, however, there are
three music artists: Bieber at
No. 1, Lady Gaga at No. 3 and
Lil Kim at No. 6. And on Twit-
ter’s list of the top 10 most
powerful tweets one was
music-related as well: Conan
O’'Brien’s announcement of a
“half-assed music & comedy
tour.” That single tweet re-
sulted inimmediate sellouts
for all shows.

BLACKBERRY

PICKING TIME

BlackBerry users can now
download an app for Ama-
zon’s MP3 store. The app, al-
ready available to Android
users, could prove benefi-
cial for frequent digital
music buyers, especially
bargain hunters. Each day
Amazon offers one free
track and one low-priced
album download. Both spe-
cials are found on the app’s
home page. The app also
makes browsing top sellers
and searching for titles eas-
ier. Of course, given their
large size, MP3 downloads
might still seem cumber-
some for BlackBerry own-
ers without an unlimited
data plan.
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PIRE,

Katy Perry lights up the chart with her
third consecutive top five as "Firework”
shoots upward (8-5, up 19%). Perry’s
latast smash is No. 1 this week on
Mainstream Top 40 and Dance Airplay.

RAISE YOUR GLASS

LOVE THE WAY YOU LIE

ERBEN FEATURING RIHARKNA
STUCK LIKE GLUE
13 21 SUGARLAND
17 15 RIGHT ABOVE IT
LIL WAYTE FEATLIRING ORAKE
5 3 ALLIWANT FOR CHRISTMAS IS YOU
: WARLAH CAREY
4 19 MY KINDA PARTY
JASON ALDEAN
9§ WERWHOWER
BN U AFRAID
1@ ¢ 14 ONLY GIRL (IN THE WORLD)
RIHANNA
20 13 1 IFI1DIE YOUNG
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NOMINATED FOR 3 GRAMMYS INCLUDING

Album of the Year
Best Alternative Album
Best Rock Performance by a Duo or Group with Vocals
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Late And Great

How Jimmy Fallon’s Hip Music Platform Whips The Competition

When Bruce Springsteen de-
cided to crash late night and
whip his hair in November, it
was as sure a sign as any that
“Late Night With J[immy Fallon”
has emerged as a highly coveted
platform tor musical guests.

Since the Nov. 16 episode
that featured the Boss covering
Willow Smith’s pop hit with Fal-
lon, the NBC talk show has
capped oft 2010 with Paul Mc-
Cartney performing his John
Lennon tribute “Here Today,”
R. Kelly plaving “lgnition
(Remix)” during a two-night
stint and Stephen Bishop reviv-
ing his “Tootsie” theme song,
“It Had to Be You,” alongside
house band the Roots.

The show's booking philos-
ophy tor musical talent can be
credited to Fallon and Jonathan
Cohen, the show’'s music
booker (and former music ed-
itor of Billboard). The recent
bevy of buzzworthy pertorme-
ances has given the show an
edge in online traction, with the

A FILV BY TOM

otficial “Fallon” website garner-
ing 511,000 unique visitors n
November, up 49% trom a year
earlier and more than other
late-night show websites, in-
cluding Jay Leno and David Let-
terman, according to comScore.

Meanwhile, a three-month
sampling of Nielsen TV rat-
ings through Dec. 19 shows
that average total viewership
for “Fallon” reached 1.79 mil-
lion, surging 25% from a year
earlier, while ABC’s “Jimmy
Kimmel Live!” saw total view-
ership inch up 2.7% to 1.77

The “Fallon” website drew more unigue
visitors in November than other late-night

TV shows.

Late Night With The Tonight Show  LateShow  Jimmy Kimmel
With With

Jimmy Fallon

million and CBS'" “The Late
Late Show With Craig Fergu-
son” suffered a9.2% dropto 2
million. And while all three
shows posted viewership de-
clines among those 18-34, Fal-
lon retained the largest share
of that coveted vounger audi-
ence (see chart).

[ts appeal to voung viewers,
as well as its willingness to tea-
ture performances of album
tracks and older tunes, have
earned the program the repu-

which in turn has helped at-
fract marquee namies.

“It's been a little more adven-
turous than the other shows,”
says Jordan Kurland, who man-
ages indie acts like the New
Pornographers and Rogue
Wave that have appeared on
“Fallon” in the past vear. “Artists
oet these opportunities to do
something creative, and [big-
oer artists] start to realize what
the demographic for the show
is and want to get in on it.”

Former “Saturday Night
Live” star Fallon has encour-
aged the booking of niche
artists since the show's March
2009 debut. Indie act Gaynas,

tation ot a hip, artist-friendly  whose debut album “Relayted”

environment in late night,

(Jagjaguwar) has sold less than

TOPS AMONG YOUNG VIEWERS

During the three months ended Dec. 19,
“Fallon™ has averaged more viewers ages

18-34 than his direct rivals.

425, (O

Late Night With
Live! Jimmy Fallon

Jayleno  David Letterman
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FAST FORWARD TO ‘THE END’ OF YOUR BALLOT TO VOTE
FOR “WHEN YOU’RE STRANGE” BY THE DOORS.

NOMINATED FOR BEST LONG FORM VIDEO
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With
(raig Ferguson
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Prove it all night:
"BRUCE SPRINGSTEEN

performing Nov. 16 on

“Late Night With
Jimmy Fallon.”

10,000 copies, according to
Nielsen SoundScan, was
booked tor an October show
because Fallon was a personal
tan of group collaborator
Justin Vernon of Bon Iver, ac-
cording to Jagjaguwar publi-
cist Lucy Robinson.
Artists appearing on “Fallon”
are also given more leeway than
its late-night competitors in
terms of which song they can
perform and when they can
perform it, according to Iron
& Wine manager Howard
Greynolds. The folk act is
scheduled to pertform non-sin-
ole “Halt Moon” from forth-
coming album “Kiss Each
Other Clean” on the Jan. 6
episode ot “Fallon.”
“They're not saying, ‘You
need to do this song on this

A FILM

View the trailer:
www.wheaenyourestrangemovie.com

CWVD: EV3032050
BD: EVBRD33362

Release Date: 6/22/2010

date,” ¥ Greynolds says.

Musical guests on “Fallon”
are encouraged to tape addi-
tional performances exclusively
tor the Web, which has helped
drive online tratlic. Videos at
the “Fallon” website drew
349,000 unique viewers 1n No-
vember, nearly tripling from
121,000 during the same period
in 2009, according to comScore.

Although sales bumps from
“Fallon” performances have
mostly been minor, Gayngs’
album sales increased 200%
the week tollowing their lone
late-night gig, according
to SoundScan.

The show has also served as
a prime plattorm for the music
of the Roots, as well as Fallon
himself. “Drunk on Christ-
mas,” the humorous holiday
song that the host pertormed
on the Dec. 16 show with coun-
try artist John Rich, is No. 3 on
this week's Comedy Digital
Songs chart, while “How [ Got
Over,” the Roots’ first full-
length album since becoming
the show's house band, debuted
in June with a higher first-week
tally than the group's previous
album (see story, page 34}....

WHEN YOURE STRANGE

80Ut THEDOORS

LLOYD BISHOPRYHEC: CHART SOURCE. comboore (MNovember 2010% and the MNigelsen Company
[three months ended Cec, 149, 2010 compared ta three months ended Dec. 20 20409
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| udacris, Faith Evans & Kelly Price

on your well-deserved 2011 Grammy nominations:

@

Best Rap Solo Performance
Ludacris - How Low

Best Rap Performance by a Duo or Group
Ludacris & Nicki Minaj - My Chick Bad

Best Female R&B Vocal Performance
Faith Evans - Gone Already
Kelly Price - Tired

[t's an honor to represent you and be a part ot your winning team.

Darrell D. Miller, Julian K. Petty, Lori Landew, Jeffrey S. Kravitz
& the entire Entertainment Law Practice Group at Fox Rothschild

F ntertainment Law. Coast to Coast.

o
Fox Rothschild wp

ATTORNEYS AT LAW
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1Ms 1S no halr-assed attempt at crossing over - she enlisted the neip of everyone
from Tegan and Sara and Am DiFranco to AC.Newman and Andrew Bird to create some
jamn fine tunes for her aam fing voice.

-NEW YORK WAGAZINE

Margaret ho sings - and she doesn £ suck! Sweet and funny... charming and clever.
[t will put & smile on your face!
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A funmier more foul-mouthed

alternative.
- LA WEEKLY
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PINK MARTINI

Martini And Coffee

A Holiday Album That Aimost Dian’'t Happen
Is A Surprising Starbucks Success

When Thomas Lauderdale first heard from
Starbucks in April, Christmas was the last thing
on his mind. Lauderdale, who fronts Portland,
Ore.-based, self-described “little orchestra” Pink
Martini, was planning to spend his year work-
ing on a symphonic album. While his band had
recorded tracks tor such Starbucks holiday al-
bums as 2010°s “Sleigh Ride” compilation, he
had no desire to make a tull-on holidayv record.

But Lauderdale couldn’t turn down a request
from the national cotlee-shop chain to do just that.
Sowhen most people were thinking about Fourth
of July and Labor Day, Lauderdale and his group
were in the studio, plugging away at “Santa Baby”
and “Silent Night.”
on holiday music and then leave the studio to 80-
degree weather,” Lauderdale says.
“But we were working under such The
tight deadlines we didn't have time
to overthink anything.”

Recording so quickly runs
counter to Lauderdale’s usual
process, according to manager Bill
Tennent, who also oversees the
band’s label, Heinz Records.

“Thomas usually spends about
nine months making a record,” he
says, “but he embraced the challenge and found
a way to make the album reflect Pink Martini.”

Embracing the challenge has paid off for the
band in a big way. The album, “]oy to the World,”
is being stocked in Starbucks nationwide and,
according to content manager Holly Hinton, is
selling just as well as releases by superstars like
Josh Groban and Norah Jones.

Tennent says that Pink Martini's previous al-
bums have been stocked in Starbucks, but only
on a regional level. “They don’t have the name
recognition of many of the other acts Starbucks
is carrying,” he says.
risks—they only have four slots, and it would
be very easy tor them to be able to fill them with
sure bets. It's definitely one of the most de-
sired retail accounts and has a huge impacton

“Ttwas a little surreal to worle

“Starbucks takes smart
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physical sales.”

Pink Martini isn't the first indie act to get a
big boost from Starbucks. The self-titled 2008
debut by Seattle-based Fleet Foxes rocketed al-
most 100 positions up the Billboard 200 when
the chain started carrving their record, and Star-
bucks says it accounted for 22% of first-week
sales of Sharon Jones & the Dap-Kings’ “|
Learned the Hard Way” following its April 6 re-
lease. (The album has generated U.S. sales of
124,000 units, according to Nielsen SoundScan.)

Hinton says that her radar picks up plenty of
releases by chance. “In July | was out with a friend
and someone gave me a CD by a band called the
Head and the Heart,” she says. “I finally got
around to putting iton and [ loved it, and so did
my co-workers. We got in touch
with [Seattle alternative radio sta-
tion] KEXP to help us track them
down so we could putthem in our

iTunes pick of the week program,
and it turned out they didn’t have
alabel or a manager, just a lawver.”

The iTunes program, which has
been running for three years, is
another way for independent acts
to partner with the Starbucks
brand. “We have even more indie artists in that
program than we do in the stores,” Hinton says,
The program is promoted on iTunes and in
stores, where Starbucks hands out free “Pick of
the Week” cards with a redeemable code to down-
load the song at iTunes.

As for Pink Martini, the act has parlayed the
holiday set into other opportunities, including
a long piece on NPR’s “Saturday Edition.”

“I hope this album will act as catalyst,” Ten-
nent says. “Maybe people who wouldn't ordinar-
ilv know Pink Martini will pick up the holiday
album, and it will drive them to explore more of
the catalog.”

H For 24/7 indies news and analysis, see
Z billboard.biz/indies.
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congratulate Gerardu Ortiz
ON your amazing debut In 201,%0__‘!

Album “Ni Hoy Ni Manana” certified Gold

Top 10 singles “En Preparacion” and “El Trokero Luku&hén”’
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QUESTIONS

with GRAHAM KING

by ANN DONAHUE

Known for his gritty takes on crime and betrayal in movies like “Blood Diamond,” “Traffic” and
“Gangs of New York,” film producer Graham King has, perhaps incongruously, signed on to release
two musical projects: an adaptation of Tony Award winner “Jersey Boys™ and a biopic on Freddie
Mercury, starring Sacha Baron Cohen. For King, who won an Academy Award for best picture in
2007 for “The Departed” and was nominated for the top prize in 2005 for “The Aviator,” the move
to lighter fare comes with its own intrigue: how to get a broad audience into theaters for musicals—
a genre that tends to draw only older women.

Why are you Interested
Iin turning “Jersey Boys”™
into a film?
It's a well-made and interest-
ing show for a wide-ranging
audience. When I went to see
the show [ had no idea who
Frankie Valli and the Four Sea-
sons really were; [ just knew
about their music. And [ just

all of the pertormances, have
a lot of chemistry.

Now I have to get that
through the film. The show
is alot of different numbers,
songs on and off the stage—
it's obviously a lot different—
and yvou'll have to really dig
a little deeper in their lives
and how these characters

think it's an intriguing story  were. That's where I find it

to tell the world.

How are you going to
adapt it from stage to
screen?

We definitely have to go deep
in the characters. The reason
why the stage show is so suc-
cessful is because the cast, in

so intriguing to bring this to
life. I find this to be some-
thing that teenage guys

would want to see, rather

than a typical musical a girl-
tfriend drags her boyiriend to
see, | think guys will find this
intricuing—the world that
these guys lived in and who

they were and what New Jer-
zey really meant.

The risk with adapta-
tions I1s that vyou'’re going
to irritate fans of the orig-
Inal incarnation. Are you
worried?

[ hope they're not going to be
outraged. [laughs] I hope I'll
please both the fans of the
Broadway show as well as the
movie audience. That's the
trick—getting that fine bal-
ance between both. [ honestly
think that we can do that. I'm
hoping to be in production in
the next 12 months. It really
depends on getting the script
and getting the right director

and cast, all the things that go
into making a film.

Is there any advice you
would give to those In the
industry who are looKing to
adapt musical-theater
properties to a film?

[t comes down to the mate-
rial—there are some stage
plavs and some musicals that
[ think would be easier to
adapt than others. You do have

to look at the vast audience and
ask, “Can vou really translate
the same emotions and chem-
istry from the stage?”

At the same time as
“Jersey Bovys,” vou're work-
ing on bringing a Freddie
Mercury bilopic to theaters.
['m just a huge fan of Freddie
and Queen. | think it's really
exciting and Sacha Baron
Cohen is so perfect to play

Freddie Mercury. He was an
icon with one of the most
beautitul voices in rock'n’roll,
period. But I think with the se-
lection of songs we're going to
use, [ think it's going to be a
really deep and emotional —
but feel-good—Lkind of movie.

How did Sacha Baron
Cohen come onboard?
[He] was attached when 1 got
involved—he actually champi-
oned the project for many years
and tried to get it made quite a
tew yvears ago. [ just spent an
hour with him today because
he’s in the movie [“Hugo
Cabret”] that I'm doing with
[Martin] Scorsese in London—
and ['m looking at him and he
iz Freddie Mercury. It's un-
canny how he looks like Fred-
die. Freddie had a distinct
volice, 3o we have to see how we
can make that work. But | think
to show the world a little peek
ot this guy's life and to see who
he really was, how he interacted
with his fans—even with other
band members—is going to be
really tun. .

REGISTRATION IS NOW OPEN

Don’t miss out on the most anticipated Latin event of the

yvear. Featuring interactive panel sessions on hot industry
topics, nhetworking opportunities and THE BILLBOARD

LATIN MUSIC AWARDS.

REGISTER TODAY and Save Over $175.
Go to BillboardLatinConference.com or call 212.293.1263
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Hnw Social Media Is Rebooting Hip-Hop’s Live Au@ce

When veteran hip-hop agent Peter Schwartz
tirst checked out Wiz Khalifa just before
Thanksgiving in 2009, he knew the young Pitts-
burgh rapper was on to something. The show
at New York's Highline Ballroom was sold out
by the time the doors opened “and obviously
that got my attention,” Schwartz says. When
he actually got to the show, he says, what he saw
“piqued my interest.”

The success of Khalita in 2010 points to not
only a resurgence in hip-hop touring and artist
development but also a shiftin the marketplace,
much of it driven by social media.

“Having booked hip-hop in New York for 20
years, | know the crowd that usually comes, and
that definitely wasn’t it,” Schwartz says of the
Highline show. “There were
clearly a lot of kids there trom
New Jersey and Long Island. It
wasn't the sort of city-jaded, seen-
it-all hip-hop kids who tend to
stand there. They were going bal-
listic, they knew every word, and
they were very young, too. [ was
locking at him thinking, ‘Picture
him with the Bamboozle crowd:
the reach this guy could have.””

Schwartz further pondered Khalita's tuture
during that holiday weekend as he checked out
what the rapper had going online. “l went to his
Myspace and saw he had 19 million plays at that
point and was clocking about 17,000-23,000 per
day through that holiday,” Schwartz recalls. “That
was the next indicator that got me excited.”

At that point, Khalifa's Pittsburgh-based Ros-
also his management home,
under Benjy Grinberg—was setting up shows
and the rapper was tlying out to one-off gigs rather
than routing cohesive tours. Inethicient, yes, but
eftective: Khalifa was selling tickets. When the
rapper signed with the Agency Group about a
year ago, Schwartz's plan got more strategic. For
touring that started last January, Khalifa was
booked into 400- to 1,000-capacity clubs—notan
easy sell to promoters, Schwartz says.

“Every promoter I called at your typical
pop/rock club would sav, ‘I don't know what
Wiz Khalifa is. Let me check with my rap guy,’
then they would call back and say, ‘They don't
know who he is,” " Schwartz says. “We just
stayed persistent.”

[n the early months of 2010, Khalifa started
making believers, and all but two of 60 shows

18 | BILLBOARD | JANUARY 8, 201

sold out. The artist covered most of the coun-
try and took a break in May to record material
tor an Atlantic album, due for release in the
spring. But his profile remained high, driven
by a mixtape, “Kush and Orange Juice,” released
online in April. “They put it on the Web at 10
at night without one single bit of promotion,
and it was the top trending topic for two days,”
Schwartz savs. “ ‘Kush and O] was the next re-
ally big piece of the puzzle.”

During the summer Khalita plaved more club
dates, as well as festivals, and was selling out 2,500-
to 3,500-capacity rooms. Schwartz says 25,000
turned out for a free event at Boston's City Hall in
August. Next up was the Waken Baken tour
through the fall. Schwartz says that tour ended the
Sunday before Thanksgiving with
63 performances and about 90,000
tickets sold. For the year, Khalifa
has totaled around 130 shows.

Even when Khalifa was ar-
rested for marijuana possession
following a Waken Baken date
in Greenville, N.C., the incident
didn’'t cost the tour any dates.
The only phone calls Schwartz
got, he says, “were calls making
sure their date was still playing.”

Interest remains high, especially given the
pop-crossover success of Khalifa's single “Black
and Yellow.” A headlining college tour is set for
March and April with labelmate Mac Miller
supporting, and Schwartz is firming up major
testival offers, to be followed by a headlining
summer tour of 4,000- to 6,000-seaters.

This is a conservative approach, he notes.
“We want to sell out, we're building demand,
and then plan to take it to the next size for 2012,”
Schwartz says. “We book it the way you'd book
a rock band: develop it up, do multiple tours,
take those steps.”

All ot this is happening amid what Schwartz
calls a “retreshing” new “all-age” scene in hip-
hop, much of it driven by social media. “If it
wasn't for the Web, we wouldn't be having this
call right now,” Schwartz says, adding that Khal-
ifa is now up to 35 million plays on Myspace.
“Young artists in this genre have a distinct ad-
vantage over people that have been around
longer, if they use it correctly.” .o

For 24/7 touring news
b,lz and analysis, sae

billboard.biz/touring.
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Angle View

Market Changes Prompt
Revisions In Latin Rhythm
Alrplay Chart Methodology

What a difference tive vears makes.

In 2004, when reggaetéon was all the rage, U.S.
radio stations quickly rushed to keep pace with the
trend, switching their formats to accommeodate the
deluge of music that a srowing number of listeners
seemed to want.

Recognizing the importance of reggaeton and a
osrowing Latin urban movement, Bill-
board created the country’'s first—and
only—Latin Rhythm Airplay chart in
2005, with a panel of 15 stations that
plaved predominantly urban music,
from reggaeton to more hardcore rap.

But reggaetén wasn't quite a gold
mine at radio. As Billboard reported
during the next couple of years, sta-
tions switched their formats back to
pop or tropical or oldies, driven by a va-
riety of reasons, from lack of music to fill program-
ming to lack of advertisers for that target listener.

The number of stations on Billboard’s Latin
Rhythm panel eventually dwindled to eight, even as
the overall number of stations playing urban artists
and music grew. Now, in an ettort to provide a more
accurate snapshot of the market—one that isn't de-
termined by just a handful of stations—the Latin
Rhythm Airplay chart will undergo a change in
methodology. Effective in thisissue of Billboard, the
chartwill reflect the top Latin Rhythm titles across
all reporting U.S. Latin stations each week.,

“It's a great move because now you'll have the top

LEILA
COBO

Latin
Notas

Al

20) most-played urban tracks in the coun-
try, as opposed to just any remix that plays
on urban radio,” Universal Music Latino/
Machete national promotions director
Gabriel Buitrago says. “The urban
movement is stronger now than ever in
the sense that it's getting mainstream
[Latin] radio.”

The consolidation of urban music as
a mainstream genre—similar to what
happened in the English-language mar-
ket with hip-hop a decade
ago—is part of an overall
musical shift that sees
urban acts embracing pop
and tropical elements (Bill-
board, Dec. 10, 2010) to
gain airplay.

“Urban acts that have reinvented
themselves have gone more pop,
without losing their essence,” says
Fidel Hernandez, marketing direc-
tor for Vene Music and Siente, whose artists include
Tito “El Bambino” and Cosculluela. “They have
to do that if they want to be on the radio. Songs today
can’t just dwell on violence, tor example.”

Buitrago savs that as recently as a year ago, some
pop stations used to have an exception rule on
playing any urban act, even those who paired up
with big pop names (e.g., Wisin & Yandel with

=

3 '

Enrique lglesias).

But the sheer appeal of the urban/pop fusions

has been such that they've come to dominate Latin
radio. For example, Don Omar’s current single,
“Danza Kuduro,” tops this week’s Hot Latin Songs

Bad girls (from left): CARMEN AUB, ISABEL BURR and
JESSICA SAN JUAN play the roles of Greta, Adela and

Mina, respectively, on “Ninas Mal.”
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MTV’s Debut Telenovela Series

MTV's first telenovela series, “Ninas Mal,” will
premiere Jan. 17 in the United States on the
network’s bilingual Tr3s channel. The novela,
which has enjoyed strong ratings in Latin Amer-
ica since debuting there in September, has al-
ready become an important promotional plat-
form for music.

“Nifas Mal,” which will air five nights per week,
features songs from more than 150 artists rang-
ing from independent acts like Peru’s Adammo
to such pop idols as Belinda, whose Capitol Latin
track “Lolita” is the show’'s theme. Whenever a
song plays during the program, the artist’s name
and the song title appear in a corner of the
screen, along with the address of the show’s Tr3s
website, where viewers can get more informa-
tion. In addition, each of the three main charac-
ters is tied to a particular theme song that fits
her personality, a convention sometimes used
in other Latin American novelas.

"Ninas Mal,” which means “bad girls,” is a
spinoff of the 2007 Mexican movie of the same
name. It follows the lives of three well-to-do
teenage girls who rebel against their parents
and are sent to the last remaining charm school
in the city. Since its premiere, the number of
“likes” at MTV Latin America’s Facebook page
has surged from 800,000 fans to 2.8 million.
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chart for a ninth consecutive week.

“Urban is no longer urban,” Capitol Latin VP of
promotions Jose Marquez says. “Joey Montana
was a rapper for [Panamanian group| La Factoria.
Now, he's a pop urban artist.”

Granted, all these acts’ albums still include hard-
hitting “urban” songs; they're just notradio singles.

Sowhere does this leave hardcore urban acts that
want to remain defiantly true to their roots and don't
want to play musical ball, so to speak? Thev're not
on U.S. radio.

When Latin urban artists incorporate pop or trop-
ical sounds into their music, it's not about selling out
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