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GEORGE CLINTON

and, His Gangsters of Lo /m

GUEST APPEARANCES FROM KIM BURRELL, EL DEEARGE‘
THE RED HOT CHILI PEPPERS, THE RZA, SANTAN.
SLY STONE AND MORE!

George Clinton

and his

THE P-FUNK ICON DELIVERS A
WIDE-RANGING COLLECTION
OF SOUL CLASSICS &
DYNAMIC ORIGINALS DONE
ONLY THE WAY GEORGE
CLINTON CAN DO IT!

AVAILABLE EVERYWHERE 9.16.08

CATCH GEORGE AND HIS CREW
PERFORMING LIVE ON THE
TONIGHT SHOW WITH JAY LENO
ON SEPTEMBER 17TH!
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MOBILE
ENTERTAINMENT LIVE!
The official entertainment
event of CTIA offers tracks
on mobile music, video and
social networking, plus
interviews with MySpace’s
Brandon Lucas and Nokia’s
Kumar Shah. More at
billboardevents.com.

TOURING

Billboard’s Touring
Conference & Awards
unites promoters, agents,
managers, venue
operators, merch
companies and production
pros for panels, parties and
an awards recepticn. More
at billboardevents.com.
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FILM & TV MUSIC

This event will feature
music executives and
artists discussing
negotiating 360 deals,
launching labels and
publishing companies, and
writing and performing
songs. More at
billboardevents.com
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THE TRIPLE THREAT she's already

won an Oscar and finished in the top 10
on “American Idol.” But can Jennifer Hudson
sell aloums?

LEADER OF THE PACK with an
aggressive push to lower wholesale prices
and new plans to entice customers,
Wal-Mart looks to improve its already
impressive market share.

A BENEFICIAL BALANCE

Digital music growth in Japan offsets decline
of physical market.
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ON THE COVER: Jennifer Hudson photograph courtesy of Arista Records.
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THE HOT 100 AT 50

i Celebrate the 50th
}i anniversary of the
Billboard Hot 100
at billboard.com/hot100
Come back each week
through mid-September
as we roll out exclusive
charts spotlighting Hot
100 Milestones.
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Latin Losses

Reliance On The CD—AnNd Legacy Acts—Hurts The Biz

BY AMIR AGAI

Latin music has been the single genre
to register a rise in sales for five years
running. But last month, according to
Nielsen SoundScan midyear numbers,
it suffered the steepest sales drop of any
genre for the first six months of the year.

Sales of Latin musicalbums, defined
as albums whose content is 51% Span-
ish, stood at 13.4 million units for the
week ending June 29, down from the
16.1 million units sold in the same time
period in 2007. That's a 17.1% drop—a
deeper loss than the 16.9% decline that
rap experienced.

The industry likes to blame the
downturn in Latin music sales on the
economy, on immigration issues, on
piracy and on an underdeveloped dig-
ital market.

All those factors are important, yes.
But in my opinion the real reason sales
are down dramatically for Latin is an
over-reliance on CD sales and a lack of
support for new talent.

These two crucial elements go hand
in hand.

On one end, young people buy CDs
less and less. On the other, labels over-
whelmingly push artists that have been
around for years and who are less and
less interesting (or the older buyer that
could still be enticed to purchase CDs—
or for the younger buyer looking for
something new.

FOR THE RECORD

B In the July 12 issue, a story
about performance royalty legis-
lation misstated that Rep. Howard
Coble, R-N.C,, said he planned to
vote against the legislation. In fact,
Coble supports it.

M In the July 19 issue, the “Mad-
den NFL 09” special report
mentioned a marketing deal
between Electronic Arts and
MTYV to sell songs on the Mad-
den soundtrack through “Rock
Band.” According to the com-
panies involved, that deal is no
longer in effect.

B Inthe July 26 issue, a headline
misstated that Lil Wayne’s “Tha
Carter lli” is available on cassette.
B In the Aug. 2 issue, the name
of iLike president Hadi Partovi
was misspelled. In the sameissue,
a photo caption misidentified
Kimberly Caldwell, the host of
forthcoming CBS show “Jingles.”
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As far as “new” music goes, I'm not
only talking about youth-appealingacts.
in Latin in particular, there are many
new or lesser-known acts that can ap-
peal to both a younger generation and
older listeners. But the marketing em-
phasis is always on standards that have
sold before. So we are increasing a sales
gap that already exists.

Naturally, it is difficult and costly
to break a new act. But the situation
we’re in is not the same one that ex-
isted 20 years ago. Back then, Latins
in this country predominantly spoke
Spanish and brought with them the
musical tastes and habits of their
home countries. Today, there is a new
generation that needs music that
speaks to lhem. But this generation is
not catered to properly.

And yet, labels are obsessed with CD There is no easy solution, but we must
sales above all. move as simoothly as possible into a tran-

The market is still there. Tt is generat-  sition where the CD is not the primary
ing more money than ever with mobile  source of revenue. Where deals are put
deals and with live performances. The  in place that allow labels to share in other
consumer is buying even more music  revenue streams; these don’t have to be
than before. But the CD is a tough sell. draconian 360 deals that include every

In fact, CD sales will inevitably con-  single piece of business, but can still
tinue to decline. But the fact that labels  bring ancillary revenue to the labels.

don’t bet on new talent makes things The fact is, digital is rising every day,
that much worse. We are pushing the  physical salesare going down, and the chal-
second generation of Latins here to pur-  lenge is to somehow level the two. ~ «-«

chase the music their parents bought.
This is not music they can fully identify ~ Awmir Agai is a partner in SeiTrak, a
with. So they move increasingly toward  management /entertainment firm with
the mainstream market. offices in Mexico City and Miami.
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bi BILLBOARD.BIZ POLL

Z Now that Sony has completed its buyout of Bertelsmann’s 50% stake
in their joint music label Sony BMG, which music company is most

likely to be acquired next?
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8% mm =

Ticketmaster --

13%
Warner/
Chappell

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

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

Letters shouid be concise and may be edited. All submissions published shalt become the
sole property of Billboard. which shall own the copyrlght in whole or part, for publication.
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>>>WMG
NARROWS
LOSSESIN Q3

Warner Music Group
said it posted a net
loss of $9 million, or
6 cents a share, inits
third fiscal quarter,
narrowing from a
loss of $17 million, or
12 cents a share, in
the same period last
year. Revenue in the
quarter ended June
30 totaled $848
million, up 5% from a
year earlier, but
down 1% on a
constant-currency
basis. Digital
revenue for the
period totaled $166
million, up 39% from
a year earlier, and
representing 20% of
total revenue.

>>>UMG
GRABS NEW
MILEY ALBUM
FOR EUROPE
Universal Music
Group has licensed
Miley Cyrus’ U.S. No.
1 album, “Breakout,”
from Disney Music
Group’s Hollywood
Records for
distribution in
Europe. The 15-year-
old pop vocalist/TV
star’s previous
albums as Hannah
Montana were
distributed by EMI
Music in Europe.
“Breakout” will be
released Sept. 1in
Europe by Universal
Music and in the
United Kingdom by
Polydor Records.

>>>02
LAUNCHES
SONY BMG
MOBILE STORE
U.K. mobile operator
O2 is partnering
with Sony BMG on
what it claims is the
first operator-
supported, major-
label mobile music
store. My Play will be
available exclusively
through the Web
portal O2 Active and
offer videos, full-
track audio
downioads and
reaitones. Fuli-
music tracks cost
£0.99 ($1.92),
videos are £1.50
($2.91), and master
ringtones are £3.50
($6.80).

VOEGELE TOUR

SOLO ACT

BY ANTONY BRUNO

Making

Free

Music Pay

Ad-Supported
Sites Navigate
Tough Ad Market

When MySpace {lips the switch
on its long-awaited music serv-
ice next month, advertising-sup-
ported free streaming is
expected to play a big role.

But the social networking bell-
wether will launch during an
economic slowdown, joining an
existing ad-supported music
market marked by declining ad-
vertising growth rates that have
affected even such Internet gi-
antsas Google and Yahoo. In this
kind of climate, how can start-
ups like imeem, Last.fm or My-
Space Music expect to survive?

While they still face hurdles
inattracting big-ticket advertis-
ing campaigns, imeem VP of
marketing and business devel-
opment Steve Jang says they're
doing just fine.

“We're somewhat insulated
from the overall macro down-
turn that's happening,” he says.

Jang specifically points to data
that shows spending on multi-
media ads—the kind most re-
lied on by ad-supported music
services—continues to enjoy ro-
bust growth.

Afier search advertising, dis-
play ads have traditionally cap-
tured the bulk of Internet ad
spends, with $4.4 billion in the
United States last year, accord-
ing to eMarketer. However, dis-
play ads are expected to grow
only modestly during the next
four years, barely doubling to
$9.3 billion by 2012. Meanwhile,
rich-media ads, which include
audioandvideo, will more than

quadruple in that time and ulti-
mately surpass display totals,
from just $2 billion last year to
almost $9.5 billion by 2012.

These are the kinds of ads that
online mmusic services are court-
ing. Forinstance, Last.fm late Jast
month introduced a new feature
giving advertisers the ability to
create ads that react dynamically
to the music played on the site,
essentially “moving” to the beat,
and imeem is experimenting
witha mixofaudio and video ads
that play between songs.

Last.fm, imeem and MySpace
Musicalso bill thetnselves more
as social networks than stand-
alone online music services.
Such networks are another
growth area for online ads, with
eMarketer projecting a 55%
growth in ad revenue this year.
While that figure is well below
last year’s growth rate of 163%,
it still outpaces growth in over-
all online spending.

Interms of positioning, these
ad-supported musicservices are
certainly associated with the
right growth areas of online con-
tent. But whether that strategy
works depends largely on their
ability to attract users.

“Brands primarily are look-
ing for volume,” eMarketer an-
alyst Paul Verna says. “Until
those sites can develop volume,
they’'re not that compelling.
Right now they're justablip on
theradar. . . Alotofadvertisers
are going to be sitting on the
sidelines waiting for these
things to happen.”

According to Nielsen Online,
imeem and Last.fm have made
great strides attracting eyeballs

ILLUSTRATION BY JESSE LEFKOWITZ

i

ISTARTS
Moustae

FILM MUSIC

inthe last year. In June, imeem’s
unique monthly audience to-
taled 3.5 million, up 122% from
ayear earlier, while Last.fm grew
97% to 2.6 million.

While that's a decent growth
rate, those user totals are
hardly the critical mass adver-
tisers look for when making
big bets online. So far, no ad-
supported music service has
yetto turna profit based on ad
sales alone, and the bulk of the
ads bought to date is consid-
ered largely experimental.

For example, a recent Jupiter
Research report shows that al-
though spending on social net-
works is increasing, the volume
remains relatively low overall.
Halfof the advertisers surveyed
spent less than 5% of their total
online budget on social net-
works this year, citing uncer-
tainty about their effectiveness.

“Each social network site of-
fers a wide variety of tactics to

www.americanradiohistorv.com

BOSTON BOUND

14

choose from, and in such a new
market, social marketers have
little or no performunce history
to rely on,” lead analyst Emily
Riley wrote in the report.

Music services aim to get
around this by focusing on their
ability to target ads based on a
user’s music preferences, along
with more traditional demo-
graphic information like age,
gender and location.

“Targeting either makes this
work or not work,” Jang says.

MySpace’s HyperTargeting
program is credited with dou-
bling the site’s CPM rate, and
75% of advertisers have been re-
peat users. But whether target-
ing ads based on music
preferences is any more effec-
tive than doing so based on
movie preferences or videogame
tastes is not yet clear.

CREAM RISES

18

‘It's powerful, but it’s not
something that is unique to
music sites,” Verna says. “It’s
kind ofan offshoot of behavioral

marketing. On the music sites,
it's specific to music, and if you're
looking to attach your brand to
music, then that’s exactly what
youwant. But it's definitely anal-
ogous of what happens with
other types of imedia.

As MySpace prepares to go
live with its music service next
month, it can only hope music’s
“cool factor” will be enough to
buck these broader Internet ad-
vertising trends and lure
brands to the fold. If success-
ful, it could have a trickle-down
effect on other ad-supported
music services. If not, the
major labels’ equity stakes in
these ventures won't be worth
as much as they hoped. -«

b. MOBILE: For 24/7 news and analysis on your cell phone
. |Z or mobile device, go to: mobile.billboard.biz
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>>>UNIVERSAL,
RAYOVAC

PACT FOR
DOWNLOADS
Universal Music Latin
Entertainment is
partnering with battery
maker Rayovac in
promoting full-track
online downloads in
Latin America.
Customers can find
codes inside battery
packages that can be
redeemed for free
downloads at Rayovac’s
Conexion Musica site,
conexionmusica.com.
The promotion is
running in Argentina,
Brazil, Mexico, Chile,
Colombia and Central
America. Featured Latin
acts include Axel, Luis
Fonsi, La Factoria, Wisin
& Yandel, Angel & Khriz,
Don Omar, Juanes and
Enrique Iglesias.

>>>ACM TO FETE
HONOREES AT
SPECIAL EVENT
For the first time the
Academy of Country
Music will fete its special
honorees and off-
camera winners from
the annual ACM Awards
at a separate event.
Martina McBride will
host the first official
Academy of Country
Music Honors Sept. 17 at
the Musicians Hall of
Fame and Museum in
Nashville. Those being
honored include special
award recipients Bill
Anderson, Dick Clark
and Brenda Lee.
Winners in the musician,
bandleader and
instrumentalist
categories will also be
honored.

>>>NEW
METALLICA TO
ARRIVE ON A
FRIDAY

Like its predecessor “St.
Anger,” Metallica’s new
album “Death Magnetic
will be released
worldwide off-cycle on
Friday, Sept. 12 via
Warner Bros. No reason
was given for the switch
from a traditional
Monday/Tuesday
release. In 2003, the
group’s label claimed
that Friday was chosen
to prevent pirated
copies of “St. Anger”
from entering the
marketplace.

(e lVEUNTeRS BY MITCHELL PETERS

STEPPING O

MySpace Records’ Kate Voegele Hits The Road

Since MySpace launched MySpace
Records amid great fanfare in No-
vember 2005, the fledgling label has
maintained a relatively low profile
and notched modest sales for most
of its releases.

But now the imprint is rolling out
its most aggressive promotional cam-
paign to date, with a sponsored head-
lining tour for singer/songwriter Kate
Voegele, whose current 40-date North
American trek is partially funded by
the University of Phoenix.

MySpace Records, which is distrib
uted by Interscope, has dabbled in
minor tour sponsorship deals for
rock act Sherwood. But the Voeg-
ele/University of Phoenix partner-
ship marks the label’s first major step
in seeking new opportunities for its
roster, which includes Pennywise,
Christina Milian, Meiko, Polysics and
Jordyn Taylor.

“This is the first full tour integra-
tion,” MySpace Records GM J. Scavo
says. “It will definitely not be our last.

Voegele has sold 450,000 song
downloads and tallied U.S. unit sales
of 189,000 for her 2007 debut album,

Don’t Look Away,” according to
Nielsen SoundScan. That far exceeds
the combined sales of 124,000 units
tallied by MySpace Records’ four
other album releases and an EP. The
label's second-best-selling single
artist release was Sherwood’s 2007
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album, “A Differeni Light,”
shifted 36,000 units. A multi-artist

which has 2005 compilation, “MySpace Records
Vol. 1,” has sold 51,000 units.

R — As part of its sponsor-

. At ship of Voegele's tour, the

University of Phoenix will

help cover some of her ex-

. penses in exchange for

signage in venues and

branding on MySpace.

> Voegele, who is a psychol-

ogy major at the univer-

sity, will chronicle her
experience on the road
through blogs and video
diaries via myspace.com/
kateontour. The 21-year-
old singer will also upload
exclusive behind-the-
scenes footage from the
jaunt, post bulletin up-
dates and maintain the
site’s “Ask Kate” forum.
Much of the content will
delve into Voegele’s at-
tempt to balance two col-
lege courses while playing
gigs each night.

“This is a huge bit of
awareness that you don’t
normally get unless you
have a brand partner-
. ship,” Scavo says. “She’s
" notonlygetting a multi-
million-dollar equiva-
lent of ads and awareness
on MySpace, but she’s

Researching Music

Forrester Deepens Industry Focus With Jupiter Buy

The downturn in recorded-
music sales is providing new

Jupiter and its parent com-
pany, JUPR Holdings, from

makes it a lot deeper.”

Jupiter’s researchrosterin-  says.

of these technologies,” he
“So we're trying to

also getting some of her tour ex-
penses covered.”

Tour sponsorships are a logical “evo-
lutionary step” for the social network-
ing giant, Scavo says, adding that the
pairing of touring artists with the ap-
propriate brand can also “buy good
will” with fans who visit MySpace.

“They’re going to see this offline foot-
print of their favorite online site,” he
says. “That can help strengthen their
trustin the brand and the experience.’

In her first role as a headliner
Voegele’s Back 2 School tour launched
Aug. 8 at the Glass House in Pomona,
Calif., and wraps Oct. 5 at Holloway
Hall Auditorium in Salisbury, Md. The
tour features support in various cities
from Matt White, Amy Kuney, Keaton
Simons, Brendan James, Josh Hoge
and Leslie Roy.

Voegele cut her teeth on the road in
2007 supporting such artists as Ben
Lee, Matt Nathanson and Natasha Be-
dingfield. She has subsequently raised
her profile with appearances on the
CW TV drama “One Tree Hill.”

With a handful of newly signed
acts that haven’t yet released al-
bums—including Milian, Taylor and
Mateo—Scavo believes there are
plenty of untapped sponsorship
opportunities. “I think signing
Christina Milian was a giant ‘get’ for
us.” he says, noting that the pop
singer will tour in 2009. “We're work-
ing all sorts of angles for her.

“She already has brands that want
to be partnered with her,” Scavo adds.
“Everybody else started from scratch
and we built stuff. For her, we're hav-
ing to pair it down to who the perfect
partneris.”

meaningful way,” Condon
says. “They’re looking at

business opportunities for
Forrester Research, whose
acquisition of rival Jupiter-
Research will bolster the
Cambridge, Mass.-based
company’s music industry
expertise and client base.

“When a business modelis
in flux, companies reach out
to us and say, ‘What’s going
to happen down the line?
What are the new opportuni-
ties for ways to make
money?’ ” Forrester Research
VP of marketing and strategy
research Cliff Condon says.
“It's when the world starts to
change that they come look-
ing for us.”

Withits $23 million acqui-
sition of New York-based
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MCG Capital, Forrester gains
82 employees and 350
clients. Forrester currently
has 1,000 employees and
posted revenue of $212 mil-
lion in 2007. Jupiter, mean-
while, earned revenue of
about $14 million in that same
year. Both companies provide
their broad base of clients
with technology-focused
market research and consult-
Ing services. Coverage of the
music industry has been a key
part of their business.
“There were more people
on the Jupiter side covering
music than on our side,” Con-
don says. “We’ve been cov-
ering it pretty well, but cer-
tainly adding Jupiter really
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cludes high-profile analysts
David Card, Michael Garten-
berg and Mark Mulligan, who
are widely quoted in the busi-
ness press about develop-
ments in the music industry
and digital media.

As the recording industry
struggles to find new ways to
generate revenue amid the
continued decline in physical
music sales, much of For-
rester’s commissioned re-
search projects focus on de-
veloping trends in digital
MP3 devices and
videogames. Those “repre-
sent a good side of the busi-
ness for me,” Condon says.

“The old business model is
radically changing as aresult

music,

www.americanradiohistorv.com

make sure we get a good
blend of the strategic view of
whatis coming down the line
and where the industry is
going, as well as making sure
we’re focused on what you
need to be doing today.”

Condon declined to reveal
Forrester’s music clients, but
says they span many areas of
the music business, includ-
ing label executives, tech-
nology companies and mar-
keters. The firm has seen
particularly heavy demand
for research about market
opportunitiesinthe Asia Pa-
cific region, he says.

“It’s the big global music
companies who are looking
to penetrate that marketina

what we’re [researching]
about the way people are
using these devices and
digesting music.”

Jupiter representatives de-
clined to comment on the
merger, referring all calls to
Forrester. In a blog posting
following the July 31acquisi-
tion, Jupiter president David
Schatsky wrote, “We have
not always seen things the
same way, and we have
scoffed at times at some of
Forrester’s market forecasts
and bold pronouncements on
the future. But Forrester has
alot of smart people and has
gotten a lot right. And they
have executed their business
strategy masterfully.” oee

ARI MICHELSON
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>>>USHER
SPLITS WITH
MANAGER,
PUBLICIST

Usher has parted ways
with his manager and
publicist. In a short
statement issued by
LaFace/Zomba, it was
announced that the artist
“has dissolved his
management
arrangement with Benny
Medina and has re-
engaged Jonnetta Patton
as his manager.” Mean-
while, sources tell 8ill-
board the singer and
W&W Public Relations
have also ceased working
together. A W&W rep
says the company re-
signed from the account.

>>>GOOGLE
TARGETS BAIDU
As expected, Google has
launched a free ad-
supported music search
service in China that will
compete with Baidu’s MP3
search service, the target
of several music industry
lawsuits. Google’s service
lets users search for music
by track or album title or
by artist name. It links
results to an authorized
Chinese digital retailer
called Top100.cn. Fuii
songs are available to
stream. Chinese artists
account for most of the
music on the service. The
service is not accessible
outside of China.

>>>LINKIN PARK
PREPS POST-
OLYMPICS CHINA
SHOWS

Linkin Park will return to
China for two concerts,
Ticketmaster’s Shanghai
office confirms. The act
will perform Oct. 12 at the
80,000-seat Shanghai
Stadium and Oct. 19 at
the 72,000-seat Beijing
Workers’ Stadium as part
of the band’s Music for
Relief tour, sponsored by
Puma. The concerts will
be the first post-
Olympics events at the
venues, which are
hosting soccer matches
during the games. Tickets
range from 160 yuan to
1,600 yuan ($23-$230),
and go onsale Aug. 10.

Compiled by Chris M.
Walsh. Reporting by
Ayala Ben-Yehuda,
Antony Bruno, Jonathan
Cohen, Gail Mitchell,
Andre Paine, Mitchell
Peters, Berwin Song and
Ken Tucker.

Sony Takes The Wheel

fter paying $900 million to buy out Bertelsmann’s stake in Sony BMG, the Japanese
electronics giant assumes control of the second-largest major label in U.S. market
share. It seems like a curious time to be doubling down on the music business but in

a message to employees, Sony chairman Howard Stringer said the move will lead to
“deeper integration between the music company and Sony’s products . .

a total entertainment experience to consumers.” Below we provide a history of Sony BMG by the

numbers and reaction from industry experts.
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WHAT THE EXPERTS THINK

Billboard asked Koch Records president Bob Frank, Greycroft partner Drew Lipsher and Vogel Capital Man-
agement president Harold Vogel to share their thoughts on Sony’s takeover of Bertelsmann’s BMG stake.

Did Sony pay a fair price? Or too much?

Frank: It'sa good deal if you take a long-term view and
believe that there will actually be growth again at some
point, which we certainly do. These are very early days
in the new recorded-music business.

Have label valuations bottomed out yet?
Lipsher: If the major-label groups can demonstrate
success in morphing the model and proving that they
add real value in the food chain, then the valuations
could go up. If not, the valuations will plummet.

Was this a smart move by Sony?
Vogel: 1 believe it was a good move for Sony as they
can easily handle the capital requirements, and Sony
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has numerous affiliated platforms on which to mon-
etize musicassets. Bertelsmann really didn’t have that
to nearly the same degree.

Inthe next year or two, what yardstick should be
used to gauge whether this deal was successful?
Lipsher: i think that leading indicators will . . . benon-
financial in nature, far more qualitative. How many
artists have signed with the company? How many new
artists have they launched/broken? How many new
revenue streams/opportunities have been created?
Have they transformed as a services-oriented com-
pany? [ also think that seeing them [develop] very in-
tegrated relationships with advertisers and ad agencies
will be a type of milestone to look for.

WWW.americanradiohistorv.com

“Year to gate through Aug 1. before the merger
Year to date through Aug. 3
SOURCE" Nietsen SoundScan

Are there any strategic shifts to expect from Sony
Music now that it calls all the shots?

Vogel: Finally, there will not be the frictions of hav-
ing two managenients on two continents trying to cre-
ate a growth business while sometimes working at
cross-purposes. Sony will move aggressively to inte-
grate the new assets into other media-related areas,
especially videogames.

What will be the next big music asset to go on the
block? EMI Music? Warner/Chappell? Someone else?
Lipsher: The private equity market is probably going
to take a wait-and-see approach even if it finds any
of these assets interesting. There may be more intra-
industry consolidation, but even that will face big
regulatory hurdles. If EMI breaks its covenants in
September, however, there may be an impetus for a
big transaction. “ee

MAURY PHILLIPS/WIREIMAGE COM
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VISIONARIES. ONE ON ONE.

Ellen Albert + Cameron Sinclair

How does design impact our culture? Whether rebuilding on the Gulf Coast in
the wake of a hurricane or designing the latest outpost of a worldwide brand,
Architecture for Humanity founder Cameron Sinclair and MTV Network/
VIACOM senior vice president of core services Ellen Albert advocate envi-
ronments that not only respond to practical needs, but that also transform us-
ers physically, emotionally, and intellectually. Together, these culture-conscious
creatives explore the global impact—and social responsibility—of design.

Part 04: Online August 15th, only at www.contract-visavis.com.
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Chasing
The Muse

Six Tips On How To Write A Good Song

There’s no foolproof formula for a hit. Some chart-top-
pers were composed in minutes, while others took years
to finish. Many were written solo and others were com-
pleted with collaborators. As part of BMI, Gibson and Bill-
board’s Industry Insider panel series, professional song-
writers met recently at BMI’s New York office to discuss
their craft with Bitlboard executive editor Bill Werde. The
panelists—whose credits include songs for Jennifer Lopez,
Teddy Geiger and Joss Stone—offered advice about how
to pen a successful record.

RICHARDSI)

FREIBERG

QUESTIONS

with JOSE ‘PEPE’' SERRANO

by AYALA BEN-YEHUDA

Independent regional Mexican entertainment company Latin Power Music has achieved some
rare feats. In the three years since it formed, it has broken new bands on both sides of the border
and has singlehandedly driven the popularity of “duranguense lite,” a poppy take on the brass-
and keyboard-driven genre. American Show Latin, its affiliated label that scored U.S. distribution
from Universal’s Machete Music last year, has charted 11 titles on Billboard’s Top Latin Albums
chart since last October. Latin Power also has a strategic alliance with legendary A&R man Domingo

Chavez’s Primetime Entertainment management firm.

In an interview with Billboard, Latin Power president Jose “Pepe” Serrano discusses how the

company runs its business and develops talent.

WRITE OFTEN.

“The mare you do it and the more you figure out ideas, the more it
sort wfgels putin your library of knowledge,” said David Katz, who
wroti thi: music for Cobra Starship’s “Snakes on a Plane (Bring It)”
and Boys Like Girls' “The Great Escape.” “After a number of years of
that, when you sit down in sessions you're just sort of eyeballing
somethdy else and trying to figure out what to do, things will popinto

your head because of the amount of things you've [already] written.”

PUTYOWRSELF IN UNFAMILIAR SITUATIONS.
“Prvaverygood piano player but I suck at playing the guitar,” said Daniel
Freiberg, whohas collaborated with such artists as Marc Anthony, Regina
Carter aud Steven Sater. “So I started teaching myself to play the guitar
and 1y s write sometimes on the guitar just to have different things.”
Curlis Richardson said it was a challenge to write a song for
then-T4-yearald Joss Stone. “At the time, they had an idea of what
her demographic was,” he said. “They would mention other artists
thatshe wanted the sound to be like, so technically you had to kind
offallinto thatin creating the record.” Richardson co-wrote “Don't
Know How” from Stone’s 2004 album “Mind Body & Soul.”

HOLD ©GMN TO UNFINISHED SONGS.

I was reading about Leonard Cohen, and we all know that song
‘Tlallehsjah' ecause it’s been covered 40 million times,” said Nate
Campany, who has written for the Click Five, Teddy Geiger and Back-
street Boyg *But what I didn’t know about that song is it took him
five years tewtite it and he wrote 94 verses, and after five years, he
picked lfﬁkil‘"favorites]." The lesson? “You don’t finish every ideayou
have every day in the shower,” Campany said. “But by working a lit-
tle bit on each idea, you'll hone your craft and sharpen yourself.”

ALWAYS BE READY FOR IDEAS.

“I gela kst of ideas when I'm showering for some reason, so |
havea shawer radio that has a recorder in there and | just sing
inie the thing with the shower going on,” Freiberg said. If you
don't hiave a recorder handy, he suggests calling your phone
and leaving your idea in a voice-mail message. “Yesterday |
was driving, I turned on the phone, and | called my own studio
number and sang through the phone,” Freiberg said. “Or if
you're a lyricist, always have a notebook.”

CONSIDER WORKING

WITH A COLLABORATOR.

Bringirig scmeone else into the creative process can pro-
videa vital spark to your writing, Campany says. “It’s kind
of like every single person you ever write with has heard
words differently and says words differently.” He added that
thesigntenllaborators “draw something out of me that only
they could.”

BEWARE: YOUR ASSESSMENT

OF A SONG MAY BE WRONG.

Richardsan recalled how he worked on a song he thought was
“way better” than another number he collaborated on with Jen-
nifer Lopaz and two other writers. But Lopez and LL Cool |
recorded that latter song, “All T Have,” which sat atop the Bill-
board T1al 100 for four consecutive weeks in 2003. “I was per-
plexed,” he said. “This record took five, 15 minutes to write
and was a throwaway to me at the time. You can’t call what the
artist is going to like, you can’t call what the label is going to
like.” .

artists but rather making the
chemistry, that we achieve
chemistry with our talent and
then make the hit.

What’s the next hot
genre after duranguense lite?
Isthat styleready to pass?

I still think it's growing and it’ll
reach its maximum point and

Describe your business
model.
Io have the artists’ careers weli-
controlled, it’s important to
have control of management as
much as publishing and the
record. . . we doitall in-house.
We don’t hire anyone. We do
the musical production with
our people, and we produce the
videos with our team. We do the
photography and design with
our own team. I've always
thought that the bigger com-
pany doesn’t eat the smaller
one, but rather the faster one
buys the slower one. This gives
us a competitive advantage over
everyone else in the industry.
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But the most important thing
here is that you control every-
thing. That's what guarantees
that the artist grows, or else the
record label could say one
thing, and could hire a com-
pany to do the imaging that
says something else, and the
hired producers could do
something else.

Do you first come up with
an idea for a group and then
look for band members to fill
it,ordoyoufindartistsfirst?
Sometimes we start with a
group and change their con-
cept. We tell them, “You guys
are this group, we want to make
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a group with this concept, you'll
help us fill it, we offer you this
guaranteed amount of money
whether you play or not, but if
you play you'll get a percentage
of the profits generated by man-
agement,” and we start to work.

Sothey’reonsalary?
They have a base salary, plusa
percentage [after recouping the
company’s investment]. That
way they don’t worry if things
are good or bad . . . We pay the
groups asalary, we take care of
the imaging and take the career
where we want it to go, and this
helps us grow the group quickly
. . . [otherwise] the groups start

SERRAND

to despair and do bad work and
the projects don’t end well.

Have any of your artists
reached acertain levelin their
careersandwantedout?
They go crazy, like all the artists
do. Really, we haven’'t had prob-
lems with anyone. The one
group we’ve had, we shouldn’t
say a problem buta difference,
was with Los Aliados [de la
Sierra]. But we came to a good
agreement and we're still work-
ing as a team. They’re still a part
of the label. We don’t manage

WwWWwWWwW.americanradiohistorv.com

them but we help them out
with things. We're friends at
the end of the day . .. Some-
times what artists don’t like
are the contract terms. When
there are problems in the con-
tract terms it’s better to reach
another agreement and keep
working together.

If an act doesn’t like the
terms, there must be 20
groupswaitinginlinetosign.
Every day we get five or 10 CDs
that come to each of our offices
... The problem here isn’t the

go down a bit, but it'll always
be around. I think the music of
Huichol Musical can become a
strong musical movement.
We’re just starting to work
them, but I think there’s a big
future [ for] that sound. We also
have artists in other genres
such as banda, in the case of El
Presumido, and a new nortefio
group we're working that will
be our first nortefio release.
Huichol’s sound is more tradi-
tional Mexican. He uses a
tololoche, a vihuela, a guitar
and aviolin. It's like American
country music mixed with re-
gional Mexican. .
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ead The Label

Def Jux, Dim Mak Use Merch To

When most people think of yard sales, they
might picture forlorn piles of musty old junk,
slightly stained clothes, dog-eared books and

discarded toys.
The

A yard sale held by Dim Mak

Records, however, is a different 4
Indies

CORTNEY

animal. Featuring free beer, food

and a DJ lineup to rival any A-list

nightclub, Dim Mak yard sales, HARDING
which have taken placein Los An-
geles, New York, Paris and Manila,
Philippines, serve to build the
label’s brand and to showcase the
wide variety of Dim Makmerchan-
dise available.

For many years, labels tended to focus their
merch energies on promoting bands; label-
specific merch was generally limited to a hand-
ful of perfunctory T-shirts, key chains and mugs.
But in recent years, two labels, Brooklyn’s De-
finitive Jux and L.A’s Dim Mak, have bucked
this trend and have begun to develop merch
lines dedicated to promoting not just their artists
but the labels themselves.

For Def Jux, expanding its label-specific
merch was a natural extension of the strong
brand it had sought to develop since its launch
in 1999. “We noticed that kids identified with
the brand early on in the life of the label,” co-

Push Their Brands

founder Amaechi Uzoigwe says. “We did Def
Jux-branded tours that did well. We were meet-
ing kids with Def Jux tattoos.”

When Def Jux launched
its online store in June,
it decided to offer more
label-centric merch be-
yond T-shirts, Uzoig-
we says.

“We have belt
buckles, which
sell like crazy,
and after we
noticed some
of our artists wearing dog
tags, we added those,” he
says. “And of course, we
have the sneakers.”

Influential graffiti artist
Phase 2 designed the
sneakers, which are cur-
rently only available at
the label’s online stofe
but will be at some retail
outlets this fall.

“I'm surprised at the
success of the sneak-
ers, although | always
thought it was such a cool idea,”

) o,
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Uzoigwe says. “But they’re not just a cool
thing for us to sell. They are a way for us to
speak to and grow our audience. We know a
lot of the kids, like our artists, are into sneak-
ers, and this was a way for us to say, ‘We fit
your feet and your lifestyle.’ ”
Dim Mak’s merch strategy focuses on
branded sunglasses and headphones, in
addition to T-shirts. But the label,
founded by JJ Steve Aoki, didn’t
start off th nking that its merch
would become such a huge part of
its business olan.
“l was CJ’ing at [fashion trade
show] Magic, and they gave
me a booth,” Aoki says. “I
had no idea what to do
with it, so | took some
label shirts we had

sitting around
and stuck anin-
tern in the
booth. People

came up to us
nonstop through-
out the confer-
ence to ask
about the shirts
and opportuni-
ties, and it evolved
from there.”

Aoki says Dim Mak
produces about 30 T-
shirt designs per season,

which are sold at fashionable boutiques like
L.A’s Kitson and Colette in Paris. All the T-
shirts incorporate the Dim Mak name some-
where in the design.

“The presentation of the Dim Mak name
varies from shirt to shirt,” label manager Ana
Calderon says. “In some cases, it’s really in your
face; other times, it’s more abstract. But we al-
ways have the name on the tag and hang tags.”

Aoki says he plans to expand the fashion line
in the future by partnering with a number of de-
signers and working with his sister, model/ac-
tress Devon Aoki, to design apparel that in-
cludes women’s wear and denim. He also plans
to hold more events like the yard sales and or-
ganizes fashion shoots where Dim Mak artists
model the label’s latest attire.

“The clothing does well,” says Aoki, who
declines to say what portion of Dim Mak’s rev-
enue is generated by apparel sales. Label
brand manager Mike Soops says Aoki’s DJ
gigs provide the bulk of the label’s income,
but that the clothing line comes in second,
ahead of music sales.

“The clothing line is more active right now,”
Soops continues. “The label just signed a
bunch of new artists, so we don’t know
whether the merch will continue to be such a
big chunk. But it has definitely helped us build
up our base of supporters and bring our core
community together.” oo

. For 24/7 indies news an
-b|Z see billboard.biz/indies.

“"Not Everybody Gets

A
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Happy Ending’

“Existential Baby”

“Test Confessional”

“Singer/Bassist Grog continues to fascinate with
her distinctive metallic confessions.” - Kerrang

“NEGAHE is the kind of ammunition that shoulid
take DSF to lofty new heights” - Rocksound

from Renaissance Records
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Sound
And Vision

IFC Expands Music Programming With PitchforkTV Pact

This fall, the Independent
Film Channel will be running
more music-related pro-
gramming—on-air and on-
line—than at any other time
in its 14-year history.

The latest addition to its
music programming roster:
online indie-music main-
stay Pitchfork Media, which
will provide IFC with mate-
rial from its Pitchfork.TV
video site, Billboard has
learned.

“Pitchfork Airwaves on
IFC” will begin airing by the
end of August. It will com-
prise eight-minute blocks of
original Pitchfork.TV pro-
gramming, including live
band performances and
artist interviews.

As part of its content

partnership, IFC will make
its own music programming
available to Pitchfork.TV.
The two sides are also ex-
ploring the possibility of
striking joint advertising
deals with marketers.

“The ideais to take a more
sophisticated approach by not
pandering to the audience,”
Pitchfork Media founder/pres-
ident Ryan Schreiber says.
“We’'re not trying to reach
everybody who could possi-
bly be interested. We will
make it for fans of this type
of music.”

It’s a mind-set that jibes
with IFC’s approach to this
type of programming. Air-
ing more music shows
leaves less airtime for its
core film-oriented program-

ming. But associating itself
with the world of independ-
ent music will help the chan-
nel burnish its credibifity
with viewers, so the ratings
and clicks its music content
generates are less of a con-
cern than how they reinforce
the IFC brand, according to
Craig Parks, IFC VP of digi-
tal media and a former pro-
ducer at VH1.

“Music programming was
never a big driver for VH1; it
was about relationships, cool
content and doing a lot for
brand,” Parks says. “We’re
looking at ratings as a longer-
term goal. It’s more about the
vibe and branding.”

The shift in programming
also gives IFC the opportu-
nity to sell sponsorships

and brand integration deals
to clients looking to asso-
ciate themselves with
music. IFC runs a mixture of
ad-supported TV shows, as
well as commercial-free
sponsored programming.
The company is targeting
such categories as retail
and auto as potential areas
of growth for advertising.
“Obviously IFC has a spe-
cific brand, demo and reach,
so there are certain advertis-
ers who wouldn’t want us,”
Parks says. “If you're looking
for 45-year-old moms, you’re
probably not coming to IFC,”
he adds. “We’re looking to
attract new sponsors or tack
on with existing advertisers,
such as Target and Red Bull.”
Online, IFC runs a blog
called the Indie Ear, which fol-
lows the world of independ-
ent music. Earlier this year,
the network also launched
Lunchbox, which spotlights
the latest viral videos and
covers trends in music, poli-
tics and film. In late July, the
channel launched a compe-
tition around indie label Mc-
Coury Music’s new compila-

tion album, “Moneyland,”
asking fans to create short
films for the songs, with the
grand-prize winner having his
or her creation aired on IFC
and posted onifc.com.

In the next month or two,
it will debut a still-unnamed
online show featuring a
round table of music jour-
nalists talking about the
state of independent music.

The LongGoodbye

Once-Mighty Record Clubs Fade Away

n two years when music clubs formerly

owned by Bertelsmann close their doors,

the industry will effectively sound the

death knell for mail-order record clubs.

In the past, this would have been cause
for celebration among store merchants. But
in a sign of how far the formerly high-pro-
file clubs have fallen, their imminent de-
mise will probably pass virtually unnoticed
by most retailers.

In July, Phoenix-based private equity firm
Najafi agreed to acquire Direct Group North
America, which includes the Columbia
House assets, the BMG music clubs,a DVD
club and the Bookspan book club. Terms of
the deal were undisclosed.

Although they will soon have a new owner,
Direct Group’s music clubs don’t appear
long for this world. In its 2007 annual re-
port, which was released in March before
the sale of Direct Group, Bertelsmann said
it would discontinue its CD clubs in 2010
“on account of the slump in the physical
music market.”

Last we checked, physical sales were still
slumping. More to the point, 2010 also hap-
pens to be when Universal Music Group’s
record club contract runs out, sources say.
The only other major still supplying Direct
Group’s music clubs is EMI Music.

Under Najafi’'s ownership, Direct Group’s
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management team headed up by Stuart
Goldfarb will remain in place. Najafi CEO
Jahm Najafi says he is taking a long-term
view of his new acquisition, which is ex-
pected to close in the third quarter. “Exit
strategies is not a variable that we analyze
when we acquire companies,” Najafi says.

Direct Group North America had revenue
of at least €939.6 million ($1.4 billion) ex-
cluding its Canadian operations,
in Bertelsmann’s fiscal year
ended Dec. 31. The company
also noted that Direct Group
North America had a €291 mil-
lion ($428 million) write-off due
to impairment of good will and
other intangible assets.

Music was the smallest prod-
uct category, behind DVDs and
books. Billboard estimates Di-
rect Group’s North American record clubs
generated 2007 sales of about $250 million-
$300 million. That’s a far cry from the esti-
mated $1.5 billion in estimated music
revenue the record clubs once generated in
the '90s, when the CD was just taking off
and Columbia House and BMG were still in
their prime.

Record clubs began driving music retail-
ers crazy in 1958, when the first ones opened
their doors. Back then, RCA-Victor, Capitol

Records and other labels, as well as entrepre-
neurs and even record store merchants, began
forming clubs that year. At the time, mer-
chants were afraid that clubs would eat into
their sales. Nor were merchants happy that
they’d be competing with their own suppli-
ers. They also feared the clubs would eventu-
ally be able to buy directly from labels, without
incurring the middleman costs associated
with buying from distributors.

By 1980, consolidation had
touched the record club busi-
ness, leaving only two primary
competitors: CBS Records’ Co-
lumbia House, which would
eventually become a joint ven-
ture between Sony and Time
Warner, and RCA Music Ser-
vice, which would later become
BMG Music Service.

The fierce competition between the two
clubs led to escalating record club promo-
tions. A typical early-’90s new-member in-
ducement offered 12 CDs for a penny, thanks
in part to the sweetheart licensing deals that
saw club costs fall to as little as $2.50 per
CD, Billboard estimates—far lower than the
wholesale prices that retailers were paying.
When CD sales started to decline this decade,
offers were toned down, and then market-
ing fell off sharply after the two clubs merged

wwWw.americanradiohistorv.com

in 2004. The lone exception infuriating stores
to this day is Direct Group’s yourmusic.com
site, which still allows consumers to buy any
single CD for $6.99.

Ironically, record club insiders complain
that all the loss leadering done by big-box
merchants is one of the reasons behind the
record clubs downfall, in addition to the
other usual laments voiced by conventional
retail, such as the fall-off of the CD and dig-
ital sales and piracy.

In its phase-down mode, Direct Group’s
music clubs will stop solicitations for new
members, sources suggest, although any-
one can still sign up online. Also, some
of the genre clubs will be, or already are,
consolidating.

Although traditional record clubs may be
going away, who can say that they won’t be
back as a digital subscription service? Until
now, labels have been loathe to license the
clubs digitally under existing CD terms. But
if the record club wanted to convert itself
into a digital club paying the same rates as
other subscription services, Direct Group
North America probably has a great data-
base of potential subscribers. A Direct
Group spokeswoman didn’t return a call
seeking comment. .

For 24/7 retail news and analysis,
G see biilboard.biz/retail.
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thing?’ ” says Lynn Lend-
way, who manages Z0O2 with
her husband, Bob Held.
“This is a nice little experi-
ment to see if it will trans-
late into sales.”

Despite appearances, IFC
insists it is not competing for
the same audience as MTV or
VH1, both of which now focus
primarily on scripted shows
and reality programming.

“What we're afteris thein-
dependent consumer and if
they go to MTV or VHI, great.

DON'T BE PART OF MUSIC HISTORY.

Also coming soon is “Z
Rock,” a semi-scripted 10-
episode comedy show that
follows the exploits of a fic-
tional rock band that plays
at children’s parties. The

show is loosely based on the
real-life experiences of the
band Z0O2, whose members
portray exaggerated ver-
sions of themselves, and
features cameos from such

I’m not sure how many of our
viewers are on MTV or VH1,”
Parks says. “l don’t know if
what we’re doing is owned
by MTV or VH1. | would argue
that it’s not.” wee

IEG/BILLBOARD TOUR SPONSORSHIP

SPONSOR/TOUR ESTIMATED FEE

Amway Global $1 miilion
Amway Corp.

Tina Turner North American

tour, 20-plus stops, October-
December

Fing’rs Edge $75,000
Pacific World Corp.

Presenting, Demi Lovato
concert, Quick Chek New Jer-

sey Festival of Ballooning,
Readington, N.1., July 26

Hyundai Genesis $150,000
Hyundai Motor America
Bumbershoot presented by
Samsung Mobile, Seattle,

Aug. 30-Sept. 1

Seagate $350,000
Seagate Technology

Download music festival, Los
Angeles, Philadelphia and

San Francisco, Juty-August

LEVERAGE

Direct seller atigned with Turner as part of @ multimillion-dollar
ad campaign to promote the Amway Global brand. Amway will
leverage the tie to promote its products—including its flagship
Artistry cosmetic line and Nutrilite vitamin supplements—and
talk up business opportunities offered by multileve! marketing.
1tatso willuse the partnership to reach young, prospective inde-
pendent business owners, as well as the families and friends who
influence their decisions.

Artificial nail brand is using music as a platform to build aware-
ness with teens and reinforce its differentiation from faux nail
brands that target ofder women. The brand sponsored Lovato’s
concert inpart to tap into the buzz surrounding the Disney Chan-
nel original movie “Camp Rock”; Fing'rs Edge galned exposure
on the festival’s TV spot, tickets to the concert and on-site sam-
pling rights. The sponsorship comes on the heels of a three-year
endorsement deal signed earlier this year with pop/rock singer
and former Mickey Mouse Club star Mylin, around whom it has
created a line of nails soid exclusively at Wal-Mart.

Auto manufacturer atigned with Bumbershoot to generate inter-
est around Juty's faunch of the Genesis, its first entry in the U.S.
near-fuxury segment. The unit of South Korea-based Hyundai
Motor reportedly has aliocated $80 million to promote the sedan'’s
debut, with roughly half of that going to TV ads and the rest to
grass-roots marketing, print and onfine efforts. The Discover Gen-
esis tour includes sponsorship of eight lifestyle and cultural events
from June through September.

Seagate partnered with the technology-themed music festival
to promote FreeAgent Go~a portable hard drive launched in Feb-
ruary—and to highlight its transition from an equipment suppler
to computer manufacturers to a consumer products company.
Thecompany activated the tie-inin muttiple ways, inctuding on-
site videogame competitions and text-message promotions and
off-site ticket sweepstakes at local Staples stores. Seagate also
sponsors San Francisco’s Shoreline Amphitheatre at Mountain
View, one of the Download festival's stops, and recently signed
with Denver's Fiddler’s Green Amphitheatre.

{w Compited by William Chipps, senior editor, 1EG Sponsorship Report

sponsorship.com

DEALMAKERS

AEG Global Partnerships pres-
ident Todd Goldstein, Amway
director of marketing services
Beth Dornanand managing di-
rector for North America Steve
Lieberman

Quick Chek New Jersey Festival
of Ballooning executive direc-
for Howard Freeman and Fin-
g’rs brand manager Marcy
Gonzales

Hyundai national manager of
experiential marketing Kathy
Faith

Seagate senior VP of consumer
solutions Pat King
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ARTIST(S)

Venue, Date

Attendance
DACIE Promoter

BRUCE SPRINGSTEEN & THE E STREET BAND

Sfﬂ?'ju?;a;;fgg: §1ast guthedolg, :r?r:éo;%outs New Jersey Sports & Exposition Authority
$4,560,337

BRUCE SPRINGSTEEN & THE E STREET BAND
$125/$100/$95/ :

“KET PRICE(S

GROSS/
i

$14,201,938
$95/$65

$45 2{1';‘5* Sl (FeEID e, eSS S Kraft Entertainment
53%,8;3.59;775/ VI, THE ALL-AMERICAN REJECTS

$45 Naw Yoric iy 4 3e0em HEES Concerts West/AEG Live
$3,931,995 KENNY CHESNEY, KEITH URBAN, LEANN RIMES & OTHERS

$101.50/$91.50/
$71.50
$2,804,107
(€1.786.135)
$196.24/$172.69 three seliouts

LyA:LW ) BON JOVI, THE ALL-AMERICAN REJECTS

$129/$95/362.50/ TD Banknorth Garden, Boston, 30,14
$47 July 9-10 two seilouts

$2,503,705 L0

$120/$85/$55 Xce! Energy Center, St. Paul,
Minn., July 19-

871
94

DLI Entertalnment, The Messina Group/AEG

i 46,
Ford Field, Detroit, Aug. 2 281 oo

TOM WAITS

The Ratcellar at Phoenix Park,

|

14,373 Aiken Promotions

Dublin, July 30-Aug. 1

Concerts West/AEG Live

29,205
two se'outs

COLDPLAY, SANTOGOLD
Unlted Center, Chicago, July 22-23 2

21056 two shows
NEIL DIAMOND

o
N
(=]

Concerts West/AEG Live

$2,425,592
$97.50/$49.50

(<]
-]
=
w

Live Nation

$2,136,410
$120/$85/$55 United Center, Chicago, July 26-27 :2:67siﬁoms Concerts West/AEG Live
$1,705,745 BON JOVI
($1800926 Canadian) ™ p h Saddled b
$IG9/S6950  Cataar, Albercs, uy 1 sl Calgary Stampede
$1,420,062 WelolWol- WY\ ] folclol¥0]
(51448393 Caradian) 17.259 " . . N
$95.59/$48.53 Bell Centre, Montreal, July 29 it Gillett Entertainment Group, Live Nation
$1,369,622 BON JOVI
(51369622 Canaciian) - .
$299.99/578.49 S:Slr;tgnnlal Park, Sarnia, Ontario, 12’,'23‘3 gg:((i::;fs West/AEG Live, Sarnla Bayfest
$1,314,545 BON JOVI, THE ALL-AMERICAN REJECTS
$122/$55/$39.50 m"g'cg;;fhfjggfy"‘,“i"s T lelo36 Concerts West/AEG Live
316370,885 BON JOVI
80/$70/$5!
§30 /o574 mﬁ&fﬁkﬁgﬁ'&'&"?"e’ feznvguzf Milwaukee Summerfest
SR-r X7 COLDPLAY, SHEARWATER '
$99.50/$59.50 TUG';«grand Garden, Las Vegas, 12,783[8 Live Nation, Andrew Hewitt Co., in-house
$1,234,024 COLDPLAY, SHEARWATER
$8950/34950 b pavilion, San Jose, Callf, July 18 o202 Live Nation
$1165,974 TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD
$99/$55 gm{esz(oc'!"‘ef- Omaha, Neb.,, 12:133«4 Concerts West/AEG Live
$1,148,589 TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD
$99/$55 ﬁganz'fe"'en Kansas City, Mo., l:r.ﬁfts Concerts West/AEG Live
$1,136,315 NEIL DIAMOND
$120/$85/$55 m'lg,cmfhf\jgr;fg;“"s. GECRID 5] Concerts West/AEG Live
$1,132,950 TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD
$99.75/$55 gltéfjhe'nges Forum, Tampa, lgl,lgsts Concerts West/AEG Live
$1,127,385 ROD STEWART

GM Grand Garden, Las Vegas,

$157.50/$52 50 12,417

Z‘ug. 2 sellout (izerse
$65/$55 tgﬂ:::mg,s}('sg eu";if'd' lgﬁggt] Jam Productions, Outback Concerts
$61/$51 AutoZone Park, Memphis, Aug. 2 lg;z)i? Jam Productions, Outback Concerts
O e A B e aten
0 Choyeme ety 82 Cheyenne Fronter Days

$247/$147/$72 Verizon Center, Washington, 8,331 I.M.P.

D.C., July 13.000

KENNY CHESNEY, LEANN RIMES

Riverbend Music Center, 20,542
Cincinnati, Juiy 31 sellout

TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD

N
w

$1,036,392

$8050/341.75 Live Nation, The Messina Group/AEG Live

$1,036,105
$99/355 Target Center, Minneapolis, July 23 lgflgstl Concerts West/AEG Live
$976.125 NEIL DIAMOND
$120/$85/%55 (Jluvlv;szt“Center. Omaha, Neb., 116“?;0:33 T
$954,281 TOM PETTY & THE HEARTBREAKERS, STEVE WINWOOD
$97.75/%$55 ’B:En}(ﬁll;r}tsic Center, Sunrise, lgyggu,‘g e
$877,669 NEIL DIAMOND ‘
OB eRaRae Jen 53 s e o
$792.080 JAMES TAYLOR
e A ?Jﬁle;g‘l:g%atre, poslanoslesy ;ISZ)BZeAHOUtS Nederlander Concerts
Y0, - B DAVE MATTHEWS BAND, INGRID MICHAELSON .
s Jqui/yeszt2Center, PrshaaneE: }5'5‘??8 Live Nation, in-house
$699,882 KUBE SUMMER JAM: LIL WAYNE, T-PAIN, BOW WOW & OTHERS
itelRi hitheatre, 19,558 :
BO/OIS N R A s B53 Live Nation
PPl JONAS BROTHERS, AVRIL LAVIGNE, DEMI LOVATO, BIG ROB
/0TS e e sy e
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Hello Beantown

MSGE Eyes More Deals After Wang Theatre Pact

Another week, another strategic
move with repercussions beyond
New York for Madison Square Gar-
den, this time in the form of a new
booking deal with the Wang The-
atre in Boston.

And Jay Marciano, president of
Madison Square Garden Entertain-
ment (MSGE), the Garden’s live en-
tertainment division, says more big
moves are coming on a wide range
of live entertainment fronts.

“If we're doing our job, we're con-
tinuing to grow the theater distri-
bution part of our business, and
we’ll also continue to grow the pro-
duction side of our business simul-
taneously,” Marciano says.

“The strategy is that we believe
there is an opportunity to continue to build
large-scale productions, and at the same time
we know that ultimately there’s a limitation
to how many productions an individual mar-
ket could support,” Marciano adds.

So what’s behind this unprecedented level
of activity at the Garden? “What’s driving it
is our success in New York and recognizing

MSGE’s booking deal with Boston’s Wang Theatre
marks its latest foray outside of New York.

we can apply that to other markets beyond
New York City,” Marciano says.

In Boston, MSGE has inked a multiyear co-
booking arrangement with the Citi Perform-
ing Arts Center in Boston (billboard.biz, Aug.
7). The marquee venue of the Citi Center is
the popular 3,600-seat Wang Theatre, where
MSGE will start booking immediately.

Assembly Line

IAAM Chief Says Better Market Info Needed

Probably more than anyone, Dexter King has
an ear to the ground as to how publicassem-
bly facilities are reacting to social and
economic pressures. As leader of the Inter-
national Assn. of Assembly Managers—the
broad-based industry organiza-
tion that represents the opera-
tors of arenas, auditoriums,
stadiums, theaters, performing

OnThe
Road

[n the information age, the key to the
IAAM’s relevance to members mirrors the
live entertainment business—really, any busi-
ness—at large: more information.

For the music business, that means keep-
ing track of who is buying
recorded music and concert
tickets, how they’re buying
then and what else they do with

arts centers and convention cen-
ters—executive director King is
constantly immersed in this
business. And lately, he’s been
sensing some tension among
his members.

“The perspective I'm picking
up is there’s a little bit of apprehension, a lit-
tle bit of unsureness as to what the future will
bring, so [ facilities] are starting to putin place
some contingencies just in case,” says King,
interviewed at the 83rd annual IAAM Con-
vention & Trade Show in Anaheim, Calif.
“They’re not going to spend money on certain
kinds of solutions they had on the radar or
had budgeted for. That’s what I've been hear-
ing over the course of the last few months.”

As for the touring market, King says he is
feeling “some unusual softness in the most
recent 60-90 days,” he says. “People have
held back spending money to buy tickets to
see something, unlessit’s a real barn-burner.
It’s sporadic.”
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their time and money. More
specifically for the venue busi-
ness, it means identifying
today’s consumers, trends and
best practices. IAAM has iden-
tified its objectives as two main
agendas, split between busi-
ness and educational missions, with the con-
stant being the need for receiving and
imparting information.

“We're pretty good at education, but that’s
current knowledge,” King says. “What we're
not particularly good at, and where we really
want to raise the bar, is new knowledge. That
requires data gathering, a focus on our re-
search, and that’s an area where you're re-
ally going to see us ramp up in the coming
three years.”

Under new president Robyn Williams, di-
rector of the Portland (Ore.) Center for the
Performing Arts, IAAM will roll out its Venue
Research Institute, which will be chaired by
outgoing IAAM president Steve Peters, pres-
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COURTESY OF IAAM

In the past six months, news of business de-
velopment projects has flowed from the Gar-
den, including staff restructuring and key per-
sonnel additions (billboard.biz, July 28),
strategic partnerships such as aninvestment
in mega-management firm Front Line (bill-
board.biz, June 11), venue acquisitions like the
Chicago Theatre (billboard.biz, May 11), new
content projects such as the arena touring
version of the Christmas Spectacular (bill-
board.biz, May 2) and plans for a $15 million in-
vestment in a multiday music festival in up-
state New York (billboard.biz, July 8).

Owned by Cablevision, MSGE also has
growing media distribution platforms, like its
cable music network Fuse, which has just em-
barked on a $15 million rebranding campaign
positioning the network as the only fully ded-
icated channel for music. The Fuse connec-
tion can be leveraged to attract artists (includ-
ing Front Line artists) to MSGE venues, as the
network seeks content and artists and events
seek exposure.

The Citi/Wang deal will leverage MSGE’s
relationships and expand the offerings at the
Wang Theatre. MSGE presentations in New
York include Cirque du Soleil’s first family-
themed production, “Wintuk’’; the Radio City
Christmas Spectacular, starring the Rockettes;
and such literary engagements as the Radio
City Music Hall Speaker Series. The Christmas
Spectacular successfully played the Wang in
2004 and 2006, “two very profitable runs”
that Marciano says were the genesis of the ex-
panded relationship.

Marciano says the plan is to book these

ident of venue management firm VenuWorks.
Research has always been part of IAAM’s mis-
sion, “but without major funding and with-
out it being a major emphasis—and there
certainly have been a lot of other emphases
since 9/11—we haven't been able to bring it
into the limelight and get a good solid laser
on it,” King says. “We need to have that data
to say, ‘This is how critical this business is to
an economy,’ whether it’s in backwater Mis-
sissippi, New York City or it’s in Dubai.”

Of course, knowledge for the public assem-
bly business is useless if it doesn’t ultimately
lead to more butts in seats. The business side
of the JAAM’s new mission includes com-
merce and advocacy, King says. “Commerce

MSGE venues in tandem, including the Bea-
con Theatre in New York (acquired last year),
Radio City Music Hall, the WaMu Theater, the
Chicago Theatre and, beginning immediately,
the Wang.

Asked if MSGE’s expansion will be limited at
all by geography, Marciano responds, “The
geographic reach is potentially unlimited, but
we want to be careful with every new theater
that we add to our portfolio that we have suf-
ficient content to justify the expansion.”

But it’s almost a given it will add to that
portfolio, including not only acquiring and
partnering, but building from the ground up.
“[In] major markets where there currently is
not a large-scale theater, we will look for op-
portunities,” Marciano says.

This two-pronged approach of content and
distribution is not without its competitors.
“On shows that we develop internally, at this
moment in time there’s not a tremendous
amount of competition and that’s where we
see the void in the marketplace,” Marciano
says. “On the controlling distribution side,
which means adding additional theaters in
our business model|, | think there is no short-
age of interest from people wanting to ac-
quire, own, operate or develop new theaters.”

What makes the MSGE model different, in
Marciano’s view, is that “we’re putting a lot of
effort into what we believe to be the higher-
margin side of the business, which is our pro-
ductions, and at the same time encouraging
the music business to use our venues,” he says.
“But we have not really entered the music tour-
ing space at this time.”

IAAM'’s 2008 conference at the Anaheim 1....;;_

(Cailif.) Convention Center was its highest-
grossing trade show, with more than 300
companies exhibiting.

is a selfish approach to business; in other
words, ‘What have you done for me lately?’ If
you're managing a venue, [you think], ‘What
has [[AAM] done to make me be more suc-
cessful in my building financially? ”
Meanwhile, the advocacy part of [AAM’s
work “is a selfless approach to the business,”
King says. “We do things not just to help
you and your building, but to help the en-
tire business environment. It may be help-
ing a piece of the business that’s tangential
to our business, and it may help them more
than it helps us.” e

b- For 24/7 touring news and analysis, see
IZ billboard.biz/touring.
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Who You Gonna Call?

Why Media Companies Turn To MSN For Online Streaming Video Events

When Control Room pro-
vided comprehensive online
coverage of last year’s Live
Earth concerts, it turned to
MSN.com to provide the
infrastructure.

When RCA sought a partner
to webcast Clive Davis’ famed
pre-Grammy Awards party in
February, it, too, chose MSN.

And when NBCdrew up its
ambitious plans to provide
thousands of hours of live and
on-demand video of all the
athletic events at this year’s
Beijing Olympics, guess who
the network turned to for
help? Yup, MSN.

Sowhat is it about the Mi-
crosoft online business unit
that lands it such high-
profile gigs?

On the surface, MSN may
not seem like an obvious
choice to host a webcast.

For one thing, it’s not the
largest U.S. Web portal.
(Yahoo is.) Nor does it have
the largest Internet search
business. (Google does.) And
there are plenty of other on-
line players, most notably
AT&T’s Blue Room, that also
provide exclusive online
footage from live events.

up to 30 feet away.

16 BILLBOARD

CUT THE CORD

Wires are so 1980. The new i2i
Stream from Aerielle allows users
to create ad-hoc wireless music networks by plug- [
ging one of the units into the source of audio (such
as an iPod, computer or stereo) and the other unit
into a set of headphones or speakers. The connec-
tion then streams the audio over a 2.4 GHz connec-
tion from the source to the extended device from

With multiple units, several users can share the
music simultaneously. Additional accessories in-
clude folding portable speakers and in-car stereo
connections. The basic one-pack sells for $70, with
atwo-pack running $120

Still, while it’s not the
biggest portal out there,
MSN’s ability to provide links
to news, user comments and
video to big events on its main
landing pages makes ita valu-
able marketing partner for
content providers hungry for
more eyeballs to monetize
their investments.

Moreover, MSN has the
power of Microsoft behind it,
which brings with it online
video streaming technology
like Windows Media Player
and the new Silverlight 2. In
addition, MSN and fellow Mi-
crosoft brand Windows Live
combined had a broader reach
than their key Web portal
competitors on a global basis,
with 212.3 million unique
users in june, compared with
189.9 million for Yahoo and
137.6 million for AOL, accord-
ing to Nielsen Online. Google
was the only Web brand with
a larger unique global audi-
ence in June, with 273.6 mil-
lion users.

Taken together, MSN has
quietly emerged as the go-to

-AB
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MSN is providing the multimedia infrastructure for
NBC's.online coverage of the Beijing Olympics,
—_imcluding events at National Stadium.

partner for content providers
interested in delivering highly
scalable online streaming
video events.

According to MSN GM of
entertainment, video and
sports Rob Bennett, the suc-
cess of Live Earth essentially
put the portal on the entertain-
ment map.

“Live Earth was a watershed
moment in MSN’s history,”
he says. “It showed us as
someone who can deliver not
only complex events in a way
that’s not overwhelming, but
also someone who can distrib-
ute an event on a global scale.”

Throwingup a link to view
various events taking place at
once is one thing. Doing so
in a manner that makes it
easy for fans to find exactly
what they're looking for, as
well as recommend similar
content, is another. Control
Room and NBC give MSN
props for how it presents
their material to viewers who
turn to the Internet for a cus-
tomized viewing experience.
NBC was especially keen on
ensuring that its Olympics
coverage included a strong
online component so
younger viewers could use
their computers while
watching the telecasts.
That would help the net-
work maximize viewer ex-
posure notonly to the athletic
events, but to the ads NBC
sold around them.

“If you spend any time
hanging out in a room of 25-
year-olds on the weekend,
you’ll find laptops all over the
place,” NBC Sports and
Olympics senior VP of digital
media Perkins Miller says.
Miller emphasizes that it’s im-
portant for the network to “de-
liver the content to them

where they want it.”

The more traffic MSN can
funnel to NBC’s Olympics
footage, the more money both
make from advertising. (MSN
gets acut of NBC’s ad revenue
as partof the deal.) Online ad-
vertising is expected to ac-
count for about 5% to 8% of
the more than $1 billion in ad
revenue NBC is expected to
rake in from the Olympics.

Control Room president
Aaron Grosky says MSN's
combination of software de-
velopment and marketing
prowess was central to its de-
cision in 2006 to partner with
the Web portal for Control
Room’s series of live concert
webcasts even though MSN at
the time was not known as a
content distributor.

“We were essentially going
to be the first entity to be pro-
viding content on a regular
basis to be carried across the
entire network,” he says.
“MSN had a bit of untapped
opportunity and potential.”

What interested the com-
pany most was MSN’s pres-
ence in 42 international
markets. Although each MSN
territory controls its own mar-
keting and promotion efforts,
Grosky credits its ability to ex-
ecute a marketing plan simul-
taneously across them all.

“That can be a difficult
thing to manage when trying
to launch a single piece of
content in the same day,” he
says. “It’s like releasing a rec-
ord and trying to have all your
marketing activities region by
region aligned . . . you won't
get true numbers, real view-
ers without that kind of a co-
ordinated approach.” .

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

OH SO SOCIAL

New studies conducted by
ABI Research find that mem-
bers of social networking
services like MySpace and
Facebook also consume
more content on their mo-
bile phones. Two surveys
done separately late last year
with mobile and social net-
working users revealed that
three-quarters of social net-
work users between ages 18
and 30 were twice as likely
to own a smart phone and
use it to access mobile con-
tent. ABI credits the fact that
many social networking
services are structured
around specific types of
media like music or photog-
raphy for the extension of
the same on mobile phones.

LOVE HIM TENDER

MySpace held a contest for
Elvis fans to win a trip to
Graceland in Memphis,
Tenn., by asking them to
submit videos of them per-

HOT RINGMASTERS.. ¢ Bilbeard
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CAN'T BELIEVE IT

RIHANNA

forming their favorite Pres-
ley song to the MySpace
Karaoke site. Sony BMG,
MySpace and Elvis Presley
Enterprises will pick the
winner, who will perform
thesonglive Aug. 12 during
Elvis Week 2008. Addi-
tional prizesinclude tickets
to an Elvis tribute concert,
DVDs and an as-yet-unnamed
MP3 player foaded with
Elvis performances.

IN THE AIR TONIGHT

Hoping to capture some
slice of the market domi-
nated by “Guitar Hero” and
“Rock Band” is XS Games,
which announced “PopStar
Guitar” for the Wii, coming
this October. The game fea-
tures the AirG controller,
which turns the Wii Remote
into an air guitar. The game
features a mix of more than
50 covers and master re-
cordings, including tracks
from Blink-182, 3 Doors
Down and Simple Plan.

2008
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BUST IT BABY PART 2

Vaults for his own “Mrs. Officer” (24-16) and
T-Pain’s “Can't Belleve It” (30-12), on which he
guests, makes Lil Wayne the second artist to
log five titles in the top 20 simultaneously. Who
was the first? None other than T-Pain last year.
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RAMON DE LA ROCHA/EPA/CORB

Hiram Bullock, 52, guitarist/song-
writer, died July 25 in New York due
to complications after a battle with
throat cancer.

Bullock was born to U.S. military
parents Sept. 11,1955, in Os:ka, Japan,
before moving to Baltimore with his
family at age 2. He began to study
piano at the Peabody Conservatory of
Musicin Baltimore and performed his
first recital at age 6. He played bass in
his high-school rock band before mak-
ing the switch to guitar. After moving
to New York and becoming a session
musician, Bullock recorded with such
artists as Sting, Billy Joel and Barbra

Streisand and toured
with Miles Davis and
James Taylor.

He was recruited
by keyboardist Paul
Shaffer to play guitar
in the World's Most
Dangerous Band on
“Late Night With
David Letterman”
from 1982 until 1984,
where he gained no-
toriety for playing
barefoot.

Bullock also was a
member of the “Sat-
urday Night Live” house band, and he
composed six songs for the 1992
Steven Segal film “Under Siege,” in
which he also had a bit part. In addi-
tion, he performed a popular jingle for
Subway, which aired during the Super
Bowl in the early 2000s. -—Evan Lucy

BULLOCK

Michael “Tom” Mooney, 63, touring
industry veteran, died June 15in Sher-
man Oaks, Calif., of a heart atiack.
Mooney is perhaps best-known in
the music industry for serving as a
crew member or tour manager for
such acts as Neil Diamond, Bob
Dylan, the Rolling Stones, Rod Stew-

art, Luis Miguel and Crosby, Stills,
Nash & Young.

Born in Boston, Mooney served in
Vietnam before starting his career in
1974 at Bill Graham’s San Francisco-
based FM Productions. His profes-
sional path alsoled him to work with
Fred Rosen and Ticketmaster, where
he helped develop up-and-coming
artists under the ticketing company’s
TM Showcase banner.

Much of Mooney’s touring career
was also dedicated to promoting con-
certs in South America and Europe.
He recently retired from the live
music business to focus on consult-
ing and event production for a vari-
ety of clients across the industry.

Mooney is survived by his wife,
Anne, who he met while on lour with
Diamond in 1978. At the time, Anne
was working for British rock pro-
moter Robert Patterson. Upon mov-
ing to Los Angeles, she continued
working in the concert business as
an executive at Ticketmaster.

Mooney is also survived by his
brother, Joseph, and mother, Lorraine
Mooney. Donations in his memory
can be sent lo the American Heart
Assn., 816 S. Figueroa St., Los Ange-
les, CA 90017. —Miichell Peters

COMPILED BY KRISTINA TUNZI

ktunzi@billboard.com

Michael Berniker, 73

Michael Berniker, 73, producer/mul-
tiple Grammy Award winner, died
July 25 in Great Barrington, Mass.,
due to complications from a kid-
ney disease.

Berniker was born June 30,1935,
in Brooklyn, N.Y,, and later studied
music and philosophy at Columbia
University. He then enlisted in the
Army, where he maintained a radio
show and organized a jazz festival
while stationed in El Paso, Texas.
After leaving the Army, he enrolied
inan in-house A&R training program
at CBS Records.

After leaving CBS in 1968,
Berniker became an executive at
RCA, where he signed such acts as
Juice Newton and Daryl Hall & John
Oates. in 1977, he returned to CBS,
where he created the Columbia Jazz
Masterpieces series. He also enjoyed
abrief tenure at Angel Records, and
he produced “American Dreamer,’ a
recording of Stephen Foster songs
sung by Thomas Hampson.

Berniker was best-known for his
prolific work as a producer, having

worked on Latinjazz, spoken word,
comedy and classic albums through-
out his career. He produced the first
three albums that Barbra Streisand
recorded for Columbia as well as
material by such pop and jazz artists
as Johnny Mathis, Perry Como and
Ben Webster.

He also worked with Eydie
Gorme, who won a 1966 Grammy
Award for best female vocal per-
formance for her version of “If He
Walked Into My Life,” which
Berniker produced. His work with
Cuban fusion band Irakere also re-
sulted ina 1979 Grammy Award for
best Latin recording.

Berniker was also heavily involved
with Broadway, and his cast record-
ings of five musicals included “City
of Angels” and “The WillRogers Fol-
lies,” the latter of which won him a
Grammy Award in1991. In all, he re-
ceived nine Grammys for his work.

He is survived by his wife, Heather;
ason, Mark, of New York; a daughter,
Judy Powell, of Boulder, Colo.;and
two grandchildren. —EL
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POWER
PLAYERS

Top 10 Mobile Executives

Join Billboard in recognizing the top 10 Mobile Executives in the
Music and Entertainment Industry.

issue coincides with the Billboard Mobile
Entertainment Live conference on September 9, 2008 at the
Moscone Convention Center, San Francisco, CA
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BY FRED VARCOE

Physical Rehab

Labels Turn To New CD Formats To Boost Sales In Japan

TOKYO—Major labels are hoping two new
enhanced-CD formats will boost physical
sales in Japan, where CD sales have shown
unusual resiliency.

Already on the market is Super High Mate-
rial CD, which Universal Music Japan and elec-
tronics maker JVClaunched in November 2007.
Universal has issued about 450 SHM-CD titles
to date and expects to release another 300 by
the end of the year. Other labels, including
Warner Music Japan and BMG Japan, expect to
begin issuing catalog albums in the new for-
mat in the coming months.

Meanwhile, EM] Music Japan is prepar-
ing to release titles in the Hi Quality CD for-
mal, which is slated to be rolled out in
September by Japanese optical disc manu-
facturer Memory-Tech.

Both formats claim to offer better sound than
conventional CDs through the use of new ma-
terials that they say make it easier to read disc
data. Unlike previous enhanced-CD formats,
such as Super Audio CD and DVD-Audio, which
failed to stir much consumer interest, SHM-
CD and HQCD are fully compatible with stan-
dard CD players. At the moment, there aren’t
any immediate plans to launch either format
in the United States or Europe.

Tower Records Japan merchandise operation
manager Takeshi limaizumi says SHM-CDs have
already logged “very good sales” at the retail
chain. He says the Japanese love of “collectibles”
and the possible availability of specifically re-
mastered SHM-CD reissues of catalog albums
could further boost the format’s popularity.

The launch of another enhanced-CD format
would probably draw disinterested shrugs in
the United States and Europe. But it's a some-
what different story in Japan, the world’s sec-
ond-largest music market, where CD sales have
been holding up better. During the first six
months of 2008, unit sales of CDs in the United
States plunged 16.3% from the same period last
year, according to Nielsen SoundScan. By con-
trast, physical sales in Japan managed to eke out
a0.9% gain during the first half of 2008 from a
year earlier, according to SoundScan Japan.

Universal Music Japan executive direc-
tor Hiroshi Aono says he believes SHM-
CDs have the potential to extend Japan’s

BILLBOARD AUGUST 16, 2008

nascent physical sales revival, which he
calls “unique among developed markets.”

Aono claims SHM-CD sales have totaled more
than 450,000 units to date, with a retail value of
1 billion yen ($93.3 million), and projects 2008
sales to total 2 billion yen ($186.6 million).

Although digital music s thrivingin Japan,
Aono says his label’s research shows that older
music fans still prefer physical media. “A rela-
tively large group of people—particularly those
in their late 30s—weren’t buying digitally and
wanted ‘packaged’ CDs,” he says.

To target that demographic, Universal has
released SHM-CD titles by such acts as the
Rolling Stones, the Police, jazz pianist Keith
Jarrettand several classical titles. SHM-CD re-
leases retail for around 300-500 yen ($2.80-
$4.70) more than the 2,600-3,000 yen ($24-$28)
charged for standard CDs.

Other labels are now testing SHM-CD. JVC'’s
Victor Entertainment will release 10 albums
in October, while Warner Music Japan will
rerelease several “unplugged” sets Sept. 3 by
artists including Eric Clapton and Neil Young.
A complete Led Zeppelin boxed set follows
Sept. 10. And by year’s end, BMG Japan will
issue catalog titles on SHM-CD by interna-
tional acts including Elvis Presley, Hall & Oates
and Jefferson Airplane.

BMG Japan senior VP of international labels
Hiro Tanaka says he hopes SHM-CD can “bring
back old customers and also reach out to new
ones” at a time when international repertoire
sales are falling. According to the Recording
Industry Assn. of Japan, first-half shipments
of international repertoire fell to 28 million
CDs, down 14% from the same period last year.

Some labels remain unconvinced of SHM-
CD’s appeal. A representative for leading Japan-
ese indie Avex suggests that SHM-CD’s impact
will “likely be limited” as the physical CD mar-
ket contracts long term, noting that Avex isn’t
planning any SHM-CD releases.

As for HQCD, Memory-Tech says EMI
Music Japan and independent label Pony
Canyon are planning to release 52 albums in
the format in September.

“We don’t consider SHM-CDs and
HQCDs to be rival formats,” an EMI repre-
sentative says. .o

Crow§s at the August 2007
U.K. Cleamfields festival held
on Daresbury Estate, Cheshire.

(c]Ne]" YAl BY RICHARD SMIRKE |

LIVERPOOL, England—James Barton, CEO of
the British dance music empire that thrives
under the Cream banner, readily concedes that
the global festival market is oversaturated. But
he adds that his own outdoor festival
franchise, Creamfields, has floated
to the top by working with the right
partners and listening to the
needs of its audience.

“We didn’t get distracted by
different trends, different fash-
ions or different concepts that
were going onin the market in any
particular year,” Barton says. “We've
kept electronic music and club culture core to
what the festival is about, and it’s still bring-
ing in new customers.”

Having originally begun in-1998 as a spin-

off from Liverpool nightclub Cream, this year
marks the 10th anniversary of Creamfields
U.K.—the company’s flagship outdoor live

event, which takes place Aug. 23-24 in Dares-
bury, Cheshire, and has a capacity of 40,000.
Building on Cream’s global expansion,
which began in 2000 with Creamfields Ire-
land, 2008 also sees 12 additional fes-
tivals staged in international mar-
kets, with events having already
taken place in Malta, Czech Re-
public, Romania and Spain. A
further six festivals are sched-
uled throughout South America
later this summer.

With the capacity for each event
varying from 10,000 (Maita) to 60,000
(Argentina), the total global audience for
Creamfields this year exceeds 500,000 peo-
ple, making Cream arguably the biggest live
electronic music promoter in the world.

“We’re in a fortunate position that when
we do deals for Creamfields around the
world we don’t have to invest,” Barton says.

>>>TYPHOON TAKES EMI

Hong Kong-based Typhoon has bought
out EMI Music’s stakes in two Hong Kong-
based joint ventures and has acquired EMI
Music Taiwan, dramatically downsizing the
major’s physical Chinese presence. EMI has
agreed to sell its stakes in the JVs for an
undisclosed sum to Typhoon, the company

headed by former EMI Music Asia chair-
man Norman Cheng. Since 2003, the com-
panies had been partners in Hong label Ty-
phoon Music and label/artist management
company Gold Label. Under the new deals,
Typhoon becomes EMI Music’s exclusive
licensee for physical distribution of in-
ternational repertoire in China and Taiwan,
while EMI has the option to release Ty-
phoon artists internationally. Typhoon also
becomes a nonexclusive licensee for EMI
digital repertoire in China and Taiwan. Ty-
phoon and Gold artists affected by the deal
include Taiwanese pop acts Jolin Tsai and
A-mei, along with Cheng’s son, Hong Kong
singer Ronald Cheng. EMI declined to com-
ment on whether the deal might result in
job losses. —Andre Paine

www.americanmdiohistorv.com
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>>>0Z MUSIC FACES
FIVE-YEAR SLUMP

The Australian recorded-music market will
continue to contract in the next five years,
consuitancy PriceWaterhouseCoopers says.
In its annual Australian Entertainment &
Media Outlook, the firm projects the retail
value of Australia’s recorded-music market
to decline by 6.8% in 2008 to $795 million
Australian ($729 million). PWC expects the
market to keep shrinking at a compounded
annual rate of 1.5% through to 2012 and says
the “rapid decline in physical recorded-
music sales is not matched by the growth
in digital music downloads and ringtones.”
The fallin the volume of CDs sales plus dis-
counting by retailers is also affecting mar-
gins, the report adds. —John Ferguson

>>>BRITS SHINE AT
MTV ASIA AWARDS

U.K. acts put up a strong showing at the
2008 MTV Asia Music Awards Aug. 3 at
the 6,000-capacity Arena of Stars in
Malaysia’s Genting Highlands resort. The
18-category ceremony was co-hosted by

ROLLING STONES: DAVID WEDGBURY/UNIVERSAL MUSIC TOKYO. THE POLICE: UNIVERSAL MUSIC TOKYO:

CREAMFIELDS STAGE. COURTESY OF CREAMFIELDS

CREAM DREAM

Ten Years On, U.K. Dance Fest Franchise Thrives
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“The brand is so strong and the concept is
so strong that people are prepared to take on
the responsibility.”

Creamfields tried to expand into the U.S.
in 2001 with festivals in Las Vegas and Long
Istand, N.Y. But the events were called off
after its partner Clear Channel Entertain-
ment (now Live Nation) said it wasn’t satis-
fied with ticket sales and “felt the shows
needed to be abandoned,” Barton says. “We
thought, with our experience, the ticket sales
were fine and were going to get stronger
and stronger as we got closer to the shows.”

A Live Nation spokesman declined to com-
ment. Barton adds, “We would love to put on
shows to be in North America, but at this mo-
mentintime, until we find the time to focus on
it or find the right partners to work with, there
are no firm plans.”’

‘

KASABIAN

actor/30 Seconds to Mars frontman Jared
Leto and Hong Kong actress/singer Karen
Mok. British winners, based on online pub-
lic votes, included Radiohead (innovation
award), Leona Lewis (breakthrough artist)
and Muse (“Bring Da House Down” award
for best live act). Linkin Park was named
favorite international artist in Asia and 30
Seconds to Mars won the video star award
for “A Beautiful Lie.” National winners in-
cluded pop vocalist Show Lo (Taiwan),
boy band Super Junior (South Korea) and
pop vocalist Nicholas Teo (Malaysia). In-
ternational performers at the event in-
cluded the Click Five, Panic at the Disco,
Leona Lewis, the Pussycat Dolls and
OneRepublic. —Christie Leo

>>>ADA PARTNERS
WITH FIRST NIGHT

Warner Music U.K.’s independent label dis-
tribution arm Alternative Distribution Al-
liance has signed stage show recordings
specialist First Night Records. The distribu-
tion deal with the London-based label is
effective immediately. ADA U.K. now dis-
tributes all physical and digital releases on
behalf of First Night Records in the United
Kingdom and lreland. First Night was

To ensure consistency across the board,
the Cream team in Liverpool still predomi-
nately handles the programming of each
Creamfields event’s lineup. But Barton adds
that efforts are made to ensure that each
event also reflects its individual local mar-
ket, with promoters, DJs and live acts often
chosen not because of their experience, but
because of what they can bring to the brand
and overall festival experience.

“What's special about Creamfields is that
you can feel the passion and the enthusiasm
that the whole team has,” says DJ Paul van
Dyk, one of the headline artists at this year’s
U.K. fest. “Everyone is there to enjoy elec-
tronic music.”

“The lineups that they do strongly appeal
to the market,” says Ben Spier, promoter with
Manchester-based dance brand Goodgreef,
which regularly hosts one of the main
stages at the festival’s UK. leg.

Spier cites the presence of alternative
rock acts Kasabian and lan Brown on this
year’s British bill as one way Creamfields
has diversified its appeal without alien-
ating its core fan base.

Following an investment of £1.7 mil-
lion ($3.4 million) in June from Cream’s
long-term partner, London-based media
investment group firm Ingenious (bill-
board.biz, July 15), Creamfields has ex-
panded its U.K. leg from a single-day
event to two days—a development that
Barton anticipates continuing for the
foreseeable future.

“We want 20 [international Cream-
fields] as soon as possible,” says Bar-
ton, naming northern Europe, Canada,
China, India and an additional event in
South America as possible areas of ex-
pansion. “We want to see how far we
can take this.” oo

Additional reporting by Ray Waddell.

launched in 1984 by music industry veter-
ans John Craig and Tony Edwards and has
since released nearly 150 cast recording
albums of West End and Broadway musi-
cals. The label was previously distributed
through Pinnacle. ADA U.K,, launched in
2006, provides sales and distribution serv-
ices for third-party labels. —Andre Paine

>>>TUIS TWICE THE SIZE

The 2008 New Zealand Music Awards is
expected to be the biggest yet, with the
event set for Auckland’s largest indoor en-
tertainment venue the Vector Arena. The
move—which coincides with the signing
of a new three-year sponsorship deal with
Vodafone—will double the audience ca-
pacity for the Recording Industry Assn. of
New Zealand event. “By holding the
awards in the Vector Arena we can include
3,500 music fans in addition to the 1,500
musicians and industry types,” RIANZ chief
executive Campbell Smith says. Popularly
known as the Tuis, the industry awards will
be held Oct. 8, with nominees to be an-
nounced Sept. 3. —John Ferguson

b- For 24/7 global news and analysis,
PIZ :ce billboard.biz/global.

BY LARS BRANDLE and TOM FERGUSON

Clearing The Way

Ruling Could Bring About Pan-European Licensing

LONDON—A European Commission (EC) rul-
ing ordering an end to the “anti-competitive”
practices of Furopean performance rights so-
cieties is being welcomed by broadcasters and
online musicservices, even as if triggers warn-
ings from rights organizations about dire con-
sequences for repertoire.

Under the ruling, the 24 European members
of CISAC, the international body for author and
composer rights societies, have 120 days to drop
territorial exclusivity clauses that prevent a
rights society from offering licenses to com-
mercial users outside their domestic territory.
They must also drop restrictions pre-
venting composers from moving to an-
other collecting society.

In short, the EC observed in a state-
ment that the ruling will “make it easier
for users to obtain licenses for broad-
casting music over the Internet, by cable
and by satellite in several countries from
a single collection society of their choice.”

Digital broadcaster Music Choice Eu-
rope, which filed a complaint at the EC
against CISACin 2003,
believes the ruling will
offer “smaller rights-
holders more control
and more money,”
Music Choice Europe
head of legal Chris
Johnstone says.

“I can see why some
collecting societies
might not like it,” John-
stone adds. “They're
going to have to be a lot more transparent.”

Meanwhile, cable operators’ irade organiza-
tion Cable Europe suggested the ruling could
spark wider-reaching reform, declaring itself
keen to cooperate with the EC “to work out a
new copyright regime” that it says “would stim-
ulate the development of new digital content
distribution services to the benefit of musicau-
thors, cable operators and all businesses who
seek to monetize the distribution of content in
new and innovative ways.”

The decision could also have significantim-
plications for online music retailers, which pre-
viously had to secure licenses in each European
country it wanted to do business. In a state-
ment, European Digital Media Assn. president
Andrew Cecil hailed the EC ruling as one that
will be “critical to the development of the on-
line music sector . . . and to ensuring that con-
sumers have access to a wide variety of content
through legitimate services.”

Not surprisingly, CISAC blasted the EC rul-
ing, arguing that it would “lead to a catastrophic
fragmentation of repertoire and therefore to
legal uncertainty for music users.” Billboard
understands some societies are contemplating
an appeal against the ruling’s implementation.
“All options are on the table,” CISAC director
of communications Marianne Rollet says.

Spanish collecting society SGAE’s director
of legal services Pablo IHernandez insists the
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ruling is “negative and generates confusion.”
So far, Herniandez says, SGAE has only had to
make “a few small adjustments to [some] con-
tracts” and will “make certain adaptations” to
its deals with other collecting societies during
the 120-day period.

But not all collecting societies are opposed to
the decision. At Dutch society Buma/Stemnra, di-
rector of legal affairs and new business develop-
ment Cees van Rij welcomes the ruling as a “logical
and foreseeable change of the rules of the game.”

Publishers are also sending mixed signals.
The ruling is a “wake-up call to those collect-

and Music
Publishers’
Assn. CEO
STEPHEN
NAVIN
(inset)

ing societies which aren’t efficient,” the United
Kingdom’s Music Publishers’ Assn. CEO
Stephen Navin says. “There’s a lot of opportu-
nity for reciprocal agreements to be modern-
ized—some societies account on an annual
basis, which is ridiculous.”

Universal Music Publishing Italy GM Clau-
dio Buja says that as a member of national so-
ciety SIAE, “we are with CISAC, but if the EC
decision isin favor of opening up the frontiers
and againstterritorial exclusivity, then we have
to adapt to this.”

But Hamburg-based peermusic Europe chair-
man Michael Karnstedt rails that the EC is “de-
stroying the proven system of the collecting
societies simply because they consider compe-
tition is needed.”

Karnstedt is a member of the board of Ger-
man music publishers association DMV. He
says DMV and German collecting society GEMA
“will check all legal possibilities” to preserve
the existing system.

EC competition commissioner Neelie Kroes
says the ruling will benefit cultural diversity by
encouraging societies to compete with each other,
offering authors and publishers the most attrac-
tive packages and administration rates. -«

Additional reporting by Howell Llewellyn in
Spain, Wolfgang Spahr in Germany and Mark
Worden in Italy.
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Remote
Control

Same Faces Blunt Award Show impact

The fifth annual Premios Juventud was
a ratings triumph July 17 for the Uni-
vision Network, becoming the most-
watched show in the United States
—regardless of language—among all
adults 18-34, according to Nielsen’s
Fast National ratings.

But the sales benefit for artists per-
forming on the show wasn’t quite as
stellar. Newcomer Flex, who made his
TV debut on the program, saw sales of
his album “Te Quiero” jump by nearly
60% from the previous week, pushing
it up two notches on Billboard’s Top
Latin Albums chart to No. 5. But no
otheractincreased sales by more than
20% except for Pedro Fernandez, who
gota 50% bump, but whose total
sales—Dbefore and after the show—did
not reach 1,000 units.

That’s a far cry from the 368% boost
in sales that Amy Winehouse’s album
“Back to Black” enjoyed from her five
wins and televised performance dur-
ing February’s Grammy Awards, not
to mention the 967% sales jump posted
by Herbie Hancock’s album of the
year winner, “River: The joni Letters.’

Of course, it's probably unfair to judge
the impact ofa mainstream TV showon
mainstream sales with the impact of a
Spanish-language show on a niche mar-
ket. But it’s hard to ignore the nagging
sense that conservative programming
decisions are limiting the ability of Latin
award shows to influence consumer
tastes and buying decisions.

We tooked at the eight main Latin
music award shows that have aired in

the past 24 months, an-
alyzing Nielsen Sound-
Scan data from
Billboard's Top Latin
Albums chart follow-
ing two Latin Grammy
Awards, two Premios
Lo Nuestro, two Bill-
board Latin Music
Awards and two Pre-
mios Juventud. In
most cases, immediate sales gains were
modest and, occasionally, virtually nil.

What's the problem? A key factor: fa-
miliarity breeds indifference. Simply
put, Latin award shows are most com-
fortable with proven hitmakers and their
tendency of booking
the same acts over and
over again appears (o
have dampened their

Latin
Notas

tud, for example, translated into
major gains for only one act: new Mex-
ican pop trio Camila, which was mak-
ingits award show debut. The result?
Its album “Todo Cambio” went from
No. 12 to No. 3 with 6,000 units sold,
an 80% gain from the pre-
vious week.

Similarly, the biggest
gainer during the 2007 Bill-

LEILA

impact on sales.
COBO

In thelast two years,
Juan Luis Guerra,
Wisin & Yandel and
Aventura have per-
formed on five out of
eightshows. Enrique
Iglesias has performed on four. And
Olga Tafion, RBD, Gloria Trevi, Pepe
Aguilar, Don Omar, lvy Queen and
Alacranes Musical on three each. More
than 20 other performers have been on
two of the last eight shows.

With repeated exposure, Latin award
shows seem to hurt their ability to incite
viewers to buy anything. But when fresh
faces appear, the reaction can be swift.

The 2007 edition of Premios Juven-

Al

board Latin Music Awards
was Mariano Barba, who
made hislive TV debut and
saw sales of his album “Ali-
ado del Tiempo” spike
50%. The other big gainer
was Calle 13, also relatively
new (although no stranger to TV),
whose perforinance helped its album
“Residente o Visitante” debut the fol-
lowing week at No. 1.

That’s nnot to say that new faces will
always be the biggest winners. Follow-
ing the 2007 Premios Lo Nuestro, the
leading gainer was established regional
Mexican star Jenni Rivera, whose “Par-
randera, Rebelde y Atrevida” re-entered
the chart at No. 53 with 2,000 units, a

FLEX

135% increase. And the Latin Gram-
mys seem to elicit powerful buying re-
sponses to established acts, perhaps
because many of the show’s viewers
aren’t Latin and are discovering music
that is new to them.

Of course, the exposure provided
by award shows is invaluable for
branding purposes and other long-
term benefits. But it’s also clear that
Latin award shows could boost their
influence among the buying public
by providing new or developing acts
with a more prominent spot in their
shows—or any spot at all.

We understand, of course, that
award shows are after ratings and not
talent development. But at a time
when the Latin music industry is
struggling with a sharp decline in
sales, it would behoove everyone to
step up to the plate. Booking up-and-
comers on award shows is a small
price to pay to have a decent pool of
performers for years to come. -

For 24/7 Latin news

biz and analysis, see
' billboard.biz/latin.

BACKTOMONO

Los Pikadientes Score With ‘La Cumbia del Rio’

Just four weeks after signing
to Sony BMG Norte, Mexico’s
Los Pikadientes de Caborca
are No. 13 on Billboard’s Hot
Latin Songs chart with “La
Cumbia del Rio.” Recorded in
scratchy mono, the swinging,
two-minute banda track with
guitar vaguely recalls the can-
tina scene from “Star Wars,”
with kooky characters on brass
and clarinet partying it up.
Los Pikadientes recorded
the song earlier this year and
it became a viral hit on
YouTube, where other users
shot their own videos for the
song, while other bands

20 BILLBOARD

posted their own renditions
of the track.

Sony BMG Norte VP of mar-
keting/A&R Nir Seroussi insists

the Pikadientes versionis the
original. Written by band
member Francisco R. Gonza-
lez Terrazas (no relationto the

Terrazases of either Grupo
Montez or Los Horoscopos de
Durango), it is published by
producer/manager Jose Juan
Segura’s Gypsymex. Segura
was also the A&R source for
Sony acts El Tigrillo Palma, Los
Cuates de Sinaloa and El
Compa Chuy.

“We tried recording it
againin multitrack, but it did-
n’t feel the same,” Seroussi
says, adding that the label de-
cided to “just go with this 3
a.m. drunk-ass recording that
has this feeling.”

Entravision Radio’s La Tri-
color started using the song
recently as background music
for some of its on-air person-
alities. “People started say-

ing, ‘Play the whole song,
please,’ ” La Tricolor PD Napo
Sanchez says. “It's something
that sounds really old, but
people like it.”

Segura produced the rest
of Los Pikadientes’ debut
album, set to drop Aug. 26.
Visas are being secured for a
promo run in September in
the U.S. When the group hits
TV, viewers may be surprised
that the guys behind the dirty-
old-man ode to drinking by
the river and moving your
culito are between the ages
of 18 and 25.

“This is summer,” Seroussi
says. “We can get away witha
lot of quirky stuff.”

—Ayala Ben-Yehuda

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

Billboardenespanol.com.

ericanradiohistorv.com

SUMO, OS
PARALAMAS ON VHI1
VH1Latin America is premier-
ing original episodes of “Be-
hind the Music” featuring Latin
acts beginning this month.
The 2008-09 season will con-
sist of four bimonthly epi-
sodes, beginning Aug. 12 with
Argentine rock band Sumo.
Up next are Brazil's Os Parala-
mas do Sucesso in October
and Argentina’s Virus in De-
cember. Mexico’s Gloria Trevi
wraps the seasonon adate to
be announced. VH1is distrib-
uted in 19 countries in Latin
America, where it reaches 29
million homes.

—Ayala Ben-Yehuda

INTERNET USE SOARS

Internet use by the U.S. His-
panic population is growing
faster than previously thought,
according to a new report by
research firm eMarketer. The
study, reported in Mediaweek,
revealed 52% of U.S. Hispan-
ics are now online—a figure
that adds up to 23 million
users, surpassing eMarketer’s
projection in 2006 that it
would take until the end of the
decade for the number of U.S.
Hispanics using the Internet
to surpass 20 million. The
growth is fueled by young,
bilingual, U.S.-born Hispanics,
but online advertising on
mainstream Web sites hasn’t
always been effective in reach-
ing that highly fragmented
group, the report found.—ABY

SCREEN DEBUT
Film/entertainment company
Maya Entertainment has ac-
quired the U.S. rights to Daddy
Yankee’s debut film, “Talento
de Barrio.” The film, starring
the reggaetdn artist in the title
role, will be released theatri-
cally in the United States in
September. The agreement
was negotiated by Yankee’s
longtime attorney/business
manager Edwin Prado with
film director George Rivera
and Maya’s Kevin Benson and
José Martinez Jr. Maya, which
is headed by producer Mocte-
suma Esparza and co-chaired
by Jeff Valdez, specializes in
Latin film and entertainment.
Yankee produced the film’s
soundtrack, which will be re-
leased Aug. 12 in the States.
—Leila Cobo

FLEX: EMI LATIN, LOS PiIKADIENTES: SONY BMG LATIN
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When you look at LIniversal Pictures’ corporate parentage, there’s no getting around
the fact that it’s a movie studio owned mostly by General Electric. And that means it’s
part of a conglomerate more used to betting its bottom dollar on washing machines
and lightbulbs than touchy-feely creative entities like movies and soundtracks.

Ta that and. Kathy Nelson, president of film music for Universal Music Group and Uni-
versal Pictures, has to strike a delicate balance between the constant innovations re-
guired in the fast-changing music industry and the need to satisfy the managerial man-

dates of har GE bosses.

In tandem with the release of the post-apocalyptic gearhead movie “Death Race”
(Aug. 22), Nelson and her team are debuting their record label, Backlot Records, to
primarily release the soundtrack digitally, accompanied by only a limited number

of physical copies.

“This was sort of like throwing our hat in the ring and seeing what comes up,” she
says. “ I’'d rather start out small and have everything be successful and grow it, as opposed
to starting out too big and having to scale it back down. If you have a track record and
there’s a confidence that you’ve done your homework and you’re not wasting anyone’s

time or money, then it’s easier to keep it going.”

It’'s an experiment, Nelson admits, but in a year when soundtracks sales have beenre-
juvenated, it may be an idea bright enough to compete with GE’s megawatt bulbs.

Talk about Backlot Records and
the digital release strategy.
The soundtrack to “Death Race” is
our first release that we're experi-
menting with, because it was very
safe for us to do this. It's elec-
tronic—the composer, Paul Has-
linger, did the whole score—so we
didn’tinclude any orchestra on the
soundtrack, and therefore there are
no new-use payments.

[Haslinger] used the guy from
Tool, [engineer] Joe Barresi, to mix
it. So it was approached as though
it was a movie score, but sort of with
the finishing touches of an elec-
tronic record like Nine Inch Nails
or whatever.

We had to come up with a name,
so we have Backlot Records. We
aren’t allowed to use the word “Uni-
versal” at all because of the music
world. (laughs)

The way things are going right
now I'm not really sure what our
percentage [will be] in terms of our
return—the return obviously has
to do with it if anybody buys it. But
the potential for our return is so
much greater. ] mean, we hardly

get anything when we go to a major
for distribution. [But soundtracks
are] valuable for us, to have our
scores available to people, because
where we really make our money
is in music publishing. So if other
movies use our score for their trail-
ers or commercials, that’s where
we really make our money. It’s not
so much in record sales.

We thought about other [movie]
titles [to debut the digital label] but
they were a little riskier, so we
wanted to sort of experiment with
something that was pretty much
bulletproof and bomb-proof. The
genre of this music is more inclined
toward an Internet consumer any-
way because it’s electronica. So it’s
fun and it’s an experiment for us,
but it's a safe experiment.

And “Mamma Mia!” continues
to do well.

It's all about ABBA. 1 think in the
L.A. Times, Colin Firth said,
“Everybody has to come out sooner
or later—Tlet’s face it, you either
love ABBA or you're lying.” And
mind you, [the sales are strong] not

Mia! scaling the charts and a
digital label in the works, the
Universal exec finds herself as
film music’s dancing queen.

because the record company is ad-
vertising wildly. It’s totally because
of the movie. It’s an experience,
and I think it’s going to be the gift
that keeps on giving. I think even
ticket sales have increased again
for the play.

The last time I think our studio
had something like this that con-
nected with music to this kind of
degree was “8 Mile” probably, which
people thought was going to be a
success, but T don’t think anybody
dreamed would be that successful.

It seems film and TV are in-
creasingly becoming places
for music to break, especially
since people can hear some-
thing and then immediately
buy it on the Internet.
Gone are the days where you
needed the support of a label to be
heard. There was a day when 1
could turn in a song for a movie
and the label would turn around
and say, “It’s not a hit,” and I'd
never get a chance.

Really it was “Gangsta’s Par-
adise” [by Coolio for the film “Dan-

gerous Minds”] that interrupted
that pattern for me, because none
of the label promotion heads, no-
body thought they could get that
record played. The video was sent
to MTV and they refused to add it.

[t really was [then-Walt Disney
Studios chairman] Joe Roth that
saw it. He heard the record and re-
alized it was the strongest market-
ing tool they had for the movie. He
just roadblocked TV with 30- and
60-second spots of the video. And
all of a sudden those same radio sta-
tions [started playing the song]. In
fairness to all the executives at the
record company, it’s not like they
didn’t send it out. Nobody would
play it.

But it really was one of those
magical things where it felt like
within minutes, phones litup. But
that's what the Internet is provid-
ing now.

And that sort of importance
must make it easier to get rights
for songs now.

Oh, my gosh, yes. Even the labels
have softened their positions and

have become so much more will-
ing because at the same time
music, TV, film and anything vi-
sual—commercials—has become
so much more important. There
was a time when a marketing per-
son at a studio—when [ used to do
this back in the day on the records
side—the marketing department
really thought you were like an an-
noying fly on their shoulders. Now,
I've literally had marketing people
say to me, “Music makes the cam-
paign.” Sothere’s [been]a complete
turnabout in how relevant music is
to a campaign.

What directors have an intu-
itive sense about the music in
their films?

It’s hard for anybody to talk about
music. You kind of have to hearand
respond to it because it's an emo-
tional response. It's not mathemat-
ics, it’s not logical necessarily.
Different directors will describe
what they want [differently].

Michael Mann described to me
what he wanted [ for] “Miami Vice”
by using colors. If you think about
an icy blue, you think about some-
thing cool and smooth. If you think
about purples and red, if you think
about black, it's dark.

Ridley Scott is a blast because
he’s great with music. He’s stub-
born if you have an idea that’s not
his idea, but it's not like he’s not
collaborative.

And we just joke that Jerry Bruck-
heimer used to always say, “I want
itto go up!” And it was sort of like,
“Up?” But we all knew what he
meant. Instead of going to a minor
chord, it goes to a major chord.

Sometimes the job is finding
out—knowing that they know what
they want, but [don’t know] how to
express it—and then that sort of
searching to find what thatis. --»

It’'s hard foranybody to talk about music. You
kind of have to hear and respond toitbecauseit’s
S

an emotional response. It
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Jennifer Hudson doesn’t drink
coffee. Doesn't like it, she says. ,

Doesn’t need it, counters her manager, Miguel g%

Melendez.

It’s 6:20 a.m. on a Monday morning in July,
and an uncaffeinated Hudson is busting
full throttle through her warm-ups during
a sound check for a performance on “Good
Morning America.” It was her first TV ap-
pearance in support of “Spotlight,” the
debut single from her first album.

Hudson shakes off any concerns about the
ungodly hour. (“The band got there at 4:30 a.m.,” she
notes.) Melendez, meanwhile, clutched his venti Star-
bucks as he watched. “Good Lord, she makes me feel
old,” he sighs.

It's easy to forget Hudson’s youth, perhaps thanks
to the years she's spent in the pop culture spotlight. At
26, her career path may be impossible to duplicate: She
went from being a choir singer at her church in her
hometown of Chicago to a Disney Cruise Line
chanteuse to an “American Idol” contestant to an Acad-
emy Award winner for best supporting actress for her
role in “Dreamgirls.” Thanks to the ever-expanding en-
tertainment landscape, what this means is that Hud-
son has built a significant career on a multiple-octave
voice—without releasing an album.

Allthat changes Sept. 30, when her self-titled debut
drops on Arista/RMG. Even under the guidance of
Sony BMG U.S. chief creative officer Clive Davis and
RCA Music Group senior VP of A&R Larry Jackson,
“Jennifer Hudson” faced a difficult task: With a voice
that can do anything and an artist who has generated
afan base from numerous outlets, how do you narrow
down what the album will contain so that it retains her
broad appeal?

The answer: You don't. “Jennifer Hudson” defies
classifying and will offer up everything from pop to
R&B to gospel.

“We are intent on being true to her, but at the same
time to establish that she is a recording star,” Davis
says. “She has the ability, she has the youth, she has
the range, she has the awareness.”

Jackson says the album came together during the
course of a year after “really making a true, concerted
effort not to push her in a contrived, young kind of di-
rection. We could easily do a trendy, faceless, inter-
changeable kind of record, and I can say proudly that
we stayed away from what could be a cliché with her.”

In the end, the theme of the album is simple: play
to the crowd. “Jennifer Hudson” features a gospel trib-
ute to her days in the church choir with a rendition of
“Jesus Promised Me a Home Over There” and a track
that Diane Warren penned for the singer’s lung-bust-
ing balladeer side, “You Pull Me Through.” The album
will also include the classic “And I Am Telling YouI'm
Not Going” from “Dreamgirls” and “All Dressed in
Love” from the recent “Sex and the City” soundtrack.

“Itis risky, because people expect you to just do one
thing,” Hudson says. “I'm going to take the chance and
show what else is a part of me.”

Besides Warren, among the collaborators on “Jen-
nifer Hudson” are Ludacris, Robin Thicke, Rock City,
Timbaland, Tank and the Underdogs. (“Who can’t
Clive get a hold of?” Hudson jokes.) The first single,
“Spotlight,” produced by Stargate and written and co-
produced by Ne-Yo, is No. 14 this issue on Billboard’s
Hot R&B/Hip-Hop Songschart. The plan is to roll out
the track to top 40 stations starting in September. So
far, digital sales are at 51,000 copies, according to
Nielsen SoundScan.

“l was in London at the time and I got this demo
from Ne-Yo,” Jackson recalls of the genesis of the song.
“I like to work between two and six in the morning,
and I was listening to this record at, like, five. Both lyri-
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‘Spotlight’ Gets Into
Another Groove
Within weeks of Jennifer

Hudson’s “Spotlight”
being worked to R&B
stations, RCA Music

Group senior VP of A&R
Larry Jackson started
getting calls.

One of the first came
from Young Jeezy. An-
other, from Rick Ross.

“Pm getting calls like,
‘Yo, won't you let me hop
on that remix?’ ” Jack-
son says.

Thanks to the song’s
frequent rotation on R&B
stalwart WVEE (V-103) At-
lanta—where Jeezy and
Ross live—some of the
heavy hitters in the genre
started doing their own
takes on the track, which
were then released to R&B
radio even before the orig-
inal version of the record
was worked at top 40.

It’s a strategy that’s
also being used to break
the song internationally
on the club circuit. Moto
Blanco’s remix is getting
play in Europe, Afroganic
is working its version on
the U.K. dance scene, and
Jackson says veteran re-
mixer Johnny Vicious also
is remaking the track.

For his part, Jackson s
thriled that “Spotlight”
is getting so much atten-
tion. “We’ve loaded up
the chamber in every re-
spect. We’ve got every
piece of insurance,” he
says. “We’re aiming for
ubiquity.” —AD

cally and melodically, it felt perfect for her.

Under contention for the second single is the sassy
collaboration with Ludacris, “Pocketbook,” on which
Hudson coyly threatens to use her purse to whump a
man who crosses the line between flirtingand leering.
The track was written by the Clutch and produced by
Timbaland, and when Hudson was recording the song
in London, Ludacris just happened to be in the studio
and offered his services. “He’s like, ‘I gotta get on that,” ”
Hudson recalls.

The label hopes that the album’s diversity will help
appeal to the broad spectrum of Hudson'’s fans,

from moviegoers to those who still pen irate blog

posts about her ejection in the No. 7 spot dur-
ing the third season of “American Idol.”

In a way, the album does demonstrate the
versatility Hudson showed on the reality show,
where she went from singing “(Love Is Like A)
Heatwave” by Martha & the Vandellas one week to
Elton John’s “Circle of Life” the next. There is, of course,
one key difference: “With ‘Idol,” you only get a minute
orsoto sing asong,” Hudson says. “You can’t show all
your talent in that moment. With each experience you
try to show more and more and more.”

Getting audiences to have the “Aha!” moment that
connects the recognition of Hudson from TV and film
to her available album is the job of Scott Seviour, RCA
Music Group senior VP of marketing.

“I think people have connected with Jennifer for over
the past five years,” he says. “Thankfully, she’s been
her biggest marketer since then—in doing all this pro-
motion for her movies, she’s talked about her album.
It's gone hand in hand.”

And it’s quite a promotional schedule Hudson has
ahead of her on the TV circuit; besides performing on
“Good Morning America” two months before the
album’s release date and a trip that same week to “Live
With Regis and Kelly,” she’s lined up to appear on “The
Tonight Show With Jay Leno,” “The View,” “Jimmy
Kimmel Live!” and “The Ellen DeGeneres Show” and
is in negotiations to appear on “The Oprah Winfrey
Show.” In addition, the week the album drops, she’ll
do a half-hour concert special on BET.

“It's a pretty interesting time in our industry where
the sales of records is just half of it,” Melendez says. “I
think the most important thing is to connect with fans.”

The strategy to get fans of Hudson the movie star
onboard the career of Hudson the recording artist may
not actually be much of a challenge; that was the path
of Davis’ own introduction to Hudson. He signed her
after he saw her screen test for the part of Effie in
“Dreamgirls.”

““That was the catalyst,” Davis recalls. “I called [Hud-
son’s theatrical agent] Nicole David at William Morris
and said, ‘I'd like to meet with Jennifer.’ I signed her
after she had done the ‘Dreamgirls’ filming and before
it came out. For my Grammy party in February [2007],
I agreed to showcase her.”

And what a showcase it was—the video of Hudson's
live performance of “And | Am Telling You I’'m Not
Going” at the event has since been placed on YouTube,
where it has tallied almost 1 million views.

Hudson has long been something of a YouTube star;
unofficial behind-the-scenes videos filmed by mem-
bers of her support staff feature her belting out songs
from the balcony of a hotel room in Venice (before she
worries that the staff is going to kick her out) and eat-
ing an ice cream cone while being chatted up by a fan.
Such off-the-cuff moments are becoming official with
the release of “Jennifer Hudson,” as her MySpace page
will feature segments about the making of the video
for “Spotlight”; in addition, a Yahoo performance ses-
sion is in the works.

Even on the dinky square screens of YouTube, Hud-
son’s presence as a live performer is undeniable, and
her label has been quick to employ it. She performed
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at the recent Sony BMG international managing diri-c-+"

tors conference in Rome and at a London benefit foar
Alicia Keys' charitable foundation, Keep a Child Alive.

She’s also performed in order to win over fans in the
corporate arena. Hudson sang at a recent Wal-Mart
shareholders meeting in Bentonville, Ark., and the
store is planning on giving her prime placement as
partofa marketing campaign the retailer islaunching
in October. For its part, in the wake of Hudson singing
at one of the chain’s corporate events, Target will re-
lease a deluxe CD package with as-yet-to-be-determined
bonus features.

While plans for a formal tour to support the album
haven't been solidified, label executives hope Hudson
can make some appearances after the initial crush of
album promotion is over, because the last part of the
year will see her resuming her other career.

She returns to acting with the Oct. 17 release of Fox
Searchlight’s “The Secret Life of Bees,” based on the
best-selling 2002 novel by Sue Monk Kidd. Set in 1964
in North Carolina, it stars Keys, Queen Latifah and So-
phie Okenedo as a trio of beekeeping sisters who take
in Lily, portrayed by Dakota Fanning, and her nanny,
Rosaleen (Hudson). (The film is co-produced by Will
Smith’s production company, Overbrook Entertain-
ment, and Melendez—who also is Smith’s manager—
says Smith’s wife, Jada Pinkett Smith, pushed the
project to the screen after she fell in love with the novel.)

Sound like Oscar bait? It is. Fox Searchlight was the
studio behind previous Oscar contenders “Juno,” “Lit-
tle Miss Sunshine” and “Sideways,” and “Bees” will
have its world premiere at the influential Toronto Film
Festival in September. (The lineup of the songs slated
to appear in “Bees” is in flux, according to Fox head of
music Robert Kraft. While it won't feature Hudson, it
is expected to include classic period favorites like “I'm
All Right” by Little Anthony & the Imperials, “Hippy
Hippy Shake” by the Swinging Blue Jeans and “Break-
away” by Irma Thomas.)

“I remember doing ‘Dreamgirls,” and that’sall 1 had
to do, and that was crazy,” Hudson says. “I would look
at Beyoncé, because she was doing acting and singing,
and I'm like, ‘How the hell can she do that?” Now I'm
looking at it like, ‘Oh, God, all right, if she can do it, if
Jamie [Foxx] and Queen [Latifah] can doit, then it means
it can be done.” ”

“We're happy to share [Hudson with the movies] be-
cause she'll get more couch time,” RCA Music Group
executive VP/GM Tom Corson says. “Instead of an artist
going on at 12:25, three minutes before the show’s over,
she’ll get the opportunity to sit down and talk about
her album and her movie.”

As it turns out, the rigors of a movie shooting and
promotional schedule are serving Hudson well in her
music career. For the video for “Spotlight,” Hudson
spenta 22-hour day filming with director Chris Robin-
son (who directed Keys’ video for “Fallin’ ” and Jordin
Sparks and Chris Brown’s “No Air”) in Los Angeles.
Thevideo is already airing on MTV, BET and VH1 Soul.

(Of note in the video is some product placement—
there's several lingering shots of a bottle of Campari
in a club scene—that came as a result of the label’s
strategic marketing department. While financial de-
tails were not released, the placement did help defray
production costs on the video.)

The final scene in the “Spotlight” video was shot at
4:30 a.m. and depicts Hudson, backlit, walking through
an alley toward the camera as she sings about an over-
bearing lover.

Again, Hudson eschewed the caffeine to help her
through the long day. Why?

“I loved every moment of it because that’s what 1
dreamed of doing,” she says. “I used to practice my lit-
tle moves for my videos in the mirror in my room, with
abrush in my hand. [ was going to live up every single
minute of those 22 hours.” .
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With An
Aggressive
Push To Lower
Wholesale
Prices And New
Plans To Entice
Customers,
WAL-MART
Looks To
Improve

Its Already
Impressive
Market Share
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Here s |

how negotiations with Wal-Mart
usually go: It says what it wants. And

then it gets it.

But in meetings with

all the major record labels in late July,
Wal-Mart showed a new side:

A willingness to listen to suggestions
and modify its plans as warranted.

By all accounts, this flexibility is a
change in demeanor for the giant
retailer, and it may be a response to

marketplace.

the broader changes in the
As the industry evolves

into a digital model, how can a giant
brick-and-mortar retailer adapt to
maintain profit margins and relevance
to the consumer? Wal-Mart’s strategy
is twofold: find a way to strike a deal
for lower wholesale pricing to placate
the shareholders and rework its
offerings to the consumer via a
combination of digital initiatives and
revamped in-store schemes.

WHOLESALE PRICING

Wal-Mart will easily reign as
top brick-and-mortar mer-
chant for years to come, as it
earned $12.7 billion in net in-
come on $374.5 billion in
sales for its fiscal year ending
Jan. 31 and tallied an 11.6%
increase in sales—from $85.4
billion in first-quarter 2007 to
$95.3 billion for first-quarter
2008. At the end of its fiscal
Q1 this year, Wal-Mart had
3,602 discount stores in the
United States and 593 Sam’s
Club outlets, a total of 4,195
stores. Italso had 3,148 inter-
national stores. The company
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said in a 10-K filing with the
Securities and Exchange
Commission that it expects to
open 170 Super Centers, 25
neighborhood markets and 25
Sam’s Clubs for an increase
of 220 stores in the United
States this year and another
400 internationally.

With that sphere of influ-
ence, it'’s no surprise that usu-
ally what Wal-Mart says, goes.
In those July meetings with
the majors, the retailer out-
lined a plan for wholesale pric-
ing. By October, Wal-Mart
hopes to merchandise its
music department so cus-
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tomers can shop it by price:
$13.88,$11.88, %9, %7 and $5,
a strategy it uses in its video
department (although with
different price points). In
order to support those prices
for music, Wal-Mart wants
wholesale costs for its rackjob-
ber, Anderson Merchandisers,
to be, respectively: $9.50,
$8.50, $6.50, $4.25 and $3,
sources say.

In return for the lower pric-
ing, Wal-Mart is telling the ma-
jors that it is willing to forgo
cooperative advertising and
other discounts, including
buy-ins, catalog merchandis-

Wal-Mart
expects
majors to
support Its
new pricing
scheme,
but it isn’t
drawing
alinein
the sand.
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ing programs and early-pay-
ment discounts.

While Wal-Mart expects the
majors to support its new pric-
ing scheme, itisn’t drawinga
line in the sand, much to the
relief of the labels. Instead, it
is inviting the majors to try to
work within the pricing pa-
rameters it has created.

“We are very encouraged
about these conversations and
the collaboration that is hap-
pening in the industry toward
giving our customers a better
value in music,” says Jeff
Maas, Wal-Mart division mer-
chandise manager for movies
and music.

Practicallyall label and dis-
tribution executives inter-
viewed for this article say they
are willing to try, but they also
expressed reservations.

“If we think there is an op-
portunity to place our titles
into one of these price buck-
ets, we will,” the head of sales
at one major label says. “But
don’tcounton us lo accept the
entire Wal-Mart blanket pric-
ing initiative.”

So far, the main sticking
point for the overall initiative
seems to be Wal-Mart’s de-
sire to have all catalog titles
priced at $9 retail/$6.50
wholesale. Executives are
wrestling with how to handle

that, but some of major-label
officials think that Wal-Mart
will allow each label the lee-
way to propose which of their
catalog titles should sell at
which price points.

After aninitial rollout, those
executives suggest, each title
will be measured for perform-
ance, and if Wal-Mart doesn’t
realize its profil and margin
goals, it is likely that labels will
be offered the choice to reprice
atitle or delete the album from
the chain's stores.

Nor is everyone happy
about the $11.88/$13.88 pro-
posal for superstar and star ti-
tles. “If their message s, ‘Low
prices every day,’ why not have
one price point at $12.88>” one
distribution executive asks.

With all that’s been done so
far, “Wal-Mart has modified
its stance and is not hammer-
ing their price points home to
the labels. But the big un-
known is what happens if you
don’t fitinto their pricing cat-
egories,” one label head of
sales says. “Say I try to work
with them and place most of
my titles into their various cat-
egories, but I have a big title
coming and I don’t want to sell
it to them for $9.50. What hap-
pens then?”

Another executive agrees.
“Some titles are just worth
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more than others,” he says.
“Not every title out there can
fit into a convenient box.”

Meanwhile, not everyone is
sure they can completely sup-
port the Wal-Mart plan. “We
are still sharpening our pen-
cils to see if we can make a go
of what they are asking for,”
the head of distribution at one
ofthe majors says. “We are en-
couraged that beyond the pric-
ing discussion that they are
also engaged in other ways to
improve the music depart-
ment and make the space
more productive.”

The closest analogy to Wal-
Mart’s wholesale pricing pro-
posal is Universal Music
Group’s jumpStart program,
but Wal-Mart’s strategy in-
cludes slightly lower price
points. JumpStart prices su-
perstar releases ata $10.35
wholesale cost, with the rest
of the front line carrying $9.49
titles and full-line best-selling
catalog, $6.06 for mid-line cat-
alog and developing-artist
pricing, and $4.69 for budget.
Currently, the other three ma-
jors’ front-line product typi-
cally wholesales anywhere
from $11.86 to $12.07.

Label executives say—to the
chagrin of some—that Wal-
Mart seems to be moving away
from the $9.72 promotion in

an attempt to establish its new
pricing schemes. That price
point goes for titles placed in
a corrugated stand outside the
music department, and it
raises sales by as much as 50%
on a unit basis, a label execu-
tive says. To get the $9.72 price
point, labels have to supply
product at $7.50.

Most of the product labels
pitched for that promotion
was either superstar catalog
titles or newer superstar re-
leases that didn’t meet ini-
tial sales expectations.
Occasionally, a new release
like Coldplay’s “Viva La Vida
or Death and All His
Friends” would also be fea-
tured in that promotion.

“Whatever Wal-Mart’s new
pricing strategy is, the labels
need to wake up and listen to
them,” Hastings Entertain-
ment director of music pur-
chasing Bryan Everitt says,
and then it should give those
pricing concessions to all ac-
counts. “I am in total agree-
ment with the Wal-Mart
pricing initiative, if they give
it to everybody. If they don’t,
I would hate to lose 40% of
our business.”

DIGITAL DILEMMA
The other half of Wal-Mart’s
strategy is more defensive

_ o late fees:

Wal-Mart is
implementing a
twofold strategy to
lure customers; the
in-store music areas
will receive increased
signage, and online
music sales at
walmart.com will be
in the unprotected
MP3 format.

Walmart
WAL*MART

In addition to
rethinking its music
merchandizing,
Wal-Mart is doing an
overhaul onits brand
imagery, including a
new logo (top) that’s
gradually being
rolled out.
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than offensive in nature. To
date, its digital effort has been
lackluster, capturing about
1.2% of the overall digital
download marketplace, or
0.2% of the overall U.S. music
market. Since the turn of the
century, Wal-Mart has been
the largest music account in
the States, but in the same first
quarter of 2008 when Wal-
Mart’s sales increased despite
a faltering economy, iTunes
was the No. 1 U.S. music ac-
count with nearly an 18% mar-
ket share, by Billboard
estimates, while Wal-Mart’s
share stood at 16.7%.

“Everyone thought [Wal-
Mart] could be a competitor to
iTunes, but nobody knows
where they are with their dig-
ital effort,” a senior label ex-
ecutive says.

While iTunes’ dominance
is expected to grow as digital
sales further eatinto physical
sales, Wal-Mart is planning to
relaunch its download store
as well as its online music
store that sells CDs, with An-
derson Merchandisers’ Liq-
uid Audio division supplying
the back end to the Wal-Mart
online initiatives.

Initially, Wal-Mart, like
everyone else, used a digital
rights management model for
selling downloads. But when
Amazon managed to sign up
all the majors for the unpro-
tected MP3 format, Wal-Mart
gave an ultimatum, telling the
majors it would pull their ti-
tles from the download site
unless it was supplied music
in that format too. While Wal-
Mart drew a line in the sand
in December and then had to
redraw it in January, eventu-
ally three majors agreed to
supply the site with music in
the MP3 format.

(Sony BMG Music Enter-
tainment agreed to supply
music in the MP3 format
under the condition that Wal-
Mart agree to its controversial
“agency model,” in which the
music company picks the price
the musicis sold at and the re-
tailers who sell the music then
get to pocket a commission.
Wal-Mart initially resisted the
agency model strategy, and al-
though no deal has been
signed, sources say the issue
hasbeen resolved. It’s unclear
which side gave in.)

“Wal-Mart is doing more
business now that they are in
the MP3 world, but shopping
their download store is still not
the greatest experience,” one
digital sales executive says. “I
don’t know how much of that
[was] due to the lack of Sony,
but Amazon churns out four
times as many downloads a
week as Wal-Mart. Wal-Mart
ought to be doing better, con-
sidering they have a year-and-
a-halfhead starton Amazon.”

CUSTOMER CARE

While Wal-Mart says enter-
tainment, electronics and toys
comprise 12% ofits business,
itdoesn'’t specifically disclose
music sales. Distribution ex-
ecutives place Wal-Mart’s
music business at $1.5 billion-
$1.8 billion, so while music
comes out to about 0.5% ofits
total $374.5 billion in sales,
the category is important in
driving traffic. “A customer
basket with music in it pro-
duces $40 more in revenue
than baskets without it, so
music will likely remain a part
of the Wal-Mart inventory
mix,” asenior distribution ex-
ecutive says.

Moreover, even though the
giant discounter may reduce
SKU count by about 15%, the
chain expects to offset those
sales through a remerchan-
dised music department that
will receive more customer
visits from stepped-up in-store
marketing efforts and a re-
designed in-store traffic flow,
label executives say.

An exec says he was will-
ing to experiment because
Wal-Mart is talking about
making the space devoted to
music more productive,
“which is why we don’t mind
a SKU scaleback, if we can
do more business with less
returns.” Currently, the
chain’s bigger stores carry
5,000-6,000 titles {(down
from 6,500), with smaller
stores carrying about 3,000.
One distribution executive
estimates that Wal-Mart will
pull 800 titles this time

tective of information.”
But the changeover does solve

Rackjobber

With Handleman
Out Of The Picture,
Anderson Takes The
Reins At Wal-Mart

For years, Anderson Merchandisers
handled about two-thirds of Wal-
Mart stores while Handleman han-
dled the other one-third.

But with the elimination of Han-
dleman from the music scene, the
question becomes: Who do you
compare Anderson’s performance
to? And who keeps it honest?
There are no easy answers—with
one rackjobber, efficiency may

Wrangling

come at the cost of a free exchange
of information.

Up until it ran into trouble and
entered the liquidation phase, Han-
dleman was always considered to
have better systems than Ander-
son. But Anderson was thought to
be stronger in marketing and seems
to have a closer relationship with
Wal-Mart—and it was better at
servicing Wal-Mart stores in terms
of getting product out.

An independent distribution ex-
ecutive says, “If you need informa-
tion, Handleman is much easier to
work with. Anderson is more pro-
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one problem: The two racks didn’t
have identical programs running
concurrently. “So | would have to
set up the titles for one month at
one rack and then set it up the
next month at the other rack,” the
head of sales for a major label
says. “Meanwhile, | am trying to
break an artist nationally and |
can't get one concurrent program.
That is ridiculous.”

With one rack setup, “it feels like
there is going to be a little more
transparency,” one distribution ex-
ecutive says. “Also, this means
there is not going to be three sides
to everything. All in all, it will be
easier to get things done.” —EC

| www.billboard.biz |
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around. (Clearly, it is not fol-
lowing a Target model. That
Minneapolis-based chain
carries about 775-1,500 titles
per store.)

Moreover, Wal-Mart also ap-
pears to be cutting back on an-
other highly successful tactic:
the “two-fer” versions of al-
bums it offers on big releases.
which comes with exclusive
DVD video content culled
from MTV, CMT and BET.
(The two-fers are expensive to
make, a former Handleman
executive says.)

But the majors don't seem
worried by this kind of SKU
reduction. “The titles we will
lose only represent 6% of our
business with the chain,” one
distribution executive says.
“By pulling titles, they will
be able to focus better on
fewer SKUs.”

Some executives in niche
genres worry that the SKU
reduction could hurt them—
but not all genres need to
worry. Wal-Mart remains the
largest seller of Latin music
and it does very well in the
Christian/gospel market-
place, distribution and label
executives says. And of
course, Wal-Mart dominates
country music, often ac-
counting for as much as 60%
of sales

In the meantime, inde-
pendents, which already aren’t
that well-represented in Wal-
Mart, don’t know what to
make of its impending SKU
reduction. “We know Wal-
Mart is a hit-driven account,
so we try to be realistic about
what it will carry of ours,” Al-
ligator Records president
Bruce Iglauer says.

1f Wal-Mart has one weak-
ness, it’s in marketing—an
area where Best Buy and Tar-
get are superior. On the other
hand, worldwide Wal-Mart
has 176 million shoppers
walking through its doors
each year, according to the
company’sannual report. In-
stead of using circulars and
TV spots like the other two
big-box contenders, Wal-
Mart likely will continue to
focus its marketing efforts
on store traffic—butin a
more intense manner.

One way Wal-Mart ex-
pects to redirect customer
traffic flow through the
music department is with
signage, which will make it
simpler to find and shoyp the
area. Wal-Mart also is talk-
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ing about creating exciting
endcaps that will merchan-
dise other things from an
artist beyond the CD (see
story, right).

And the primary way Wal-
Mart distinguishes itself to
consumers is through exclu-
sives, a practice begun by—
and until the last few years
—dominated by Best Buy. A
few years back, Wal-Mart be-
came aggressive in the area,
and subsequently the dis-
count department store
chain has landed the biggest
exclusives out there, includ-
ing the Eagles, Garth Brooks
and Journey, and it will soon
have AC/DC.

LOOKING AHEAD

With its new aggressive
stance on pricing and cus-
tomer relations—and the ex-
pectation that consolidation
will continue in the retail
level—Wal-Mart wants to
possess 50% of the music
marketplace within three
years or when the dust clears,
the head of distribution at
one major says.

“I don’t doubt they will get
there,” the head of another
major distribution company
says. “In 1995 when Wal-
Mart had 11% or 12% mar-
ket share, they said they
wanted to get 20% market
share, something
achieved about three or four
yeurs later.”

“With all due respect, they
have succeeded in their plan
as to what their roleis in our
industry,” says John Grady, a
partner at Red Light Manage-
ment. “Their goal wus to be
everyone’s overwhelmingly
No. 1 account. Considering
their size, volume and
store count, | don’t see
how they wouldn’t be-
come 50% of 1
our overall

they

business.”

With every- ‘
thingelse Wal- “‘ %
Marthas going
forit, the chain b
is “in the sweet
spot in the econ-
omy now, with
more people buying
into them,” Value |
Music president
Rob Perkins says.
“Sometimes it’s bet-
ter to be lucky than
smart, and Wal-Mart
is both lucky and
smart.” aoe

‘Wal-Mart’s

PPWal-Mart Sound
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e everyone’s
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—JOHN GRADY,
RED LIGHT
MANAGEMENT
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Artists Tune Up For
Wal-Mart’s Soundcheck
By Gail Mitchell

Sinatra-cool in a single-breasted black suit
set off by a black fedora and white shoes,
Ne-Yo stands before a microphone. Behind
him in the warm, smoky room, an eight-
piece band smoothly executes the open-
ing rhythms of “Because of You.”

Ne-Yo takes it from there. With micin
hand, he glides across the floor as his ex-
pressive tenor fills the room. As the song’s
final notes waft into memory, the hot lights
dim as adisembodied voice declares, “Cut.
That was perfect.”

Instead of a club stage, Ne-Yo is actually
standing on a Burbank, Calif., soundstage
filming an exclusive performance and inter-
view segment for Wal-Mart Soundcheck.
This intimate atmosphere is in keeping with
the up-close-and-personal feel the retailer
envisioned when it launched the in-store
and online music platformin 2006.

“We know our customers love music,
entertainment and pop culture,” Wal-

Mart business manager of music
and digital media David
Zieses says. “Soundcheck
engages them and brings
them closer to the music
and artists they love. it’s not
just about selling physi-
cal CDs anymore. Music
has become this rounded,
360-degree experience.”
Each Soundcheck—whether
featuring an emerging or estab-
lished talent—receives an exclu-
sive, two-week flight in-store. Cus-
tomers can watch the footage
on the stores’ high-definition
TV walls as well as on TVs
stationed in various de-
partments (i.e, health and
beauty, apparel) and at
the checkout aisles. Re-
inforcing these show-
ings are special store
signage, plus Sound-
check’s view-on-demand
online counterpart

(-

coupled with the chance to buy or preorder
albums or purchase MP3 audio tracks for
94 cents.

“The strategy is to raise awareness and
drive customers back and forth between
the store and online,” Zieses says.

More than 50 artists have participated
in Soundcheck, which offers two to three
new segments per month based on label
release schedules. The spotlights com-
prise either the aforementioned perform-
ance clips or artist-hosted listening par-
ties. June Soundchecks featuring Ne-Yo,
Nelly and Ashanti join previous musical
profiles of such acts as Sheryl Crow, Mariah
Carey, John Mayer, Rascal Flatts, John Mel-
lencamp and Fall Out Boy.

The Miley Cyrus Soundcheck launched
July 1in advance of her “Breakout” re-
lease (July 22). Playing now is children’s
music artist Laurie Berkner. Rounding out
the August attractions are New Kids on
the Block (Aug. 15) and Solange Knowles
(late August).

New this year as Soundcheck’s exclusive
sponsor is Unilever, the parent company
behind the Vaseline brand. Succeeding for-
mer sponsor Procter & Gamble, Unilever
has begun taking out full-page print ads to
further boost the program’s exposure.

Declining to divulge actual sales figures,
Zieses says Soundcheck’s extra exposure
has resulted in sales increases. Citing re-
cent segments with Colbie Caillat and Sara
Bareilles, he notes the retailer saw sales
spikes of 24% and 34%, respectively, during
their two-week windows.

Having completed his second Sound-
check, Ne-Yois a firm believer. “Wal-Mart
has been a huge, huge, huge supporter
of my career,” he says. His third Def Jam
album, “The Year of the Gentieman,” de-
buts Sept. 16.

“They took a chance when nobody
knew who | was or what my first album
was going to do,” he continues. “So we
always have to do something a little more
special for the wal-Mart shoppers.” - -

WALMART SOUNDCHECK


www.americanradiohistory.com

.. EXPERIENCE THx

MAYAMA

o . 2 3 i

A BENEFICIAL
BALANC

THELMA AOYAMA’S
‘Sobaniirune’ is a best
seller in digital and
physical formats.
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Digital Music Growth In Japan Offsets Decline Of Physical Market BY STEVE McCLURE

“EcosyStem” is a word that’s become fashionable to use when describing how different

elements interact in a given business model.

It has a special resonance for the recorded-

music business, which some say is headed for extinction, at least in its current form.
But in Japan—the world’s second-biggest music market—the mood is more upbeat, thanks
to what key industry players say is an business ecosystem characterized by an emerging
symbiosis between the physical and digital sectors.

Like other major music markets avound the world, the Japanese
market has shrunk inrecent years. In 1998, recorded-music produc-
tion peaked at 607.9 billion yen ($5.8 billion), according to the Record-
ing Industry Assn. of Japan, whose member companies account for
some 90% of recorded-music sales in the territory.

But in 2007, annual production had fallen to 391.1 billion yen {$3.7
billion), including music DVDs and videos. At the same, however,
there’s been strong growth in digital music sales in Japan in multi-
ple formats. The burgeoning popularity of such mobile-based digi-
tal-music products as ringtones, master ringtones and full-track
downloads helped boost overall digital-music sales 1n 2007 to 465
million units, up 26% over 2006, for a value of 75.5 billion yen ($699
million), up 41%, according to the RIA]J.

As a result, the overall Japanese recorded-music market—physi-
cal and digital—was worth 466.9 billion yen ($4.43 billion}, com-
pared with 461.9 billion yen ($4.38 billion) in 2006.

That’s a small increase (just 1%), but it means that Japan is still
the only major music market where expanding digital sales are mak:
ing up for the slide in physical sales.

“In Japan, the physical and digital markets are growing symbiot-
ically, and this seems to be a trend for the foreseeable future,” Uni-
versal Music Japan chairman/CEO Kei Ishizaka says.

Universal Music Japan’s recent success with “Sobaniirune (I'll Be
With You),” the second single by femaie vocalist Thelma Aoyama, is
acase in point. The track debuted digilally as a master ringtone Dec.
7,2007. But sales took off when it was released Jan. 23 as a full-irack
download and a physical CD single. Universal Music Japan says
“Sobaniirune” is the first single to sell 2 million full-track downloads
in Japan, some 90% via mobile downloads, in line with the overall
trend in the Japanese digital-music market.

And the label says the buzz surrounding digital sales of the track
has helped boost its physical sales to more than 550,000 copies, mak-
ing “Sobaniirune” the top-selling CD single so far this year in Japan.

Ishizaka says that thanks to this kind of physical/digital symbio-
sis, there are signs that the physical market’s decadelong decline
may actually halt, with hit single tracks as the driving force.

Another executive who subscribes to that sanguine view is BMG
Japan president Daniel DiCicco. “The still vibrant physical-single
market in Japan has been further bolstered by growing digital sales,
opening the door to more opportunities to develop new artists,” Di-
Cicco says. “In many ways, the growth of digital is spurring the total
growth of especially the domestic artist market. as single hits of
even debut artists are driven to new heights combining physical and
digital sules.” >>
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POPULATION: 127.7 million

AVERAGE EARNINGS: $19,135 per capita U.S.
CAPITAL: Tokyo

OFFICIAL LANGUAGES: Japanese
BROADBAND SUBSCRIPTIONS PER

100 PEOPLE: 25.6

MOBILE PHONE OWNERSHIP PER 100
PEOPLE: 80.6

MUSIC FACTS

SALES AWARDS FOR ALBUMS:
Platinum: 250,000 units

Gold: 100,000 units

TOTAL PHYSICAL UNIT SALES 2007:
318.6 million

TOTAL PHYSICAL SALES REVENUE: 391.1
billion yen ($3.6 billion)

MARKET SHARES 2006
2.4%

i International

repertoire

Domestic
repertoire

Classical
and other
repertoire

TOP THREE BEST-SELLING
DOMESTIC ALBUMS OF 2007:

El “Home,” Mr. Children (Toy’s Factory)

EJ “All Singles Best,” Kobukuro (Warner
Music Japan)

Kl “Exile Love,” Exile (Avex Marketing)

TOP THREE BEST-SELLING
INTERNATIONAL ALBUMS OF 2007:

Kl “The Best Damn Thing,” Avril Lavigne
(BMG Japan)

F1 “Because of You,” Ne-Yo (Universal Japan)

K “Unbreakable,” Backstreet Boys (BMG
Japan)

MEDIA FACTS

KEY NATIONWIDE RADIO STATIONS:

TOKYO FM: Flagship station of the 38-station
Japan FM Network.

J-WAVE: Tokyo-based flagship station of the
five-station Japan FM League, which besides
J-WAVE comprises stations in Sapporo, Nagoya,
Osaka and Fukuoka.

RETAIL FACTS

KEY BRICK-AND-MORTAR RETAILERS:
SPECIALISTS: Tsutaya, Shinseido, Tower
Records Japan, HMV Japan

KEY LEGITIMATE ONLINE RETAILERS: iTunes
Japan, mora.co.jp, Yahoo Japan, Daiki Sound,
Amazon Japan, HMV Japan
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@®Pro Tools HD3 ACCEL for PCle
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Billboard Live Japan Club and Restaurant opened in August 2007 with
Hanshin Contents Links serving as the master licensee of Billboard in Japan.

Billboard recently launched the Billboard Japan Hot 100, the Japan

[ JAPAN version of the US-based Hot 100 chart. Billboard Japan Charts include:
I r B Billboard Japan Hot 100 B Billboard Japan Hot 100 Airplay
R B Billboard Japan Top Albums

B Billboard Japan Hot Singles Sales

HANSHIN CONTENTS LINKS ALSO ENCOMPASSES THE FOLLOWING:

CONCERT VENUES Soul Bird MUSIC SCHOOL SPORTS TEAM

Hanshin provides live music experiences Specializes in gospel music, this program Home to the Hanshin Tigers,

in clubs, hotels and outdoor venues employees US-born teachers for classes Japan's most popular professional
throughout Japan. in Osaka, Tokyo and Fukuoka. www.souldbird.jp baseball team.

TG Ay e

HANSHIN KOSHEIN STADIUM SALES PROMOTIONS/PLANNING SIGNAGE PRODUCTION
Owned and operated by Hanshin, Hanshin will help you plan a special day Hanshin produces display
this is the official home of the at Hanshin Koshein Stadium with mascots billboards for stadium and
Hanshin Tigers. To-lucky and Lucky as well as team members. other outdoor media.

\ |

Cmgacr- REERR  EkTas W

Hanshin Noda Center Building 10F, 1-1-31 5505 Wilshire Blvd, suite 700, Los Angeles, CA 90036

Hanshin Contents Link Corporation gy £k ushimaku, Osaka 553-0001, JAPAN Booking Contact Tel:323-525-2212 fax:323-525-2273
Headquarter Billboard Live Japan =l = .
http://www.hcl-c.com Email: billboardlivejapan@gmail.com
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Sony Music Entertainment (Japan) CEO
Naoki Kitagawa says, “Record companies have
jointly established the infrastructure for [dig-
ital] music distribution services at an early
stage and have made efforts to develop busi-
ness models such as Chaku-Uta [master ring-
tones] and Chaku-Uta Full [full-track
downloads]. Such efforts have had positive
effects on current music-market conditions.”

Like Ishizaka and DiCicco, Kitagawa also
stresses the need to achieve symbiosis be-
tween physical and digital: “Itis important to
mix distribution services and package sales
more effectively in the marketing of music.”

But there’s concern in the industry as to
whether the digital market's growth can be
sustained, due to the apparent lack of a new
“killer app” mobile-music product to give the
market continued momentum.

“Major products and services which
might soon take the place of the existing
ones are not at the horizon yet,” Ishizaka
says. “But [ believe there is still consider-
able room for growth in digital, especially
mobile-music downloads.”

He says that of the 60 million mobile-phone
subscribers in Japan whose handsets support
music downloads, only 10 million actually
use their mobile phones in this way.

DiCicco says, “While most fans have al-
ready switched to higher-priced Chaku-Uta
Full from Chaku-Uta, there remains still fur-
ther growth ahead in the music-equipped
[third-generation] mobile phone base, and we
expect digital-music sales to continue to grow.”

While such domestic artists as Aoyama and
female singer/songwriter Utada Hikaru are
riding the crest of the digital-sales boom, for-
eign repertoire has been slow to find a niche
in Japan’s emerging music biz ecosystem.

RIA] data shows shipments of foreign
product (excluding music videos and DVDs)
in 2007 plunged 23% in volume to 62.6 mil-
lion units, for a value of 76.5 billion yen
($713.6 million), down 17%. Foreign prod-
uct accounted for 23%, in volume and value
terms, of recorded-music sales in Japan in
2007, compared with 27% and 26%, respec-
tively, in 2006. Industry observers say the de-
cline in sales of international repertoire is
part of a general trend in Asia.

One Japanese industry player that’s trying
to reverse that trend is Tokyo-based indie Host-
ess Entertainment, whose recent coups in-
clude securing the December 2007 release of
Radiohead’s album “In Rainbows” to striking
deals with Nine Inch Nails and Beck.

Run by transplanted Briton Andrew “Plug”
Lazonby since 2000, the company specializes
in sourcing, marketing, promoting and dis-
tributing finished product, with the basic idea
of getting international product into the hands
of Japanese music fans faster than the major
labels have traditionally been able to do.

DiCicco praises Lazonby’s development of
a “strong alternative channel” for interna-
tional artists.

Ultimately, the success or failure of any
music-business ecosystem depends on one
key element: hits, a point that Ishizaka never
tires of stressing.

“Hit singles are the major driving force” of
the industry, he says. “A&R people need to es-
tablish new creative and business models to
meet the needs of the times and put more em-
phasis on producing great and thrilling sin-
gle tracks.”
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ARTISTSTO WATCH

Rising Acts In The Land Of The Rising Sun

JERO

Japan’s brightest new enka (traditional ballads)
star is Jero, a young American singer with
African and Japanese roots. Born and raised in
Pittsburgh, Jero fell in love with enka atan early
age. At 5 he was already singing enka to his
grandmother, a native of Yokohama. Fulfilling
a promise he made to her that he would become
a professional enka singer, Jero moved to Japan
at age 21 and earned a deal with Victor Enter-
tainment. On Feb. 20 Jero released his debut
single, “Uniiyuki (Ocean Snow),” which reached
No. 4 on the domestic hit chart thanks to the
unique combination of Jero’s hip-hop image
and his smooth vocal stylings. He released his
first mini-album, “Covers,” June 24, and it
reached No. 6 on the Billboard Japan chart.

SUPERFLY

Resolutely retro describes the '60s and '70s rock-
influenced sound of Superfly, a one-person
“unit” comprising female vocalist Shiho Ochi.
Superfly was originally formed in 2004 by Ochi
and guitarist Koichi Tabo and debuted on
Warner Music Japan in April 2007 with the sin-
gle “Hello Hello.” After Tabo left Superfly, Ochi
scored her first major hit with the single “Ai wo
Komete Hanataba wo (Give Some Flowers With
Love),” which was used as the theme song to
TV drama series “Edison no Haha (Edison’s
Mother).” That track got Recording Industry
Assn. of Japan gold certifications as a mobile-
and PC-based digital download, and Superfly’s
self-titled debut album, released in May, reached
No. 1 on the Japanese chart.

TSURU

Wearing Afro wigs while mugging for the cam-
era may not be the most original promo tactic,
but it seems to have done the trick for Tsuru, a
trio whose wacky public image distracts some-
what from the fact that it plays straight-ahead

J-pop, with a hint of disco on tracks like “Odor-
enai to Fever (Can’t Dance Fever).” The mem-
bers of Tsuru hail from the town of
Tsurugashima (“Crane Island”) in Saitama Pre-
fecture. Tsuru debuted March 19 with the sin-
gle “Aino Gongu (Love Gong)” on Warner Music
Japan, and second single “Natsu no Bamono
(Summer Demon)” is currently used as the
theme song for the Fuji TV network’s “Gegege
no Kitaro” cartoon series.

THELMA AOYAMA

Thelma Aoyama, a native of Nara in western
Japan who is one-quarter Trinidadian, has be-
come a fashion icon for young Japanese women,
who copy her trademark look by wearing white
headphones and carrying large tote bags.
They’ve helped Aoyama’s second single,
“Sobaniirune (I’ll Be With You),” become the
first single to sell 2 million mainly mobile full-
track downloads in Japan, according to her label,
Universal Music Japan. The track was released
as a master ringtone last December and as a
full-track download and a physical CD single in
January. “Sobaniirune” has also sold 3.2 million
master ringtones and 1 million ringback tones.
UM] says the track is so far 2008’s top-selling
physical CD single in Japan, moving more than
550,000 copies.

SHOTA SHIMIZU

Shota Shimizu is proof that the appeal of clas-
sic R&B is timeless and universal. At just 19,
the Osaka native has already established him-
selfasa bright star in the J-pop firmament with
covers of such classic tunes as “Stand by Me”
and new, self-penned material. Shimizu first
made a name for himself by collaborating with
established acts like male rapper Dohzi-T and
female vocalist Miliyah Katoh, as well as per-
forming at New York’s Apollo Theater. He made
his major-label debut with the single “Home

www.americanradiohistorv.com

#5,” which was released Feb. 20 by Sony Music
Entertainment (Japan). It reached No. 5 on the
Japanese singles chart, while Shimizu’s second
single, “Aishiteru (I Love You),” released June
4, made it to No. 4. Shimizu is set to play sev-
eral festival dates during the summer.

KIMAGUREN |

“Life, love and local”’—those three words are the
leitmotif of pop/rap duo Kimaguren, another
J-pop act whose image is closely tied to taking
iteasy during Japan’s hotand humid summers
and maintaining an upbeat attitude. That fits,
given that the duo’s members, Seki and Kurei,
hail from the beach community of Zushi, south
of Tokyo. Kimaguren’s music features English
and Japanese lyrics, reflecting the fact that Seki
spent part of his childhood in Singapore and
Kurei attending university in the United States.
The duo made its major-label debut Feb. 20 on
Universal Japan with the single “Aenai Uta (Song
of Not Meeting)” and gained widespread expo-
sure when its song “Life” was used ina TV spot
for KDDI’s au mobile-phone service.

SOUTAISEIRIRON

Believed to be the first Japanese band to have
broken via MySpace, Soutaiseiriron (Theory of
Relativity) has successfully combined viral mar-
keting with a deliberate aura of mystery—no
interviews, no band photos—to emerge as this
year’s coolest Japanese indie band. Tokyo-based
Soutaiseiriron {(a quartet fronted by Lolita-esque
female vocalist Etsuko Yakushimaru) formed
in September 2006, and two months later it self-
released the five-song CD-R mini-album “Chif-
fon Principle” that introduced the band’s spacy
but hard-driving sound. “Chiffon Principle” was
remastered and rereleased May 8 by Tokyo-based
indie label Mirai Records. It has sold an impres-
sive 20,000 copies and reached No. 14 on the
iTunes Japan chart. —Steve McClure
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TEL : 03-3292-2865 FAX : 03-3292-2860

NAT KUSANO
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MUSIC ENTERTAINMENT CO.,LTD.

2-1, Ogawa-machi, Kanda,

Chiyoda-ku, Tokyo, Japan

http://www.shinko-music.co.jp
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This year’s Fuji
Rock festival drew
several top U.K.
acts including
TRAVIS (inset).

CIRCUIT

Festivals Maintain Japan’s Touring Status As Top Stop

BY STEVE McCLURE

Japanremains one of the world’s top touring destinations, with such major
summer events as Fuji Rock making the territory a crucial part of the inter-
national summer-festival circuit. @ But there’s continuing concern among
concert promoters in Japan about possible saturation of the festival market,
as well as the ability of the country to attract A-list talent to its shores in what
is seen as an increasingly competitive global touring market. & “The sum-
mer festival market in Japan is oversaturated and has a negative impact
on the music industry that affects the whole year,” says one Tokyo-based
promoter, who wishes to remain anonymous for fear of ruffling feathers
within the tight-knit concert-promotion community.

There’s certainly no lack of choice when it
comes to summer music options in Japan.

Take the country’s two best-known summer
festivals, Fuji Rock and Summer Sonic. This
year’s edition of Fuji Rock (held July 25-27 in
Naeba, Niigata prefecture) gave special promi-
nence to British acts.

Smash president Masahiro Hidaka, an An-
glophile whose model for
Fuji Rock is Britain’s
Glastonbury Festival,
says that’s because 2008
marks 150 years of diplo-
matic relations between
Japan and Britain.

U.K. acts that appeared
at Fuji Rock this year
included My Bloody
Valentine, Primal Scream,
Travis, the Music and
Kasabian.

In the 11 years since the
first Fuji Rock was held
during atyphoonin 1997
the festival has featured a wide array of talent
from Japan and international markets.

To give music fans a chance to relive past
performances by such acts as Joe Strummer &
the Mescaleros, the Red Hot Chili Peppers,
Oasis, the Beastie Boys, Iggy Pop and Patti
Smith, Smash on July 23 released “Fujirock-
ers,” a 296-minute doubled-sided DVD. The
album includes classic live sets by 123 acts, as
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Long-running
festivals such
as Fuji Rock
and Summer
Sonic have
seen new
competition
this summer.

well as documentary footage of festivalgoers
enjoying the unique Fuji vibe in the bucolic
setting of Naeba.

“It is a groundbreaking film to be released
only in Japan, which reflects the festival’s free
and open mind and tells the story through per-
sonal tales and incidents with an equal amount
of international and Japanese artists,” Smash
says in a statement.

Frank Takeshita, execu-
tive GM of Tokyo-based
Summer Sonic promoter
Creativeman, is upbeat
about Japan’s summer-fes-
tival market.

“There are many festi-
vals now, and as long as
it has a place and de-
mand in the market,
shouldn’t it be OK?” he
asks. “I feel that most im-
portantly to exist in the
market, festivals need to
have good taste in the
bookings and lineup to continue.’

Asin past years, the 2008 edition of Summer
Sonic is planned for Aug. 9-10 at two venues
(Makuhari Messe and China Marine Stadium)
in Chiba prefecture, just east of Tokyo, and at
the Maishima outdoor site in Osaka. Acts due
to perform at the festival include Coldplay, the
Kooks, Alicia Keys, the Verve, the Prodigy and
Panic at the Disco.

FUJI ROCK AND TRAVIS: KIYOSHI OTA/GETTY IMAGES
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As with Fuji Rock, Summer Sonic also fea-
tures a variety of local talent, reflecting what
Takeshita says is a general trend on the Japan-
ese live-music scene.

“We have more Japanese acts opening for in-
ternational acts, which is opening doors for pos-
sible collaborations,” he says.

Another highlight of Japan’s summer-festi-
val season is record label Avex’s A-Nation pack-
age tour that plays at venues throughout the
country. This year’s trek kicked off July 26 at
the Ningineer Stadium in Matsuyama, Ehime
prefecture, on the island of Shikoku and con-
tinues with seven other dates, including two
final shows at Tokyo’s Ajinomoto Stadium.

Avex acts performing at A-Nation this year
include TRF, Miku Koda, Ai Ohtsuka, Ami
Suzuki and Tohoshinki.

Other major summer fests include Rock in
Japan, held Aug. 1-3 at Hitachi Seaside Park in
Ibaraki prefecture, north of Tokyo. Like A-Na-
tion, Rock in Japan is a showcase for such lead-
ing domestic acts as Art-School, Dragon Ash,
Elephant Kashimashi and Kaela Kimura.

There’s also the Rising Sun Rock Festival, set
for Aug. 15-16 in Otaru, on Japan’s northern-
most island of Hokkaido. Featured acts include
Ringo Shiina, Denki Groove and the Sherbets.

A new addition to Japan’s summer music
scene is Wild Card, a series of free club shows
featuring indie acts from Japan and overseas
sponsored by Tokyo radio station InterFM
morning program “Good Morning Garage,”
which has set new standards for inspired crazi-
ness in Japan’s generally conservative broad-
casting biz.

The first Wild Card event, featuring such
bands as the Mugwumps, Lazy Guns Brisky and
One Thought Moment, was set for Aug. 6 at
Tokyo club the Game.

Meanwhile, the future of Japan’s touring mar-
ket remains unclear.

“It will be interesting to see over the next few
years how the music festivals will fare, when
the domestic market is not increasing and
there’s a limited pool of big-name stars that can
draw fans and still be affordable,” the anony-
mous Tokyo-based promoter says.

M UGWUMPS will
appear at the new
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Join today’s most successful media and entertainment dealmakers as well as top financiers to discuss what media
and entertainment companies can do to survive and thrive in this challenging economic environment.

Now in its 2nd year, this unique event will feature compelling keynote interviews and panel discussions on digital media
and mobile opportunities, new business models, the latest investment trends, and much more.
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Solange Breaks Onto The
Charts On Her Own Terms

It's no twist of fate that the opener on Solange’s sophomore
album, “Sol-Angel and the Hadley St. Dreams” {Aug. 26, Music
World/Geffen), is a track titled “God Given Name,” on which
the 22-year-old arlist reminds fans and skeptics alike that she’s
her own woman.

“I'm not her and never will be/Two girls gone in different
directions, striving towards the same galaxy/Let my star light
shine on its own/No, I'm no sister, I'm just my God-given
name,” Solange sings about being compared to her superstar
sibling Beyoncé.

But she’s quick to set the record straight: This album isn’t
any more about Beyoncé than it is “about your mom, auntie
or cousin. I'm very good at saying that’s not what this project
is about. The idea of me being compared to my sister has been
addressed before. Fans don’t want to hear the same thing and
[ definitely don’t want to answer the same thing.’

“Solange wasn’t concerned with being perfect on this album,
manager/father Mathew Knowles told Billboard earlier this
year. “Beyoncé’s already go! pop and she’s perfect at it. Solange
just wanted to sing from the heart. She wants her feelings and
emotions to touch you. That’s why ‘God Given Name’ was pur-
posely the first song—so she can share with you how differ-
ent she is.

With the help of producers the Neptunes, Jack Splash, Q-
Tip and Mark Ronson, Solange created asound on “Sol-Angel”
that is less pop and more of a “marriage of '60s and '70s music
with subtle hints of electronic,” unlike her pop-driven 2002
Music World/Columbia debut, “Solo Star.” That album reached
No. 23 on Billboard’s Top R&B/Hip-Hop Albums chart and
has sold 112,000 copies in the United States, according to
Nielsen SoundScan.

“I knew what I wanted then, I just didn’t know how to exe-
cute it,” Solange says about her debut. “I was 15; 1 loved reg-
gae, soul, alternative, R&B and hip-hop. And although I knew
1 had those tastes, the album became one with no identity. The
songs were good independently, butas a collection it wasn’ta
body of work.”

Topically, it's Solange’s frank approach that drives the album.
“Sol-Angel” is bursting with honest, real-life-driven tracks like
breakup song “Valentine’s Day,” the Bilal-penned “Cosmic
Journey” and the regretful “T.O.N.Y.,” about a one-night siand.
The Neptunes-produced lead single “1 Decided” is a light-
hearted Jove song thar has shifted 38,000 combined physical
and digital copies in the United States. The second single will
be “Sandcastle Disco,” whose clip was helmed by Solange in
her directorial debut.

Solange’s self-assured mind-set is whai initially atiracted

IT’S THOSE GUYS!

SOUL SURVIVOR
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Geffen president Ron Fair to the blooming artist. “Solange is
a complete, free-spirited, unique, fabulous, fascinating artist
who can sing her ass off,” says Fair, who signed her last year.
“She’s her own person who can succeed on her own terms.
She’s gracious and she has a vision, and we’re backing it.
Connecting the Solange-as-her-own-woman thread to the
marketing campaign is the job of Music World’s Gita Williams,
who says all recent and upcoming performances—including

with Raheem DeVaughn and Chrisette Michele on the Art of

Love tour and a future trek with Janelle Monie, the Knux and
Chester French—will be filmed for excerpting on the artist’s
MySpace page and YouTube channel.

Solange has already scored some big branding deals, most
recently with Armani Jeans, joining partnerships with L'O-
real and Samantha Thavasa handbags. Beyond those av-
enues, she is confirmed for fall guest appearances on TV
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shows “Ghost Whisperer” and “Lincoln Heights” and will
also perform in September on CBS’ star-studded “Fashion
Rocks” special.

Meanwhile, Solange will continue to pen songs for her
sister and former Destiny’s Child members Kelly Rowland
and Michelle Williams; Solange wrote Williams’ latest sin-
gle, the Billboard Hot Dance Airplay chart-topping “We Break
the Dawn,” and is hoping to further expand her reach into
other genres.

‘1 really hope that [ achieve what my definition of success
is,” Solange says. “I'm going to continue to make music. |
will definitely do things on my own terms and standards. |
want to be at a level where this feels totally organic and it
feels fun and enjoyable and it doesn’t feel like a job. If that’s
the case, then | would’ve just gone to college and gotten me
a nine-to-five’ .
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>>>DIVO-LICIOUS
Superstar vocal group il
Divo is eyeing a Nov. 18
release for its next Syco/
Columbia studio album.
Among the tracks expected
to appear are “Bridge
Over Troubled Water,”
“Amazing Grace” and
“Hallelujah.” Also making
an appearance is Frankie
Goes to Hollywood’s “The
Power of Love,” which
songwriters Holly Johnson
and Trevor Horn have never
previously sanctioned for
a cover. According to a
representative, the album
will feature material
primarily sung in Spanish,
English and italian.

>>>POLICE
PRESENCE

Best Buy will be the ex-
clusive retailer for the
Police live CD/DVD “Certi-
fiable,” due Oct. 7. The set
was filmed last December
in Buenos Aires. It will be
available as atwo-DVD/
two-CD set, a single-disc
Blu-ray/two-CD combo
andin a triple-vinyl version
with an MP3 download.
Drummer Stewart Cope-
land says the DVD will
feature a behind-the-
scenes documentary shot
by his son Jordan. The re-
united band played its last
show Aug. 7 in New York.

>>>UNDER COVERS
James Taylor will release a
covers collection featuring
songs from the ’50s, ’60s
and '70s Sept. 30 through
Starbucks’ Hear Music
label. “Covers” will be
available at traditional re-
tail and Starbucks lo-
cations. The 12-song set
finds the singer/songwriter
and his “Band of Legends”
tackling songs by such
artists as Big Mama
Thorton (“Hound Dog”),
Leonard Cohen
(“Suzanne”) and Junior
Walker & the All-Stars
(“[I’m A] Road Runner”).

>>>LONGER ‘YEARS’
Originally due in September,
Morrissey’s next album,
“Years of Refusal,” has
been postponed until
early 2009, according to
his publicist. No additional
information was given
about the date change.
The 12-track “Refusal” was
produced by Jerry Finn,
who helmed Morrissey’s
2004 album “You Are the
Quarry.” Last month, Finn
suffered a severe brain
hemorrhage and remains
hospitalized in Los Angeles.

Reporting by Jonathan
Cohen and Evan Lucy.
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HOWARD

A Different Role

Oscar Nominee Howard Delivers Debut Album

1t’s 6:30 p.m. on a Friday in Los Angeles. The car
ferrying Academy Award-nominated thespian
Terrence Howard has just left the landmark Or-
pheum Theatre, the downtown backdrop for
such movies and TV shows as “Dreamgirls”
and “Americanidol.” It’s where Howard will re-
turn the next morning to direct the video for
“Sanctuary,” the soulful love ballad/lead single
from his Sept. 2 Columbia debut, “Shine
Through It.”

Racing through a day that segued from tap-
ing a segment of the PBS series “Independent
Lens” to a video production meeting and then
this Billboard interview, a subdued Howard
revs back up when the subject switches from
his jam-packed schedule to music.

“This album is about bringing back the nos-
talgia for musicianship,” the “Iron Man” co-
star says. “Young kids are being inundated
with a watered-down version of what used to
be music; an electronic idea of what used to be
afeeling.”

Other than declaring early on that his for-
mal foray into music would not be a takeoff
on hisrole as rapper DJay in 2005 film “Hus-
tle & Flow,” Howard says he simply went where
the mood took him. “l didn’t know going in if
the whole album would be just me on guitar
and completely acoustic,” he recalls. “Then |
heard other possibilities, like putting a bass
here or strings there.”

Recordedlivein11days, “Shine Through It”
reflects his diverse musical taste, ranging from
pop and rock (Bread, Don McLean), world
music (Buena Vista Social Club), jazz (Nina
Simone) and R&B (Iimpressions, Dramatics).
Working with a five-piece band that inciuded
co-producer/bassist Miles Mosley (Lauryn Hill,
Herbie Hancock), Howard wrote, arranged
and produced the set in addition to singing
and playing lead guitar.

Calling to mind Phil Spector’s storied Wall
of Sound technique, the songs comprising
“Shine Through it” are mini-stories inspired
by real life and arranged with a cinematic flair.
“Sanctuary”—which is being worked at
smooth jazz radio—was inspired by Howard
meeting Seal and Heidi Klum and observing
their closerelationship. A teenage love affair
is the impetus behind “Mr. Johnson's Lawn,”
which fields a mix of island and hip-hop
rhythms. “Plenty” calls to mind R&B pioneer
Curtis Mayfield, while Latin and Middle East-
ern influences course throughout the instru-
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mental “Spanish Love Affair.”

The album is a culmination of a musical
dream the Cleveland native originally envi-
sioned 16 years ago. That’s when he first trav-
eled to Los Angeles to audition for the Jack-
son 5 biopic “The Jacksons”’—he wanted to
meet Motown producer Suzanne de Passe
and develop his music career. But his stint in
the biopic led to other acting jobs instead, in-
cluding “An American Dream,” “Mr. Holland’s
Opus” and “The Best Man.”

In the wake of “Hustle & Flow,” Howard
met Sony Music Label Group executive VP
Lisa Ellis and later Sony Music chief Rob
Stringer. Citing McLean’s international hit
“Vincent” as the inspiration for the type of
music he wanted to create, Howard secured
a two-album deal.

Columbia’s goal in making consumers aware
of Howard’s music persona trades on his es-
tablished brand as a film and Broadway (“Cat
on a Hot Tin Roof”) actor plus his core demo
appeal to females 24-44. Having partnered
with Bloomingdale’s to distribute and promote
its fall releases, the label is featuring Howard’s
debut under that banner. The campaign will
entail ads in such major print publications as the
New York Times and Los Angeles Times, “Shine
Through It” CDs available on counters at 40
store locations nationally and an in-store sign-
ing as well as a private Vanity Fair party per-
formance at Bloomie’s New York flagship.

A series of East Coast showcases kicks off
Aug. 20 in Annapolis, Md., while TV appear-
ances include the Alma Awards (taping Aug.
17 inL.A.), “CBS Sunday Early Morning” (Aug.
31) and release-week performances on
“Today,” “Late Show With David Letterman”
and “The View,” plus “The Ellen DeGeneres
Show” (date TBA) and “Jimmy Kimmel Live!”
(Sept. 12). Having been invited to host the
MOBO Awards in October, Howard is also
eyeing a promotional tour of Europe around
that time.

“People are expecting a traditional R&B
album,” Columbia VP of product marketing
Liz Hausle says. “But Terrence has created an
eclectic fusion of jazz, soul and rock that
doesn’t fitinto abox.”

“l don’t believe in genres,” Howard says as
he heads back to his hotel to rest before the
first-time director reports back to his video set
at 5 a.m. “Music is music, and true music should
be able to come out of any radio.”

www.americanradiohistorv.com
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Calexico Aims To Build On
Collaborations, Film Exposure

In the past decade, Calexico
has likely often been a band
you've heard all over without
knowing it. Its Tex-Mex coun-
try rock sounds have been fea-
tured on countless NPR
segment segues and Starbucks
compilations.

Most recently, the band
served as one of two “house
bands” on the Bob Dylan
biopic soundtrack “I’'m Not
There,” backing My Morning
Jacket’s Jim James, Iron &
Wine’s Sam Beam and Willie
Nelson.

But Calexico is under the
radar no longer, thanks to two
big releases in 2006 that
posted impressive sales. That

year’s “Garden Ruin” (Touch
& Go) has shifted 45,000
copies in the United States, ac
cording to Nielsen Sound
Scan, while “In the Reins
collaborative EP with Beam
moved 92,000. In support of
the latter, the two acts
launched a unique tour, with
each playing a set of its own
material and then returning
to share the stage to play “In
the Reins” tracks.

It's ali proving to be impor-
tant in the setup for the next
Calexico album, “Carried to
Dust,” due Sept. 9. A sampler
of all the musical exploration
the band has undertaken to
date, the set stems from what

PULSE

EDITED BY TOM FERGUSON

>>>LUCKY
PEOPLE

Guyana-born, British-raised
Eddy Grant’s live career has
sparked back into action—and
given anew lease of life to One
People, the band of late South
African reggae star Lucky
Dube. The outfit suffered a
blow to its career when Dube
was gunned down in 2007 in
Johannesburg, but Grant

snapped up the experienced

outfit for his first live U.K.
shows in nearly two decades
(June 27-July 12). Those were
followed by a string of Euro-
pean gigs and a North Ameri-
can tour that began Aug. 2 in
Toronto. All were booked by
International Talent Booking.

“It’s quite something to be
working with Lucky’s band,
[who are] based in the city that
inspired [1988 hit] ‘Gimme
Hope Jo’Anna,’ ” Grant says.

XICO: G
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guitarist/vocalist Joey Burns
says is a newfound confidence.

“| feel the main thread here
is movernent,” Burns says. “|
think we’ve been fortunate to
have all these different proj-
ects. There’s a lot of imagina-
tion in the music, and [ think
that because it’s all over the
map. It’s indicating its diver-
sity.”

Highlights include the
sleepy Pieta Brown duet
“Slowness” and the Latin-fla-
vored pop of “House of Val-
paraiso” and “Victor Jara’s
Hands.” “There was a lot more
editing in the process,” Burns
says. “It was less about the per-
formances and more about the

“They’re a great band, and
we’ve worked hard at bringing
them into my sound.”

The pop/reggae veteran'’s
hits are collected on the re-
cently issued 18-track U.K.
compilation “The Very Best of
Eddy Grant . . . The Road to
Reparation” (Mercury/lce/Uni-
versal), a top 20 entry on the
Official U.K. Charts Co.'s July
Stally. Grant just signed a new
long-term worldwide publish-
ing deal with EMI Music Pub-
lishing (billboard.biz, July 28)
for new material plus his own
Greenheart Music catalog, pre-
viously handled by Warner/
Chappell. —Diane Coetzer

>>>TRAFFIC JAM

Numerous’80s U.K. chart acts
have lately found themselves
lucratively locked in the past
on revival arena tours. Martin

. Fry of pop stylist ABC, for ex-
ample, is spending August
touring the United States and
Mexico with such names as A
Flock of Seaguils and Belinda
Carlisie—but he remains de-
termined to keep his band con-
temporary.

April saw U.K. indie Borough
Music release ABC’s first new
studio album in 11 years, “Traf-
fic.” it appeared some 27 years
after the Sheffield band’s ini-
tial lineup first made the British

technique of recording.”

Touch & Go is thankful for
the exposure Calexico enjoyed
via “I'm Not There” and the
Beam EP, but says it’s actually
the band’s live performances
that are its most potent draw-
ing card.

“We do retail programs, we
have a press campaign, we
have marketing dollars and all
that, but their live show is con-
sistently great, and people re
spond to their energy and
musicianship,” label product
manager Chad Nelson says.
“But there was a lot of press
surrounding that film and the
soundtrack, and the reviews
only helped to solidify Calex-

charts with “Shoot That Poi-
son Arrow,” followed by chart-
topping 1982 debut set “The
Lexicon of Love.” The new re-
lease reunites Fry with David
Palmer, who left ABC after that
first album but began playing
live with the frontman in 2004.

Fry revived the ABC name
in1997 for the “Skyscraping”
album (Blatant/Deconstruc-
tion). “I climbed back in the
ring when | realized a lot of
people were interested in
ABC and my contemporaries
from the 1980s,” he says.
“Traffic” is licensed in the
United States to Vibrant/Al-
liance, which issued it in April.
Fry, whose publishing cata-
log is currently available, is
booked for live shows by his
co-manager at Blueprint Man-
agement, Matt Glover.

“It’s still a privilege to per-
form ‘The Look of Love,’ ‘When
Smokey Sings’ and ‘Poison
Arrow, ” he says. “But it’s been
great to put out 12 new songs.
It’s been too long.”

—Paul Sexton

>>>WELL DONE

German act Get Well Soon—
aka Berlin-based 25-year-old
multi-instrumentalist/singer
Konstantin Gropper—has been
gathering enthusiastic U.K. re-
views for his debut album,

CA‘XICO

ico’s contributions. Hopefully,
it got new folks intrigued.’
Touch & Go's Web site has
also offered a free MP3 of
album track “Two Silver Trees”

and is posting teaser video-
clips with snippers of the new
songs. Calexico launches an
extensive European tour Sept.
10 in Dublin, with six U.S.
dates wedged in during the
last week of the month.
“This aesthetic choice has
paved the way for us—part
acoustic, part spacious,” Burns

says. “We had a wide range of

expression to choose from,
and this time we were just
loose and open to more beau-
tiful mistakes. .

“Rest Now, Weary Head! You
Will Get Well Soon.”

Issued in February in Ger-
many on City Slang/Coopera-
tive Music/Universal, the set
spent four weeks on the Media
Control/GfK chart. In June,
Nude/Pinnacle issued the al-
bum in the United Kingdom,
where extracted single “If This
Hat Is Missing, | Have Gone
Hunting” will be issued digi-
tally Aug. 1. There aren’t yet
any U.S. release plans.

Gropper says he recorded
the seif-penned album at
home during a three-year pe-
riod, playing most of the instru-
ments himself. “For me,” he
says, “this album represents
the completion of 10 years of
serious work as a musician.”

Gropper, who is published
by Berlin-based Cueso/Elling-
haus Musicproduction, cites
Tom Waits, Leonard Cohen,
Radiohead and Nick Cave as
songwriting influences.

Gropper has assembled a
touring version of Get Well
Soon, which follows a string of
German shows with August
dates in Austria and the Nether-
lands. in October it will support
U.S. alt-country band Calexico
on European dates. Get Well
Soonis booked through Berlin-
based Sweat Shop Agency.

—Wolfgang Spahr
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Few artists, if any, have had a more pow-
erful impact on the Christian music indus-
try than Amy Grant. She burst on the
scene as a fresh-faced teen who helped
define the contemporary Christian genre
before becoming a pop crossover success
with such hits as “Baby Baby” and “Every
Heartbeat.” After 30 years with Word, the
six-time Grammy Award winner signed
with EMI Christian Music Group last year,
which recently issued a 20th-anniversary
edition of her landmark “Lead Me On”
album. She’ll embark on a reunion tour
this fall that features most of the band
that accompanied her on the original
“Lead Me On” trek. She’s also readying
“The Christmas Collection,” which streets
Sept. 30. And, she and husband Vince Gill
will embark on a Christmas tour around
the holidays.

1 Did you have any idea “Lead Me On”
would have such lasting significance?
No. When you're recording, you're just hoping
someone will listen to it then. [ remember just
thinking, “I'm not going to be one of those
women that's just way past her prime and if
I'm still singing when I'm 40, somebody geta
hook and come drag me offstage.” That's how
1 felt in my 20s, but then you get to be in your
40s and go, “I've got so much more to say now.”

2 what was going on in your life at
that time that is reflected on “Lead
Me On”?

I was pregnant with [my first
child] Matt and my grandmother
had just died. I was wresltling
with facing some more adult
issues. [Ex-husband] Gary
[Chapman] and I had been
married five years, which is
long enough to have gone
through some rough patches. |
had just realized that life can’t be
tied up in aneat bow and  wanted to re-
flect on that. I think I had done a lot
of pompom waving up until that
point because of my real love for
Jesus and my love of hearing songs
that would build people’s faith up.
I remember back then just going,
“You know, life is really messy
and there’s a lot of heartache.” I
was more interested in explor-
ing the harder things in life.

3 What's the reunion tour
going to look like?

Seven of the original 10 peo-
ple from that tour are going
back out with me to do 20
anniversary shows. Soit’s
going to be a fun walk
down memory lane for all
of us because we've all gone
on to other lives and other
jobs. I'm excited about
being back with everybody.

with AMY GRANT

by DEBORAH EVANS PRICE

That’s what has been so amazing—people
have wanted to come back and participate.

4 You’ve recorded three successful
Christmas albums. What will this new
project be like?

Signing with EMI, they have brought so much
enthusiasm for my catalog. It was their idea
to do a “best of” Christmas record and they
just asked for two new songs, but I did two
new songs and two old songs and they actu-
ally liked all four of them. For the other songs,
I sat down one night and went through each
of those three earlier Christmas records and
| picked moments that were favorite moments
for me. [I chose] “O Come All Ye Faithful” be-
cause it’s Phil Keaggy playing guitar. I'm
singing. It's really not a good performance;
[I'm very pitchy, but [ love knowing that Phil
is playing on this compilation.

5 what can you tell us about the new
original songs?
[ wrote “I Need a Silent Night” with Chris
Eaton. He and [ had not written together for
eightyears. The verses in that song talk about
how crazy Christmas has become and the cho-
rus is sort of our response to that—“It's so
commercialized, but [ need a silent night.”
On “Baby It's Christmas,” Vince was kind
of messing around with those chords and it
just sounded romantic. We wrote that over a
cup of coffee one morning. I don’t think
anybody really thinks about Christ-
mas Eve as being the most ro-
mantic time, especially if you
have children, because you
are exhausted. But if you
could have a very roman-
tic Christimas Eve, what
would it be like?

6 Are you writing
songs for your next
studio album yet?
I’ve got a dozen songs
that I’'m ready to record
and I hope to be back in
the studio and get at
least a few of them
recorded before I do
this tour. There's a
song 1 wrote about
Vince and there’s a
song that a friend and
I wrote when she
found her birth mom.
“Shovel in Hand” |
wrote on the airplane
flying out to the [Acad-
emy of Country Music
Awards] in Las Vegas. |
was meeting Vince, but |
had come from the ceme-
tery watching my son and
his friends bury one of
their classmates. It's al-
ways songs inspired by
people in my life. o
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LAY LOW

>>>LAY LOW

| Contact: Kari Sturluson, manager, kari@mgmt.is

What began as a side project became a full-time gig for
Iceland’s Lovisa Elisabet. A keyboardist/vocalist in an-
other Reykjavik band, she recorded a handful of blues-
and country-influenced songs with a friend and put them
on MySpace in 2006 under the name Lay Low. Today, she’s
sold more than 10,000 copies of her debut, “Please Don’t
Hate Me,” in Iceland (a platinum-selling effort there) and
has recently entered the studio with producer Liam Wat-
son (the White Stripes, Holly Golightly) to prep her inter-
national debut.

“I can hardly listen to that first album anymore,” the 25-
year-old singer/songwriter says in her soft Icelandic lilt.
“This next set is more band-oriented. Liam and | bonded
| overthe music we love.

I The as-yet-untitled effort is slated to hit her home coun-
try in October but will come to American shores in late
January 2009 with the help of a tight team: Frank Riley at
High Road for touring, Girlie Action for publicity and Alter-
native Distribution Alliance as a distributor unless a state-

>>>DEER TICK

Contact: John Chavez, Ground Control Touring, 718-218-8203,
john@groundcontroltouring.com

Some think Deer Tick is a stage name, but it’s actually the
work of a band fronted by John McCauley. The
act’s 2007 debut, “War Elephant” (Feow
Records), a mostly McCauley
recording, showcased
such influences as Neil
Young, Bob Dylan
and Ryan Adams, but
the artist says these are
recent inspirations.

“l was in a lot of
bands in high school,
bands that sounded
like Nirvana,” Mc-
Cauley says. Once
those early bands fiz-
zled, Deer Tick came to
life during one fateful
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side label decides to pick it up. Lay Low will showcase her
songs, all sung in English, on both coasts come November.

Her arrival doesn’t come as a total cold call. “Mojo
Love,” the lead single from “Please Don’t Hate Me,” was
featured on an episode of “Grey’s Anatomy” a couple of
years ago (the track has sold 1,000 digital downloads in
the United States, according to Nielsen SoundScan). The
track “Wonderplace” is slated to be included in “Search-
ing for On the Road,” the documentary behind director
Walter Salles’ feature film adaptation of Jack Kerouac’s
“On the Road

Elisabet has also found success in another, unexpected
realm: the theater. After the radio and retail success of
“Please Don’t Hate Me,” she was charged to become the
musical director and performer of the Pulitzer Prize-win-
ning play “How | Learned to Drive” in Iceland. The subse-
quent, accompanying mini-album “Okutimar” moved
5,000 copies.

All this points to an artist ready to break out of anisland
country that has only 300,000 people. “I’'m comfortable
with English and the couple of times I toured in America
in L.A. and New York, ’'ve felt great,” she says.—Katie Hasty

| finished a bottle of brandy.”

McCauley, Deer Tick

McCAULEY

»a %

car ride. “I heard Hank Williams on
the radio,” he says. “l stopped by a
record store and bought a double-
disc Hank record and went home and
listened to it over and over again until

With a pair of bandmates backing

IT

>>>GABRIEL

Contact: Luke Crampton, luke@original-media.net

When Luke Crampton heard a school choir singing in an Atlanta
mall, he noticed one voice that stood out above the others. The
music producer dropped his bags and stopped to listen, then
learned that the voice came from then-17-year-old Gabriel Pow-
ell (now 22). Crampton approached Powell and asked him to lay
down a couple of demos. Those led to the recording of Powell’s
full-length debut, “Albany,” an all-covers set that Crampton co-
produced and released with Dafydd Rees under the pair’s
Crossover Entertainment production company.

While these AC covers sets are concoctions of Crossover En-
tertainment, it’s Powell’s own compositions with gospel
combo Gabriel & the New Priests that remain completely un-
signed. Touring live primarily in his native Southeast with the
help of agent Sonja Miller, Gabriel’s versatility as a “coffee-
house crowd” singer, as well as an impressive gospel talent,
shines through on both recordings.

“The landscape of the music industry has changed, so we're
pondering whether we go with amajor orifthere’snoreal rea-
sonto do soanymore,” Powell says. “I’'m hoping that the album
does just as well as if | were signed to a label—or better.”

While recording “Albany” at Crossover Entertainment
Group’s studio in Atlanta, Powell worked with vocal coach
Jan Smith, who has trained Rob Thomas and Usher. “l come
from that type of [choral] training so it wasn’t unfamiliar,”
says Powell, who had classical training in his school choir.
“But it’s great to know that there is so much more to learn.”

To reach the AC audience, Crampton says he is shopping “Al-
bany” to daytime and late-night talk shows, Powell isn’t doing
much touring solo, but when he graduates from Savannah Col-
lege of Art and Design next year, he’ll start to hit small clubs and

venues to perform acoustic showcases. —Laura Leebove

GABRIEL

quickly branched out from its homebase of Providence, R 1.,
playing the indie avant-folk circuit with such acts as Cas-
tanets and Jana Hunter, as well as higher-profile acts like
Shearwater and Kaki King.

Logging many hours on the road as a trio has enabled
McCauley to expand the sound he teased on “War Elephant”
into something more upbeat. At times onstage, he plays
up his scratchy, nasally delivery; at others he opts for a
more laid-back, rootsy sound.

So far, Deer Tick has resonated well with
the indie-rock blog worid, with a notable
recording session available as a free down-

load on daytrotter.com and a segment on
NPR. in the next few months, the band plans to relo-
cate to Brooklyn and spend the fall opening for the Fe-
lice Brothers’ U.S. tour. McCauley also has an arsenal
of songs ready to record.
“We’'re looking to capture our live set in a way,” he
says of the act’s next record. “l kept a lot of things very
simple on [“War Elephants’], but it’s missing some of
the energy. I've got a lot of recordings | want to get
out of the way.” —Michael D. Ayers

EL: DAN VAN DERKOOY
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JANELLE MONAE
Metropolis: The Chase
Suite
Producers: various
The Wondaland Arts Society/
Bad Boy
Release Date: Aug. 72
Janelle Monae has al-
ready staked out a
unique place in the music
thanks to her black-and-white
wardrobe and pompadour-
like hairdo. But on her debut
album, a dizzying amalgama-
tion of hip-hop, rock, soul,
funk, R&B and electro, she
proves her sound is just as
eccentric as her garb. The
spazzy “Violet Stars Happy
Hunting!!!” seems descended
from OutKast's “Hey Ya!,” with
Monde belting, “I'm an alien
from outer space/I’'ma cyber
girl without a face.” “Many
Moons” touches on Gnarls
Barkley, with its heavy bass-
line and churchy organ, but
it’'s not all playtime here. On
the hopeful “Sincerely Jane,”
she wonders, “Are we really
living or are we walking dead
now?,” while questions of
poverty and education are
raised on the guitar-laden “Mr.
President.”—MC

EXTREME

Saudades de Rock
Producer: Nuno Bettencourt
Open E Records

Release Date: Aug. 12

If we're alittle surprised
to see Extreme back

IRMA THOMAS
Simply Grand

Producer: Scott Billington
Rounder

Release Date: Aug. 72

It’s been nearly 50 years since the

together for the first time in
13 years (eat your heart out,
“Bands Reunited”), imagine
how pleasing it is to hear the
Boston quartet sounding
even sharper and more ambi-
tious than it did in the early
'90s. If the group was eclipsed
back then by such acoustic
hits as “Hole Hearted” and
“More Than Words,” it's out to
rock, and hard, on “Saudades
de Rock.” The album opens
with a blast of vocal har-
monies on vintage power
rocker “Star,” and the octane
stays high on stomping tracks
like “Comfortably Dumb,”
“Last Hour,” “Flower Man” and
the Led Zeppelin-styled “Sun-
rise,” while Extreme gets the
funk out for the likes of “Slide”
and “King of the Ladies” and
delves into a bit of rockabilly
on “Take Us Alive."—~GG

BLACK STONE
CHERRY
Folkliore and Superstition
Producer: Bob Marlette
In De Goot Entertainment/
Roadrunner
Release Date: Aug. 719
E “Folklore and Supersti-
tion" is entrenched in
Southern rock conventions.
From the swamp setting of
the album cover and a jug-
band breakdown, to its im-
ages of muddy waters and
graveyards, the Kentucky
foursome paints the land-
scape where its roots are
planted—one that has plenty
of electricity in supply. BSC

THE JONAS BROTHERS
A Little Bit Longer

Producers: Jon Lind, Kevin
Jonas Sr.

Hollywood

Release Date: Aug. 12

You get the sense the Jonas Brothers can actually do
the things they purport to do, like sing, play their
instruments and even write music. That's why it’s
unfortunate that much of their sophomore effort is
submerged in an ocean of heavy-handed production,
so deep that the boys’ natural talents struggle to
break the surface. But even though there are epic
keys, layers of acoustic and electric guitar, and fil-
tered synth zooms on nearly every track, the Jonases
still chomp on their 4/4 pop-rock like a veteran band.
Young Nick sounds fresh out of the Justin Timberlake
school of seduction on album opener “BB Good."
First single “Burnin’ Up” owes more than a little to
Maroon 5, while second single “Love Bug” goes from
a campfire strum-along to a Steven Tyler rock wailer

Soul Queen of New Orleans’ first recording session,
and during that time Irma Thomas has earned the nick-
name many times over. Her voice, even at 67, is a rare
blend of smooth simplicity and heart-cracking emo-
tion. The concept behind “Simply Grand” was to pair
Thomas with a different star pianist on each track, and
the results are mostly stunning. The virtuosic accom-
paniments occasionally draw too much attention from
the singer, but for the most part they strike a perfect
dramatic balance. Dr. John’s strong bass notes swell
under Thomas’ sultry blues vocals on “Be You,” her low
alto rolls expertly with David Egan’s complicated
rhythm on gospel tune “Underground Stream,” and
Randy Newman’s “l Think It's Going to Rain Today”
closes the set with a bittersweet touch.—EN

to power-punk in less than five minutes.—AM

stretches beyond its Black
Label Society-derivative
self-titled debut to fill out
its boots with its own style,
where thick, fuzzy guitars
lead its contemporary hom-
age to life south of the
Mason-Dixon line. During
paddleboat party ride
“Devil’s Queen,” the words
“Beelzebub is stealing your
couch tonight” don’t ex-
actly roll off the tongue. But
the band holds its own with
the Zeppelin-esque "Please
Come In,” the lickety-split
drums of “The Bitter End”
and the deep grime of
"Long Sleeves.” Reggae-lite
“Sunrise” and the memorial
“Things My Father Said”
also deliver.—CLT

ALICE COOPER
Along Came a Spider
Producers: Alice Cooper,
Danny Saber, Greg Hampton
SPV
Release Date: July 29
‘ﬂ Our favorite shock
/ rocker returns to the
conceptual realm on his 25th
album, with a tale of a serial
killer who wraps his victimsin
silk (that’s the color of their
eyes, no less) and cuts off one
leg to use in creating his own
arachnoid appendage. “Spi-
der” might not make you for-
get “Welcome to My Night-
mare,” but it’s nevertheless a
cheerfully twisted yarn deliv-
ered with a full-on dose of
guitar rockers (‘I Know

Where You Live,” “Catch Me
If You Can,” “Wrapped in
Silk”), the requisite ballad
(“Killed by Love”), a soaring
anthem (“Salvation”), a bit
of Beck-flavored groovery
(“Wake the Dead,” co-written
by Ozzy Osbourne), some sly
humor—see “(In Touch With)
Your Feminine Side”—and
nods to Cooper’s glam rock
pastin “I'm Hungry” and “The
One That Got Away.” The tale
ends with a terrific twist—but
we won't tell you here, just in
case Spider is reading.—GG

HEIDI NEWFIELD
What Am | Waiting For
Producer: Tony Brown
Curb
Release Date: Aug. 5

The studio marriage of

Heidi Newfield and pro-
ducer Tony Brown is a match
made in heaven. The masterful
Brown has helped Newfield
stretch vocally in ways that
she simply didn’t when she
was with Trick Pony. First sin-
gle “Johnny & June” is a fitting
tribute to long-lasting love,
while “Wreck You” finds New-
field convincingly relating her
frustration in a relationship.
“Can't Let Go” fits her smoky
vocal style perfectly, as the
production starts spare and
builds to a frenetic climax.
Meanwhile, “Knocked Up”isa
singalong reminder that New-
field can still rock a barroom
with the best of them, and the

www americanradiohictorv com

rich and full title cut is appro-
priate for the singer and any-
one who aspires to greater
things. Once thought of sim-
ply as a chick singer for the
party-hearty trio, Newfield
shows on her solo debut that
she's way more.—KT

YUNG BERG
Look What You Made Me
Producers: various
Epic
Release Date: Aug. 12
Onthe eve of his EP re-
lease last summer, we
observed that Yung Berg em-
bodied the charisma and lyri-
cal flair that many other new
artists lack. The charming 22-
year-old Chicago-bred rap-
per doesn'’t disappoint with
his debut. The brash “How
You Do That There,” featur-
ing Dude N Nem, finds the
former hype man proclaim-
ing he is “the fresh prince of
the chi” over simple-yet-
catchy piano-based produc-
tion. He continues boasting
on the Twista-assisted “Where
Do We Go From Here,” warn-
ing his competitors of his im-
pending takeover. Matters of
the heart get attention on
horn-laden single “Sexy
Lady,” where Berg recounts
the qualities possessed by
the various females in his life,
while “Business” features
singer Casha praising him for
his prowess in the bedroom.
Throughout, Berg never loses
his appeal.—~MC

HOWARD TATE
Blue Day

Producer: Joe Tiven
Evidence

Release Date: Aug. 12

Blues man Howard Tate’s 1967 col-

CROOKED STILO
Cumbia Urbana: The Album
Producers: Johnny Lopez,
Victor Lopez Jr.
Mi Estilo Records/Signos Music
Release Date: Aug. 12
¥ The party comes alive
I on Crooked Stilo's lat-
est, where the duo replaces
samples with instruments in
creating its signature “urban
cumbia.” The best tracks hew
closer to that than to reg-
gaeton and set Crooked's
clever, naughty rhymes to
music that has an equal sense
of humor. “Damelo” skillfully
blends the electronic synth
that's becoming de rigeur in
reggaeton these days with
brass and a hook that sounds
like it was banged out on a toy
Casio. Other highlights are
“Ese Soy Yo,” with its radio-
friendly chorus; “Que Sufras,”
with its awesome wish that
the spurning lady gets bitten
by aniguana; and “El Vasile,”
a bouncy, insistent call to
crowd the dancefloor. With
music this fun, it’'s hard not to
obey.—ABY

TITTSWORTH

12 Steps

Producer: Jesse Tittsworth

Plant Music

Release Date: Aug. 72

“ Something’s going down
in Baltimore, and DJ/

producer Jesse Tittsworth

(yes, that’s his real name) is

smack in the middie of it.

laboration with producer/writer Jerry Ragavoy, “Get It
While You Can,” was a criminally overlooked gem.
While Tate’s singular, soulful voice on a set of Ragavoy
originals saw some success on the R&B charts, they
were soon overwhelmed by covers from legendary
artists (Janis Joplin, Jimi Hendrix, B.B. King, Bonnie
Raitt), completely eclipsing Tate’s still formidable,
definitive talents. Forty years later, after three “come-
back projects” earlier this decade failed to do him jus-
tice, Tate is given material and production worthy of
his strong-as-ever voice (Amy Winehouse tribute
“Miss Beehive”; “First Class,” contributed by Steve
Cropper and Felix Cavaliere; “Hope Springs Eternal”;
“Live Like a Millionaire”) and what, by all rights,
should be hard-won recognition and respect.—GE
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Local artists are succeeding
where others—like the short-
lived booty tech and hip-
house scenes of the '90s—
have failed, merging hip-hop,
house and electro into a single
smutty cocktail. From the first
strains of “Haiku”—an open-
ing instrumental that merges
the acid squelches of early
rave with an insistent break-
beat and—yes!—congas—it’s
obvious that this guy’s aes-
thetic is so clear to him that
mixing disparate elements is
a breeze. Emerging from the
melting pot are honestly
funny old-school raps (“Broke
Ass Nigga,” with none other
than DJ Assault), hip-hop
party tracks (“WTF” featur-
ing a spark-plug verse by Kid
Sister) and even pretty,
melodic R&B at a good clip
("Here He Comes” with Nina
Sky). Thisis the answer to the
legal guandary of mash-up
culture: Just make 'em fresh
yourself.—KM

SIDESTEPPER
The Buena Vibra Sound
System
Producers: Richard Blarr,
Ivan Benavides
Palm Pictures
Release Date: Aug. 5

¥ TheBuena Vibra Sound
System is Sidestepper
founder Richard Blair's Afro-
Colombian brainstorm. The
11 tracks here represent the
first taste of the Buena Vibra
club sound released on disc.
The influences that come
into play on these tunes are
numerous, to put it mildly. it
may not be an album that's
easily categorized, but it's
definitely easy to love.
Opener “Sidestepper” is a
salsa-inspired number that
recalls the outfit's early
groove. “Deja Soft” has a

SEGEND & CREDIS s

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

CONTRIBUTORS: Ayala Ben-
Yehuda, Mariel Concepcion,
Gordon Ely, Gary Graff, Kamau J.
High, Kerri Mason, Michael
Menachem, Evie Nagy, Deborah
Evans Price, Wayne Robins, Chuck
Taylor, Christa L. Titus, Ken Tucker,
Philip Van Vleck, Chris Williams

PICK »: A new reiease predicted
to hit the top half of the chart in
the corresponding format.
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subtle Jamaican dub con-
sciousness, a hip-hop com-
ponent, an overdubbed vocal
track that has a definite Lau-
rie Anderson tweak and lay-
ered rhythms courtesy of
Blair’'s programming chops.
“La Paloma” opens with a
purely electronic vamp, then
morphs into music that feels
like Afrobeat, except that the
relentless bassline is Afro-
Colombian and Jacobo
Velez’'s clarinet, sailing above
the groove, is free-form
jazz.—PVV

DENICE FRANKE

Gulf Coast Blue

Producer: Mark Hallman
Certain Records

Release Date: Aug. 5

& Denice Franke writes
i« vivid, compelling musi-
cal short stories that adeptly
blend empathy and danger
on this third album. Many of
the songs are set in Galveston,
the Texas singer/songwriter’s
adopted home. Franke's de-
tailing can be as specific as
“Harley Girl,” a refreshingly
tender appreciation of a biker
woman and her guy. “Tara
Lee” has you walking in the
heels of a woman driven by
her needs and desires, in
search of a generous stranger
while lamenting the tender
roughneck missing from her
life. Franke knows what con-
flicts sink some of these men:
In*“‘Cool Water,” self-knowledge
and self-destruction grapple
with predictable but artfully
rendered results. Her lithe,
mesmerizing voice and
acoustic guitar are at the
heart of each track, and Mark
Hallman’s sympathetic pro-
duction advances each song
with bent electric guitar
notes, percussion jabs or key-
board sounds.—WRgR

CRITICS’ CHOICE *: A new
release, regardless of chart
potential, highly recommended
for musical merit.

All albums commercially available
in the United States are eligible.
Send album review copies to
Jonathan Cohen and singles
review copies to Chuck Taylor
(both at Billboard, 770 Broadway,
Seventh Floor, New York, N.Y.
10003) or to the writers in the
appropriate bureaus.
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RICK SPRINGFIELD
What’s Victoria’s Secret?
(3:15)
Producers: Rick Springfield,
Matt Bissonette
Writers: R. Springfield,
M. Bissonette
Publishers: Super Ron,
ASCAP; Dogs in Space, BM/
NewDoor/Universal
E It's been 27 years since
Rick Springfield began
'80s chart supremacy (with 16
top 40 hits), launching with No.
1 pop/rock “Jessie’s Girl.” He
has christened new album
“Venus in Overdrive” (July 29)
as the son of debut “Working
Class Dog,” which spawned
“Jessie” It makes sense then
that he would literally revisit
the guitar line from his signa-
ture song, reminding all that
peppy power pop doesn’t age.
Springfield sounds remarkably
youthful and with a career that
extends—whoa—beyond 36
years, he proves he's still more
than capable of creating rele-
vant music for the now grown
women who were screaming
back in the day—and yet won't
embarrass their kids for sound-
ing retro.—CW

VANESSA HUDGENS
Sneakernight (2:59)
Producer: JR. Rotem
Writers: S. Nymoen, J Rotem
Publisher: not /isted
Hollywood
*” The Hollywood label is
making quite an impact
on the charts with Disney-

| related acts. Vanessa Hudgens’

new album “Identified” (July 1)
debuted at a respectable No.
23, following gold sales of 2006
debut “V.” Her profile contin-
ues torise with arumored rela-
tionship with “High School Mu-
sical” co-star Zac Efron and a
couple of naughty pictures
leaked onto the Internet.
Maybe as a result of that con-
troversy, the album’s first sin-
gle, “Sneakernight,” takes a G-
rated lyric about making your
feet comfy into aslightly more
mature tome about fancy foot-
wook. Producer J.R. Rotem sur-
prises with an uncharacteristi-
cally organic landscape that

§ still manages to groove, while

Hudgens sounds like she’s hav-
ing a blast with a cute call-and-
response with background vo-
cals. This should have tweens

- gy
-
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chanting “What we're gonna
doisdance” untilit's time to re-
turn to school come fall. —CW

SHWAYZE
Corona and Lime (3:55)
Producer: Cisco Adler
Writers: A. Smith, C. Adler
Publisher: not /isted
Suretone/Geffen

Shwayze has managed

to parlay his laid-back
flow and association with
Cisco Adler—son of record
producer Lou Adler—into a
Pontiac commercial, MTV
show and plenty of press. For
the second single from his
Aug. 19 self-titled debut, the
self-described “only black kid
in Malibu” maintains his brand-
friendly alliance with Adler,
who handies the chorus, im-
ploring, “Baby, will you be my
Corona and lime/And | will be
your main squeeze?” This ami-
able head-nodding excursion
showcases a catalog of
women Shwayze has encoun-
tered in his day. His line “Let
me tell you about a girl |
know/She like hip-hop and
rock’'n’roll” encapsulates the
likely audience for this tasty
summer drink-along.—KJH

LITTLE BIG TOWN
Fine Line (3:46)
Producers: Wayne
Kirkpatrick, Little Big Town
Writers: various
Publishers: Warner-
Tamerlane/Sell the Cow/
Tower One Music, BM/
Capito!
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MARIAH CAREY

Davis, Mariah Carey
Writers: various
Publisher: not /isted
Island

P’ll Be Lovin' U Long Time (3:53)
Producers: A/drin “DJ Toomp”

Lady Mariah’s third single from 11th album “E=MC2"—
following chart-topping “Touch My Body” and top 20
“Bye Bye”—energizes the beat following the previous
pair of midtempo soul tracks. “I'll Be Lovin’ U Long
Time” offers a playful, beach-befitting groove, featur-
ing a bright sample from DeBarge’s “Stay With Me,”
lushly woven vocals and Carey’s highs doting on fans
with her sonic signature. T.I. joins the party with a rap
that adds star power, if in a dated context. Beyond
radio appeal, “Lovin’ ” is featured in an Indaba Music
remix contest, with a $5,000 prize for the victor.
Curiously, it garnered dubious acclaim as Carey’s first
single to debut on the Billboard Hot 100 as low as No.
100, but that’s surely a temporary blip; it’s already
charted as her 45th entry on the Hot R&B/Hip-Hop
Songs chart. In short order, “Long Time” will be blaring
across formats, and radios, from coast to coast.—C7T

LL BE LOVIN' U LONG TIME

Little Big Town recently
inked a new deal with
Capitol Records Nashville, and
"Fine Line” is one of three
songs added to a relaunched
version of the group’s excep-
tional album “A Place to Land.”
Written by LBT and producer
Wayne Kirkpatrick, this potent
single boasts a visual lyric
aboutadisgruntled lover striv-
ing to get more from a falter-
ing relationship, alongside the
amazing harmonies that make
this group sparkle and shine.
Truly, the message offers apor-
trait of hopeful longing mixed
with anger and resignation,
while the performance cap-
tures every nuance of emotion.

ROBIN THICKE
Magic (3:35)
Producer: Robin Thicke

Star Trak/Interscope

Writers: R. Thicke, J. Gass, Max
Publishers: / Like 'Em Thicke/Da
Gass Co./Haddington, ASCAP

Robin Thicke waves a “Magic” wand with the first sin-
gle from his third album, “Something Else” (Sept. 9), a
timeless R&B dance funk favorite that could finally
launch the multitalented artist into superstardom.
That’s not to dismiss his previous momentum, thanks
to 2006’s “Lost Without U,” Thicke’s breakthrough No.
1 adult R&B smash, or hits penned and produced for
Usher, Christina Aguilera, Mary J. Blige and Michael
Jackson. This time around, the classy, well-groomed
entertainer adds big band sounds, strings and horns
that kick into a groove, alongside his smooth, soulful
vocals. With this, the real sexy is back.—MM

www.americanradiohistorv.com

A new label affiliation and fail
tour with Carrie Underwood
should help this talented four-
some garner the attention it
deserves.—DEP

LINKIN PARK
Leave Out All the Rest (3:21)
Producers: Rick Rubin, Mike
Shinoda
Writer: Linkin Park
Publishers: various
Warner Bros.
n Stepping up to the plate
with track No. 5 from
still-going-strong “Minutes to
Midnight,” Linkin Park eases
up on its rhythms as it leans
hard on introspection. The
radio heavyweight gets seri-
ous about its personal tegacy
in “Leave Out All the Rest,”
framed in the story of waking
up after a dream and wonder-
ing what will be left with loved
ones after they're gone. The
lyric implies that it has been
far than perfect—perhaps
even more flawed than the
average Joe. “When my time
comes, forget the wrong that
I've done/Help me leave be-
hind some/Reasons to be
missed,” Chester Bennington
implores. Musically, it’s a stan-
dard midtempo ballad that
doesn’t deviate from the less-
is-more production style
we’ve heard from “Midnight.”
But that’s not hurting its chart
chances.—CLT
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SPRINGFIELD

5108 ¢ BY JONATHAN COHEN |

Rick S

rings

Eterna

It’s The ’80s All Over
Again For Veteran
Springdfield

It may have been 20 years since his
last big hit, but Rick Springfield is
turning back the clock this week
with his New Door debut, “Venus in
Overdrive.” The setenters at No. 28
on the Billboard 200, the best mark
of his career, and with 16,000 units,
constitutes Springfield’s best sales
week since Nielsen SoundScan
began tracking data in 1991.
Although best-remembered for

"80s pop smashes like “Jessie’s Girl,”
“Don’t Talk to Strangers” and “Love
Somebody,” Springfield has been
recording and touring worldwide
with regularity since breaking a
decadelong quiet period in 1997. But
his albums have barely dented the
chart: 1999’s “Karma” peaked at No.
189 on the Billboard 200, while
2005’s “The Day After Yesterday”
topped out at No. 197.

So, New Door and parent com-
pany Universal Music Enterprises
went right to work targeting his core,
largely female fan base in the run-

6 this week and is the greatest digital gainer, thanks to down-

¢ :,_l‘da.d sales of 102,000 copies, according to Nielsen SoundScan. To
i date, digital sales are at 692,000. Its Interscope parent album,

“Kala,” moved 8,600 units, a 47% increase over last week.

“paper Planes” is featured prominently in the trailer for “Pineap-
ple Express,” the Seth Rogen/James Franco stoner comedy that
hit U.S. theaters Aug. 6. Airplay is also enjoying a big increase; the
song was added at 60 Nielsen BDS-monitored stations last week,
including CHR/top 40 WHTZ (Z100) New York.

The song’s ascent has not been without controversy, however. When
M.LA. performed the track last September on “Late Show With David
Letterman” and when MTV aired the video, the gunshot samples used
in the chorus were replaced with generic popping noises. Alternative
KROQ Los Angeles, which played the song 45 times from July 30 to
Aug. 6, is airing an unedited version of the track. Interscope did not
respond to requests for comment at press time. —Cortney Harding
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up to “Venus,” booking Springfield
on “Good Morning America,” CBS’
“Early Show,” “Live With Regis and
Kelly” and “Fox and Friends” during
release week. In addition, his Feb-
ruary appearance on “The Oprah
Winfrey Show” reaired July 21,
which UMe VP of marketing Jeff
Moskow says “really goosed” album
pre-orders at Amazon.

“The way we describe it is, he’s
been hitting the center of the bull’s-
eve with his last couple albums,”
Moskow says. “We want to get to
those outer rings and be hitting
those people who haven’t bought
one of his records in 20 years.”

While some labels would shy
away from Internet promotions for
an artist who is nearly 60, UMe went
the opposite route, sending out e-
mail blasts via Springfield’s Web site
and using Push technology to un-
lock extra content once the new CD
was inserted into a computer. Bonus
tracks were also available via Best

Buy and iTunes, and Amazon hosted
alistening party and a track-by-track
video from Springfield.

Further, fans were asked to sub-
mit photos of themselves with the
artist, which were then included in
the CD booklet. “We believe that
helped drive some early interest,”
Moskow says. “They wanted to see
themselves in the packaging.

“At New Door, what we try to do is
sign artists with a catalog to exploit
or an artist who has very active tour-
ing and fan bases,” he continues.
“We don’t have Rick’s catalog, but
he’s so connected with his fans that
it seemed like a great opportunity.”

Irideed, Springfield’s base is so
tuned in that, according to manager
Rob Kos, tickets for his inaugural
Rick Springfield & Friends cruise
sold out “with no advertising what-
soever—we just let the fans know
about it via our e-mail list, fan club
and Webssite.” The cruise sails from
Miami Nov. 14 and will feature per-
formances (one of which will be an
all-request show) and numerous op-
portunities to get up close and per-
sonal with Springfield.

The artist has tour dates booked
through mid-October in support of
“Venus.” Kos says, “We do about 80
shows per year [but] we just do week-
ends. This way everyone can keep a
semblance of a normal life and go
home to their families.”

For Moskow, it's all proof that con-
sumers for Springfield’s type of
music haven’t gone anywhere—they
just needed a little reminder. “Rick
made a great record, and the account
base really supported him,” he says.
“That'’s a great thing to have happen.
He worked his butt off.” e

*scorT

SCOTT-FREE
Why would former ASCAP songwriter
of the year Darrell Scott, who has
penned hits for Travis Tritt (“It’s a Great
Day to Be Alive”), Dixie Chicks (“Long
Time Gone”) and Sara Evans (“Born
to Fly”), record an album of songs he
didn’t write? “My publisher wonders
such things,” says Scott, whose “Mod-
ern Hymns” is due Aug. 19 via Apple-
seed Recordings.

Scott, who has planned to honor
some of his songwriting heroes for a
while, says the idea finally came to
fruition. “These are just some of my fa-
vorite writers and artists—they were
when | was akid and they still are,” he
says, citing Leonard Cohen, Joni
Mitchell and Bob Dylan as examples.
“| kept thinking, ‘One of these days I'll
get around to doing that.” ”

He didn’tknow it at the time, but the
Kentucky native first heard the songs of
his idols when he was growing up. “!
wasn’t listening to Dylan, | wasn’t lis-
tening to Gordon Lightfoot, but | would
heartheir songsin country music. Coun-
try artists back then wouldrecord songs
from other fields, especially folk.”

“t first heard Bob Dylan songs
through an album Glen Campbell did
back in 1968,” he says. “All | knew as a
kid was, ‘That’s a great song.’ | didn’t
know it was Dylan.”

Scott was careful to put his own
spinon the covers. “l was mindful not
to make a parrot record,” he says.
“What’s the point?” Among other
fresh turns, there’s a straight-up blue-
grass version of Mitchell’s “Urge for
Going” while the Fisk Jubilee Singers
add a gospel flair to Adam Mitchell’s
“QOut Among the Stars.” Sam Bush,
Mary Gauthier, Alison Krauss and Del
McCoury also make appearances.

Inaddition, Scott and crew recorded
Cohen’s “Joan of Arc,” Lightfoot’s “All
the Lovely Ladies,” Paul Simon’s
“American Tune” and John Hartford’s
“Nobody Eats at Linebaugh’s Any-
more,” among others.

While not all his heroes are repre-
sented—“I didn’t get any James Taylor
on there or Townes Van Zandt,” he
points out—Scott says the vibe he had
in mind dictated what he recorded.
“Musically | knew it would be acoustic—
there’s no drumming—so the treat-
ments | gave them arrangement-wise
had to shake hands with that.”

Meanwhile Scott, who does roughly
50-60 live dates per year,including two
orthree songwriting camps, is already
working on his next record, which he
describes as “a pretty full-tilt country
record, pre-‘Urban Cowboy’ country.”

—Ken Tucker
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New Hit Single Sets Up
Eric Beneéet’s Latest

Relaxing after a mixing session for his forthcom-
ing live DVD, Eric Benét recalls the conversation
thatinspired his latest single, “You're the Only One.”

“I was sitting with my longtime production part-

ner Demonte Posey and my cousin, writer/pro-
ducer George Nash Jr. We were talking about how
well-crafted R&B songs used lo be; those by groups
like Blue Magicand the Stylistics,” the Milwaukee
native remembers. “That conversation turned into
this jam. Then the next thing you know, we had a
song. . . asongthat sounds likea classic you haven't
heard in along time.”

Two weeks ago, the timeless, romantic under-
pinnings of “You're the Only One” helped Benét
garner his first top 20 R&B hit since 1999. The
singer/songwriter notched his first and only top
10hit to date on the Hot R&B/Hip-Hop Songs chart
in 1999 with “Spend My Life With You,” featuring
Tamia. “You're the Only One”—which moves 26-
21 this week with a bullet—is the lead single from
Benét’s fourth album, “Love & Life,” on Friday/
Reprise/Warner Bros. (Sept. 9).

Comning into the project with complete creative
control, Benét calls “Love & Life” the “purest rep-
resentation of me creatively. It’s almost a jour-
ney of the kind of music that made me fall in love
with music.

Integrating gospel, jazz and Latin rhythms within
its R&B framework, the 12-track album is knee-
deep in single-worthy tracks emotionally interpreted
by Benét’s unmistakable tenor. There’s the sensual
and spiritual “Chocolate Legs,” the '90s R&B-vibed
“Don’t Let Go” and the sexually energized “The
Hunger,” which is being shipped this week as the
second single. Other notable tracks include the
poignant “Everlove” with Terry Dexter (memorably
featured on a remix of Benét's aforementioned

The Hurricane

“Spend”) and “Still I Believe,” a personal treatise
aboutlove and hope with Benét’s 16-year-old daugh-
ter India handling background vocals.

“Eric went back to the basics,” Warner Bros.
senior VP of urban promotion Ken Wilson says.
“This is solid R&B music that can transcend for-
mats from urban adult to urban and pop main-
stream. When you've got real music, it cuts through
all the bullshit.”

Following the public firestorm surrounding his
divorce from actress Halle Berry, Benét released
his third album, the aptly titled “Hurricane,” in
2005. Although it spun off two singles, “Pretty Baby”
and “I Wanna Be Loved,” the pop- and folk-laced
album didn’t fare well saleswise. According to
Nielsen SoundScan, “Hurricane” has sold 170,000
units. 1999’s “A Day in the Life” is at 897,000 and
1996's “True to Myself” has moved 295,000.

“To be honest, I was nervous about coming back
with ‘Hurricane,” ” Benét admits. “It was a depar-
ture from my expected genre and some people even
described it as a little too apologetic.”

Currently in the midst of a lengthy major-
market promotional tour and with his “Only One”
video having premiered Aug. 8 on Yahoo, Benét
says a formal concert trek is slated to get under
way at the end of September. Joining him will be
fellow R&B crooner Dwele.

Now on the other side of the hurricane, Benét
says he felt early on that “Love & Life” would be
something his core fans would love. “Now I feel I
might geta halfway decent shot at more people dis-
covering who | am musically,” he says. .o

SAVAGE ‘KNOCKS’ ON THE CHARTS

“Pacific hip-hop is going to be the
next big global sound.” So says Sav-
age, the New Zealand-based Samoan
rapper currently enjoying successon
the Billboard charts with the Soulja
Boy remix of his track “Swing” (Dawn
Raid/Universal Republic).

The songis No. 63 with abullet on
Hot Digital Songs this week, with more
than 314,000 downloads to date, ac-
cording to Nielsen SoundScan. It is
also No. 22 witha bullet on the Rhyth-
mic radio airplay chart and enters the
Billboard Hot 100 at No. 91.

“Swing’ soundtracked a pivotal bar
scene in last year’s successful com-
edy hit “Knocked Up.” But the DVD
release of the title last September by
Universal proved most crucial to
spreading the word on Savage, ac-
cording to manager Andy Murnane,
who is also CEO of Auckland, New
Zealand-based hip-hop label/pub-
lisher Dawn Raid. Murnane’s label re-
leased the original track in New
Zealand in 2005.

“Things got crazy” when “Swing
was used as the music for the opening
menu screen on the DVD, says Mur-
nane, who also manages Savage
through his firm Clientele Manage-
ment. Afterward, the “Swing” video
began garnering huge traffic on You-
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Tube;itis now up to 2.3 million views.
That brought interest from Universal
Republic Records, which signed a
worldwide licensing deal excluding
New Zealand and Australia for Sav-
age this May.

Savage has been playing U.S.
dates throughout the summer and
recording new tracks with Akonand
Sean Paul for a U.S. version of his
2005 solo debut set, “Moonshine,”
due in November.

Savage has been akey force in Pa-
cific hip-hop since the late '90s, when
he formed South Auckland hip-hop
crew the Deceptikonz. The act
reached No. 2 on the Recording In-
dustry Assn. of New Zealand chart in
2001 with its album “Elimination”
(Dawn Raid). In 2005, Savage’s own
“Moonshine” bowed at No. 1; “Swing”
also topped the New Zealand charts
that year.

While Savage is still signed to Dawn
Raid for Australia and New Zealand,
Murnane has already begun negoti-
ations for its own U.S. label distribution
deal. “We’re looking at bringing out
more Pacific hip-hop acts from New
Zealand,” Murnane says, “like [pro-
ducer/MC] Mareko, and to sign Amer-
ican-based Pacific artists.”

—Christie Eliezer
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MAIDEN
HEAVEN

With excitement building among
Metallica fans for the new “Death
Magnetic,” due Sept. 12 worldwide
via Warner Bros., there may be some
head scratching about the band’s ap-
pearance at No. 40 this week on the
Hot Mainstream Rock Tracks chart.
After all, the album’s lead single, “The
Day That Never Comes,” is not due
until September.

Infact, the chart entry, “Remember
Tomorrow,” is a cover of a song from
Iron Maiden’s self-titied 1980 debut.
Metallica recorded it for a Maiden trib-
ute CD given away free with the July
16 issue of U.K. rock weekly Kerrang. In
that issue, drummer Lars Ulrich de-
scribed the veteran British metal act as
“the blueprint for everything that we
have ever wanted to do.”

“I’ve been a fan of Metallica and
Iron Maiden for years, and Metallica
have pulled off areally good version,”
London-based Kerrang editor Paul
Brannigan says. “It’s got a lot of peo-
ple pumped up for the release of the
new album.”

The 15-track “Maiden Heaven” also
features Avenged Sevenfold’s take on
“Flash of the Blade,” Machine Head's
version of “Hallowed Be Thy Name”
and Trivium’s rendition of “lron Maiden.”

The July 16 issue was distributed
minus the CD outside of the United
Kingdom and Ireland due to rights re-
strictions, but 23 radio stations on the
Mainstream Rock panel still seized upon
the track. It was played 205 times inthe
period ending Aug. 3 and proved a big
hit with KOMP Las Vegas (32 plays);
KDOT Reno, Nev. (24); and KQRC Leav-
enworth, Kan. (21).

The track wound up on the tribute
album only because of a chance con-
versation when Machine Head was on
tour with Metallica in Europe in May.

“It was kind of random,” Brannigan
explains. “Machine Head’s singer
[Rob Flynn] was having a drink with
Lars Uirich telling him they had done
this song for Kerrang. Then he sent
them the MP3, and when Lars heard
it he was like, ‘How come Kerrang
never asked us to do this?’ Their man-
agement got back to us immediately.”

Around 160,000 CDs were pro-
duced, and Brannigan expects the
issue to sellup to 120,000 copies, com-
pared to average circulation of 77,000.

Warner Bros. did not respond to
questions about whether the Metal-
lica song would be sanctioned for any
commercial release. “A label has ap-
proached us [to license the album],”
Brannigan says. “But Metallica are
very protective over what they do
with their songs.” —Andre Paine

METALLICA- SOREN STARBIRD
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A WEEKLY ROUNDUP
OF NOTABLE CHART
ACHIEVEMENTS

NEW DAY

>>

SLIM MARGIN
>>

Disturbia

DOUBLE PLAY

>>

CHART
BEAT

>>Kristy Lee Cook’s debut on
Hot Country Songs with “15
Minutes of Shame™ makes the
seventh-place finisher from the
seventh season of “American
idol” the third finalist from this
most recent season to appear on
a Billboard tally. Cook, the 36th
Idol to chart, has to settle for a

& tie for being the first contestant
from her year to chart with an
original song not performed on
the series. Fred Bronson reveals
the tying contestant in Chart

. Beat online.

>>It’s a long way from wanting'to
hold your hand to a girt kissing a
girl, but Katy Perry has tied the
seven-week reign of the Beatles’
“I want to Hold Your Hand” in
1964 as the longest-running Hot
100 No. 1on the Capitol label.

Read Fred Bronson
every week at
billboard.com/fred.
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Album’s Special Edition Sweetens Sugarland’s ‘Love’

Normally, when an album moves to
No. 1 in the same week that it experi-
ences a decline, seasoned chart watch-
ers say the litle backed into first place.
Considering the unique release strat-
egy of Sugarland’s “Love on the In-

side,” it might be more appropriate to
borrow a phrase {rom football and say
that the country duo scores on a re-
verse option.

The result? Sugarland’s first No. 1
on the Billboard 200.

Special editions are practically old
hat by now, usually following one of
two strategies. Versions with either a
couple of extra tracks or a bonus DVD
show up at high-traffic discount chains

IVIarI(et \A’at(:l1 A Weekly National Music Sales Report

Weekly Unit Sales

ALBUMS

DIGITAL
ALBUMS®

This Week 7,356,000 1,191,000
Last Week 7,844,000 1,270,000
Change -6.2% -6.2%
This Week Last Year 8,274,000 892,000
Change -11.1% 33.5%

“Digital album sales are also counted within album sales.

Weekly Album Sales (miilion Units)
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when an album comes to market. Or,
months after a title hits store bins, a
label seeks to revive it with a new edi-
tion that goes to all accounts, adding
songs, a video element or both to the
album’s original content.
Universal Music
Group Nashville played
mix and match with
those game plans, elect-

OverThe
Counter

ing and new media, estimates the stan-
dard edition accounted for 54% of the
title’s second-week take.

Aside from affecting Sugarland’s
sophomore week, Kline likes the notion
that rutting the deluxe package out first
introduces a higher price
at the front of an albunv’s
life cycle “in a $9.99
world.” I concur with

ing to put the deluxe
“Love” out a week before
the standard 12-song ver-
sion reached the market
(Billboard, July 19).

Last issue, the higher-
priced fan edition fetched
the act’s largest Nielsen SoundScan
week by far, with 314,000 copies (Over
the Counter, Billboard, Aug. 9). With
the basic edition and its cheaper price
coming to market during the title’s sec-
ond week, the erosion a big release usu-
ally experiences is softened, thus
reversing the order of last issue’s top
two albums.

Without such a buffer, last week’s
chart champ, “Breakout” by Miley
Cyrus, declines 56%, falling from
371,000 copies to 163,000. The less se-
vere 45% drop on Sugarland yields a
total of 171,000 for “Love.’

Based on tracking at Wal-Mart, Tar-
get and Best Buy, Ben Kline, the label
group’s executive VP of sales, market-

MAYFIELD

Kline's thinking, even as
I concede that in general,
we're still talking aboura
$12.99 sale price on a
deluxe set with a $19.98
list equivalent.

While retailers con-
tinue to press for a CD selling price of
$10 or less, Kline says the advance re-
lease of this package proves that even
ina cargain-driven market, the “uber
fan” will be inclined to shell out more
when given proper incentive.

GEOFF

SPECIAL TREATMENT: The Sugar-
land strategy addresses the gripe of crit-
ics and fans alike that dropping a deluxe
edition months after the standard album
arrives forces an artist’s most fervent
fans to buy the same songs twice—or
find the bonus material outside retail
channels. Making the deluxe edition
available to every retailer also addresses
a longstanding complaint from inde-
pendent proprietors, that offering added

F veek ending
«

content to larger retailers leaves others
selling inferior CDs.

Midstream special editions, with new
songs added, have become common in
recen! years. That scheme can be partic-
ularly effective if one of those new songs
becomes a genuine hit, as was the case
when Usher’s 2004 album “Confessions”
got a boost from the addition of Alicia
Keys duet “My Boo” or Mariah Carey’s
2005 set “The Emancipation of Minn”
picked up “Don’t Forget About Us.”

But, later-day special editions have
become so commonplace that they are
becoming less—you know—special.
While Rihanna’s “Good Girl Gone
Bad” gained by almost 1,000% when a
deluxe edition hitin June, prompting
a124-7 jump on the Billboard 200, and
Blake Shelton’s “Pure BS” earned a
larger percentage gain when he added
content a couple of months earlier,
even those spikes were modest com-
pared with the lifts Usher and Carey
got for their premium editions.

On the slimmer side, Fergie’s “The
Dutchess” snagged an 8,000-unit
bump when that album added four
songs in May for a 104-28 chart leap.

OneRepublic and Lifehouse each
added five live songs to their current al-
bums. The former got a 3,000-unit spike
in impact week, the latter one of 2,000—
results that make me wonder about the
return on investment. e

ec nielsen

Vide SoundScan

2008 el Year-To-Date Album
Sales By Store Type

L
.

Year-To-Date
DIGITAL
TRACKS 200
19,995000  OVERALL UNIT SALES
20068000  Albums 271,247,000 242,213,000  -10.7% 120 million units
-0.4% Digitai Tracks 492,452,000 641858000  30.3%
15.219,000 Store Singles 1,370,000 991,000  -277%
1.4% Total 765,069,000 885,062,000 157% 100
- Albums w/TEA® 320,492,200 306,398,800 -4.4%

*‘Includes track equivalent atbum saies (TEA) with 10 track downloads equivalent

to one album sale.

www americanradiohietorv com

=20.5% <SSCELEEE

80 |
X |
=
ALBUM SALES S |
+
07 .. 22milien! *° |
&y 2422 million
40
SALES BY ALBUM FORMAT 20 g
[0] 242,434,000 203,466,000 -16.1% 1 |
Digital 28,013,000 37,681,000 34.5%
(asseite 202,000 58,000 -71.3% 0= : = g = .
| . Indies Non- Mass Chain
N D J Other 598,000 1,008,000 686% traditional Merchant
Go to www.billboard.biz for complete chart data 45



www.americanradiohistory.com

_LYW00D 000282 (18.98) +

15 @ KATY PERRY
CAPITOL 04249 (12 98)

One Of The Boys

10 9 - TAYLOR SWIFT
BIG MACHINE 0144 115 95 CD DVD} +

Beautiful Eyes (EP)

SCARS ON BROADWAY

*/IGA (10.98) &

Scars On Broadway

g e S
of 5E S 85 ARTIST Title £ 28
E=x Sz 12 =& IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 8 &2
9 - Zﬂ ilrﬁmfsmﬁ 011273 /UMGN (13.98) Lowe @ s Insikl 8
&y : Mftﬁuﬁmﬁe 98) Bieskout i
3 3 T Mamma Mia! I
O :: 43 ﬁ%o’fgﬁﬁw ] Rock N Roll Jesus M [
5 5 2 cLAlsli Mwoﬁxﬁrﬁvsnmmoww 011033/UMRG (13.98) Tha Carter Il Bl .
O ooy, Reveaton 5 |
0 R e Viva La Vida or Death And All His Friends ‘
523{2&250;;8'?'(?5.893) Kidz Bop 14 !
AN 1 A Camp Rock [l
Ve [N glsfﬁm COLUMBIA 011505° (DJMG (13 98) Untitled A
i R | EIMAISF:JIN(V);'\A% U%SE‘:;ISASL-I-ZaABA 08144:CAPITOL (18.98) Nowzs @ '
@ LA Szlp'-gé\rbf:;‘«l;osgsa DIMG {13.98) Good Girl Gone Bad
@ 128 K12 : TAY':?SE ésmlﬂ-a 081 Taylor Swift E .
Q 15 JONAS BROTHERS Jonas Brothers _17
w
1
a

16
m m VELVET HAMMER/INTERSCOPE 011592
18 17

17 " DISTURBED
REPRISE 411132°/WARNER BROS. (18.98)

Indestructible

w19 2 LEONAsi‘EMV:IEs b Spirit
@ s : r[w)sl:ci:vymoazz- IDJMG (11 98) o Rockferry
2 270 Sm?{%ﬁigu?u%\gus‘ UMRG (13.98 3 Doors Down
22 16 7 [ F B R R A Life Death Love And Freedom
23 121 18 &Jngagsgiysx (14.98 CO/DVD) @ Revelation
24 18 19 ﬂ o Here | Stand

“JOHN MAYER . _ !
e 28 22 COLUMBIA 22665 SONY MUSIC (19.98) & Where The Light Is: John Mayer Live In Los Ahgeles

TOBY KEITH
SHOW DOG NASHVILLE 010334/UME (19.98)

@ 30 34

35 Biggest Hits

BECK

DGC 011507+ IGA {13 98)

25 16

Modern Guilt

RICK SPRINGFIELD
GOMER/NEW O0OR 011347 UME (13 98)

eam

Venus In Overdrive

T
N
£ 24

% ] PLIES
BIG GATES SLIP-N-SLIOE ATLANTIC 511238/AG (18.98)

Definition Of Real

% 28 Brdl JASON MRAZ

BRUSHFIRE 010580 UMRG {13 98)

A ATLANTIC 448508 AG (18.98) We Sing. We Dance. We Steal Things.
Al e E E.%V:Pc Eeﬁhﬂl ’:NIIEV?RSAL MOTOWN 009956/UMRG (13.98) ThelGreatestiStonyiEverlold
7N ¢ '|I ﬁt‘g&i B“"?B?m’\ﬂﬂ'_ Exclusive
B 29 Iv?w%ﬁzf M?Nggﬁ)ﬁ'lasm 88580°/SONY MUSIC {11.98) + fast2walk
35 35 . JACK JOHNSON Sleep Through The Static

31 46 m SUGARLAND
MERCURY NASHVILLE 007411,UMGN {13.98)

Enjoy The Ride

QI A& OCTONE 008917/1GA {18.98)

| FLOBOTS i i
4452 BER LNERSAL REPUBLIC 011258 UMRG (13 95) flghtiWithylools
45 41 [’} MAROON 5 It Won't Be Soon Before Long

34 24 i G UNIT

T*O*S (Terminate On Sight)

o=
o I o I =

gsassaeagssageeagseeg

! G UNIT/INTERSCOPE 011461°/IGA (13.98) @
ALAN JACKSON .
i e n ARISTA NASH\ (L LE 19543 SBN (18.98) Good Time @
' NINE INCH NAILS f
B - THE NULL CORPORATION 27 (24.98 CD/DVD) & - The Slip ]
1 MARVIN SAPP .
4338 BB eairy 09433z0umn 117.98) Thirsty
VARIOUS ARTISTS .
63 56 SIDEONEDUMMY 1355 (8 95) ) Vans Warped Tour '08
COLBIE CAILLAT
51 54 n UNIVERSAL #£FUBLIC 309219, UMRG (10 98) Coco
MOTLEY CRUE N
53 35 WLB OTLEV 240 ELEvEN “CVEN (16.98) + Saints Of Los Angeles
SOUNDTRACK .
2320 WARNER SUNSET 511101 WARNER 8R0S, (18.98) The Dark Knight
ONE DAY AS A LION .
® - ANTI- 86978 EPITAPH (3 98) One Day As A Lion (EP)
METRO STATION .
39 50 RED % 101521 CGLUMBIA (12 981 Metro Station
] CARRlE UNDERWOOD . .
2 43 T4 45 STA NASHVILLE 11221 RMG RMG SBN (18 96) Carnival Ride
NATASHA BEDINGFIELD .
40 32 PHNOUENIC EPIC 11748, SONY MUSIC (17.98) Pocketful Of Sunshine
WEEZER
48 A2 R TERSCOPE 0111357/GA (13.98) Weezer
BUN-B 163  COUNTING CROWS . 187 DISTURBED .
THE BILLBOARD 200 ARTIST INDEX SHERVLCROW . 158 DJ SKRIBBLE .
3DODRSDOWN . .. .21 ASHANT .. ... ... 76 NATASHA BEDINGFIELD. 49 NN CUIE)S WHATWE - OR.DOG
30H13 182 RODNEYATKINS . 179 DIERKSBENTLEY .. 141 cyebionc A oy conus s s as! RN
AVENGEO SEVENFOLD . 146 BLACK KIDS 178 i e 2:59.801 iy
ABN 488 THEAVETTBAOTHERS 181 MARY..BLIGE . . 160 guepiedtitle i e JAKOB OYLAN
SELE .00 BOVSLIKEGIRLS ... 164 \(pyny CHESNEY... . 54 DAUGHTRY 78
TRACE ADKINS 105 (NS WENNNN GARTH BRDOKS .56/ Fray b 6T can FORGUTED -
ALKALINE TRIO 171 DAVIOBANNER ... 31 CHRIS BROWN B Rl
GARY ALLAN .62 SARABAREILLES ....111  MICHAEL BUSLE O et T e G
APOCALYPTICA 186 BECK " .21 BUCKCHERRY 129 i :
46 | Go to www.billboard.biz for complete chart data

8 |

This is the eighth
consecutive top 10
debut for the
regular “Bop”
series, not counting
Christmas and
“Gold” titles. The
collected “Kidz”
albums have moved
8.4 million copies in
the United States.

The band, which
boasts half of
System of a Down,
starts with 24,000.
Lead single “They
Say” bullets at

No. 15 on Modern
Rock chart.

A smattering of
$1.99 Best Buy sale
tags aids Duffy (up
6%), as well as
titles at Nos. 36, 69
and 150.

Morning show TV
biitz spurs his best
debut, as well as
his highest-charting
album since 1985’s
“Tao” went to
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No. 21 (see story,
page 43).
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s m FUELED 5Y RAMEN 159612° AG (13.98)
NOEL GOURDIN
36 EPIC 80645 SONY MUSIC (17 98) After My Time
ADELE
90 72 JCH o oLinseia sosee: sony NY MUSIC (15.98) 1
¥ LADY ANTEBELLUM
88 81 BN CariToL wASHVILLE 03206 (12.98) Cadyliniecelluny
FLYLEAF 101 3 184 LIFEHOUSE
FOO0 FIGHTERS .. .165 SIS  ALAN JACKSON .. 39, 195 102 LIL WAYNE
103 FOREIGNER .. ....154 EMMYLOUHARRIS _..155 LYFE JENNINGS 150 .4 LINKINPARK ..
THE HOLD STEADY .. 112 JEWEL n 8185 LOSLONELYBOYS ...
16 MMM JULIANNE HOUGH . 84  JACK JOHNSON....... 3 75 LUDO
140 KENNYG .. .........1B9 VANESSAHUOGENS ...82 JONAS BROTHERS ....14
128 NDEL GOUROIN ... ... .98 JOURNEY . .. 23 I
NATALIE GRANT ... 180 NN  JUDAS PRIEST ...... 194 LAY ANTEBELLUM ..100 MADONNA
145 AL GREEN 65 ENRIGUE IGLESIAS . 124 MIRANDA LAMBERT .. 51  THE MAINE
36 GUNT. ... .. 38 INTOCABLE .. . 197 125 MARDONS ..
156 BUDDYGUY. .. ....114 T0BY KEITH . 26 19 JOHN MAYER
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SoundScan

SILVERTONE 31629/Z0MBA (17.98)
TRISTAN PRETTYMAN

WE THE KINGS

“Late Night With S 192 187 WE the Kings

@ m VIRGIN DIGITAL X (4.98) LI_VE Session (EP) {iTunes Exclusive) S-CURVE 52001 (8.98)

Conan 0’Brien” ‘ ~LUD
MGMT LUDO ,
§ @ 162 157 m COLUMBIA 19512 /SONY MUSIC {11.98) Oracular Spectacular and a July 30 m REDBIRD/ISLANO 009497/10JMG (9 98) You're Awful, | Love You
RELIENT K appearance on 167 54 u2 Live From Paris: Hippodrome De Vincennes, Pairs, 4th July, 1987

The Bird And The Bee Sides

117 121113 ﬂ GOTEE 70009 (13.98) ISLANO OIGITAL EX UME (11.98)

-

MTV’s “TRL help

=¥ EEo E3 ARTIST Title = =% nEE RTIST Title &
ﬁ__, <5 32 55 MPRINT & NUMBER / DISTRIBUTING LABEL (PAICE) 5 i; 2223 Ej IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) = 38
Ton ] 113 %6 g f&b‘kziﬁfssooosm (12.98) @ . Fiyleat M ‘ ieg) | ?;FQE:?K*INDTERSCOPE011447 /164 (13.98) SESMGiSounde .
g 02 101109 | { 39&’%@355%8\15.93) G Asiam B l 178 180 L BCEAA(;?:TI:gS w((l:fg!xrwoﬁ(wss) The Altar And The Door @ m
f SO % & g e Para Siempre | l The $4.49 ix-song 8 = Bl oo s 15 R %
] 10, B ﬂ ;.IALR‘SEIR(EROSSE(NEA:L%E} 44288/WRN (18.98) o Pure BS l irunes;et includes 184 132 166 r ;’\:TB\E‘T%ISZ'\\J:EEHWO (18.98) No End In Sight: The Very Best Of Foreigner w_!
106 111 104 E IA?!%?,E\S?\?LE%BSN (18 98 American Man: Greatest Hits Volume 11 @ :f:t;:;esr;::rs’ 186 146 120 il &m%;%ﬁ&ﬂ@:ﬁf’fﬁnns (18 98) All | Intended To Be .
106 8 8 ||| MARCO ANTONIO SOLIS Una Noche En Madrid ¥ “Todic” andadity 156 161 196 ": B . = Mail On Sunday :
107 o s [} SOUNDTRACK o @[ ne e as7 s e [ JESSE MECARTNEY
108 97 95 21%?5?11&;0;':/(\1?;3,/ 4 ISOLIRAYSS Raising Sand Wl ]E- w:’l]st ::o;i:ar;s “AIFI @ 181 164 [ 1 ?ﬁ:‘_ﬁﬁ:&gg%m i (EE® Detours f
A 100 124 n !M’?:SJL(‘()BUM%lﬁlvEysizﬁMBA os1ss/cariioL (18,98 NOW That's What | Call Classic Rock 2 g |k xﬁwngugugsoof\ugt:ss;scn DVD) & Radio Disney Jams 10 gy :
110 95 75 Ei‘:l\?ffh?IEBQOB?E';IIETHRIVE 18.98) ToialCIublHiite e 1- mgﬂf*ymfﬁab‘lggw IGA (13.98) ® Growing Pains B
111114 106 m aﬁﬁﬁfﬁﬂmhﬁ 98) ittleWVoicE el 355£E§1TRULLEU suBsTANCE SouNoLaps (15.98) TNk Crustaceans And Good Vibrations i
gl 5 %0 EEF \LEFE\N?%WL(?S §JEADY Stay Positive il : I\(IIECI-A\?AY iﬁh'Ehvo?gsz UMGN (13.98) Engjiiced o
113 12 84 #/\IV\B'\:‘WEV?ARONETRE(R)OS_ (NASHVILLE) 49907/WRN (13.98 Sunset Man —— HEYLE m JBPl:I’:CEBTRIU RAP-A-LOT 4 LIFE 445884/ASYLUM (18.98) Pl
4 114 68 - BUDDYFCUY, Skin Deep :::::)V"ﬁnce on w4 ?I 2;8;&3.«'6!57553&%& (1198) Boys Like Girls @ I[j
:
2

d @ 142 133 | 1 " E;:ﬂ’soﬁé’:?g‘ DEATH PUNCH The Way Of The Fist the act’s 11% gain. 168 163 139 m Eg&ﬁ,’,ﬁﬂiﬁfwua.gs, Echoes, Sitence, Patience & Grace @ iy
118 g5 94 [1f SOUNDTRACK Step Up 2: The Streets 169 154 152 () PWELE ..Sketches Of A Man
@ 143 155 [ Eoﬁ-srsctkti/mmnc 412860*/A6 (13.98) Shing 177, 170 T' M@Eﬁ?xﬁ?&o{wﬁ souis La Mejor... Coleccion i
‘ MK 12e 2t ] HT e e One - X il s 117 B 250G T s on Agony & Irony
4 gl 105 |73 j élr\ﬁmgrgxxsuﬁnmllzix?som BMG (16.98) NOw 27 ey 168 146 ;]' %SW?TEng?JNTs{ga, BackwhenfilKnew]IrEl :il:
123 129 82 335&2):?&%};\;1 30967/50NY MUSIC (11.98) @ iCarly The singer-turned- 173 148 100 n vSVlE’?glgAx&r:gE?&comcuno (18.98) Encanto !
124 o vz (1] SHPIOUE ks | - - i A w88
. @ 197126 [ LED ZEPPELIN e Mothership up the rartwithan (478170 153 gg;‘;ﬁ%ﬁgs) To Know That You're Alive i
& v [ o0rED, nranoows @ [l [oCe (78 s - B CEORCEMIGIAL. o Tenyive 88
‘ 27 2 - gLﬁN'\T“IaALJER?T?5)1(MO LG (15.98) Into The Sun performance Aug. 1. SRS 167 135 m \?Arﬁfswénos 418620 (18.98) @ Accelerate
128 122 103 @ ::MIT!TEE)L(EVISA 15221 (13.98) Te Quiero 27 I 3 LM ;\BLboAs(r:ctng(wlBss */COLUMBIA (12.98) Partie Traumatic

'RODNEY ATKINS
186 172 CURB 78945 (18.98)

" NATALIE GRANT
‘m CURB 79025 (18.98)
THE AVETT BROTHERS
RAMSELR 2724° (7.98)

W BUCKCHERRY 15 If You're Going Through Hell

. '@ 145 130 ELEVEN SEVEN 00001/ATLANTIC (13.98)
130 102 76 E SOUNDTRACK

NEW LINE 30114 (16.98)
@ 157 165

Relentless

Sex And The City

SECONDHAND SERENADE
GLASSNOTE 405244/EAST WEST (15,98} @

A Twist In My Story The Second Gleam (EP)

= 132 116 70 ﬂ :Tﬁn}él?cxas (%YUIRAISI?UZSZB‘.’SONY MUSIC (15.98) Seeing Things Continued growth i gH%T}g !Fﬁ"SH 511181 (13.98) i ‘
133 135 134 X‘;M:‘giﬁz\ﬁgﬁﬁrﬂ% Vampire Weekend :talrladqlsos:l(:;llehe 183 175 125 :;t‘n‘fssl\gft‘)ﬂ?ﬁm o) Can't Stop Won't Stop
& 162151 [ THE TING TINGS We Started Nothing “Check Yos Juliet” 184 141 197 ﬂ N . Love Is Dead @
135 138 140 %ﬁ'&&‘:?@gﬂﬁus;ws 98) Home Before Dark :Jgrlgov:lnlner%aais 185_ 1a0) 18 f;x'z'gnzﬁggnf I(?a.ssa) Kidz{Bophi3 .
@ 160 142 E r?cﬁ?;éumﬁwsﬁjew 13.98) Reba Duets :Juasrrt)g:ibhomur,shelp ?oi?crA%Zsmecf 398) + Worlds Coilide ﬂ
@ R SESI:OENUIUWERSAL REPUBLIC 011555/UMRG (10.98) Graffiti The World . 10% gain. ocs(c)sté:\:g;»l(ﬁgmcnga\gvgss; Saturday Nights & Sunday Mornings l
A38] 120 68 ilgysﬁaggscnoup (11.98) Med Sud I Eyrum Vid Spilum Endalaust s R m Jl'\PBm’:ce 511943/RAP-A-LOT 4 LIFE (18.98) Itis What it Is ﬁ
‘:39'7 il MLMzng’:L’;G JACKET Evil Urges @_ ;(TE::U';IKYS 3%670 GONGORD (18.98) Rhythm & Romance .
140 128 122 E SFU';EPSL';O%EQE) Fieet Foxes 190 200 185 t L‘;;DEMT:‘A(:‘.?J‘,‘.TW&EN?RSBROS —— Consolers Of The Lonely
141 136 ng [ DIERKS BENTLEY Greatest Hits // Every Mile A Memory 2003-2008 191 191 194 n TR e Greatest Hits @
142 140 179 | IG_ElFF:EEN';(]?1l5J3SI(§i (13.98) Who We Are The cello-enhanced 122 183 167 CTJEA;F‘L?‘?EJJM%SS&gB) B StandlORt 1
] 143 17 74 ;EACN?E ::?1’;158) Killer :‘(’:“;::Sh:srd r:(kd 193 188 186 | 1/ ig;égggﬁ)ﬁ;ﬂ;‘ 19.98) Across The Universe: Deluxe Edition
144 134 119 g xﬁfglgqgs(,uﬁ%ﬂas;)s Disneymania 6: Music Stars Sing Disney... Their Way! charting Mosdee:)nn 194 185143 :p%?(é(ﬁ; F;?NIVEMSUIIC (1998) Nostradamus E
- 148 144 129 E&?SEUSPFOPTQEB)CONCHORDS Flight Of The Conchords (Soundtrack) ggﬂttﬁc[;?:e:’:;se 2 @ étﬁéy&éﬂi;ﬁ& B, 16 Biggest Hits -
@ 156 149 m ﬁoggggaigofa\:ﬁgi?ogow 98) Avenged Sevenfoid No. 25 as l;iealbum 196 195196 : F’i(DﬁTFYFL/y:EEFiJA 009541°/IDJMG (13.98) Graduation El I!
a7 RERT 13 By Gavin DeGraw R ) [

06

E gains 18%.

4 "
’ LOS LONELY BOYS " | PUDDLE OF MUDD 7
] >3 110 ﬁ ORJEPIC 17428"/SONY MUSIC (15.98) R FLAWLESS GEFFEN 009377/1GA (13.98) Famots 2
- SOUNDTRACK i r RADIOHEAD
e mg WALT DISNEY 000651 (18.98 High School Musical 2 R 194, 191 CAPITOL 16425 (18 98) The Best Of
' LYFE JENNINGS ' CUTE IS WHAT WE AIM FOR . =
@ 169 141 (L1 LYFE JENNINGS s Lyfe Change '@ 200 197 162 LI‘] AT Rotation 1
JESSE MCCARTNEY . .157  GENTRY........... 172 NICKELBACK . ... 81 [ I S MMM  SLGHTLY STOOPD ... 91 EEECTTTILTUTEM MAMMAMAL .3 THREE DAYS GRACE ..121 ESESSSSETNNNSNEE RADIO DISNEY
REBAMCENTIRE ... 136 ALANIS MORISSETTE ..87 NINEINCHNAILS ... ..40 BRAD PAISLEY .67 REM. .. 77 MARVIN SAPP .. ... 41 MARCO ANTONIO ACROSS THE UNIVERSE: ~ SEX AND THECITY .. .130  THE TING TINGS . ... 134 VAMPIRE WEEKENO ..133  JAMS10 ..........159
TIMMCGRAW ... 64 MOTLEYCRUE ....... 44 PARAMORE . .........97 THERACONTEURS ...190 SAVING ABEL . 72 SOUS 106,170 DELUXE EDITION ....193 STEP UP 2: THE RANDY TRAVIS ... .74 VANS WARPED
JOHN MELLENCAMP . 22 JASONMRAZ ... ...30 [NSEESSNSN-SNNSNE PEPPER ... . .. ... 161 RAOIOHEAD .....126,199 SCARSONBROADWAY .17 SOULFLY 86 ALVIN AND THE STREETS 119 TYE TRIBBETT & GA. ..192 TOUR'0B ... 42
SERGIOMENDES ... 173 MY MORNING JACKET . 138 OAR. ; 73 KATYPERRY .........15 RASCALFLATTS ......60 SECONOHANO JOROIN SPARKS ... .69  CHIPMUNKS . ..... 79 DISNEYMANTA 6 MUSIC
MERCYME . ... 74 THE OFFSPRING ... .. . 96  ROBERT PLANT/ REHAB . 137 SERENADE ........ 131 RICK SPRINGFIELD . caMPROCK .........9 NN STARS SING DISNEY. [ w ]
METRO STATION ... 47 (EESSSESECISSSEEENE ONE DAYASALIDN .. 46  ALISON KRAUSS ....108 RELIENTK 117 SEETHER .. .. 89 GEORGE STRAIT ...... 55 THEDARKKNIGHT ....45 TECHNONE . 143 U2 . 467 THEIR WAY! 144 WEEZER ..........50
MGMT M6 NAS,.. ............0 ONEREPUBLIC 68 PLES ... .29 RIHANNA 12 BLAKE SHELTON ..... 104 SUGARLAND .. ....1,35 HIGH SCHOOL LOS TEMERARIOS .....63 CARRIE UNDERWOOD . .48  NOW 27 .12 KANYEWEST ...... .19
MIA. 62 WILLIE NELSON JAMESOTTO ... .. .13 TRISTANPRETTYMAN ..115 RICK ROSS .80  SHINEOOWN ......... 57 TAYLOR SWIFT . ..13,16  MUSICAL2 ........ 149 THEORY OF AOEADMAN 83 KEITHURBAN .......191 NOW28. ... 11 WE THE KINGS ..165
GEORGE MICHAEL 176  WYNTON MARSALIS . 75 PUDOLE OF MUDD .. .198 SIGURROS .. ....... 138 ICARLY 123 THROOAY ...........6 USHER .....24  NOWTHAT'S WHAT ICALL  AMY WINEHOUSE .....
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£ XI5 ARTIST
-%ﬁ S2 25 NTLE IMPRINT & NUMBER / DISTRIBUTING LABEL {PRICE)
o 1 445 GREATEST J:\=]:7:
=4 ’ (LTI G0L0 — GREATEST HITS POLYDORPPOLAR 517007/UME (18.98/12.98)
o 2 gj' VARIOUS ARTISTS
0 | CAN ONLY IMAGINE: PLATINUM EDITION INC 20228 TIME LIFE {19.98)
a 3 JOURNEY
JOURNEY'S GREATEST HITS LEGACY/COLUMBIA 85889/SONY BMG {18 98/12 98) @
a 4 ORIGINAL CAST RECORDING
MAMMA MIA!I DECCA BROADWAY 543115,Q0ECCA (18 98) 1+
5 6 BOB MARLEY AND THE WAILERS
2 i LEGEND: THE BEST OF BO8 MARLEY AND THE WAILERS TUFF GONG ISLAND 548904/UME (13.988.98)
5 rs SELAH
. GREATEST HYMNS CtIRB 78890 13.98)
7 GUNS N' ROSES

GREATEST HITS GEFFEN 001714/IGA {16.98)

8 EV ORIGINAL BROADWAY CAST RECORDING
0 JERSEY BOYS RHINO 73271 (18 98)

10 i CARRIE UNDERWOOD
SDME HEARTS ARISTA/ARISTA NASHVILLE 71197/RMG (18.98

. CREEDENCE CLEARWATER REVIVAL

CHRONICLE THE 20 GREATEST HITS FANTASY 2* 'CONCORD (17.98/12.98

x5 E ABBA
THE BEST OF ABBA: 20TH CENTURY MASTERS THE MILLENIUM COLLECTION POLAR POLYDOR 00782 JME (8.98) e
» MICHAEL BUBLE
= 12 !m4 IT'S TIME 143/REPRISE 48946/WARNER BROS (18& +

15 MICHAEL JACKSON
NUMBER ONES MJJ/EPIC 88998 SONY MUSIC (18.98/12.98)

QUEEN
_GREATEST HITS HOLLYWQOO 161265 (18 98:11 98

ORIGINAL BROADWAY CAST RECORDING
WICKED DECCA BROADWAY 001682 OECCA (18.98)

15 16
19 n;; BOSTON
% GREATEST HITS LEGACY/EPIC EAVJS_ONY&USMW 98)

% CREED
*_GREATEST HITS WIND-UP 13103 (18.38 CD/DVD) #

LINKIN PARK
& 323 _[HYBRID THEORY] WARNER BROS 47755 (18.95/12.98)

: 000

22 ! FERGIE
THE DUTCHESS WILL | At A&M INTERSCOPE 007490/1GA (13.98,

359 RASCAL FLATTS

g0 20 12 ME AND MY GANG LYRIC STREET 165075/HDLLYWOOD (18 98)
" AC/DC

. BACK IN BLACK LEGACY/EPIC 80207"

SONY BMG (18.98) &

i
22 29 239 EVANESCENCE

&, FALLEN WIND-UP 13063 {18.98

METALLICA
23 32 . METALLICA ELEKTRA 61113* AG_UG,‘J_S, !!38)
4pa JACK JOHNSON
24 36 1! IN BETWEEN DREAMS JACK JOHNSONBRUSHARE UNIVERSAL REPUBLIC 001149*Mv1@_(1.:7 )
PINK FLOYD
25 k1 . DARK SIDE OF THE MIJUN_C_A?‘ITOL 46001 {18.98/10.98

Q}i AEROSMITH

M ﬁ DISTURBED

TEN THOUSANO FISTS REPRISE 49433/WARNER BROS (18.98) %

AEROSMITH'S GREATEST HITS COLUMBIA 57367/SONY MUSIC (11.98/3 98

THE BEATLES

7 8 ,_LOVE APPLE 79808/CAPITOL (18.98) &

1 ABBA
NUMBER ONES POLAR/CHRONICLES 008021/UME (13.98)

. KENNY CHESNEY
& 8_2. GREATEST HITS BNA 67976/S8N (18.98/12.98

- l JIMI HENDRIX

ELVIS PRESLEY
a0 2‘”' ELV1S: 30 #1 HITS RCA 68079 /RMG (19.98/12.98

EXPERIENCE HENDRIX THE BEST OF JIMI HENDREX EXPERIENCE HENDRIX 11671 YUME (188812.98)

2% BON Jovi
_CROSS ROAD MERCURY 526013/UME (18.98/11.98

4 b?é' DISTURBED
S0 THE SICKNESS GIANT 24738/WARNER BROS. (11.98/17.98

B:e@: s8>y 8

9 ' DEF LEPPARD

; THE BEATLES

ey 40 S5 1 APPLE 20325/CAPITOL (18.98/12.98) o
@ 1 BRUCE SPRINGSTEEN
GREATEST HITS COLUMBIA 67060 SONY MUSIC (17 98)

VAULT — GREATEST HITS 1980-1895 MERCURY 528718/UME (18.98/11.98

42 ‘93 SOUNDTRACK

€3 \ HANNAH MONTANA WALT OISNEY 861698 (18.98) *

POISON
THE BEST OF POISON: 20 YEARS OF ROCK CAPITOL 4951

wl

1_&9»'«

a0 i MICHAEL BUBLE

L MICHAEL BUBLE 143 REPRISE 48376/WARNER BROS (18 98)

REO SPEEDWAGON
THE HITS LEGACY/EPIC 86518/SONY BMG (11.98)

oz3

42

35 9 TOM PETTY AND THE HEARTBREAKERS
GREATEST HITS GEFFEN 010327/UME (13 98)

CELINE DION
ALL THE WAY..A OECAQE OF SONG 550 MUS/G/EPIC 63760/SONY MUSIC (17,98

JOSH GROBAN
8 CLOSER 143/REPRISE 48450/WARNER BROS. (18.98) %

o ==

i BOB SEGER & THE SILVER BULLET BAND
£ GREATEST HITS CAPITOL 30334 (16.9§)
ABBA
THE DEFINITIVE COLLECTION POLAR/UTV 549974/UME (19.98)

. THE BEACH BOYS

THE VERY BEST OF THE BEACH BOYS: SOUNDS OF SUMMER CAPITOL 82710 (18.98) o

COLDPLAY
PARACHUTES NETTWERK 30162/CAPITOL (18.98

BRAD PAISLEY
TIME WELL WASTED ARISTA NASHVILLE 69642 SBN (18.98)

LiL WAYNE
THA CARTER Il CASH MONEY/UNIVERSAL MOTOWN 005124*/UMRG (13.98

Lollapalooza hand MGMT’s “Oracular Spectacular” racks its best sales
frame, shifting more than 5,000 copies. The album hits a new
Billboard 200 peak at No. 136, returns to No. 1 on Top Heatseekers and
enters Top Digital Albums at No. 23. Why? The set’s “Time to
Pretend” plays during the opening credits of the film “21” (which
hows at No. 1 on Tep DVD Sales), while another track, “Kids,” airs
during the end titles of new theatrical documentary “American Teen.”
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CASH MONEY UNIVERSAL MOTOWN /UMRG

TRISTAN PRETTYMAN  Live Session (EP) (iTunes Exclusive)
VIRGIN

M.1LA.
XL INTERSCOPE /IGA
JOHN MAYER  Where The Light Is: John Mayer Live In Los Angeles
| COLLMBIA_SONY MUSIC &
' KATY PERRY
@ 18 ‘h J CAPITOL
ABBA
119 10 POLYDOR POLAR /UME
@ SCARS ON BROADWAY
VELVE] HAMMER INTERSCOPE /IGA +
13
14 12 15

Kala

o
016

One Of The Boys

Scars On Broadway

6 SOUNDTRACK The Dark Knight
WARNER SUNSET /WARNER BROS
RIHANNA

SRP/DEF JAM IDJMG

Good Girl Gone Bad

NAS Untitled
2ig ¢ ! DEF JAM COLUMBIA /IDJMG
., JASON MRAZ We Sing. We Dance. We Steal Things.
16 17 12 ATLANTIC /AG
17 5 U2  Live From Paris Htppodrome De Vincennes, Pairs, 4th July, 1987
ISLAND /UME
SOUNDTRACK Camp Rock
18 13 [0 G vishey
19 24 SLIGHTLY STOOPID  Sligitty Not Stoned Enough To Eat Breakfast Yet Stoopid

STOOPID /CONTROLLED SUBSTANCE SOUNDLABS
DEATH CAB FOR CUTIE

BARSUK ATLANTIC AG

RICK SPRINGFIELD

GOMER NEW DOUR . UME

JONAS BROTHERS

HOLLYWOQOD +

MGMT

COLUMBIA /SONY MUSIC

' DUFFY
24 20 ElERCURY 104MG

Narrow Stairs

Venus In Overdr‘lve

Jonas Brothers

Oracular Spectacular

Rockferry

Gold — Greatest Hits __

Modern Guilt

' g & 55 ARTIST Title
! 5; IMPRINT / DISTRIBUTING L ABEL

o KIDZ BOP KIDS Kidz Bop 14
RAZOR & TIE 89181

 SUGARLAND Love On The Inside

MERCURY NASHVILLE 011273*/UMGN

THE NULL CORPORATION 27
ALICE COOPER
STEAMHAMMER 9060 /SPV
KID ROCK

TOP DOG/ATLANTIC 290556° AG

WILLIE NELSON WYNTON MARSALIS
BLUE NOTE 04454°/BLG

Along Came A Spider

2
o i VARIOUS ARTISTS  Going Up Yonder: The Best Of The Gospel Choirs
| SHERIDAN SOUARE 22126 TIME LIFE H
o RICK SPRINGFIELD Venus In Qverdrive
(.OMER NEW DOOR 011347/UME
W 4 SOUNDTRACK Mamma Mia!
DECCA 011439
° THIRD DAY Revelation
ESSENTIAL 10853
w5 COLDPLAY Viva La Vida or Death And All His Friends
. | CAPITOL 16886
8 1 _,;'f MILEY CYRUS Breakout
S0 HOLLYWOOD 002129
. NINE INCH NAILS The Slip

11 1 Rock N Roll Jesus

12 B‘I

Two Men With The Blues

m 17 | ORIGINAL CAST RECORDING Mamma Mia!
B DECCA BROADWAY 543115/DECCA &
'y BECK Modern Guilt
A0 08 B 0GC 011507 1GA
15 13 SOUNDTRACK Camp Rock
L WALT DISNEY 001742
4, DUFFY Rockferry
16 16 J& | acuRy 010822- 1D

"EMMYLOU HARRIS
NONESUCH 4B0444*/WARNER BROS

LED ZEPPELIN The Song Remains The Same {Soundtrack) __
SWAN SONG 328252*/ATLANTIC

NAS
i, l DEF JAM/COLUMBIA 011508/1DJMG

" JOHN MELLENCAMP
I HEAR 30822° +

All'l Intended To Be

14

Untitled

Life Death Love And Freedom

The Dark Knight

] SOUNDTRACK
=l ! WARNER SUNSET 511101/WARNER BROS
', BUDDY GUY Skin Deep
22 19 ped SILVERTONE 31620/Z0MBA
23 2 VARIOUS ARTISTS [ Can Only Imagine: Platinum Edition __

INO 20228/TIME LIFE
WHITECHAPEL
METAL BLADE 14681
KATY PERRY
CAPITOL 04249

One Of The Boys
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DECCA e
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2 4 , § CAPITOL _ 7
MILEY CYRUS Breakout
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4 | |2 SUGARLAND Love On The Inside
B MERCURY NASHVILLE /UMGN
e THIRD DAY Revelation ¢
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TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

1" (LI SIGUELO
J (VTSI wisiy & YANDEL (MACHETE)

8 YA NO LLORES (LET ME LOVE YOU)

118 gy oy (786 SIENTE) - o
POSE
8 12 oupov vanke (e canteL
8 NA DE NA
ANGEL & KHRIZ (V| MACHETE)
HE VENIDO
40y pmsceert)

TE QUIERO
ol FLEX {EMI TELEVISA)

PERMITAME

T2 TONY DIZE (WY MACHETE)

g 37 EL PERDEDOR
AVENTURA (PREMIUM LATIN)

11 g LLORAR LLOVIENDO
TOBY LOVE {SONY BMG NORTE)

19 SI NO TE HUBIERAS IDO
MANA (WARNER LATINA)

12 24 CARITA BONITA
ERRE XI (MAS FLOW/MACHETE)

LUNA

B3 gy LOVER (MACHETE)

13 § VAMOS PAL AGUA
VITO "EL BAMBING" (EMI TELEVISA

17 3 ARDEEL CIELO

MANA (WARNER LATINA)

29 AHORA ES
WISIN & YANDEL (MACHETE)

e =
nE E8 TITLE
Vi <% 2Z  ARTIST (MPRINT / DISTRIBUTING LABEL)
S KIDZ BOP 14
) KIDZ BOP KIDS (RAZOR & TIE)
2 't CAMP ROCK
TV SDUNDTRACK (WALT DISNEY)
a 2 N HANNAH MONTANA/MILEY CYRUS: BEST OF BOTH WORLDS CONCERT
i MILEY CYRUS (HOLLYWOOD/WALT OISNEY
4 3 58 HANNAH MONTANA 2 (SOUNDTRACK)/MEET MILEY CYRUS
TV SOUNDTRACK/MILEY CYRUS (HOLLYWOOD/WALT DISNEY
5 4 8 ICARLY
E TV SOUNDTRACK {NICKELODEON/COLUMBIA/SONY MUSIC)
6 5 1 DISNEYMANIA 6: MUSIC STARS SING DISNEY... THEIR WAY!
VARIOUS ARTISTS (WALT DISNEY) _ N
B 7 51 HIGH SCHOOL MUSICAL 2
TV SOUNDTRACK (WALT DISNEY
a g 28 RADIO DISNEY JAMS 10
VARIOUS ARTISTS (WALT DISNEY)
o 9 93 HANNAH MONTANA
TV SOUNOTRACK ‘WALT DISNEY)
KIDZ BOP 13
10 6 24 KIDZ BOP KI0S {RAZOR & TIE)
HIGH SCHOOL MUSICAL
1" 10 134 i TV SOUNDTRACK 'WALT DISNEY)
12 1 27 HANNAH MONTANA 2: NON-STOP DANCE PARTY
. HANNAH MONTANA (WALT DISNEY
13 13 221 BABY EINSTEIN: LULLABY CLASSICS
2 ©€1 THE BABY EINSTEIN MUSIC BOX ORCHESTRA {BUENA VISTA/WALT DISNEY)
a4 12 13 SNACKTIME!
BARENAKED LADIES (DESPERATION/REPRISE/WARNER BROS
15 14 3 DISNEY'S KARAOKE SERIES: HANNAH MONTANA 2

o
N

BETWEEN THE BULLETS

HANNAH MONTANA (WALT DISNEY)

More charts. Deeper charts. Go to billboard.biz to find
Billboard’s complete menu of more than 180 charts—
albums, singles, digital, mobile, and more—refreshed
every Thursday.

LATIN RHYTHM KINGS

Reggaeton duo Wisin & Yandel
score a record sixth No. 1 on Latin
Rhythm Airplay, as “Siguelo”
segues 3-1 (7.6 million audience
impressions, up 24%). The song
is the pair’s third consecutive
chart champ under a lead artist billing, following “Sexy
Movimiento” (14 weeks beginning late last year) and
“Ahora Es” (five wecks in April and May). Wisin & Yan-
del thus surpass Daddy Yankee’s five chart-toppers for
most No. 1 titles in the history of the list, which launched
exactly three years ago this week. Prior to that, hits by
both acts were confined to Latin Tropical Airplay.
“Siguelo” also enters the top 10 (11-8) on Hol Latin
Songs (see chart, page 56), where it becomes Wisin & Yan-

del’s 11th top 10. —Gary Trust
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SALES DATA

AMRPLAY
MONITORED BY COMPILED BY

)}
SoundScan

HOT 100 AIRPLAY"

B9

ALBUM CHARTS

Sales data compiled from a comprehesive pool of U.S. music
merchants by Nielsen SoundScan. Sales data for R&B/hip-hop
retail charts 1s compiled by Nielsen SoundScan from a national

) o ak - - v . wh subset of core stores that specialize in those genres.
CmE 5E EC TITLE g S o TITLE ‘@i LI &S TITLE @ Albums with the greatest sales gains this week.
Bz 1Sz =& ARTIST (MPRINT / PROMOTION LABEL) %= 3T ARTIST (MPRINT / PROMOTION LABEL) E= | Sz £3 ARTIST (IMPRINT / PROMOTION LABEL} ) )
1 1947 TAKE A BOW 26 23 27 NO AIR 0 49 12 GIRLS AROUND THE WORLD m W_here mclude'd, this awarq indicates the title
- RIHANNA (SRP/DEF JAM/IDIMG) JORDIN SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA) LLOYD FEAT. LIL WAYNE (THE (NC /UNIVERSAL MOTOWN) with the chart’s largest unit increase.
o 9 12 FOREVER 27 97 i3 GOODTIME T 4 5 5 TROUBADOUR Where included, this award indicates the title with
CHRIS BROWN (JIVE/ZOMBA) ALAN JACKSON (ARISTA NASHVILLE} . 4 GEORGE STRAIT (MUA NASHVILLE} the chart’s biggest percentage growth.
’ a‘ AR A MiLL 28 24 15 TAKE YOU DOWN ¢ 3 PLEASE EXCUSE MY HANDS m Indicates album entered top 100 of The Billboard 200
LIL WAYNE (CASH MONEY/UNIVERSAL MDTOWN) CHRIS BROWN (JIVE ZOMBA) PLIES FEAT, JAMIE FOXX & THE-DREAM (BIG GATES/SLIP-N-SLIDE/ATLANTIC, and has been removed from Heatseekers chart.
o 4 5 11 | KISSED A GIRL @ 0 g YOU LOOK GOOD IN MY SHIRT B4 53 6 MAGIC
¥ KATY PERRY (CAPITOL) KEITH URBAN (CAPITOL NASHVILLE) ROBIN THICKE (STAR TRAK/INTERSCOPE) PRICING/CONFIGURATION/AVAILABILITY
s CD/Cassette prices are suggested list or equivalent prices, which
- 9 CLOSER @ PUT A GIRL IN IT BURNIN’ UP : A !
3 ; 10 14\ vo ok Jant uMG) 34 10 gangus & nUNN (ARISTA NASHVILLE) 58 4 onas BROTHERS (HOLLYWOOD) are projected from whalesale prices. © after price indicates
5 . album only available on DualDisc. CD/DVD after price indicates
<3 B8 ¢ (22| BLEEDING LOVE @ 3 g SHOULD'VE SAID NO 56 50 g LOOKINBOY . CD/DVD combo only available. ® DuaiDisc available. ® CD/DVD
i LEONA LEWIS (SYCO/J RWG) TAYLOR SWIFT (BIG MACHINE) HOT STYLZ FEAT, YUNG JOC (SWAGG TEAM/BLOCK/JIVE/ZOMBA) combo available.  indicates vinyl LP is available. Pricing and
d 12 12 DANGEROUS az 28 30 LOVE SONG 60 21 TE QUIERO viny! LP availabitity are not included on all charts. EX after cata-
KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE) SARA BAREILLES (EPIC) FLEX (EM} TELEVISA) !ogdn;mlqer indicates title is exclusive to one account or has lim-
8 g 14 LEAVIN @ 45 4 THE BUSINESS @ g3 4 DONTTHINKIDON'T THINK ABOUT IT tted distribution.
JESSE MCCARTNEY (HOLLYWOOD) YUNG BERG FEAT. CASHA (YUNG BOSS/KOCH/EPIC) DARIUS RUCKER (" APITOL NASHVILLE}
BUST IT BABY PART 2 @ AMERICAN BOY @ HOLLER BACK
9 6 W o rean NEvD 516 GATES SLIP-N-SLIDE/ATLANTIC) 42 8 Core L FEAT KANYE WEST {HOME SCHOOL/ATLANTIC) 64 5 e LosT TRalLERs (BNA) S|NGLES CHARTS
@ 14 7 ALL SUMMER LONG @ 39 g ISTILL MISS YOU 60 51 15 BACK WHEN I KNEW IT ALL RADIO AIRPLAY SINGLES CHARTS
KID ROCK (TOP DOG ATLANTIC) KE{TH ANDERSON (L ULINBIA (NASHVILLE)) MONTGOMERY GENTRY (COLUMBIA (NASHVILLE)) Eo: IOSO Airplay, Hot C_Ioudnftry Songs;.HotIRap S?ng? ;ng Hot
& I atin Songs are compile rom a national sampte of ata sup-
1 9 15 1 LUV YOUR GIRL 3 m- 43| N7 THE TIME OF MY LIFE 81 55 13 NEVER WOULD HAVE MADE IT plied by Nielsen Broadcast Data Systems. Charts are ranked by
 THE-DREAM (RADIO KILLA/DEF JAMY/IDIME) DAVID COOK (19 RCA RMG) MARVIN SAPP (VERITY/ZOMBA) number of gross impressions, computed by cross-referencing
@ " o2 GET LIKE ME @ M5 DISTURBIA @ 70 3 SPOTLIGHT exact times of airplay with Arbitron listener data. Mainstream
DAVID BANNER FEAT. CHRIS BROWN (B1G.F A.C E/SRC/UNIVERSAL MOTOWN 4 RIHANNA (Si1+ DEF JAM/IDUMG) JENNIFER HUDSON (ARISTA/RMG} Top 40, Adult Cont_emporary, Aduit Top 40, Modern Rock,
' LOLLIPOP - @ "NEED U BAD @ SHE NEVER CRIED IN FRONT OF ME KalnsticamiRERiogkiop dulRE B ARy NI ot Danes
13 7 20 avne FeaT STATC MALOR (GASI MONEY/UNVERSAL MOTOWN] 405 amie SULLIVAN (J AVE) 75 2 {opy kEITH (SHOW D0G NASHVILLE) ?égglz)g:g? 32';::igdsg;%zk:|°ée6t§:g§’n§°“gs andjSmooth
@ 16 § VIVALAVIDA 39 33 25 LOVEINTHIS CcLUB @ 73 2 FALLFORYOU @ Songs showing an increase in audience (or detections)
_COLDPLAY (CAPITOL) USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA) ) SECONOHAND SERENADE (GLASSNOTE/ILG/ATLANTIC) over the previous week, regardless of chart movement.
HEAVEN SENT ¥ DAMAGED @ BABY Where included, thi d indicates the titl
@- 15 1 evsia cou (IMANY/GEFFEN/INTERSCOPE) 40 35 19 vy kane (BAD BOY/ATLANTIC) ] g LLCOOL J FEAT, THE-DREAM (DEF JAN/IDJMG) 22,‘..‘{.5“ wit,?rth; ch:rte-s ',ar;:&?:mgdi'ﬁ;:;se'e e
@ 17 10 PUT ON a1 36 14 TEENAGE LOVE AFFAIR @ 68 5 LEARNING HOW TO BEND
_ YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JaM/IDJME) ALICIA KEYS (MBK J/RMG) GARY ALLAN (MCA NASHVILLE RECURRENT RULES
17 13 16 POCKETFUL OF SUNSHINE 4z 37 16 HOME @ _ 1 MR.CARTER Songs are removed from The Billboard Hot 100 and Hot 100
NATASHA BEDINGFIELD (PHONOGENIC/EPIC) __BLAKE SHELTON (WARNER BROS . (NASHVILLE) WRN) LIL WAYNE FEAT. JAY-Z (CASH MONEY/UNIVERSAL MOTOWN) Airplay charts simultaneously if they have been on The Billboard
GOT MONEY REALIZE @ WHATEVER YOU LIKE Hot 100 for more than 20 weeks and rank beloyv No. 50. Songs
@ 19 8 WATHE FEAT, PR (CASH MONEY/UNVERSAL MO TOWNNIVERSAL 43 138 19 (o e CAILLAT (UNIVERSAL REPUBLIC) = 1 GRAND HUSTLE ATLANTIC) 2;‘;::’5mr‘;‘;§‘;£[ﬁ’/’e"l;"l‘f’;zs ;geeag:e"wén“:}?ﬁ“;‘;"‘tﬁznsgggs
o y y n
@ 18 g LOLLILOLLI (POP THAT BODY) a4 44 16 'NLOVE WITH A GIRL _ ¢ BETTER INPTIME weeks and rank below No. 50. Songs are removed from Hot
THREE 6 MAFIA (HYPNOTIZE MINDOS/COLUMBIA) GAVIN DEGRAW ({J RMG LEONA LEWIS (SYCO J RMG) Country Songs if they have been on the chart for more than 20
@ 3t 6 HERE 1| AM 57 3 ONE STEP AT ATIME 70 61 7 WE WEREN’T CRAZY weeks and rank below No. 10 in detections or audience, provid-
RICK ROSS (SLIP-N-SLIDE OEF JAM/IDJMG) JOROIN SPARKS (19/JIVE:ZOMBA) JOSH GRACIN (LYRIC STREET) ed that they are not still gaining enough audience points to bul-
5 3 . Songs are removed from Hot Latin Songs if they have been
EN | GROW UP WAITIN' ON A WOMAN CAN'T BELIEVE IT s
i 27 6 WH 52 4 -~ g on the chart for more than 20 weeks and rank below No. 20.
<h LE‘PU_SSYCAT DOLLS |INTERSCOPE) BRAD PAISLEY (ARISTA NASHVILLE) _T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KDNVICT/JIVE/ZOMBA Songs on Latin Airpiay charts are removed after 20 weeks if
22 21 18 IT'S NOT MY TIME a7 46 1 GUNPOWDER & LEAD 72 67 17 BETTER AS A MEMORY they rank below No. 20 in both audience and detections.
3 DOORS DOWN (UN(VEFSAL REPUBLIC) MIRANDA LAMBERT (LOLUMBIA (NASHVILLE}) KENNY CHESNEY (BNA) Descending songs are removed from Adult Contemporary if they
20 g2 WHAT YOU GOT 48 47 4 VLLBELOVIN'ULONG TIME _ , BOB THAT HEAD have been on the chart for more than 20 weeks and rank below
COLBY O'DONIS FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE) MARIAH CAREY (ISLAND/(DJMG) § RASCAL FLATTS (LYRIC STREET) No. 15, if they "'a;e bgcn O_ff‘ ::e C:a'l fg’ more ::an 55 r’feeks
Q 26 13 SHAKE IT @ 62 |13 IN THE AYER @ = | YOU'RE THE ONLY ONE :‘:reratw;r??;vv\:/eeol{;ahgrr:ankz\éloa,iloégtwg:scezginagrsoonrgs
METRO STATION (COLUMBIA) - FLO RIDA FEAT. WILL.LAM (PDE BOY ATLANTIC) ERIC BENET (FRIDAY/REPRISE WARNER BROS.) are removed from the Adult Top 40, Adult R&B, Hot Dance
ALL §| WANT TO DO DO YOU BELIEVE ME NOW GET SILLY Airplay, Hot Christian Songs, Hot Gospel Songs and Smooth
25 9 78 65 14
SUGARLAND (MERCURY NASHVILLE) JIMMY WAYNE (VALORY) % 1.C. (YOUNG MOGUL/REPRISE/WARNER BRQS.) Jazz Songs charts if they have been on for more than 20 weeks

and rank below No. 15 (No. 20 for Mainstream Top 40, Modern
Rock, Mainstream R&B/Hip-Hop and Rhythmic).

CONFIGURATIONS

@ CD single available. ® Digital Download available. &' DVD
single available. @ Vinyl Maxi-Single available. @ Vinyl single
available. © CD Maxi-Single avaitable. Configurations are not
included on all singles charts.

) ok S B : ; 33 :
&é nE €3 TITLE E § 5EE5 TITLE ‘5-) ‘wiE & &S TITLE E HITPREDICTOR
L pregve L wip , »,g‘u R din 5
(&= | S ZZ ARTIST (IMPRINT/ PROMOTION LABEL) gs =32 =& ARTIST (IMPRINT / PROMOTION LABEL) 3 == | Sz 23| ARTIST (IMPRINT/ PROMOTION LABEL) ] it Proa EeTEta e At A aFtiETI AT
‘ 2 7 DISTURBIA 26 19 20 LOLLIPOP 51 40 21 DAMAGED format based on research data provided by Promosquad. Songs
_ A | RIHANNA (SRP/DEF JAM/IDJMG) LIL WAYNE FEAT STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN) DANITY KANE (BAD BOY/ATLANTIC) are testeg online by ?romosquad ufs:ng multiple listens and a
= Y = nationwide sample of carefully profiled music consumers.
o SHE TONIGHT @ 27 2 BREAKO,UT @ 61N 88 ADDICTED i Songs are rated on a 1-5 scale; final results are based on
JONAS BROTHERS (HOLLYWOOD) MILEY CYRUS (HOLLYWOOD) SAVING ABEL (SKIDDCO/VIRGIN/CAPITOL) weighted positives. Songs with a score of 65 or more (75 or
3 1 13 | KISSED A GIRL @ 29 6 ONE STEP AT A TIME 53 5 31 SAY more for country) are judged to have Hit Potential; although
KATY PERRY (CAPITOL) JORDIN SPARKS {19/JIVE/ZOMBA) JOHN MAYER (AWARE/COLUMBIA) t':at birh\chfmarkl "gln'\ber C_aanluctléaot;gleefteng:"\jaL ng:‘ddC;r‘ :he;
T A streng’ of available music. For a pdated list O
é o 18 1 PAPER PLANES 29 20 6 ALL | WANT TO DO 54 49 18 IN LOVE WITH A GIRL current songs with Hit Potential, commentary, polls and more,
g i M LA. (XL/INTERSCOPE) SUGARLAND (MERCURY NASHVILLE) GAVIN DEGRAW (J/RMG}) please visit www.hitpredictor.com.
8o BURNIN’ UP IT’S NOT MY TIME SEE YOU AGAIN
ﬁgu 8 3 6 jouas sRoTHERs (HOLLYWO00O) 30 26 17 3yq0p5 nown (UNIVERSAL REPUBLIC) 85 46 35 ey ovaus (HUI LYwDOD) HOT DANCE CLUB PLAY
e e 10 2 CORONA AND LIME 31 28 2 BLEEDING LOVE = 56 38 3 PUSHING ME AWAY Compiled from a national sampte of reports from club DJs.
282 SHWAYZE (SUPETONE GEFFEN/INTERSCOPE) LEONA LEWIS (SYCO/J/RMG JONAS BROTHERS (/1111 LYw0OD) @ Titles with the greatest club play increase
£54 VA LA ) over the previous week
ESy 7 5 13 VIV VIDA 37 g PUTON 57 51 35 DON'T STOP THE MUSIC .
2.5 COLOPLAY (CAPITUL) YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG) RIHANNA (SRP/DEF JAM.ID MG}
oo \
29
8a= a AMERICAN BOY GET LIKE ME MAMMA MIA
g%f S8 ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC) 33 30 10 DAVID BANNER FEAT (RIS BROWN (B . F A C F /SRC/AINIVERSAL MOTOWN 58 48 2 MERYL STREEP (DECCA) AWARD CERT"‘LEVELS
=6y s =
2= WHEN | GROW UP m GOT MONEY THUNDER ALBUM CHARTS =
SZ & B 7 10 1y pyssyoar ooLis (nTERSCOPE) f 50 10 [y yane Fean oA (CASH VONEY/UNVERSAL MOTOWN) 58 60 6 yorsunepmus couwein e ?eﬁ.‘"d'"gt'”?;géyo‘gsg"'lt?f A"}z"?g)('ﬁgfz :e"'rft'.‘;.a”‘t’.” iy
SN - G net shipment oOf i albums {o] . certification for
S;g 10 4 9 ;nl:iclvNRGSS — '@ 47 5 BETTER IN T'IME @ 62 4 LOVE REMAINS THE SAME net shipment of 1 million units (Platinum). {» RIAA certification
533 US (HOLLYWDOO) LEONA LEWIS (SYCO/J/RMG) GAVIN ROSSDALE (INTERSCOPE) for net shipment of 10 miliion units (Diamond). Numeral within
‘;2 : 6 15 FOREVER 73 3 JUST DANCE @ 75 3 BODY ON ME Platinum or Diamond symbol indicates album’s mutti-platinum
& 3 CHRIS BROWN (JIVE/ZOMBA) LADY GAGA FEAT. COLBY 0'DONIS (STREAMLINE/KONLIVE/INTERSCOPE} NELLY FEAT. ASHANTI & AKDN (DERRTY/UNIVERSAL MOTOWN) level. For boxed sets, and double albums with a running time of
i DANGEROUS GET SILLY SHUT UP AND LET ME GO 100 minutes or more, the RIAA multiplies shipments by the num-
z 3
Zee 12 MM Geoma orrsHaLL (oNLV/GERFEN) 37 34 13 ¢ (yOUNG MOGUL WARNER BROS 182 55 10 1ye g Tivgs (COLUMBIA ber of discs and/or tapes. - Certification for net shipments of
28" p —_ —— - . 100,000 units (Oro).  Certification of 200,000 units (Platino). &
g5y @ _ 4 CAN'TBELIEVEIT 43 5 OUT HERE GRINDIN 70 5 SWING Certification of 400,000 units (Multi-Platino).
85, T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA) DJ KHALED (TERROR SQUAD/KOCH) SAVAGE FEAT. SOULJA BOY TELL'EM {DAWN RAID/UNVERSAL REPUBL
gﬁg 14 9 18 SHAKE IT [} 39 31 15 MERCY @ _ 1 THEFRUITS OF YOUR GARDEN SINGLES CHARTS
EEE METRO STATION (COLUMEIA) DBUFFY (MERCURY/IDJMG) MIRAH () @ RIAA certification for 500,000 paid downloads (Gold).
208 I’'M YOURS SUMMERTIME LOW i B RIAA certification for 1 miliion paid downioads (Platinum).
z @
4 g ; i 14 16 JASON MRAZ (ATLANTIC) 40 35 12 NEW KIDS ON THE BLOCK (INTERSCDPE} 65 59 39 FLO RIOA FEAT. T-PAIN (POE BOY/ATLANTIC) B Numeral within platinum symbol indicates song’s multiplat-
afad = LOLLI LOLLI (POP THAT BODY) THE TIME OF MY LIFE LOOKIN BOY inum level. ' RIAA certification for net shipment of 500,000
Qe N
ts § 6 115 12 nerc MARIA (HYPNOTIZE MINDS/COLUMBIA) 56 11 54uip cook (19 RCARNG) 57 € r STz FEAT vunG o€ (SWAGG TEAWBLOCKUVEZOMBE) singles (Gold).
a2z 1 TAKE A BOW THIS IS ME CHECK YES JULIET (RUN BABY RUN)
SE% 17 112 13 RIHANNA (SRP/DEF JAM/IDJMG) 42 2 7 DEMI LOVATO & JOE JONAS (WALT DISNEY) 68 13 WE THE KINGS (S-CURVE) rglsAlAcggIL?:SrgﬂcsaﬁoLnEfgrcne}‘: ?h?p‘l;—:sent of 25,000 units for
x 3 v 5
:39‘ 8 17 15 LEAVIN 43 39 6 BARTENDER SONG (AKA SITTIN' AT A BAR) 65 6 | LUV YOUR GIth video singies. ' RIAA gold certification for net shipment of
580 JESSE MCCARTNEY (HOLLYWOOD) REHAB (UNIVEHSAL REPUBLIC) THE-OREAM (RADIO KILLA DEF JAM/IDIMG) 50,000 units for shortform or longform videos. B RIAA platinum
;3}; @ o4 7 IN THE AYER aa 33 19 BUST IT BABY PART 2 i JOHNNY & JUNE certification for net shipment of 50,000 units for video singles.
gﬁ‘ FLO RIDA FEAT. WILL.LAM (POE BOY/ATLANTIC) a PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC) HEIDI NEWFIELD (CURB) RIAA platinum tf:ertlficauOn for sales of 1?10‘000 units for bo!
24= » 7 3 shortform or longform videos. Numeral within platinum symbol
524 CLOSER SHOULD'VE SAID NO THAT'S WHAT YOU GET - i M
%% P 20 2 15 kv (DEF JAW/DING) 45 44 10 Ty OR SWIFT (81G MACHINE) 718 piRAMORE (FUELED BY RAMEN/RRP) indicates song’s multiplatinum level.
852 @ FALL FOR YOU FREE FALLIN’ REALIZE
~ DVD SALES/VHS SALES/VIDEO RENTALS
;g'é <l 25 8 SeconpHanD SERENAOE (GLASSNDTE/ILG) ! 545 onnmaven (COLUMBIA) 63 28 corgie cantar (UNIVERSAL REPUBLIC) @ RIAA gold ce{rtification for n{.\t shipment of so,oLoo units or $1
gx:?; H 22 21 15 A MILLI 47 3 19 4 MINUTES it 64 32 STOP AND STARE million in sales at suggested retail price. I RIAA platinum certifi-
3ov LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN) MADONNA FEAT. JUSTIN TIMBERLAKE (WARNER BROS } ONEREPUBLIC (MOSL! 1 INTERSCOPE) cation for sales of 100,000 units or $2 million in sales at sug-
g% : POCKETFUL OF SUNSHINE IF | NEVER SEE YOUR FACE AGAIN PLAY MY MUSIC gestedlietaillprice iR oodlcsitificationifongiminimupsale
85u 5 ) o ! )
258 13 24 \TaSHA BEDINGFIELD (PHONOGENIC/EPIC) 4B A1 13 |1iR00N 5 FEAT. RIHANNA 44 OC TONE INTERSCOPE) 58 7 Jonas BROTHERS (WALT OISNEY) of 125,000 units or a dollar volume of $9 million at retail for the
"
oEc e : = atrically released programs; or of at least 25,000 units and $1
Iew 24 23 16 AANDLEBARS 49 482 2 WHAT YOU GOT 74 9 GUNPOWDER & LEAD million at suggested retail for non-theatrical tittes. ' IRMA plat-
538 FLOBOTS (UNIVERSAL REPUBLIC) COLBY (YDONIS FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE) MIRANDA LAMBERT (COLUMBIA (NASHVILLE)) inum certification for a minimum sale of 250,000 units or a dol-
b3 25 18 4 BUZZIN’ 50 45 30 NO AiR 4 = MARCO POLO lar volume of $18 million at retail for theatrica_lly released pro-
&9® 5 SHWAYZE FEAT, CISCO ADLER (SURETONE/GEFFEN/INTERSCOPE) JOROIN SPARKS DUET WITH CHRIS BROWN (JIVE/ZOMBA) BOW WOW FEAT. SOULJA BOY TELLEM (COLUMBIA) grams, and of at least 50,000 units and $2 million at suggested
8635 = ’ retail for non-theatrical titles.
$e8 - .
Data for week of AUGUST 16, 2008 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data | 51
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t KISSED A GIRL
KATY PERRY (CAPITOL)
FOREVER
CHRIS BROWN (JIVE/ZOMBA)
LEAVIN’
i JESSE MCCARTNEY (HOLLYWOOO)
g g DISTURBIA
IS0 0T RIHANNR (SRP/DEF JAM/IDJMG)
WHEN t GROW UP
=")_THE PUSSYCAT DOLLS (INTERSCOPE)

E‘ﬁ4 |,y TAKE A BOW
L} | __RIHANNA (SRP/DEF JAM/IDJMG)
SHAKE IT
! ¥ METRO STATION (COLUMBIA)
l 11 ;3 DANGEROUS
KARDINAL OFFISHALL FEAT. Al(_(lﬁ(KDNUVE/GEFFEN/INTERSCDPE;
13 16 GREATEST
GAINER/AIRPLAY

95 POCKETFUL OF SUNSHINE
~©" NATASHA BEDINGFIELD (PHONOGENIC/EPIC)

o 5
. BURNIN' UP

31

. JONAS BROTHERS (HOLLYWOOD)

N 45 15 AMERICAN BOY

L5 L ESTELLE FEAT. KANYE WEST (HOME SCHOOL/ATLANTIC)
u!! COLDPLAY (CAPITOL)
@'E o 25 BLEEDING LOVE
! - " LEONA LEWIS (SYGO/J/RMG)

14 34 LOLLIPOP

.~ _LIL WAYNE FEAT. STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN|

l WHAT YOU GOT

51 15 FALL FOR YOU

VIVA LA VIDA
n!. ONE STEP AT A TIME
JORDIN SPARKS (19/JIVE/ZOMBA
]
_COLBY 0'DONIS FEAT. AKON (KONLIVE/GEFFEN/INTERSCOPE)
D SERENADE (GLASSNOTE/ILG/ATLANTIC)

-i " DAMAGED
| DANITY KANE (BAD BOY/ATLANTIC)

% 9

ALL SUMMER LONG

KID ROCK (TOP DOG/ATLANTIC)

IT’S NOT MY TIME

3 DOORS DOWN (UNIVERSAL REPUBLIC)

TONIGHT i

JONAS BROTHERS (HOLLYWO0O)

~ IN LOVE WITH A GIRL

GAVIN DEGRAW (J/RMG)

7 THINGS

MILEY CYRUS (HOLLYWDOO)

LOLLI LOLLI (POP THAT BODY)

_ THREE § MAFiA FEKT. PROJECT PAT. YOUNG D & SUPERPOM/ER {HYPNOTIZE MADS/COLUMBIA)
REATEST PAPER PLANES

B GAINER /DIGITAL XYMV GRS
SEXY CAN

- RAY J & YUNG BERG (KNOCKOUT/DEJA 34/KOCH/EPIC)
b 5= a5 REALIZE
fg e 32 COLBIE CAILLAT (UNIVERSAL REPUBLIC}
. IN THE AYER
L FLO RiDA FEAT. WILL.LAM (POE BOY/ATLANTIC)
I 13 BETTER IN TIME
_ LEONALEWIS (SYCO/J/RMB)
-H'B_UST IT BABY PART 2
| PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
g
/35 2 CORONA AND LIME
#050 " SHWAYZE (SURETONE/GEFFEN/INTERSCOPE)
! NO AIR
. - JORDIN SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA;
rﬁ"ﬂ"'t; SUMMERTIME
! & 1" NEW KIDS ON THE BLOCK (INTERSCOPE)
n‘ THAT'S WHAT YOU GET
PARAMDRE (FUELEO BY RAMEN/RRP)
,:."'- == i ’ LOW
n; 40 FLO RIOA FEAT. T-PAIN (POE BOY/ATLANTIC)
Gl i
LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN}
i -‘“:‘ -" LOVE IN THIS CLUB
i E USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA
| HANDLEBARS
e FLOBOTS (UNIVERSAL REPUBLIC)
40 o THUNDER
WA BOYS LIKE GIRLS (COLUMBIA)
i ALL AROUND ME
FLYLEAF (A&M/OCTONE/INTERSCDPE)
”-,‘,“] THE TIME OF MY LIFE
I " DAVID COOK (19/RCA/RMG)
I STOP AND STARE
ONEREPUBLIC (MOSLEY/INTERSCOPE)
| CANTBELIEVEIT
. I T-PAIN FEAT. LIL WAYNE (NAPPY BOY/KONVICT/JIVE/ZOMBA)
DON’'T STOP THE MUSIC
__RIHANNA (SRP/DEF JAM/IDJMG)
GET LIKE ME
DAVIC BANNER FEAT. CHRIS BROWN (B |.G. F.A.C.E/SRC/UNIVERSAL MGTOWN}
I'M YOURS
JASON MRAZ (ATLANTIC/RRP)
CRY FOR YOU
SEPTEMBEREOBBINS)
SEE YOU AGAIN
MILEY CYRUS (HOLLYWODD)
CHECK YES JULIET (RUN BABY RUN)
WE THE KINGS (S-CURVE/CAPITOL)

Recent “American {dol” runner-up David
Archuleta joins victor David Cook on the
Pop 100 with “Crush,” entering at No. 93.
Ahead of its Aug. 12 digital arrival, the song
debuts solely on airplay points, led by out-
of-the-box exposure at mainstream top 40
WHTZ (Z100) New York.
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ARTIST (IMPRINT / PROMGIION LABEL) =
4 MINUTES
MADONNA FEAT. JUSTIN TIMBERLAKE (WARNER BROS )
BUZZIN’
SHWAYZE FEAT. CISCO ADLER (SURETONE/GEFFEN/INTERSCOPE)
GOT MONEY
LIL WAYNE FEAT, T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)
GET SILLY
. V.L.C. (YOUNG MOGUL/REPRISE)
I'LL BE LOVIN’ U LONG TiME
MARIAH CAREY (ISLAND/IDJMG)
PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG)
IF | NEVER SEE YOUR FACE AGAIN
MAROON 5 FEAT. RIMANNA (A&M/OCTONE/INTERSCOPE)
BOTTLE IT UP
~ SARA BAREILLES (EPIC)
JUST DANCE
LADY GAGLFEA! COLBY 0'DONIS (STREAMLINE/KONLIVE/INTERSCOPE)
i 16I MERCY
!9 DUFFY (MERCURY/IDIMG)
LOST
MENUDO (EPIC)
I LUV YOUR GIRL
| THE-DREAM (RADIO KILLA/DEF JAM/IDJMG)
ADDICTED
SAVING ABEL (SKIDDCO/VIRGIN/CAPITOL)
BARTENDER SONG (AKA SITTIN’ AT A BAR)
REHAB (UNIVERSAL REPUBLIC)
LOVE REMAINS THE SAME
GAVIN RDSSDALE (INTERSCOPE)
THIS IS ME
DEMI LOVATD & JOE JONAS (WALT DISNEY)
HOT N COLD
KATY PERRY (CAPITOL)
YOU GOT ME
ONE BLOGK RADIUS (PROPERTY/MERCURY/I0JME)
HOMECOMING
KANYE WEST FEAT. CHRIS MARTIN (ROC-A-FELLA/DEF JAM/ADIME)
- SHUT UP AND LET ME GO
THE TING TINGS (COLUMBIA)
SWING
SAVAGE FEAT. SOULIA BOY TELLEM (DAWN RAID/UNIVERSAL REPUBLIC)
BODY ON ME
| NELLY FEAT. AKON & ASHANTI (DERRTY/UNIVERSAL MOTOWN)
PUSHING ME AWAY
|_JONAS BROTHERS (HOLLYWOOD)
il 1 LAST NAME
~ CARRIE UNDERWOOD (19/ARISTA/ARISTA NASHVILLE)
SHATTERED (TURN THE CAR AROUND)
0.A.R. (EVERFINE/ATLANTIC/RRP)
LOOKIN BOY
_ HOT STYLZ FEAT. YUNG JOC (SWAGG TEAM/BLOCK/JIVE/ZOMBA)
PLAY MY MUSIC
|_JONAS BROTHERS (WALT DISNEY)
- LOVE IS GONE
DAVID GUETTA & CHRIS WILLIS (GUM/PERFECTO/ULTRA)
BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/I0JMG)
GIVE IT 2 ME
MADONNA (WARNER BROS.)
PORK AND BEANS
| WEEZER (DGC/GEFFEN/NTERSCOPE)
COME ON OVER
JESSICA SIMPSON (EPIC/COLUMBLA (NASHVILLE))
ENERGY
KERI HILSON (MOSLEY/ZONE 4/INTERSCOPE)
RISE ABOVE THIS
SEETHER (WIND-UP)
WHAT ABOUT NOW
DAUGHTRY (RCA RMG)
- SUPERGIRL
. SAVING JANE (ALERT/TOUCAN COVE)
WAKE IT UP
E-40 FEAT. AKON (SICK WID IT/BME/REPRISE)
HERE | AM
RICK ROSS FEAL NELLY & AVERY STORM (SLIP-N-SLIDE/DEF JAN/IDSMG)
GIRLS AROUND THE WORLD
LLOYD FEAT. LI WAYNE (THE INC/UNIVERSAL MOTOWN)
- GOTTA FIND YOU
JOE JONAS (WALT DISNEY)
HYPNOTIZED
| _BIG GEMINI (BIG GUN/UPSTAIRS)
'. 4 - I'M GONE, I'M GOING
i LESLEY ROY (JIVE/ZOMBA)

CRUSH
__DAVID ARCHULETA (19/JIVE/ZOMBA)

MOVING MOUNTAINS
| USHER (LAFACE/ZOMBA)
COOKIE JAR
GYM CLASS HEROES FEAT. TRE-DREAM (DECAYDANCE/FUELED BY RAMEN/ARF)
ixw ALL OVER YOU
{59 0TS THE SPILL CANVAS (ONE ELEVEN/SIRE/REPRISE)

i

COCONUT JUICE

=L TYGA FEAT. TRAVIS MCCOY (BAT SQUAO/DECAYDANCE/RED)
»n YOUR LOVE IS A LIE

SIMPLE PLAN (LAVA/ATLANTIC/RRP)

LET IT ROCK

KEVIN RUDOLF FEAT. LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)

ANGELS ON THE MOON

© THRIVING IVORY (WIND-UP)

Patience pays off for Christian crossover
star Plumb, whose “In My Arms” reaches
the Adult Contemporary top 10 in its 27th
week. A remix of the ballad, which atso
rises 19-17 on Hot Christian AC Songs,
topped Hot Dance Airplay for four weeks
in the winter.

Go to www.billboard.biz for complete chart data
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LOVE

SONG !
SARA BAREILLES (EPIC o

| KISSED A GIRL
KATY PERRY (CAPITOL)
FOREVER
_ CHRIS BROWN (JIVE/ZOMBA)
.ﬂ‘ 18 SHAKE IT
"% METRO STATION (COLUMBIA)
TAKE A BOW
RIHANNA (SHF DEF JAM/IDJMG)
POCKETFUL OF SUNSHINE
NATASHA BEDINGFIELD (PHONOGENIC/EPIC)
ALL SUMMER LONG
KID ROCK (TOP DOG/ATLANTIC)
DANGEROUS
. KARDINAL OFFISHALL FEAT. AKCN (KONLI F 0PE)
WHEN | GROW UP
THE PUSSYCAT DOLLS (INTERSCOPE)
(T CLOSER
[LILGGIR Yo (DEF JaM/IDIIG)
IN LOVE WITH A GIRL
GAVIN DEGRAW (J/RME)
- IT'S NOT MY TIME
© 3 DOORS DOWN (UNIVERSAL REPUBLIC)
DISTURBIA
RIHANNA (SRP/DEF JAM/IDIMG)
BURNIN’ UP
JONAS BRDTHERS (HOLLYWOOD)
BLEEDING LOVE
&7 LEONA LEWIS (SYGD/J/RMG)
ONE STEP AT A TIME
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VIVA LA VIDA
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WHAT YOU GOT
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i f . PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC) |

LEONA LEWIS (SYCO/J/AMG)
LOLLI LOLLI (POP THAT BODY)
i THRE § WARIA FEAT PROVECT PRI, YOUNG D & SUPERPOWER (HYPNGTZE MIDSCOLUNBI)

E&E
T (IMPRINT / PROMOTION LABEL)

IT’S NOT MY TIME
3 DOORS DOWN (UNIVERSAL REPUBLIC)

2 i 17 BLEEDING LOVE

LEONA LEWIS (SYCO/J/AMG) £
4 SAY
JOHN MAYER (AWARE/CDLUMBIA)

151
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3 FEELS LIKE TONIGHT
DAUGHTRY (RCA/RMG)
E TEARDROPS ON MY GUITAR =
8 | :“” JORDIN SPARKS (19/JIVE/ZOMBA)
LOST
MICHAEL BUBLE (143/REPRISE)
T
10 1 @
AFTER ALL THESE YEARS
JOURNEY (NOMOTA)
ﬁ 14 7 POCKETFUL OF SUNSHINE
Tl ~ NATASHA BEDINGFIELD (PHONOGENIC/EPIC) s
REALIZE
COLBIE CAILLAT (UNIVERSAL REPUBLIC)
WHATEVER IT TAKES
JORDIN SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA) !
AWAKE
JOSH GROBAN (143/REPRISE)
VIVA LA VIDA
COLDPLAY (CAPITOL)
' ALL SUMMER LONG
ROOM FOR TWO (CURB/WARNER BROS ) _ﬁ
g 17 IN GOD'S HANDS :
NELLY FURTADO FEAT. KEITH URBAN (MOSLEY/GEFFEN/INTERSCOPE)

TAYLOR SWIFT (BIG MACHINE/UNIVERSAL REPUBLIC)
IN MY ARMS
' BUSY BEING FABULOUS 3
LIFEHOUSE (GEFFEN/INTERSCOPE)
WON’T GO HOME WITHOUT YOU
KID ROCK {TOP DOG/ATLANTIC)
-g‘l THOUGHT I'D SEEN EVERYTHING
. BRYAN ADAMS (BADMAN) B
3

n TATTOO

.

R
PLUMB (CURB/REPRISE)
EAGLES (EAC)
NO AIR
MAROON 5 (A&M/OCTONE/INTERSCOPE)
ROOTS BEFORE BRANCHES
STOP AND STARE

- ONEREPUBLIC {MOSLEY/INTERSCOPE)

- ENEMY WITHIN
| MICHAEL MCOONALD (UNIVERSAL MOTOWN)

?-ULE

ARTIST (IMPRINT / PROMOTION LABEL) I
LET IT DIE ﬁ
FOO FIGKTERS (AOSWELL/RCA/RME

VIVA LA VIDA
COLDPLAY (CAPITOL)
BLEEDING LOVE

LEONA LEWIS (SYCO/J/RMG)

15 POCKETFUL OF SUNSHINE
' INATASHA BEOINGFIELD (PHONOGENIC/EPIC)
ALL SUMMER LONG

. _KID ROCK (TOP DOG/ATLANTIC)

5g STOP AND STARE
ONEREPUBLIC (MOSLEY/INTERSCOPE)

{45 THE TIME OF MY LIFE
DAVID COOK (19/RCA/RMG)
45 LOVE REMAINS THE SAME
~ GAVIN ROSSDALE (INTERSCOPE}
'M YOURS
= - JASDN MRAZ (ATLANTIC/RRP)
7 "sa FEELS LIKE TONIGHT
1 DAUGHTRY (RCA/RMG)
IN LOVE WITH A GIRL

mn GAVIN DEGRAW (J/RMG)

9 REALIZE

10 29-; COLBIE CAILLAT (UNIVERSAL REPUBLIC)
i IF I NEVER SEE YOUR FACE AGAIN

R MAROON 5 FEAT. RIHANNA (A&M/OCTONE/INTERSCOPE)
39 WHATEVER IT TAKES

. LIFEHOUSE (GEFFEN/INTERSCOPE)
LOVE SONG
SARA BAREILLES (EPIC)

o I KISSED A GIRL
1 "5 KATY PERRY (CAPITOL)
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., BOTTLE IT UP
. SARA BAREILLES (EPIC)
SHATTERED (TURN THE CAR AROUND)
-t 0.A.R. (EVERFINE/ATLANTIC/RRP)

'I§|§_: ALL OVER YOU
1] "1 THE SPILL CANVAS (ONE ELEVEN/SIRE/REPRISE) *ﬁ-
NO AIR
Py JORDIN_SPARKS DUET WITH CHRIS BROWN (19/JIVE/ZOMBA) .-
“‘ COME ON GET HIGHER Y
~ MATT NATHANSON (VANGUARD)

SHAKE IT
. METRO STATION (COLUMBIA)
25 g TAKE A BOW
{17 RIHANNA (SRP/DEF JAM/I0JMG)
o LEAVIN’
JESSE MCCARTNEY (HOLLYWOOD)

-
&
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' PORK AND BEANS
WEEZER (DGC/GEFFEN/INTERSCOPE)
VIVA LA VIDA

COLDPLAY (CAPITOL)

INSIDE THE FIRE
DISTURBED (REPRISE)

‘2 2

5 19

BB s

BELIEVE
_STAIND (FLIP/ATLANTIC)
] { ' HAMMERHEAD g
_4_ i THE OFFSPRING (COLUMBIA) ﬁ'
ADDICTED

. SAVING ABEL (SKIDDCO/VIRGIN/CAPITOL)
7 23 GIVENUP

= LINKIN PARK (WARNER BROS )
"M NOT OVER
_I';AROLINA LIAR (ATLANTIC)
o b

RISE ABOVE THIS
F) 15 9

SEETHER (WIND-UP)
LOVE ME DEAD
LUDO (REDBIRD ISLAND/IDJME)

BARTENDER SONG (AKA SITTIN' AT A BAR) |
REHAB (UNIVERSAL REPUBLIC) 1

DEVOUR E

SHINEDOWN (ATLANTIC)
n' SCARS ON BROAOWAY (VELVET HAMMER/INTERSCOPE) !
ALKALINE TRIO (EPIC)
~ THEORY OF A DEADMAN (604/ROADRUNNER/RRP)
ATREYU (HOLLYWOOD)
|ﬁ ¥4 SLIPKNOT (HOADRUNNER/RRP)

| WILL POSSESS YOUR HEART &
T
HANDLEBARS
EE;:!“_: FLOBOTS (UNIVERSAL REPUBLIC) A
PSYCHO
GAMMA RAY
AFTERLIFE
I DON'T CARE
| APOCALYPTICA FEAT. ADAM GONTIER (20-20 ENT/JVEZOMBR) (W

DEATH CAB FDR CUTIE (ATLANTIC)

IT°S NOT MY TIME

3 DOORS DOWN (UNIVERSAL REPUBLIC)

PUDDLE OF MUDD (FLAWLESS/GEFFEN/INTERSCOPE)

BECK (DGC/INTERSCOPE)

AVENGED SEVENFOLD (HOPELESS/WARNER BROS.)
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12 20
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0 15 HELP ME
BAD GIRLFRIEND
-~ SLOW BURN
‘s PSYCHOSOCIAL
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 TITLE Artist
S PRODUCER (SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL

RELENTLESS Jason Aldean 2%
M KNOX {4 PWHITE.J LEBLANC) ® BROKEN BOW

Artist
IMPRINT & NUMBER / PROMOTION LABEL

Sugarland
© MERCURY

CERT.

é PRODUCER (SONGWRITER)

ALL | WANT TO DO
B,GALLIMORE K BUSH J NETTLES (J.0.NETTLES,K.BUSH,B.PINSON)

[

TOP COUNTRY ALBUMS"

e 916 YOU LOOK GOOD IN MY SHIRT Keith Urban @ LOVE REMEMBERS Craig Morgan 27
. = D HUFF.K.URBAN (T MARTIN T SHAPIRQ M NESLER) © CAPITOL NASHVILLE PODONNELL.C.MORGAN /C MORGAN.PO'DONNELL) - ® BNA ¢
@ 1 GOOD TIME Alan Jackson Sugariand clocks its @ 0 3 I'LL WALK Bucky Covington %
N _K.STEGALL (A JACKSON) @ ARISTA NASHVILLE quickest No. 1 dimb M.AMILLER,D OLIVER (B.A WILSON L.L FOWLER) © LYRIC STREET iz
: ° 5 PUT A GIRL INIT Brooks & Dunn g (71 weeks) with 33 35 LOOKIN FOR A GOOD TIME Lady Antebeilum 29
TBROWN.R DUNN,K.BROOKS (R.AKINS.D.DAVIDSON,B.HAYSLIP) © ARISTA NASHVILLE | V.SHAW,PWORLEY (0.HAYWOOD.C.KELLEY.H.SCOTT.K FOLLESE) ® CAPITOL NASHVILLE
b SHOULD'VE SAID NO Taylor Swift g  third chart-topper. 5 % IN COLOR Jamey Johnson
o N.CHAPMAN (T.SWIFT) ® BIG MACHINE “Seftlin’” needed THE KENT HARDLEY PLAYBDYS (J JOHNSON,L TMILLER.J.DTTO) © MERCURY
o 6 1 STILL MISS YOU Keith Anderson 19 weeks (2007) 31 32 DON'T YOU KNOW YOU'RE BEAUTIFUL Kellie Pickler -
9 J.STEELE (K.ANDERSON,TNICIHOLS.J SELLERS) ©® COLUMBIA and “Want To” took C.LINDSEY (C LINDSEY.A MAYO K ROCHELLE) © 19BNA
6 8 8 GUNPOWDER & LEAD Miranda Lambert 35 39 SOUNDS SO GOOD Ashton Shepherd
/ FLIDDELL M WRUCKE (M.LAMBERT H LITTLE) ® COLUMBIA 12 weeks (2006). & 8.CANNON (A SHEPERD) ® MCA NASHVILLE ;
ﬂ 9 15 DO YOU BELIEVE ME NOW Jimmy Wayne 3 a3 32 2 LIFE IN A NORTHERN TOWN Sugarland Featuring Little Big Town & Jake Owen 2
JWEST D.PAHANISH (J.WEST.D.PAHANISH.T.JOHNSON) OO VALORY _NOT LISTED (N LAIRD CLOWES G GABRIEL) ® MERCURY
9 74 HOME Biake Shelton 1 34 36 37 WHEN IT RAINS Eli Young Band 34
[ == B.ROWAN (M.BUBLE.A.CHANG A FDSTER GILLES) © WARNER BROS WRN JJ LESTER.E.HERBST (J.YOUNG) ® REPUBLIC UNIVERSAL SOUTH
@ 114 WAITIN' ON A WOMAN Brad Paisley 10 @ 37 40 CRAZY DAYS Adam Gregory 35
FROGERS (D SAMPSON.W VARBLE) @ ARISTA NASHVILLE : B.ALLEN K FOLLESE (A GREGORY.L BRICE.K.JACOBS J LEATHERS) NSA/MIDAS NEW REVOLUTION
m 12 TROUBADOUR George Strait m 46 LET IT GO Tim McGraw a6
TBROWN G.STRAIT (M.HOLMES.L SATCHER) . ® MCA NASHVILLE First single from B.GALLIMURE T MCGRAW.D.SMITH (W.C.LUTHER A MAY0,T DOUGLAS) © CURB
@ 13 HOLLER BACK The Lost Traiiers “Lucky Ofd Sun”? a £ CHICKEN FRIED Zac Brown Band a1
B BEAVERS (% H1ELSIN,T JAMES) ® BIA ¥ Oidoun, [ K.STEGALL 2 BROWN (Z.BROWN, W.DURRETTE) © LIVE NATION
ﬁ % LEARNING HOW TO BEND Gary Allan due Oct. 14, is T LET ME PatGreen  gu
. M WRIGHT. (s ALLEN (G ALLAN M WARREN J.LEBLANC) © MCA NASHVILLE Chesney’s second- i D.HUFF (M.BEESDN.D.ORTON) ® BNA
@ 15 DON'T THINK | DON'T THINK ABOUT IT Darius Rucker highest debut. His 30 18 ANYTHING GOES Randy Houser 38
F.ROGERS (D RUCKER.C MILLS; @ CAPITOL NASHVILLE Focticame whe M.WRIGHT.C.ANDRETCH, 11l (B.LONG.J.W.WIGGINS) ® UNIVERSAL SDUTH
@. ‘7 SHE NEVER CRIED IN FRONT OF ME Toby Keith iy e e @ 4 VOICES Chris Young 0
T.KEITH {T.KEITH.B PINSON) @ SHOW DOG NASHVILLE Don’t Bink i J.STROUD (C YOUNG.C. TOMPKINS,C WISEMAN) @ RCA
@ 7 25 17 [N ALL SUMMER LONG Kid Rock howed at No. 16 in 48 DON'T Billy Currington a
- [ d35] 0 ROCKRCAVALLD (RLRITCHE MSHAFER RVAN ZANTG ROSSNGTONEKNGL MARNELL RWACHTELWZEVCH)  TOP DOGATLANTIGC0S September 2007, C.CHAMBERLAIN.B.CURRINGTON (J.BEAVERS . SINGLETON) MERCURY
m- 19 ' BOB THAT HEAD Rascal Flatts i : m 44 FINE LINE Little Big Town P
. ‘& 0.HUFF,G.LEVOX J.DEMARCUS J.D.ROONEY (G.LEVOX,N. THRASHER.M.DUNLANEY) © LYRIC STREET . WRIRKPATRE KK FARCHLD K SCHALPMAN PSWEET JWE STBROOK (WKIFKPATRICK K FARCHILD K SCHALPHAN PSWEET WESTBROOK) _ @) CAPTOL MSHVLLE i
18 20 COME ON OVER Jessica Simpson @ 23 FOR YOU James Otto 4
J.SHANKS B JAMES (J SIMPSON R PROSTOR.V.BANKS) ® EPIC COLUMBIA J DEMARCUS, J.0TTO (J.BROWN.L HENGBER) © WARNER BROS. WRN
19 16 BETTER AS A MEMORY Kenny Chesney @ 47 LAST CALL Lee Ann Womack u
B.CANNON.K.CHESNEY (S CARUSOE L.GOOOMAN ® BNA TBROWN (S.MCANALLY.E.ENDERLIN) © MCA NASHVILLE
@ 22 AIR COUNTRY MAN Luke Bryan a5 42 1 DO Jewel 42
v LA 3 STEVENS (L BRYAN J.PMATTHEWS G.GRIFFIN) - __© CAPITOL NASHVILLE 2 J KILCHER,J.RICH (J.KILCHER) @ VALORY
é 25 31 ~ JUST A DREAM Carrie Underwood Hot Country Songs @ 50 | wouLD Phil Vassar Ty
M BRIGHT (S MCEWAN H.LINDSEY.G.SAMPSON) © 19/ARISTA/ARISTA NASHVILLE runs at 60 positions M.WRIGHTPVASSAR (PVASSAR) - @ UNIVERSAL SOUTH
@ uat sot [T EVERYBODY WANTS TO GO TO HEAVEN Kenny Chesney on billboard.biz a7 DON'T DO ME NO GOOD Gretchen Wilson "
- . (LI 8 cANNON.K CHESNEY (J.COLLINS M.000SON) — BLUE GHAIR/BNA _ Whare “Aari : : G.WILSON.B CHANCEY (6 WILSON A GORLEY.W KIRBY) © COLUMBIA
@ 24 24 JOHNNY & JUNE Heidi Newfield g @ = ROLL WITH ME Montgomery Gentry 4
T.BROWN (HNEWFIELD.D BRYANT.S.SMITH) - © CuRB idol” finalist Kristy 8 GHANCEY (C.DANIELS TKARLAS) © COLUMBIA
@ 26 26  ALLIEVER WANTED Chuck Wicks Lee Cook starts at 52 UPPER MIDDLE CLASS WHITE TRASH Lee Brice 4
- M.POWELL.D. HUFF (C.WICKS,M.POWELL.A.WILSON) @ RCA NO. 58 wnh u]s D JOHNSON (L.BRICE.J.MCELROY) @ CURB
| YOU CAN LET GO Crystal Shawanda 3 » BEST MISTAKE | EVER MADE Kevin Fowter
@' a7 2 S.HENDRICKS (C.BATTEN,K.BLAZYR.L FEEK) @ RCA Minutes of Shame. 50 St B GHANCEY (K FOWLER B.POUNDS) @ EoUITY ‘El
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Tha Carter il B 1 ’ LEDISI

Lost & Found

&l CASH MONEY/UNIVERSAL MOTOWN 011033/UMRG (13.98) With the success of - | VERVE 008909/VG (10.98) :
: I?EFAJSAM/COLUMBIA 011505*/1DJMG (13.98) U”““edn :;:ksl)aisiﬁ:;’i;,” ﬂﬁﬂ Is‘]ﬁx“:ﬁ)g"ég%&‘[;?nﬁwﬁ ;:,) Self Portrait IJ l
;:Lﬁnﬁ;'\j:‘m’\ooasswn MG (13.98) Good Girl Gone Bad Rihanna’s “Good m. BGIM oJao ﬁii/fsvmﬁ Sa)ANG M.0.B.: The Album ‘
s o
Elé- :525 SLIP-N-SLIDE/ATLANTIC 511238/AG (18.98) Definition Of Real E- i gglpe;t‘/“dhesbz:(km -Eﬁ. ?T:FF:R'::/RTERSWPE 011447*/1GA (13.98) Seeing Sounds ]
E |A,'VFI Pcssl}s:lcrfuiﬁsnsn MOTOWN 009956/UMRG (13.98) The Greatest Story Ever Told '. position from t!le m.n EO?AEEGLH'BOEL,ATLANHC 41288074 (13.98) Shine !. .
e Tty el R TR AMY WINEHOUSE Back o Black B
/20MBA (17.98) UNIVERSAL REPUBLIC 008428*/UMRG (10.98) ki

3325?388,20,““ (18.98) Here | Stand '. m ;EVLG?ANRDE%; (16.98) Black Mask Black Gloves: The Ruga-Edition
IV’:!\%EZEE Sm'\nnsl/\cFolLﬁmauA 88580/SONY MUSIC (11.98) @ Last 2 Walk | . m"’ us::?s\:\;t;l;/y;\skﬁw (18.98) Units In The City _

G UNIT
G UNIT/INTERSCOPE 011461*/1GA (13.98) ®

EE NOEL GOURDIN
P|C 80645 SONY MUSIC (17.98)

TECH N9NE
STRANGE 48 (18.98)

T*0*S (Terminate On Sight) .-
F"'!
After My Time m

Killer .=

TRINA : —

SLIP-N-SLIDE 72008 (18.98) Still Da Baddest 1-
JAHEIM - :

I DIVINE MILL/ATLANTIC 377532/AG (18.98) The Makings Of A Man .i

Veteran soui man

17 18 10 "Tfﬁxg.,m e Lay 1t Down Kﬂefu'::nff:ﬁﬂo
ffv': ?zl;?s/?o?nav‘va?ga) ® Exclusive RN  Greatest Gainer ‘E,&E .'((EEVI:TE'O ?OGY\;EG‘,\RTHWO (18.98) Just Me |
SRL:FSN}FSITD(E):E?JAM 009536"/IDIMG (13.98) Trilla I. g:;l;lsa;:;al:e(up .. Eoigoaomﬁ_ﬁmc 442748/AG (18.98) Mail On Sunday
é(oﬁgl(nsemxﬁ I(rjgl:?(EEFFEN 009475*/16A (13.98) dushiikearou LR . E‘_.i %LMZH;BAESVRLUM (18.98) Screamin’ 4 Vengeance
MARIAH CAREY on Bitlboard 200 SKILLZ

ISLAND 010272* 1DJMG (13.98) (106-65, up 29%). ‘The Million Dollar Backpack
THE-DREAM

RADIO KILLA/DEF JAM 009872*/IDJMG (13.98)

BiG KINZ 5854/K0CH (17 98)

CHRISETTE MICHELE
DEF JAM 008774/1D4MG (10.98)

IAm.

—
Love/Hate @

a1
ASHANTI ; REGINA BELLE — I
THE INC /UNIVERSAL MOTOWN 011318/UMRG (13.98) P ey '- - !.ﬂ PENDULUWM 300208500 (14.98) Love Forever Shines “
DWELE DJ SKRIBBLE

...Sketches Of A Man M!
- & J
Lyfe Change I.

RT 5049/K0CH (17.98) Total Club Hits | ]

LYFE JENNINGS
COLUMBLA 07966/SONY MUSIC (11.98)

THRIVEDANGE 90784/THRIVE (18 98)

JILL SCOTT
HIDDEN BEACH 00050 (18.98) @

The Real Thing: Words And Sounds Vol. 3 .

 YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAM/IDJMG)

| LUV YOUR GIRL

THE-DREAM (RADIC KILLA/DEF JAM/IDJMG}

. TAKE A BOW

RIHANNA (SRP DEF JAM/IDIMG)

NEED U BAD

JAZMINE SULLIVAN | RMG)

HEAVEN SENT

KEYSHIA COLE (IMANI/GEFFEN/INTERSCOPE)

HERE | AM

I RICK ROSS FEAT. NELLY & AVERY STORM (SLIP-N-SLIDE/DEF JAMIDUMG)
' GET LIKE ME |

DAVID BANNER FEAT. CHRIS BROWN (BLG. FACE/SRCAUNVERSAL MOTOWN)

TAKE YOU DOWN

CHRIS BROWN (JIVE/ZOMBA) Rl

THE BUSINESS

. YUNG BERG FEAT. CASHA (YUNG BOSS/EPIC/KOCH) |

BUST IT BABY PART 2

PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC)

- PLEASE EXCUSE MY HANDS

PLIES FEAT. JAMIE FOXOX & THE-DREAM (G GATEVSLIP-A-SLDEATUNTIC) | B

GIRLS AROUND THE WORLD

w
LLOYD FEAT. L. WAYNE (THE INC/UNIVERSAL MOTOWN)

LOOKIN BOY ."
ﬁ_ HOT STVLZ FEAT. YUNG JOC (SWAGG TEAMBLOCK/IVE/ZOMBA) -

LOLLIPOP
Ui WAYNE FEAT STATIC MAJOR (CASH MONEY/UNVERSAL MOTOWR) (3

o 7 MAGIC
ROBIN THICKE (STAR TRAK/INTERSCOPE)
GOT MONEY
| LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNVERSAL MOTOWN)
I'LL BE LOVIN' U LONG TIME
" MARIAH CAREY (ISLAND/IDJMG)

MOVING MOUNTAINS
USHER (LAFACE ZOMBA)

EII OUT HERE GRINDIN
" DJ KHALED (TERROR SQUAD/KOCH)
. SO FLY

: SLIM FEAT. YUNG JOC {M3/ASYLUM)
. LOLLI LOLLI (POP THAT BODY)
w THREE 6 MAFIA (HYPNOTZE MINDS/COLUMBIA)
‘TEENAGE LOVE AFFAIR
ALICIA KEYS (MEKIJ/RMG)

o
"LOVE IN THIS CLUB PART Il i{
" USHER FEAT. BEYONCE & LIL WAYNE (LAFACE/ZOMBA)

HI HATER
MAINO (HUSTLE HARO/ATLANTIC)

54 |

HEAVEN SENT

KEYSHIA COLE (IMANYGEFFEN/INTERSCOPE)
YOU'RE THE ONLY ONE j

ERIC BENET (FRIDAY/REPRISE/WARNER BROS.)

THE RIVER

NOEL GOURDIN (EPIC)

' TEENAGE LOVE AFFAIR

| ALICIA KEYS (MBI/J/RMG)

WOMAN

RAHEEM DEVAUGHN (JIVE/ZOMBA)

NEVER WOULD HAVE MADE IT

. MARVIN SAPP VERITY/ZOMBA)

SPOTLIGHT

JENNIFER HUDSON (ARISTA/RMG)

1 El' MAGIC
| ROBIN THICKE (STAR TRAK/INTERSCOPE)

I'M CHEATIN'
OWELE (RT/KOCH)
Iﬁ NEVER
-"._ JAHEIM (DIVINE MILL/ATLANTIC)
NEVER NEVER LAND
LYFE JENNINGS (COLUMBIA)
 'VE CHANGED
‘ajl JAHEIM FEAT. KEYSHIA COLE (DIVINE MILL/ATLANTIC)
JUST FINE
MARY J. BLIGE (MATRIARCH/GEFFEN/INTERSCOPE)
d |1 REMEMBER
“ KEYSHIA COLE (IMANI/GEFFEN/INTERSCOPE)
STAY WITH ME (BY THE SEA)
. AL GREEN FEAT. JOHN LEGEND (BLUE NOTE/CAPITOL)
5" E.R. (EMERGENCY ROOM)
JOE (KEDAR)

LET GO
LALAH HATHAWAY (STAX/CMG)
~ NOTHING LEFT TO SAY
MINT CONDITION (CAGED BIRD/IMAGE)
WORDS
ANTHONY DAVID FEAT. INDIA ARIE (SOULBIRDYUNIVERSAL REPUBLIC)
|I MOVING MOUNTAINS
| USHER |LAFACE/ZOMBA)
WHENEVER YOU'RE AROUND
JILL SCOTT FEAT. GEORGE OUKE (HIDDEN BEACH)

o ‘| BUTTERSCOTCH
122 B\ Gk SWEAT FEAT, ATHENA GAGE (KEIA/ATCO/RHIND)

CAN'T B GOOD
JANET (ISLAND/IDJMG)
iﬂi | HOMELESS
=7 7 CHARUIE WILSON (JIVE/ZOMBA)

-. FEELS GOOD

o
-
“

RAHSAAN PATTERSON (ARTISTRY)
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ARTIST IMPRINT / PROMOTION LABEL
1 LUV YOUR GIRL i
THE-DREAM (RADIO KiLLA/DEF JAM/IDJMEL '

ﬂ DANGEROUS
’  KARDINAL OFFISHALL FEAT AKON (KONLIVE/GEFFENNTERSCOPE}
GET LIKE ME
DAVID BANNER FEAT. CHRIS BROWN (B LG F.ACE/SRCUMVERSAL MOTOWA)
A MILLI
LIL WAYNE (CASH MONEY/UNIVERSAL MOTOWN)
LOLLI LOLLI (POP THAT BODY)
THREE § MAFIA (HYPNOTIZE MINDS/COLUMBIA)
FOREVER
I CHRIS BROWN (JIVE/ZOMBA)

BUST IT BABY PART 2
PLIES FEAT. NE-YO (BIG GATESSLIP-N-SLIDE/ATLANTIC) ;

G OT MONEY
LlL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)

LOLLIPOP
LIL WAYNE FEAT. STATIC MAJOR (C/ASH MONEYUNVERSAL MOTOWN)

CLOSER
g-i‘;' NEYO (DEF JAWIDIMG)

TAKE A BOW
RIHANNA (SRP/DEF JAM/IDJME)

THE BUSINESS
YUNG BERG FEAT. CASHA (YUNG BOSS/EPIC/KOCH)

IN THE AYER
FLO RIDA FEAT. WILL.LAM (PDE BOY/ATLANTIC)

I KISSED A GIRL
KATY PERRY (CAPITOL)
WHAT YOU GOT
L | COLBY ODONIS FEAT. AKON (KONLIVE/GEFFENNTERSCOPE)
I'LL BE LOVIN' U LONG TIME
~_MARIAH CAREY (ISLAND/IDJMG)
HERE | AM
RICK ROSS FEAT. NELLY & AVERY STORM (SLIP-A-SUDEDEF JAMADUME)
LOVE IN THIS CLUB
USHER FEAT. YOUNG JEEZY (LAFACE/ZOMBA)
GET SILLY
V.L.C. (YOUNG MOGUL/WARNER BROS.)

BODY ON ME

HELLY FEAT ASHANTI & AKON (DERRTY/UNIVERSAL MOTOWN)
5 SWING |
SAVAGE FEAT. SOULJA BOY TELLEM (DAWN
LEAVIN'
JESSE MCCARTNEY (HOLLYWO0OD) -
LOOKIN BOY -
HOT STYLZ FEAT. YUNG fOC (SWAGG TEAM/BLOCK/UNVEZOMBA)
. CUDDY BUDDY

REPUBLIC) |

MIKE JONES FEAT, TREY SONGZ LiL WAYNE & TWISTA ((CE AGE/ASYLUM)
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EN%&!?SI%?%PUBUC 011256/UMRE {13.98) Fight With Tools _zn Recently profed n ﬁﬂ@mlgcgﬂggﬁﬁ,_%, Love The Woman
.|B Plﬁlurn\ch-STmLL/RAP A-LOT 4 LIFE 445884/ASYLUM (18.98) 1) e .. B_ﬂ 5":”95:“93' ﬁoﬁﬂfgnolmgfsﬁﬁ’ JEPUBL.C 011442/UMRG (10.98) Acey Duecy
.ﬁv@?s%ﬁ)}\{lon%fxggi)GHN oyeTBehind THoelocy :! w;ant::arickgs(:o ={@ [ [:BTIE/?E?‘E\MRo?x‘QmeMG (11.98) CTE Presents: My Life: The True Testimony ! '
. Ge%('/ﬁléé(-i\(mg(w 98) ® As | Am .. ::;irvzg: of the i g;,hDLTE,SE (’;/I!:I.élAELg75/SMC e — | Pledge Allegiance To The Grind Il I.
ﬁ u J PRINCE 511943/RAP-A-LOT 4 LIFE (18.98) It1s What It | -1E Pacesetter star "?JTFI;:J‘?I ?,:QEA,ZZ o) - a | .~ Caegorys lll
E mﬁﬂﬁ:cjiﬁg:—i“ﬁhiﬂ?/lm (1398 ® Growigp/Pains .' gl @ (L oI Sgggu\gy\éﬁsg: 84966/EMI GOSPEL (17.98 Thy Kingdom Come 12

A MiLLI
LI, WAYNE (CASH MONEY/UNIVERSAL MOTOWN
47 GET LIKE ME
| DAVID BANNER FEAT. CHRIS BROWN (516, FA.C.E/SRCUNVERSAL MOTOWN)
BUST IT BABY PART 2
PLIES FEAT. NE-YO (BIG GATES/SLIP-N-SLIDE/ATLANTIC)
PUT ON
YOUNG JEEZY FEAT. KANYE WEST (CTE/DEF JAMADIMG,
GOT MONEY
LIL WAYNE FEAT. T-PAIN (CASH MONEY/UNIVERSAL MOTOWN)
h‘ ﬁ'] LOLLIPOP
| LiL WAYNE FEAT. STATIC MAJOR (CASH MONEY/UNIVERSAL MOTOWN)

HERE | AM
—
il

RICK ROSS FEAT. NELLY & AVERY STORM (SLIP-N-SLIDE/DEF JAMADUMG)
DANGEROUS
KARDINAL OFFISHALL FEAT. AKON (KONLIVE/GEFFEMNTERSCOPE)
THE BUSINESS
YUNG BERG FEAT. CASHA (YUNG BOSS/EPIC/KOCH)
‘4 LOLLILOLLI (POP THAT BODY)
. THREE 6 MAFIA (HYPNOTIZE MINDS/COLUMBIA)
LOOKIN BOY
HOT STYLZ FEAT. YUNG JOC (SWAGG TEAWBLOCK/IVE/ZOVBA)
PLEASE EXCUSE MY HANDS
PLIES FEAT, JARIE FOXX & THE-OREAM (BIG GATES/SLI-N-SLIDE/ATLANTIC)
BABY
LL COOL J FEAT. THE-DREAM (DEF JAM/IDIMG)

s

) '3 MR. CARTER
1205 LiL WAYNE FEAT. JAY-Z (CASH MONEY/UNIVERSAL MOTOWN)

WHATEVER YOU LIKE
| T.. (GRAND HUSTLE/ATLANTIC)

5 GETSILLY
.1 V.LC. (YOUNG MOGUL/WARNER BROS )

GAME'S PAIN

.l. THE GAME FEAT. KEYSHIA COLE (GEFFEN/INTERSCOPE)

H ", IN THE AYER
€Y ¥ FLO RIDA FEAT. WILL.LAM (POE BOY/ATLANTIC)
HI HATER
MAINO (HUSTLE HARD/ATLANTIC)
OUT HERE GRINDIN
D4 KHALED (TERROR SQUAD/KOCH)
BODY ON ME
NELLY FEAT. ASHANTI & AKON (DERRTY/UNIVERSAL MOTOWN)
DONK
SOULJA BOY TELL'EM (COLLIPARK/INTERSCGPE)
CUDDY BUDDY
MIKE JONES FEAT. TREY SONGZ, LIL WAYNE & TWISTA (CE AGE/ASYLUM)
MY LIFE
THE GAME FEAT. LIL WAYNE (GEFFEN/INTERSCOPE)

MRS. OFFICER
LIL WAYNE FEAT BOBBY VALENTIND {CASH MONEY/UNVERSAL MOTOWR)
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32 MAINSTREAM R&B/HIP-HOP, 72 ADULT R&B, 76 RHYTHMIC stations are
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ARTIST
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5 ARTIST
TITLE {MPRINT & NUMBER / DISTRIBUTING LABEL

#1 THE CISTERCIAN IMONKS OF STIFT HEILIGENKREUZ
EALLSI CHAT: MUSKC FOR THE SOUL JECCA 011488 BVERSAL (LASSES RO |

TITLE
ARTIST {MPRINT / PROMOTION LABEL

. TITLE
ARTIST IMPRINT / PROMOTION L ABEL

GIVE PEACE A CHANCE i 25 g SURRENDER ME
ONO MIND TRAIN/TWISTED i ~= | " DEBBY HOLIDAY DANCE MUSIC PRODUCTIONS

WILLIE NELSON WYNTON MARSALIS
TWO MEN WITH THE BLUES BLUE NOTE 044

i i
GIVE IT 2 ME 'L 13] SHUT UP AND LET ME GO MICHAEL BUBLE .; 2: 3 GUSTAYD DUDAMELSSMON BOLVIAR YOUTH URCHESTRA OF VENEZUELA
MADONNA WARNER BROS. 40 2 G S THE T1NG Ti%GS COLUMBIA CALL ME (RRESPONSIELE 143 REPRISE 10031 /WARNER BROS. I FIESTA DG 011340/UNIVERSAL CLASSICS GROUP
’ | DECIDED ‘ﬂ-' " | CAN'T GET YOU OFF MY MIND - JOHN COLTRANE =4 I| |'i INGRID FLITER i
. SOLANGE MUSIC WORLD/GEFFEN/INTERSCOPE ~ © JASON WALKER Jvt | 0PUS COLLECTON. 4 AN CALLED TRAKE s =) L0 CnoPIN: RECITAL Eunl CLASSICS 14899/BL6 ad
INTO THE NIGHTLIFE @ i DISTURBIA VARIOUS ARTISTS PPB) | | 5 PO SPAMATLANTASYNPHON ORCHESTRA AND CHORUS IMACKENZE)
CYNDI LAUPER EPIC RIHANNA SRP/DEF JAM/IDJMG PRI G0 DAL MISCFECAL X - ~_PUCCINI: LA BOHEME TELARC 50697
DAY TOO SOON  DIANA KRALL I;‘.“)':l VLADIMIR HOROWITZ
LT OPONTI N HBLRG T LISTCONGET ADR0G 01 SUNVETSAL CLASSCS GOLP

. WE BREAK THE DAWN 24 6
" MICHELLE WILLIAMS FEAT. FLO RIDA MUSIC WORLD/COLUMBIA — SIA MONKEY PUZZLE/HEAR/CMG THE VERY BEST OF DIANA KRALL VERVE 009412/VG &

. GIVE SOME LOVE " 43 2 YOU TURNED THE TABLES VARIOUS ARTISTS 19 2 CANADIAN BRASS
ANTONE CLAMARAN & MARIO OCHOA FEAT. LULU HUGHE SLVER LABEL/TOMAY BOY J : ROBIN ELEVEN CHICAGD an UNVERSAL SPECIAL MARKETS 003387 L 5 _i CANADIAN BRASS, o
~ CONTROL YOURSELF 35 4 ROCKSTAR . CHRIS BOTTI ) " -!E . LANG LANG
ERIN HAMILTON FRESH MUSIC LA . CLUB DISTRICT ALLSTARS FEATURING TRACY COLLINS TEXTURE . ITAUIA COLUMBIA 07606/SONY MUSIC @ e 12 THE MAGIC OF LANG LANG DG 010774UVERSAL CLASSICS CROVP
. 8 13

THE ROY HARGROVE QUINTET
EARFODD GROOVIN' HIGH/EMARCY 010997/0ECCA |1

. STEVE TYRELL |-
L BACK TO BACHARACH NEW DESIGN 5070/KOCH I

CANADIAN BRASS (MOODY)
BACH (ENING DAY 010554 UNIVERSAL CLASSICS GROUP

PIERRE-LAURENT AIMARD |
BACH THE ART OF FUGUE DG 010765UNVERSAL CLASSICS GROUP

CLOSER m 39 3 HOT STUFF (LET'S DANCE)
NE-Y0 DEF JAM/IDIMG CRAIG DAVID REPRISE

- WHEN | GROW UP n'g_-i‘ EVERYBODY EVERYBODY
| THE PUSSYCAT DOLLS INTERSCOPE -~ CYONFLARE MUSIC PLANT

HOWAM NN OHDS m 33 4 WHEN WE GET TOGETHER MELODY GARDOT a LEIF OVE ANDSNESNORWEGIAN GHAMBER DRGHESTRA
BLAKE LEWIS 19/ARISTA/RMG . _THE ONES A TOUCH OF CLASS, PEACE BISQUIT E HEART VERVE 010468/VG ! MOZART: PLANG GONCERTDS 17 & 20 EMI CLASSICS 00281/BL6
. HERE WITH ME E"“é E": | LOVE TO MOVE IN HERE - SOUNDTRACK I "] SIMON RATTLE/BERLINER PHILHARMOMIKERRUDFUNKCHOR BERLIN
~ ALYSON PM MEDIA O RER vosy MUTE |_HAD MEN WUSIC FROW THE SERIES VOL 1 MANHATIAN 1736646 | smamt m
11 12 FALL = '.: 18 18 TURN IT UP CASSANDRA WILSON SOUNDTRACK
KIMBERLEY LOGKE CURS ) MARK PICCHIOTTI PRESENTS BASSTOY BLUEPLATE LOVERLY BLUE NOTE 07699*/BLG . No DECCA 009397/UNVERSAL CLASSICS GROUP

LUCIANO PAVAROTTI
| PUCCINTS GREATEST ARIAS DECCA 001 10S5UNVERSAL (ASSICS GROLP |

SOUNDTRACK

TAKE MY BREATH AWAY
KT KITTREDGE: AN AMERICAN GIRL NEW LINE 38115 |

JUSTIN LANNING JUST LOVE

& .
4 2 THIS BOY'S IN LOVE
!m. ,E . THE PRESETS MODULAR

“ s STRANGERS AND | TRY QUEEN LATIFAH LORRAINE HUNT LIEBERSON
CHRISTIAN GEORGE CHAUNCEY DIGITAL BINMBO JONES FEAT. KATHERINE ELLIS SILVER LABEL/TOMMY BOY TRAV'LIN' LIGHT FLAVOR UNIT/VERVE 009203/VG LORRAINE AT EMMANUEL AVIE 2130 !
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HANDLE ME

ROBYN KONICHIWA/CHERRY TREE/INTERSCOPE

~ THE DANCE

- _EVELYN "CHAMPAGNE" KING BIG DAY/JAGGO

ARTIST

TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
SERGIO MENDES
ENCANTO WILL | AWVSTARBUCKS 302

4 ‘2 ESPANA CANI
CHARO UNIVERCHL WAVE

45 | NONSENSE WORDS
it ATTORNEY CLIENT PRIVILEDGE CARILLO

ARTIST
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

ANDREA BOCELLI
THEDESTOF A MCEL WEFE SR TS A, s 1P @

JOSH GROBAN

- KENNY G t
WHERE THE MUSIC TAKES YOU BLACK AND GOLD 2 26 . 2 91

) ARI GOLD FEATURING SASHA ALLEN GOLD 18/CENTAUR SAM SPARRO MODUS VIVENDI/ASLAND/UNIVERSAL REPUBLIC : - = liHIYZT;M:\:/F:IMGN:-I:ETSTARBUCKS 30670/CONCORD & = o . zngSEAAZ‘:POR:ZA’:“WWAHNER 8R0S. ®
LOVE'S GONNA LEAD YOU BACK o¢ . STAND BY ME “F | -ml

- JASON ANTONE CHICKIE/MUSIC PLANT !.& MR. TIMOTHY FEAT. INAYA DAY SILVER LABEL/TOMMY BOY 4 :;(;Rg::[’l:;zmsm::‘r;rl ::gZQZNG '.‘ foe==} :wr:'g :VEE;“éRgZ;SEE :’:fGG/WARNER BROS. & N 5
DAMAGED ] STAMP YOUR FEET n 6 12 3L o
DANITY KANE BAD BOY/ATLANTIC i _29 12 DONNA SUMMER &/ [EGUNDY a— ESPERARZATHEADSIUEG1A0 M a— fuc i) g ® "
BLIND T KISSED A GIRL .'ﬁﬂ HERBIE HANCOCK J. SARAH BRIGHTMAN E
HERCULES AND LOVE AFFAIR DFA/MUTE KATY PERRY CAPITOL L RIVER: THE JONI LETTERS VERVE 009791/VG § SYMPHONY MANHATTAN 46078/BLG

- 7 WAYMAN TISDALE 6 45 PAUL POTTS

REBOUND RENDEZVOUS 5139 — L5 ONE CHANCE SYCD/COLUMBIA 15517/SONY MUSIC
GREGORIAN

‘“""’ BRIAN CULBERTSON f?
% T BACK THE FUNK GRP 010927/VG .

INCOGNITO

HOT DANCE

MASTER OF CHANT CURE 79015 EX =
SLOVAK NATIGAL SYMPHONY ORCHESTRA CROUCH END FESTIVAL CHORUS (WAL

AIRPLAY"

TITLE

9 TALES FROM THE BEAGH HEADS UP 3141
95 VARIOUS ARTISTS J
| ~ UNWRAPPED VOL. 5.0 HIODEN BEACH 00061

GERALD ALBRIGHT

{ 0 2 VIDEO GAMES LIVE. VOLUME ONE EMI CLASSICS 081368LG
~ SOUNDTRACK '_j

INDIANA JONES AND THE KINGOOM OF THE CRYSTAL SKULL CONCORD 30825
MORMON TABERNACLE CHOIR AND ORCHESTRA (JESSOP/WILBERG)

S ARTIST

9 2
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5 14 SANTOGOLD
= | SANTOGOLD LIZARD KING 70034/DOWNTOWN

o0 GNARLS BARKLEY '5
1" THE ODD COUPLE DOWNTOWN/ATLANTIC 450236*/AG

é 97 HANNAH MONTANA
HANNAH MONTARA 2: NON-STCP DANCE PARTY WALT DISNEY 001106 ¢ -

.@,_’}“' RATATAT x|
o L LP3 XL 353*/BEGGARS GROUP =

g TIESTO
IN SEARCH OF SUNRISE 7 SONG BIRO 11/BLACK HOLE

5 g WEBREAK THE DAWN
MICHELLE WILLIAMS FEAT. FLO RIDA MUSIC WORLD/COLUMBIA

] i;i}?ﬁf EVERY WORD
L J

ERCOLA & DANIELLA NERVOUS
7 g GIVEIT2ME
 MADONNA WARNER BROS
MOVE FOR ME
~KASKADE & DEADMAUS ULTRA
LET ME THINK ABOUT IT
DA CORR v FEDDE LE GRAND MINISTRY OF SDUND

DISTURBIA
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@ ggg TH JAZZ
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TITLE (MPRINT & NUMBER / DISTRIBUTING LABEL

CELTIC THUNDER

TITLE
ARTIST IMPAINT / PROMOTION LABEL

FALLIN' FOR YOU : !

. 47 NINE INCH NAILS 1

‘I"‘_’;' *f'l' GHOSTS 11V THE NULL CORPORATION 26~ —k " _RIHANNA SRP/DEF JAM/I0JMG il U, THE SAX PACK SHANACHIE CELTIC THUNDER CELTIC THUNDER 001/DECCA
n 12 30 DJ SKRIBBLE | GAN'T HELP MYSELF ALWAYS REMEMBER 1 VARIOUS ARTISTS

s TOTAL DANCE 2008 THRIVEDANCE 90780/THRIVE : BELLATRAX FEATURING SOPHIA MAY NERVOUS BRIAN CULBERTSON GRP/VERVE 5 R BIG BLUE BALL REAL WORLD 150* 3

L i VARIOUS ARTISTS = POCKETFUL OF SUNSHINE POP'S COOL GROOVE GAELIC STORM _

El " ULTRA.DANCE 09 ULTRA 1636 e cE] ~ NATASHA BEDINGFIELD PHONOGENIC/EPIC . NORMAN BROWN PEAK/CMG ! WHAT'S THE RUMPUS? RDAR 20081/LOST AGAIN

ABOVE & BEYOND PRESENTS OCEANLAB
SIRENS OF THE SEA ULTRA 1714

- CHROMEO .
_FANCY FDOTWORK VICE 80006 -

.
- 14 33 VARIOUS ARTISTS

- = HIGH SCHOOL MUSICAL 2' NOR-STOP DANCE PARTY WALT DISHEY 001089
@ . CRYSTAL CASTLES
] ?4 CRYSTAL CASTLES LIES 200962/LAST GANG
' 15 & HERCULES AND LOVE AFFAIR
o] HERCULES AND LOVE AFFAIR DFA 9392*/MUTE

.. DAFT PUNK
7T ALIVE 2007 VIRGIN 09841

SENSUAL
PHONJAXX & CDSI COST} STARLET

BLACK AND GOLD
SAM SPARRO MODUS VIVENDLISLAND/UNIVERSAL REPUBLIC
BREAK THE ICE
BRITNEY SPEARS JIVE/ZOMBA
HEARTBROKEN
T2 FEATURING JDDIE AYSHA NEXT PLATEAU
YOU MAKE ME FEEL
ANNAGRACE ROBBINS
SHUT UP AND LET ME GO
~_THE TING TINGS COLUMBIA

- WINDOW OF THE SOUL } 5 CARLA BRUNI

CHUCK LOEB HEADS UP L - COMME S) DE RIEN NETAIT TEOREMANAIVE DIGITAL EXDOWNTOWN
TEQUILA MOON 2 &n ISRAEL "I1Z' KAMAKAWIWO'OLE
JESSY § PEAK/CMG _\A_IONDERFUL WORLD BIG BOY 5911/MOUNTAIN APPLE
4> THROWIN' IT DOWN 6 NIYAZ

- WAYMAN TISDALE RENDEZVOUS 3 = NINE HEAVENS SIX DEGREES 1150

- CAFE MOCHA SOUNDTRACK T B
~ JESSE COOK COACH HOUSE/KDCH . THE DARJEELING LIMITED FOX 9240/ABKCD
2 3 LEVENT DUNORD

DRIFTIN'

EARL KLUGH KOCH __DANS LES AIRS BOREALIS 0189
LOVE & PARAGRAPHS SUPHALA

" _GHRIS STANDRING ULTIMATE VIBE BLUEPRINT SUPHALA 8968

P

DANNY TENAGLIA THE LONGEST ROAD FREE GREAT BIG SEA
FUTURISM TOMMY BOY 81674 MDRGAN PAGE FEATURING LISSIE NETTWERK < - MARCUS MILLER FEAT. CORINNE BAILEY RAE 3 DEUCES/CIMG __FORTUNE'S FAVOUR GREAT BiG SEA 001 ®
CUT /// cOPY g | INTO THE NIGHTLIFE SMILE HABIB KOITE & BAMADA ln

MIND! ABAIR PEAK/CMG AFRIKI CUMBANCHA 5

- LIFE IN THE FAST LANE 94 4 MCHELLE AMATD ROSALIND MCALLISTER'SARAH MOORE
DAVE KDZ CAPITOL 3 | CELTIC LADIES COLLECTOR'S EQITION MAOACY 53173

| SAX-0-LOCO .. THE HIGH KINGS
KENNY G STARBUCKS/CONCORD/CMG | THE HIGH KINGS MANHATTAN 21344/BLG

N GHOST COLOURS MODULAR 050 =

19 RICHIE RICH & TREVOR SIMPSON
- ULTRA.WEEKEND 4 ULTRA 1696

. JUSTICE

\ CROSS ED BANGER/BECAUSE 224892/VICE

CYND! LAUPER EPIC
DAMAGED
DANITY KANE BAQ BOY/ATLANTIC

SHAKE IT
ANANE FEAT. TONY TOUCH & MR. VEGAS SILVER LABEL/TOMMY BOY

STS9 N CLUBLA LA FARTHER UP THE ROAD 13 5 VARIOUS ARTISTS
PEACEBLASTER 1320 10 8 | SIRENS NERVOUS MICK HUCKNALL SIMPLYRED, COM/ATCO/RHING - PUTUMAYQ PRESENTS: QUEBEC PUTUMAYO 279 =
| SHAKE IT MR. GROOVE 3 THE BROTHERS CAZIMERO

[ 7
L 6 METRD STATIDN COLUMBIA EUGE GRDOVE NARADA JAZZ/CAPITOL DESTINY MOUNTAIN APPLE 2119
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GIFT
MR. CHILDREN TOY'S FACTORY

HI WA, MATA NOBORU
ALADDIN R&C JAPAN LTD

PONYO ON THE CLIFF
FUJIOKA FUJIMAKI' NDZOMI YAMAHA

MOTTO TOKU E/ORCHESTRA
REMIOROMEN VICTOR

TAIYO TO BIKINI
RIP SLYME WARNER

KISS HUG

___AIKD PONY CANYON

WAGA ROTASHI AKKU NO HANA
ALl PROJECT JvC

YOUR SEED/BOUKEN RIDER
HEY! SAY! JUMP J-STORM

KISEKI
__TOSHINORI YONEKURA PIONEER LDC
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(SNEP/IFOP/TITE-LIVE) AUGUST 5, 2008

RAYON DE SOLEIL/MA MAIN SUR TO
WILLIAM BALDE WARNER

TIRED OF BEING SORRY
ENRIQUE IGLESIAS INTERSCOPE

COMME AVANT
MATHIEU EDWARD/SHERYFA LUNA ULM

HOT SUMMER NIGHT (OH LA LA LA)
DAVID TAVARE M6 [NT /SCORPIO

ALLER PLUS LOIN
KIDTONIK HEBEN

ZOUGLOU DANCE JOIE DE VIVRE
MAGIC SYSTEM CAPITOL

NOW YOU'RE GONE

_ BASSHUNTEF & DJ MENTAL THEQ'S BAZZHEADZ WARNER
ONE DESIRE

JAKARTA AIRPLAY

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOWE SCHOOL/ATLANTIC

GIVE IT 2 ME
MAOONNA WARNER BROS.

DIGITAL SONGS

I
AUGUST 4, 2008

NON TI SCORDAR MAI DI ME
GIUSY FERRERI SONY BMG

ATE
JOVANOTTI UNIVERSAL

GIVE IT 2 ME
MADONNA WARNER BROS

I'M YOURS
JASON MAAZ ELEKTRA

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOME SCHOOL/ATLANTIC

IL RESPETTO
OANIELA PEDALI VIVI RECORDS

| KISSED A GIRL
KATY PERRY CAPITOL

VIVA LA VIDA

COLDPLAY PARLOPHONE
SWEET ABOUT ME
GABRIELLA CILMI [SLAND

10 NON MI RICONOSCO NEL MIO ST
MARCO NOTAR! ARTES

- SWEDEN

SINGLES
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£z ==z (6P AUGUST 1, 2008
PICK ME UP
1 NEW eylia DE PORET ARISTDTRACKS
- CURLY SUE
2 o NINETONE
DU OCH JAG
3 54 rpasTian KRANTZ ARIOLA
- FOTBOLLSFEST
A MW onnSFT ELIAS CARDIAC
o 3 ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC
1 1 DUFFY
Y ROCKFERRY A&M
2 § TAKIDA
BURY THE LIES NINETONE
3 g coLbpLay
a VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE
a4 o LEONALEWIS
SPIRIT §YCO
5 . PATRIK ISAKSSON

10 AR EN SNALL MANS BEKANNELSER ROXY
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ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

AUGUST 3, 2008

DANCE WIV ME
DIZZEE RASCAL FT. CALVIN HARRIS & CHROME DIRTEE STANK

THE MAN WHO CAN'T BE MOVED
THE SCRIPT PHONOGENIC

| KISSED A GIRL
KATY PERRY VIRGIN

NO AIR
JORDIN SPARKS FT. CHRIS BROWN 19/JIVE/ZZOMBA

CLOSER
NE-YQ DEF JAM

ALL | EVER WANTED
BASSHUNTER HARD2BEAT

IF THIS IS LOVE

~ _ SATURDAYS FASCINATION

SHUT UP AND LET ME GO
THE TING TINGS COLUMBIA

5 YEARS TIME
NOAH & THE WHALE VERTIGO

E {NIELSEN BDS/SOUNDSCAN)AUGUST 16, 2008

| KISSED A GIRL
KATY PERRY CAPITOL/EMI

JUST DANCE
LADY GAGA FT. COLBY ODONIS STREALINE KONLVEMNTERSCOPE LAIVERSAL

DISTURBIA

RIHANNA SRP DEF JAM/UNIVERSAL

VIVA LA VIDA
COLDPLAY PARLOPHONE/EM!

FOREVER
CHRIS BROWN JIVE/SONY BMG

WHEN | GROW UP
THE PUSSYCAT DOLLS INTERSCOPE/UNIVERSAL

SHAKE T
METRO STATION COLUMBIA/SONY BMG

DANGEROUS
KARTHNAL OFFISHALL FT AKON KONLIVE GEFFENUNNERSAL

AMERICAN BOY
ESTELLE FT. KANYE WEST HOME SCHOOL ATLANTIC WARNER

{PRDMUSICAE/MEDIA)

TAKE A BOW
RIHANNA SRP/DEF JAM/UNIVERSAL

AUGUST 6, 2008

AMOR Y LUJO
MONICA NARANJO SONY BMG

BE MINE HOLIDAY PACK
SOUNDTRACK EM|

SLEEP WHEN I'M DEAD
THE CURE GEFFEN

FREAKSHOW
THE CURE GEFFEN

THE ONLY ME
THE CURE UNIVERSAL

MY SKIN IS COLD
SATYRICON ROADRIMNER

PAPEL PA'L BUL
JOSETE VOLCAN JUNK

REAL THINGS
TIKARQ J LOUIS & FERRAN DIVUCSA

EUROPA
MONICA NARANIO SONY BMG

4 MINUTES
MAOONNA FT. JUSTIN TIMBERLAKE WARNER BROS
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AUGUST 1, 2008

ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

ALL | EVER WANTED
BASSHUNTER HARD2BEAT

THE MAN WHO CAN'T BE MOVED
THE SCRIPT RCA

NO AIR

AORDIN SPARKS FT. CHRLS BROWN 19 RECORDINGS/UIVE ZOMBA

DANCE WIV ME
DEZEE RASCAL FT. CALVIN HARRIS & CHROME DIRTEE STANK

COLDPLAY
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE

BASSHUNTER
NOW YOU'RE GONE - THE ALBUM HARDZBEAT

THE TING TINGS
WE STARTED NOTHING COLUMBIA

KID ROCK
ROCK "N’ ROLL JESUS TOPDOG/ATLANTIC

ABBA
GOLD - GREATEST HITS POLAR
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ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

SWEET ABOUT ME
GABRIELLA CILMI ISLAND

NESSUN DORMA
PAUL POTTS SYCO/SONY BMG

CLOSER
NE-YO DEF JAM

VIVA LA VIDA
_ COLOPLAY PARLOPHONE

BETTER IN TIME

AUGUST 5, 2008

_ LEDNA LEWIS SYCO

1
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SO SOLL ES BLEIBEN
iCH + ICH POLYDOR

I'M YOURS
JASON MRAZ ELEKTRA

THIS IS THE LIFE
AMY MACOONALD MELODRAMATIC
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FAQY MAALOUF SONY BMG
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AUGUST 3, 2008

| KISSED A GIRL
KATY PERRY CAPITOL

WHEN | GROW UP
THE PUSSYCAT DOLLS A&M/INTERSCOPE

SHAKE IT

METRO STATIDN SONY BMG

BLACK AND GOLD
SAM SPARRD [SLAND

NO AIR
JORDIN SPARKS FT. CHRIS BROWN 19/JIVEZOMBA

SEE YOU AGAIN
MILEY CYRUS HOLLYWOOOD

FOREVER
CHRIS BROWN 19/JIVE/ZOMBA

ALL SUMMER LONG
KID ROCK TP DOG/ATLANTIC

TAKE A BOW
RIKANNA SRP/DEF JAM

JUST DANCE
LADY GAGA & COLBY 0'DONIS INTERSCOPE

AUGUST 5, 2008

PADRE MARCELO ROSSI
PAZ SIM, VIOLENCIA NAO SONY BMG

NXZERO
AGORA UNIVERSAL

VICTOR & LEO
AD VIVO EM UBERLANDIA SONY BMG

VARIOUS ARTISTS
A FAVORITA SOM LIVRE

JONAS BROTHERS
JONAS BROTHERS LNIVERSAL

CLAUDIA LEITTE
AD VIVO EM COPACABANA UNIVERSAL

VARIOUS ARTISTS
CAMP ROCK UNIVERSAL

" IVETE SANGALO

NEW

B

IVETE NG MARAGANA MULTISHOW AO VIVO(PAC) UNIVERSAL

VARIOUS ARTISTS
CAMP ROCK (FADUA BONUS EM PORTUGUES) LNIVERSAL

COLDPLAY
VIVA LA VIDA OF OEATH AND AL HIS FRIENDS PARLOPHONE

SINGLES
5E
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S = {ULTRATOP/GFK) AUGUST.6, 2008
4 THIS IS THE LIFE
AMY MACDONALD MELODRAMATIC
» NO STRESS
LAURENT WOLF FT. ERIC CARTER COLUMBIA
3 ALS IK DE LICHTJES IN JOUW OGEN ZIE
LAURA LYNN/FRANS BAUER ARS
4 GIVE IT2ME
MADONNA WARNER BROS
New HOW MANY WATERFALLS
SOULSISTER SIRE
4 MILKINC.
FOREVER ARS
5 AMY MACDONALD
THIS IS THE LIFE MELODRAMATIC
4 CHRISTOFF
ZEVEN ZONDEN ARS
4 COLDPLAY
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE
» DUFFY
ROCKFERRY A&M
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| KISSED A GIRL
KATY PERRY CAPITOL

ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

SWEET ABOUT ME
GABRIELLA CILM! (SLAND

' DANCE WIV ME
DIZZEE RASCAL FT CALVIN HARRIS & CHROME DHRTEE STANK

THE MAN THAT CAN'T BE MOVED
THE SCRIPT RCA

NO AIR

JORDIN SPARKS DUET WITH CHRIS BROWN 19, 1VE.Z0MRA
CLOSER

NE-Y0 DEF JAM

VIVA LA VIDA

COLDPLAY PARLOPHONE

TGIVE IT 2 ME
MADONNA WARNER BROS

ALL | EVER WANTED
BASSHUNTER HARDZBEAT MINISTRY OF SOUND

TAKE A BOW
RIHANNA SRP DEF JAM

"5 YEARS TIME
NOAH AND THE WHALE VERTIGO

MERCY
DUFFY A&M

AUGUST 16. 2008

" SHUT UP AND LET ME GO

THE TING TINGS COLUMBIA

AMERICAN BOY
ESTELLE FT. KANYE WEST HOME SCHOCU/ATLANTIC

DUFFY A&M

IF THIS IS LOVE
THE SATURDAYS POLYDOR

ELLA ELLE L'A
KATE RYAN ARS/UNIVERSAL

I'M YOURS
JASDN MRAZ ATLANTIC

BETTER IN TIME
LEONA LEWIS SYCO

EURO DIGITAL
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3 2
4 3
e |5
8 4
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{NIELSEN SOUNDSCAN
INTERNATIONAL)

THIS IS THE LIFE
AMY MACDONALD MELODRAMATIC/VERTIGO

OCTOPUSSY
BAS & RAM 17 TONE/BERK

NO STRESS
LAURENT WOLF FT. ERIC CARTER

GIVE IT 2 ME
MADONNA WARNER BROS

VIVA LA VIDA
COLDPLAY PARLOPHONE

AMERICAN BOY
ESTELLE FT. KANYE WEST HOME SCHOOL/ATLANTIC

SWEET ABOUT ME

AUGUST 16, 2008

F PROECTCOLUMBIA

GABRIELLA CILMI ISLAND

MERCY
DUFFY AZM

BETTER IN TIME
_LEONA LEWIS 5YCO

TAKE A BOW
RIHANNA SRP/DEF JAM

Kid Rock’s “Ali Summer Long”

continues to

gives him his first No. T on the
U.K. Singles chart while it reigns
atop Euro Singles Sajes,
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-
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4 3
5 NEW
®  NEW
Al

a8 g
2 8
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. (CAPIF)

sizzle as the tune

JULY 29, 2008

COLDPLAY
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS EMI

VARIOUS ARTISTS

- LA VIDA ES UNA FIESTA PATITO FEQ EM!

TEENANGELS
TEENAGLES N SONY BMG

LUIS MIGUEL
COMPLICES WARNER BROS.

VARIOUS ARTISTS
CAMP ROCK UNIVERSAL

VARIOUS ARTISTS
_HIGH SCHOOL - EL DESAFIO SONY BMG

LUIS ALBERTO SPINETTA
UN MANANA UNIVERSAL

MANA
ARDE EL CIELO CD/DVO WARNER MUSIC

MADONNA
HARD CANDY WARNER BROS

DIEGO TORRES
TODOS EXITOS SONY BMG
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AUGUST 6, 2008

ALL SUMMER LONG
KID ROCK TOP DDG ATLANTIC

SWEET ABOUT ME

- GABRIELLA CILMI [SLAND

GIVE IT 2 ME
MADONNA WARNER

. CLOSER

NE-YO DEF JAM

RAYON DE SOLEIL/MA MAIN'SUR TO
WILLIAM BALDE WARNER

TAKE A BOW
RIHANNA SRP/DEF JAM

VIVA LA VIDA
COLDPLAY PARLOPHONE

| KISSED A GIRL

__KATY PERRY CAPITOL

NO AIR
JORDIN SPARKS FT. CHRIS BROWN 19/IVE/ZOMBA

DANCE WIV ME
DIZZEE RASCAL FT CALVIN HARRIS & CHROME DI TEE STANK

TIRED OF BEING SORRY
ENRIQUE IGLESIAS NTERSCOPE

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOWE SCHOOL/ATLANTIC

MERCY
DUFFY A&M

' THE MAN WHO CAN'T BE MOVED

THE SCRIPT PHONOGENIC

COMME AVANT
MATHIEU EDWARD/SHERYFA LUNA ULW

EURO ALBUMS

o e
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EE sy AUGUST 6, 2008
4 | COLDPLAY
VIVA LA VIDA OR DEATH AND ALL HIS FRIENDS PARLOPHONE
DUFFY
2 2 ockrermy Al
3 3 AMY WINEHOUSE
BACK T BLACK ISLAND
4 5 SOUNDTRACK
MAMMA MIA! UNIVERSAL
5 19 KIDROCK
'ROCK N ROLL JESUS TOPDOG/ATLANTIC
© 7 GOLD- GREATEST HITS POLAR
2 4 MADONNA
HARD CANDY WARNER BROS.
F PAUL POTTS
W9 one cHance sYCo
o § AMYMACDONALD
THIS IS THE LIFE VELODRAMATIC
40 § CARLABRUNI
__COMME SI DE RIEN NETAIT TEOREMA/NACEVE
FADY MAALOUF
11 NEW i esse0 sony sviG -
RIHANNA
12 13 G000 iR GONE BAD SRP/DEF JAM
LEONA LEWIS
13 11 spiirsveo
14 14 CSTERCIANNONKS OF ROSCRENSTIF HEILGENKREL
CHANT - MUSIC FOR PARADISE UNIVERSAL
15 {g BASSHUNTER
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| LOVE

NOW YOU'RE GONE HARD2BEAT

niclsen
Music Cantrot

PLAY

AUGUST 6, 2008

VIVA LA VIDA
COLDPLAY PARLOPHONE

ALL SUMMER LONG
KID ROCK TOP DOG/ATLANTIC

TAKE A BOW
RIHANNA SRP DEF JAM

GIVE IT 2 ME
MADONNA WARNER BROS.

MERCY
DUFFY AZM

SONG
SARA BAREILLES EPIC

| KISSED A GIRL
KATY PERRY CAPITOL

BETTER IN TIME
LEONA LEWIS SYCO

AMERICAN BOY
ESTELLE FT. KAYNE WEST HOME SCHOOL/ATLANTIC

SWEET ABOUT ME
GABRIELLA CHLMI ISLAND

CLOSER
NE-YO DEF JAM

I'M YOURS
JASON MRAZ ELEKTRA

NO AIR
JORDIN SPARKS FT. CHRIS BROWN 1%/JIVEZOMBA

STOP AND STARE
ONEREPUBLIC MOSLEY/INTERSCOPE

BEGGIN’
MAOCON SONY BMG
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Chart Codes: €S (Hot Country Songs), HI00 (The Billboard Hot 100), LT (Hot Latin Songs), POP (Pop 100)

and RBH (Hot R&B/Hip-Hop Songs) TITLE (Publisher - Licensing Org ) Sheet Music Dist, Chart, Position

15 MINUTES OF SHAME (Purple Cape. BMI/Major Bob
S%C‘)Agg\g%sic 0f Stage Three, BM/Songs OF Cornman,

4 MINUTES (Webo Girl Pubiishing. ASCAPAWB Music,
ASCAPNirginia Beach, ASCAP/Danjahandz Muzk.
SESAC/WBM Music, SESAC/Tennman Tunes.
ASCAP/Universal Music - Z Tunes, ASCAP), HL/WBM,
H100 69, POP 51

7 THINGS (Antonina Songs, ASCAP/Downtown,
ASCAP/Seven Summits, BMYIn Bacca Al Lupo.
é(S)gAZIZ/Tondo\ea Lane Music Publishing, BMI) H100 24,

ADDICTED (Primdry Wave ASCAP/Sawng Abel,
ASCAP/CrazxAYou Pubiishing. ASCAP/SKiddco,
BMVMeaux lercy, BMVEMI CMG. BMI), HL, H100 71,

ADDICTION (NextSelection Publishing, ASCAP/Mottola
Music, ASCAP/ASPEN Songs, ASCAP/D Brasco Pub-
lishing. ASCAP/Jobete Music. ASCAP/Store Diamond
Music, BMY/Black Buli Music. ASCAP/EMI Blackwood.
BMI/Doll Face. BMI). HL. RBH 54

AINTI é Austin Designee, ASCAP/Grand Hustle Publish-
ing, ASCAP/WB Musm ASCAP/Crown Club Publishing
BMIWarner-Tameriane Pubi;shlng BMiTayior My Hart
Publishing. ASCAP/[remeIlCIemons ASCAP/Dega Fig-
dS PubhshlngM SCAP), WBM, RBH 70

E(Unwersal Mu5|c Z Songs. BMI/Kel-
on Chase Publishing, BMVC.L. Culpepper
MusicBMIYossarian Music, BMI/Coked U Werewo“
Music. BMiMVulture Rock, BMI) HL, POP

ALL | EVER WANTED (Unwversal Music - MGB Songs,
ASCAP/Dirty Water Dog Music, ASCAP/Umversal Music
Corporation, ASCAP/Lanark Village Tunes, ASCAP/Crite-
AI%?J M}y)swc Cory oranog ASCAP/Jazz Your Azz Tunes,

ALL | WANT TO DO (Jennifer Nelties, ASCAP/EMI Black-
wood, BM/Dirkpt BMi/Music Of Stage Three
BMUBabby's Song And Sarvage BMI/Stage Three
Music, BMI; CS 1. H100 2

ALL OVER YOU (Edward Jean Music, ASCAP/NI Songs,

ASCAP/WB Music, ASCAP), WBM, POP 96

ALL SUMMER LONG (RJR Publlshlng BMU/Gaje.
BMI/Warner-Tamerlane Publishing, BMIUniversal Music
Corporation, ASCAP/EMI Full Keel Music, ASCAP/Songs
Of Universai, BMVEMI Longitude, BMI/ acisheet Land,
BMU/Tiry Tunes, ASCAP/Zévon, i), HL/AWBN. CS 16,
H100 34, POP 20

AMANTES ESCONODIOOS (J & N ASCAP) LT 15

AMERICAN BOY {will. am Music, BMI/Cherry River,
BMI/Chrysalis Songs. BMI/Please Gimme My Publish-
ing, BMIEMI Blackwood, BMULarry Leron Music.
BMVSpenMusm BMI/Capynght Control), CLM/HL,
H100 12, POP 12

AMERICAN RAOID Sla%e Three Songs. ASCAP/Brett
James Comnelius, ASC /Karles Mu5|c ASCAP/Kobalt
Music Publishing, ASCAP) CS 5

AMOR DESPERDICIAOD {Juan Y Nelson ASCAP) LT 34

EL AMOR EN CARRO 'Arpa, BMI) LT 24

ANGELS ON THE MOON (Thriving ivory Music
ASCAP/Sdakyamuni Music Publishing, ASCAP) POP 100

ANYTHING OES (Pacifi |c Wmd SE AC/MeIO(\ES 0f

M. SESAC/Reynsong, Bl
ARDE B CIELU B Music., ASCAP) LT 40

BABY (ENI Apnil, ASCAP/LL Cool J. ASCAP/Songs Of
Peer, ASCAF/March 9th Publishing, ASCAP/20) 2Mu5|c
Pubfishing, ASCAP/WB Musxc ASCAP), HLAWBN
H100 67, POP 79, RBH 4

BACK WHEN | KNEW IT ALL (Chobe BMI/Little Biscuit
Music, BMI/immakalee Music, Bii/Daphil Music
BMUERI April, ASCAP/New Sea Gayle, ASCAP/Lazy
Blue Dog Music, ASCAP: HL. 0697

BARTENDER SONG (AKA SITTIN ATA BAR&(DeIu
sional Music, BMU/Destny Imani Music, BMYBetty Suga
Pump. ASCAP_ H100 82, POP 64

BEST MISTAKE | EVER MADE (Kevm Fowler Music,
BMI/Three Aces Music. ASCAP) CS

BETTER AS A MEMORY (Gravilion, SESAC/Carnwa}
Music Group. SESAC/M\dweslM\nnlgm BMI/Carnival
Music Group, BMI) CS 19, H100 99

BETTER IN TIME {Jonathan Rotein Mus«:‘
BMI/Sony/ATV Songs. BMI/Gads C fr{ym:

ASCAP ony/ATV Tunes, ASCAP& L H100 50, POP 30

BLEEQING LOVE (Wrile 2 Live. ASCAP/Kobalf Music
Publishing, ASCAP/Seven Peaks Music. ASCAP/Jambi-
tion Music, ASCAP) H100 14, POP 14

BOB THAT HEAD (Sony/ATV Cross Keys, ASCAP/FSMGI,
IMRO/State One Songs Amenica, ASCAP/Swee! Sum-
mer, ASCAP/Crosstewn Uplown, ASCAP/Fintage house
USA, ASCAPMajor Boh, ASCAP/Circle C Songs,
ASCAP/M ave ain Music, ASCAP), HL/WBM. CS 17

BOOY ON Fgackle Frost BMVUniversal Music - MGB
Songs ASCAP/Pano Music, ASCAP/Byefall Music,
ASCAP/Sony/ATV Harmony. ASCAP). HL/WBM, H100
75.POP 72 RBH 81

THE BOSS (4 Blunts Lit At Once, ASCAP/First N Gold,
BMI/Jonathan Roten Music, BMI/Southside Independent
Musuc BMi/Nappypuh Music, BMI/Universal Music - 2

ngs, BMI/SoTy/ATV Songs. BMg HLAWBM, RBH 46
E IT UP (Tiny Bear Music, A CAF? POP 58

BREAI(OUT (Schock It To Me, ASCAP/SM Fish Musm
ASCAP/AImO Music, ASCAP/Rondor, B VExIvemeJy
Corrosive Music, BMI/rving, BMS), HL H10

BURNIN' UP (Jonas Brothers Publlshmg BMVSgny/ATV
Songs, BM, HL, H100 11, POP 11

THE BUSINESS {Draw Frst Pubhsnm ASCAP/I Want
Mlne Hjbllsmn ASCAPg H100 49. RBH 13

BUST IT BABY PART 2 (First V' Gold BMI/Jonalhan
Rmem Music. BMI/Sany/ATV Sengs. BMI/Super Sayin
Publishing BMIUniversal Music - Z Songs. BMEM!
Apnil, ASCAP/Fivte Tyme Tunes. ASCAP; Iack Ice. BMI}
HL H100 21, POP 31,RBH 8

BUST ITOPEN (Wllberl Martin Publishing, ASCAPV
Rudebwoi/ Publishing. ASCAP/Its Only About Music.
ASACP/Elmu T Tabasur Publishing, ASCAP) RBH 96

BU;’EER)SCDTS? (Keith Sweat. AS AP/Top i Pop.

BUZZIN' {Suretone Primary Wave Music BMU/Shwa g
BMI/Shwayco Music, BMIAWixen, BMI) H100 51,

52
BY MY SIDE (Chaz Records BMi) RBH 77

CANT BELIEVE IT E§Na ;{JYDUD Musm BMVUnwersaI
Music - Z Songs. BMIZAhmad Tajz Music, ASCAP/Warn-
er-Tamerlane Pubhishing, BMYoung Money Publishing.
BMI1, HLAWBM, H100 23, POP 44 R 35

CANT B GOOD (Liniversal Music - ZSon S. BMI/Pen In
The Ground Publishing, ASCAP/Juni Publishing
BMUStrauss Co , inc , ASCAP/Chuck Harmony's House.
SSCAP/Norma Harris Mustc Publishing, ASCAP) RBH

4

CANT FIND THE WOROS (UL Music, ASCAP/Famous
Music. BMYPenn State, BMI/Urban Legendz, BMIJerzi
Gurl Music, ASACP/Sony/ATV Harmony, ASCAP, World
Of Flowers ASCAP/Hilco Music, BMI), HL, RBH 90

CHECK YES JULIET (RUN B. ABY RUNj) (Travis Clark
Music. ASCAP/S-Curve Music, ASCAP/Mayday Malone
Music. ASCAP/Dimensional Music Of 1097,
ASCAP/Cherry Lane, ASCAP/EMI Blackwocd. BM/Rep-
tilian, BMI). HLAVBM, H100 95; POP 50

CHICKEN FRIEO (LNA Music Publishing BMi/Weimer-
hound Music BMU/Heart Above Your Head BMI) CS 37

CINCO MINUTOS (Sony/ATV Rhyihm, SESAC/Excelen
der Songs, SESCA/La Venus Music. ASCAP/} 1739
CLOSER Unwersal Music - Z Tunes, ASCAP/Sony/ATV
Tunes. ASCAP/EM| A m ASCAP/SleHar Songs. ASCAP).
HL/WBM. H100 10, 0P9

COCONUT JUICE (EMI Blackwood BMI/Tngaman Music,
BMi/Mayda g Malone Music ASCAP/State One Songs
America, ASCAP/Re; ulhan Bii/Wamer-Tamerlane Pub-
lishing, M), HUAWBM. PGP 97

COME ON OVER (Sweel K»sses ASCAP/EMI April,
ASCAP/Circle C Songs, ASCAP/FUll Circle, ASCAP), HL,
CS 18, H100 87, POP 82

Data for week of AUGUST 16, 2008 |

COMFORTABLE (YoungEMoney Publishing, BMi/Wamer-
Tamerlane Publishing, BMI/Please Gimme My Publish-
1ng. BMVEMI Blackwood, BMI/FAZE 2 Music.
BMUSongs Of Universal, BMI), HL/WBM. RBH 80

COMO YO (£1 Conuco. BMI/Redom, BMI) LT 18

COOKIE JAR ED"%‘C Caesar Music, ASCAP/EMI Apnl.
ASCAP/Songs Of Peer, ASCAP/March 9th Pubhishing,
ASCAP/2082 Music Publishing ASCAP/WB Music.
ASCAP/NISF nypub Music. BMI/Universal Music - 7
Songs. BMYSongs Of Universal, BMI., HL/WBM. POP

COOL (Tappy Whyte's Music, BMI/Songs Of Universal
BMIMusty Attic. BMIEMI Blackwood, BMYRamon
Montyomery, ASCAP), HL/WBM. RBH 72

CORONA AND LIME §Suretone Primary Wave Music
BMI) H100 23, POP 32

COSAS DEL AMOR (Sony/ATV Discos, ASCAP/Livi,
ASCAP/Universal Musica, ASCAP/IKMC, ASCAP) LT 49

COUNTRY MAN (Planet Peanut, BMIMurrah Music Cor-
Korgnon BMIEEM! @gnl ASCAP/Songfighter Music.,

CRAZY DAYS (Mike Curb Music. BMVSweel Hystera
Music, BMVCurb Songs, ASCAP/Jacobsang
ASCAP/ForIune Favors The Bold, ASCAP/Adam Gregory.

SOCAN). WBM, CS 35

CRUSH (Nol Listed) POP 93

CRY FOR YOU (Universal-PolyGram Internatonal,
AECASI/’ELQ Blackwood. BM/EMI Scandinavia, BMI),

cuDoY BUDDY (Nol Listed) HBH 59

DAMAGED (Pmducls Of The Slreels ASCAP/Sumpnu
ASCAP/A Grand Jam Music, SESAC/Piease Envoy The
Music, BMI/ZXS Hmhsmnﬁl| BMIArving, BMVEMI Apnl
ASCAP/EMI Blackwood, BMIJanice Combs Publishing,
BMI%Justin Combs Publrshmg ASCAP/Marksy Music.
BMl/NomnE Dale Songs AS AP/Nomng Hill Songs.

SESAC H100 40, P!

DAME TU AMOR (Not Llsled) LT 41

DANGEROUS (One Man Music ASCAP/Byelall Music.
ASCAP/Son /ATV Harmony, ASCAP/C Bahamonde,
SOCAN/D Sales, ASCAP), HL. H100 7, POP 8. RBH 71

DAT BABY SBen Hill Tiger Music. ASCAP/8th Grade
Music Publishing, BMYS W A N. Music, ASCAP/EMI
Apnil, ASCAP/Your Momma Looks Like A Man,
ASCAP/Ampinic Music, BMILI Jizzel Music Pubhshmg,
BMYUniversal Music Corporation, ASCAP/Fu\Iy Focus
Publishing, ASCAP), HL/AWBM, RBH

DIO YOU WRONG ‘FMI April. ASCAPJ HL RBH 52

OIFFERENT BREEO (Bigger Lick Music, B} CS 60

DISTURBIA (B-Ungek Sorbqs ASCAP/Songs Of Univer-
sal, BMI/Culture Beyond Ur Experience Publishing.
BMIMs Lynn Publishing, ASCAP/Universal Music Cor-

%IHIIOH ASCAP/A-List Vocalz, BMI), HL/WBM. H100 3,

P4

OONDE ESTAN CORAZON (Errique Iglesias Music.
ASCAP/EMi April, ASCAP/Doble Acuarela Songs,
ASCAP/Warner Cha%ue\l SGAE), HLWBM, LT 10

OONDE ESTAN ESOS AMIGOS (Nof Listed) LT 38

OONK (Soulia Boy Music, BMI/Croomstacular Music
BMI/Element 9 Hip Hop. BMI/Takin' Care Of Business.
BMI) RBH 41

OON'T (Sony/ATV Tree, BMI/Beavemrne Tunes
BMU/Crosstown Uptown ASCAP)

DONT DO ME NO GOOO SO”K ATV Cross Ke
ASCAP/Hoosiermama Music. SCAP/Songs ICom
bustion Music, ASCAP/Music Of Windswej (g
ASCAPWB Music, ASCAP/Red Cape, ASCAP),

HL/WBM, CS 47

DONT STOP THE MUSIC {EMI Apnl. ASCAP/Sony/ATV
Tunes, ASCAP/Frankie Storm, BMI/Sony/ATV Songs,
BMIMijac Music, BMY/WarnerTamerlane Publisting.
BMI), HL/AWBM, POP 45

OONT THINK | DONT THINK ABOUT IT (Cadaja Pub-
lishing ASCAP/MXC Music, ASCAP/Sull Worklng for
yae loman. ASCAP/CG Alliance. ASCAP) CS 14 H100

DONT YOU KNOW YOURE BEAUTIFUL (Moonscar
Music, BM/BPJ Admirustration, ASCAP/Lite Blug Type-
wiiter Musuc BMI/Sony/ATV Tree, BM/AIl Mighty Dog
Music. BMI) CS 31

00 YOU BELIEVE ME NOW (Soiy/ATV Tree, BMI/Song
For MY Good Girl. BMUTotally Wrighteous Music,
BMVThe Bi é;ger The Are SESAC/S 1 Songs. SESAC)

073
DULCE VENENO (Vander ASCAPYLT 35
EN AduzL LUGAR .(Nol Listed) LT 48
ENERGY (S MY, ASCAP/Sony/ATV Harmon
ASCAP/RICo Love Is SHll A Rapper SESAC/Loray Music.,

SESAC/Breakitrough Creations, ASCAP/EMI
ASCAP/WaynE Wilkins Music. BMI). HL, POP 3 RBH

E R (EMERGENCY ROOM) {LaShawn Daniefs Produc-
tians, ASCAP/EMI Apnl. ASCAP/Tailored 4U Music,
BMI/Copynght Control) HL, RBH 65

ESTA SOLEDAD (Warner-Tamerlane Pubiishing, BMI} LT

2

EVERYBOOY WANTS TO GO TO HEAVEN (Hope-N-
Cal, BM/Cai ¥ Entertainment. BMI/Sexy Tractor Music.
glénzgack To Black Songs. BMI/Songs That Sell, BMI)

FALL FOR YOU (John Vesely Publishing, BMI), WBM,
H100 33, POP 18

FEELS GOOD (Cisum Naaghar Publishing,
ASCAP/OPOPP Music. ASCAP/CnrysaIrs Musrc Pubiish-

% ASCAP/Gabriglle’s Song BMi) HL. 95

FINE LINE (Warner Tamerlane Pubhshmg BM)/Seli The
Cow, BMI/Tower One BMI). WBM CS 42

FOOLISH (Quandarious A Jordan Publishing Designee,
BMI/Tor. Quality, BMI) R

FOREVER (Songs Of Unlversal BMI/Culture Beyond Ut
Experience Publishing, BMUniversal Music Corpora
tion, ASCAP/Robert Allen Desrgnee ASCAP/Ddre 78
Publishing, SESAC). HL/WBM, H100 2 POP 2 RBH 69
FOR YOU [EM)I Apil, ASCAP/New Sea Gayie. ASCAP/The
Moose Is Loose, ASCAP), HL, CS 43

FREE FALLIN (EMi April, ASCAP/GOne Gator,
ASCAP/Wlxen Music ASCAP) HL. H100 92

e ¥ g

GAME! S PAIN {BabyGame. BMVSony/ATV Songs.
Bivli/Pico Pride Publishing, BMI/She Wrote 1t
ASCAP/Universal Music - MGB Songs, ASCAPAt'S Kno-
bady's Business ASACP/The Royaity Network,
ASCAP/Houdan. BMI/Natting Hill Music, BMYJamribr
BM!/The Ra gd|8' Netwark. BV, HL/WBN. RBH 61

GET LIKE ME (Crump Tp%m mblwsmn’\% ASCAP/Culture
Beyond Ur Expenence Publishing BMYUniversal Music -
Careers, BMI), HLAWBM. H100 19, POP 46, RBH 11

GET SILLY {Blonic Bev Publishing Destgree BMI/Croom-
stacular Music. BMIJ Dumas Publishing Designee.
8MIYoung Mogul Pubhshing. BM/Backyard Publisting.
BMUEMI Blackwood, BMUColliPark Music. BMI). HL,
H100 53. POP 54, RBH 49

GIFTS 8108 Trying To Copzy My Music, BMI2nd
Roun: BMI) RBH 9

GIRL ON THE BILLBOARO (Jonhnny Bienstack, BMI) CS

54
GIRLS AROUND THE WORLD (Golgie's Playhouse Pub-
lishing, BM/Warner-Tamerlane Publishing, BMI/Pretty
Gms nd Big Love Songs, BMI/Big Love Music.
ngs Ot Universal, BMUGerman Dog Music,
;;gCFAg oung Money Priblisting, BMI), HWBM, H100
GIVEIT 2 ME (Tne Walers Of Nazareth BMI/EM) Black-
wood. BMI/Webo Gl Pubnsnmg ASCAP/WB Music,

ASCAl

GOD IS GOODéB Funk Mu5|c ASCAP) RBH 83

G000 GOOD (Shaniah Cymone Music, ASCAP/EMI
April, ASCAP/Slack A D Music ASCAP/Unwversal Music
ggw%ﬂnon ASCAP/Pookietoots, ASCAP), HLAWBM.

GOOD TIME (EMI Apnl ASCAP/[n -Angels Music.
ASCAP), HL, CS 3, H

GOT MONEY (Young Monee/ Publistung, BMyWarner-
Tamerlane Publishing BMINappypub Music BMi/Uni-
versal Music - 7 Songs. BMUPiay N Skillz Music,
ASCAP/Skillz For Skillz And Play Musik, ASCAP/EMI
April, ASCAP), HL/WBM., H100'26, POP 53, RBH 20

GOSLEA F)IND YOU (Watt Disney Music Company

GUNPOWDER & LEAD ( SOWATV Tree, BMI/Nashwille
Star, BMITiltawhirl Music, BMI/Carmival Music Group

BMI/Blugwater Music, BMI), HL. CS 7. H100 52

HANDLEBARS (Flobols Music SESAC) H100 41, POP

39
HASTA EL DIA DE HOY (Maximo Aguire, BMi/Pacific
Latin, ASCAP LT 5
HEAVEN SENT (She Wiole It ASCAP/Universal Music -
MGB Sonigs, ASCAP/J. Vibe Publlshwng ASCAP/Lex Pro-
\ecl Pubhshm% ASCAP), HLAWBM. H100 36. RBH 1
HERE | AM (4 Blunis Lit At Once ASCAP/Furst N Goid.
BMI/Young Drumma. ASCAP/Jackie Frost, ASCAP/Hon-
est Ave Music, ASCAP) H100 42, POP 88, RBH 10
HERD (Il Will, ASCAP/Universal Music - Z Tunes,
ASCAP/My Diet Starts Tomorrow, BMJ/Songs Of Univer-
sal, BMI/Noka International, ASCAP/Sony/A Harmorty
ASCAP/Jackie Frosl. ASCAP), HL/WBM, RBH 84
HE VENIDO W4se W Publishing, ASCAP/Sony/ATV Dis-
cos, ASCAP) [T 16
HI HATER (5 To 15 Publishing, BMI/Assocl Publishing,
BMVUrwersaI Music Corporation, ASCAP/Gaucho
Music BMI) BM, RBH 32
HOLLER BACK (EMI Blackwood, BMV/Geoffrey Stokes
Nielson Publishing, BMi/Warner- Tarnendne Publlsm 8
BMUT-Bird's Music, BMI), HLAWBM,
HOME ('m The Lasl Man SIandmgMSOCAN/Warner Chap-
Eel\ SOCAN/Ihan Zahn Music, BMi/Sony/ATV Songs,
MVAnncsl October Songs, BMI/Songs O Universat
L/WBM CS S H{00 61
HOMECOMING (Piease Gimme My Publishing. BMVEMI
Blackwood, BMIUniversal Music - MGB Songs,
ASCAP/We! Ink Red Music. ASCAP/EMI Apnil. ASCAP),
HL/WBM, POP 69
HOT N COLD (When I'm Rich You'll Be My Bitch.
ASCAP/WB Music, ASCAP/Kasz Money Publishing.
ASCAP/Maratone AB, STIM/Kobait Music Publishing
ASCAPv WBM, POP 67
NOTIZED (Upstaus Music, ASCAP/B 16 Music.
ASCAP/A Alike, ASCAP) POP 91

# DECIDED (The Waters 01 Nazareth, BMI/EMI Blackwiood.
BMIVEM! Aprl. ASCAP/Solange MW ASCAP] HL. RBH

87
1D0 (Egn\ Apni. ASCAPWiggly Tooth Music. ASCAP),
HL, CS 4

IF | NEVER SEE YOUR FACE AGAIN (Universal Music -
Careers, BMI/February Twent xﬂSeconﬂ BMVatentine
Valentine, ASCAP/Universal Music MGB Songs.
ASCAP). HLAVBM, H100 65, POP 5

1 KISSED A GIRL (When [m Rich You Il Be MY Biteh,
ASCAP/WB Music, ASCAP/Kasz Money Publishing
ASCAP/Maralone AB, STIM/Kobalt Mu5|c Publishing,
ASCAP/EMI Music Pubtishing UK SESAC/EMI, AS AP)

HL/WBM, H100 1, POP 1

FLL BE LOVIN' U LONG TIME {Rye Songs. BMI/Songs
0f Unwversal, BMiToompstone Publishing, BMVEMI
Blackwood, BMI/Cstyle Ink Music Publishing.
ASCAP/Siide That Music, ASCAP/EMI Apn,
ASCAP/JODe(e Musm ASCAP) HLWBM H100 70.

POP 55 RI
I'LL WALK Soulhcasne Son%U 5. ASCAP/Bwilsongs.
ASCAP/A Do Named Kitty Publishing, ASCAP/Carol
Yincent And Associates, BMI) CS 28
| LOVE THIS SONG (Umversar tusic Corporation.
ASCAP/ChaQ%B S5, ASCAP/JeﬁreKASleele BMI/Songs
0f Windswep! Paciiic, BM), HL/WI
ILUV YOUR GIRL (2082 Music Publisting, ASCAPAWB
Music. ASCAP/Songs Of Peer, ASCAP/March th Pub-
Iishing, ASCAP/Youn: ’ﬁJeezy Music Inc , BMI/EM Black-
wood, BMI, H/WBM H100 25; POP 62 RBH 6
I'M CHEATIN' (Dweie Music. ASCAP/916, BMIMissing
Link Music BMIBBMP Productions, BMINotting Hill
Musyc BMI) RBH 31
M GONE, I'M GOING (Religion Music Publisting.
BMI/Maratone AB. STIM/Kobalt Music Puthshing,
ASCAIZ/UnlversaI Music Corporation, ASCAP), BM.
POP

9.

I'M YOURS (Goo Eyed. ASCAP) H100 32, POP 47

IN COLOR éEM! Blackwood. BMI/B\? Gassed Hitties.
BMV/New Songs 01 Sea Gayie. BMI/Noah's Little Boat.
BMVEldorotio Music Publishing, BMLucky Thumb,
BMI) CS 30

IN LOVE WITHA GIRL (G DeGraw Music. BMI/Wamer-
Tamerlane Publishing, BMI), WBM. H100 43, POP 23

IN THE AYERé ~Class Publishing, ASCAP/Mail On Sun-
day Music, ASCAP/Sony/ATV e\ndy BMUwill.l am
Music, BMI/Cnerra/ River, BMVMUSIC Specahsts. BM)y
CLM/HL. H100 3

| REMEMBER (She wmte !I ASCAP/Universal Music -
MGB Songs, ASCAP/Carraygee Music Pub\isnlng.
ASCAP/Universal Tunes, SESAC/Cardraygee, SESAC),
WBM, RBH 38

1 RUN THIS (Money Mack. BMI/Young Money Publishing
BMIWarner-Tamerlane Publishing, B%A\/Bhn lin
QABusm, ASCAPMoney Mack Music, ASCAP? WB

H

73
I STILL MISS YOU (EMi April, ASCAP/Romeo Cowboy
Music. ASCAP/Warner-Tamerlane Publishing, BMI/Can-

tentment Mustc. 8MVMade For This Music, BMI/This fs
En lASCAP/Tr&y D Songs ASCAP/Maglc Mustang,

IT'S NOT MY TIME gon%s 01 Unlversal BMIEscaldwpa
Songs. BML. HL/WBM H100 28, POP 21

IVE CHANGEO (Divine Mill Music. ASCAP/WB Music.
ASCAP/Dynamite Sou! Music, ASCAP/Sony/ATV Songs
BMVAImo Music, ASCAP/Jasane Drama Music.
ASCAP/She Wrote It, ASCAP/Universal Music - MGB
aon S, ASCAP/DgDney Music Publishing, 8MI),

1 WOULD (Phylvester Music ASCAP) CS 46

JOHNNY & JUNE (Big Hit Makers Music, BMYRainy Gra-
ham, BMU/Amylase Music, ASCAP/Tel) Texas Tures Il
éﬁﬁ({AgéCogynghl Solutions. ASCAP/SoulJet Music.

JUST A OREAM (Blrds With Ears Music BMI/EMI Biack-
wood, BMI/Raylene Music ASCAP/BPJ Administration,
ASCAP/Songs 0f Comhustion Music, ASCAPNo Such
Musm SOC N/Musm Of Windswept ASCAP)

JUSTOANC N&Cemhed Blugberry. BMI/Seny/ATV Songs

BMI/ByeIaJI LSIC ASCAP/Sony/ATV Tunes, ASCAP),
H100 76,

JUST FINE Ma J Bllge ASCAP/Universal Music Cor-

poranon ASCAP/Songs Of Peer, BMI/MarCh th Publish-
, ASCAP/Bubba Gee Music, BMI/WB Mustc,

ABCA3PS/2082 Music Publishing, ASCAP), HLAWBM,
RBH

LA CUMBIA DEL RIO (G psymex) LT 13

LA IMAGEN DE MAL VERD k armex BMI) LT 27

LAST CALL (Crazy Water, ASCAP/Universal Music Cor-
poration ASCAP/Warld House Of Hits ASCAP). HL CS
44

LAST NAME (Carne-Okie Music. BMi/Laird Road Music,
ASCAP/Universal Music - MGB Songs, ASCAP/Raylene
Music, ASCAP/BPJ Administrahion, ASCAP), HLWBM.
H100 79, POP 7

LASTTIME ( &IVS Boy Muzik, BMIWarner-Tamerlane
Publishing, BMWB Rusic. ASCAP/Songs In The Key Of
B Fiat, SESAC/Noontime South SESACAW BM Music.
SESAC/The Dean's List, SESAC/December First Publish-
1ng Group, SESAC/North Avene, ASCAP/EM Biack-

For chart reprints call 646.654.4633

wood, BMI/Question And Answer Publishing ASCAP)

HLAWBM RBH 22
LEARNING HOW T0 BEND (Crystal Beach, BMi/Third
ggr Music. BMIHouse Of Fame, ASCAP) CS 13, 100

LEAVIN' {Holy Corron Music, ASCAP/Universal Music -
MGB Songs. ASCAP/Movie JB Songs, BMI/Sang Of
Peer, ASCAP/March 9th Pubhishing, ASCAP/2082 Music
Punhshmg ASCAP/WB Music, A CAP) HLWBM,
H100 13,POP 3

LET GO {Cisum Naashar Publishing, ASCAP/Gueen Ot
Trzwe Planet. ASCAP/Uncle Buddie'’s Music ASCAP) RBH

6
LET IT GO (Unwversal Music - Careers, BMI/Evansville.
BMI/SOWATV Tree, BMi/Tomdouglasmusic, BMI).

LET IT ROCK (Lmn Aure Publishing, BMI/Warner-Tamer-
lane Pubhishing. BMI/Young Maney Pubhshin:
BMU/Maney Mack Music, ASCAP), WBM POP 99

LET ME 5Spnngﬂe\d ASCAP/Bug Music. ASCAP/Dazahit
ASCAP/Universdl Music Corporation. ASCAP/Danny
Orton Songs, ASAP), HLAWBM, CS 38
LIFEIN A ORTHERN TOWN (Warner-Tamerlane Pub-
lishing, BMI/Cleverite, BMiFarrowise, BMI), WBM. CS

33

LIKE ) NEVER BROKE HER HEART (Muzik Mafia,
ASCAP/Do Waite Music, ASCAPAT Harding Music.
BMI/Songs Of Throback, BMI/Music Of Combustion,
BMIRevd Up Music, BMI/Songs Of Windswept Pacific.
BMI) CS 55

LIKE YOU'LL NEVER SEE ME AGAIN (L2/low Produc-
hons, ASCAP/EM\ A ril. ASCAP/Book Of Daniel,
ASCAP), H

LLORAR LLOVIENDO (Scarlito, ASCAP/EMI April
ASCAP/EZ Vida ASCAP/White Kraft Music,
ﬁggﬁP/SonygATv Discos. ASCAPWise W Puplishing

Py L]

LLORO POR Tl (o Listed LT 23

LOLLI LOLLMPOP THAT BODY) (Tefnoise Publishing,
BMI/Bug, BMi/Amalek Publishing SESAC) H100 18
PDP 25. RBH 48

LOLLIPOP (Young Maney Publishing, BMi/AWarmer-Tamer
lane Pubiishing BMI/Herbalicious Music, ASCAP/Black
Fountain Publishing, ASCAP/EMI April, ASCAP/Jimipub.
BMI/EMI Blackwood. BMI/Three Nails And A Crown
ASCAP/Roynet Musm ASCAP), HL/WBM, H100 15, 1T
47, POP 16Y

LOOKIN BOY (Granny Man Publishing, BMi/Malik-Mekh
Music BMVBasement Funk South BMiMonalize Pro-
ductions. ASCAP/Anonymous Publishing, BMY/Dimitry
Johnson %bl\sh\n%D%%nee. BMI/Raymond Jones.
ASCAP) H100 58, POP 76, RBH 18

LOOKIN' FOR A GOOD TIME (Warner-Tamerlane Publish-
ing. BMI/DWHaywood. BMVRADIOBULLETSPublshing.
BMIHitlary Dawn, SESAC/Shaw Enutf Songs,
SESAC/Multisongs. SESAC/Jamanarye Music,
BM|Magic Midas, BMI). WBM. CS 29

LOST (BRUNC'S MUSIC, ASCAP/Ego Entertanment.
ASCAP/Music Of Windswept ASCAP) POP 61

LOST (Gorilta Zoe Music, BMI/Malik-Mekts Music.
BMI/Dalync Music. ASCAP/Youn g Money Publishing,
BMI/Young Drumma ASCAP) RBH

LOVE IN THIS CLUB (UR-IV Music. ASCAP/EM\ Apn,
ASCAP/Songs Of Universal, BMIMy Digt Starts Tomor-
row, BMIYoung Jeezy Music Inc . BMVEMI Blackwood
BMI/Sony/ATV Songs. BMI/Baby Keyz Music,
BMI/Sony/ATV Tunes ASCAP/ 1 1 10 Entertainment,
ASCAP) H H100 48 POP 38, RBH 45

LOVE IN THIS CLUB PART Il (UR-IV Music
ASCAP/EMI Apnil ASCAP/Songs Of Uriversal.
BMI/Sony/ATV Songs, BMI/Baby Keyz Music.
BMI/Young Jeezé Music inc . BMI/Maoney Mack BMY/Ry
Love Music ASCAP/Kee! Tha Bee!, ASCAP/Sony/ATV
Tunes, ASCAP/1110 Entertainment, ASCAP/Warner-
Tameslane Publishing, BMI), HL/WBM. RBH 27

LOVE IS GONE (Square Rivall Hthshxng
ASCAP/Wistiing Angel Music. BMVRiester Prod
ASCAP/Painted Desert Music, BMI) POP 78

LOVE ME wNol Llsted) RBH 76

LOVE R S THE SAMEE} tad Dog Winslon,
BMVS\enna Suennd Sangs. SUCAN) H100 68 POP 65

LOVE REMEMBERS (Magic Mustang, BV Tripple
Snnes BMIimmokalee Music, BMI/Daphil Music, BMI)

€327

LOVE SONG (Ti ny Bear Music. ASCAP/Sony/ATV Tunes,
ASCAP) HL H

LOW (E-Class, BMVTogOuaMy BMI/Music BMUniver-
sal Mu5|c Z Sangs, BMU/Sony/ATV Tiines,
ASCAP/Sony/ATV Songs, BM\) HL/WBM, POP 36

MAGIC (I Like Em Thicke ASCAP/Da Gass Co .
ASCAP/Maddington Music, ASCAP) H100 84, RBH 12

MARCO POLO (Not Listed) RBH 101

ME DA IGUAL (Sony/ATV Discos, ASCAP) LT 29

MERCY (EMi, PRS/Universal-istand, PRS/EMI Blackwood,

BMI), HLAWBM, H100 66, POP 60

MI BUEN AMANTE (Arpa, 8MI) (T 33

A MILLI (Young Mone{embl»shrng BMI/WamerTamer-
lane Publishing, BM|/Leve gﬁs Music Publlsh\ng
ASCAP/EMI April, ASCAP/Notting Hill Music, BMI/Cha
Lois Publishing, BMI), HLAWBM. H100 6. POP 37, RBH
2

MISS INOEPENOENT (Unwversal Music - Z Songs,
BMI/Pen In The Grourd Publishing ASCAP/Sony/ATV
Harmony, ASCAP/EM Apnil. ASCAP), HL/WBM. RBH 53
MOVING MOUNTAINS (UR-1V Music. ASCAP/EMI Apnil,
ASCAP/SOn%As 0Of Peer. ASCAP/March 9th Publishing,
ASCAP/WB Music, ASCAP/2082 Music Publishing,
ASCAP/Sony/ATV Tunes ASCAP/Sonz/ATV Music UK,
PRS/SLFA#WUQA BMI), HLAWBM, POP 94: RBH 30
MR. CARTER (Young Money Puplishing BMI/Wamer-
Tamerlang Pubhishing BMy/Drewsks Baby Music,
ASCAPMearlina Music, BMi/Carter Boys Publishing,
ASCAP/EMI April, ASCAP). HL/WBM, H 00 78, RBH 28
MRS, OFFICER (Young Money Publishing, BMYWarner-
Tamerlane Publishing, BM/Three Nais And A Crown,
ASCAnghI Werk, BMI/Roynet Music ASCAP), WBM,

RBH 51
MUSIC FOR LOVE (Sura Music Company ASCAP/TnT
Explosive Publishing, ASCAP/Universal Music Corpora-
tion, ASCAPN\ Beach Mustc Publishing. ASCAP),
HL/WBM, RBH 29

, RBH

MY KINO OF BEAUTIFUL (Unwersa\ Mu5|c Ca(eers
BMI/Son Cv/ATV Tree BMI/Sony/ATY

ASCAP/Chuck Wagon Gourmet, ASCAP/ICG Altance.
ASCAP), HL/WBM. CS 56

MY LIFE ( Ba%Game BMI/Prco Pride Publishing
BMI/Sony/ATV Songs 8MI/Dade Co. Project Music,
BMUniversal Music - Z Songs, BMIMontitia Music
BMY/Songs Of Universal, BMI}, HL/WBM. RBH 67

NA OE NA (Not LlstedéLT 19

NEEO U BAD éNa y Puddy, ASCAP/Universal Music - Z
Tunes, ASCAP/EMI April. ASCAP/Cainon's Land Music
Pubiishing, ASCAP/Borne Agan PUD|ISh!H% ASCAP/Ha-
tion Records, ASCAP/Westhury Music, ASCAP/Roynet
Music, ASCAP& H100 57 RBH9

NEVER (Danie! Famns Publishing Designee, BMI/Earfull
Music Publishing BMI/Wamer-Tamerlane Pubnsmng
BM\/Léncai Genius Publishing. BMI/WB Mus:

ASCA /The Prodigal Publishing, ASCAP), WBM RBH

NEVER LEAVE MY GIRL (Connected Music,
ASCAP/Future Boi/ Mustc. BMiDudaman Music,
ASCAP/Goddess Isis Music, ASCAP) RBH 74

NEVER NEVER LAND (Lyfe In Publishing,
ASCAP/Sony/ATV Tunes, ASCAP) HL, RBH 47

NEVER WOULO HAVE MADE IT (arvin L. Sa%: Music,

BMIMinstrel Productions, BMI), WBM H100 96, RBH

19
NO AIR (T And Me ASCAP/Universal Music - MGB
Songs. ASCAP/Demis Hot Songs ASCAP/EM! April,
ASCAP/Almo Music, ASCAP/Underdogs West Songs.
ASCAP/FaumIeroE Music, ASCAPArving, BMI/Underdog
East Songs, BMI/Erik Griggs. BMI/Strange Motel Music,
ASCAP). HLAWBM CS 51

www americanradiohietorv com

NO AIR (T And Me, ASCAP/Universal Music - MGB
Songs. ASCAP/Dermis Hot Songs, ASCAP/EMI April,
ASCAP/AIma Music, ASCAP/Underdogs West Songs.
ASCAP/FaunHeroE Music. ASCAP/Irving, BMAUnderdog
East Songs. BMV nk Gnggs BMI/Strange Mote! Music,
ASCAP} HLAWBM. P33

NO ME DOY POR VENCIDO (Fon31 ASCAP/Sony/ATV
Discos, ASCAP/Maximo Aguirre, BMI) LT 6

NOT A STAIN ON ME (T-Town Music, BMI) RBH 91

NO TE VAYAS (CAPURI. ASCAP) LT 36

NOTHING LEFT TO SAY (Minl Factory ASCAP) RBH 82

ONE STEP AT A TIME (7 Style Music, ASCAP/Laure!
Krown Music ASCAP/Crosstown Songs ASCAPMurlyn
Songs, ASCAP/Cutfather Publishing, BMi/WarnerTamer-
lane Publishing, BMI) WBM, H100 31 POP 15

OUT HERE GRINDIN (DJ Khaled, BMI/Noiting Hill
Music. BMI/4 Blunts Lit At Once. ASCAP/Sony/ATV
Tunes, ASCAP/Track-N-Field Entertainment, ASCAP/Not-
ling Dale Songs ASCAP/First N' Gold. BMI/Warner-
Tamerlane Publishing, BM}/Young Jeezy Music Inc..
BMIEMI Blackwood. BMI/Boosie Bad Az, ASCAP/WB
Music. ASCAP/Sony/ATV Harmany. ASCAP/Byelalt
Music. ASCAP/A McColister Publisting Designee.
ASCAP/Universal Music i Z Songs. BMI/Nappypub
Music, BMI), HLW/WBM, H100 60, RBH 40

EL PALETERO (Arpa, BMI) LT 30

PAPER PLANES (Universal Music - Z Tunes.
ASCAP/Hollertronix Music, ASCAP/Nineden
ASCAP/Universal-PolyGram international, ASCAP)
HL/WBM. H100 16, POP 26

PARA SIEMPRE (Julianita Musical, BMI) LT 2

PERMITAME (Universal-Musica Unica, BMI) LT 25

PLAY MY MUSIC (Wonderland Music Company,
BMIMalt Disney Music Company. ASCAP) POP 77

PLEASE EXCUSE MY HANDS (First N' Gold, BMIWarn-
er-Tamerlane Publishing, BMVEinnor, ASCAPWB Music.
ASCAP/) Franks Publishing, ASCAP/Check Your Puise
Pubhshing BMI/Chef Huxiable Music Publishing,
BIéAI/ZOBZ Music Publishing, ASCAP), WBM, H100 85
RBH 15

H
POCKETFUL OF SUNSHINE (EM! Blackwood, BMI/Gator
Baby, BMVEM) April. ASCAP/Sony/ATV Tunes ASCAP).
HL/WBM, H100 17. POP 10
PORK AND BEANS (£ 0 Smilh, BMI) H100 88, POP 81
POSE Not Listed) LT 4
EL PRESENTE (Lotein Music BMIEMi Blackwood. BMI)

PROFESSIONAL éStephen Goldsboro Publishing
Designee. SESAC/YRP Music. BMIWarmer-Tamerlane
Pubiishing, BMI), WBM, RBH 86

EL PROXIMO VIERNES (Not Listed) LT 44

A PUNTO DE LLORAR (Maximo Aguirre, BMi) LT 14

PUSHING ME AWAY (Jonas Brothers Publishing,
BMI/Sony/ATV Songs, BMI), HL. POP 73

PUT AGIRL IN IT (EM) Blackwood BMI/Rhettneck
Music. BMI/Big Borassa Music, BMIAWB Music.
ASCAP/Melissas Money Music. ASCAP/Get A Load Of
This Music, ASCAP) HL/WBM., CS 4 H100 55

PUT ON (Young Jeezy Music Inc.. BMI/Young Drumma
ASCAP/WB Music, ASCAP/Please Gimme My Publish-
1ng, BMVEMI Biackwood, BMI), HL/WBM, H100 22.
POP 56. RBH 4

QUE TE PERDONE TU MAORE (Mot Listed) LT 28

RADIO (Soulchild ASCAP/Universal Music Corporation,
ASCAP/Swarthy Pubhishing, ASCAP/Chnstopher Umana
Publishing Designee. ASCAP/Eutoro Ebang Publishing
Designee, ASCAP). HL/WBM, RBH 60

REALIZE (Cocormarie Music. BMt/Dancmg Squirrel.
ASCAP/INAF! Music, ASCAP/Opium For The Peaple
Music, ASCAP/Sony/ATV Tunes ASCAP), HL, H1OO 47

POP 28

RELENTLESS (EMI April. ASCAP/Chvef Black Cloud
ASCAP/House Of Fame, ASCAP}, HL, CS 26

LOS REPROCHES DEL VIENTO (Vander, ASCAP) LT 26

RICA Y APRETADITA (EI General Music. ASCAP} LT 50

RIDE {So Inkredibles. SESACArocnasty Music.
BMIMothings Music. ASCAP/Nappypub Mustc,
BMI/Unwversal Music - Z Songs. BMI/Tremaine Neverson
Publishing Demgnee ASCAP), HLAVBM, RBH 85

RISE ABOVE THIS (Seether Puhhshmg BMU/Sate One
Music Amenica, BMVKickDatKat Music. BMI), WBM,

PQOP 84

THE RIVER (Divine Mill Music ASCAP/WB Music,
ASCAP/Lady And A Tramp, ASCAP/Noel Gourdin Pub-
lishing, ASCAP/Mable's Gir! Music. ASCAPAUniversal-
PolyGram Intemational Tunes, SESAC), HLAWBM, RBH

25
ROLL WITH ME (Sony/ATV Acufi Rose, BMI/Year Of The
Dog Music, ASCAPWords & Music, ASCAP), HL, CS 48

SEE YOU AGAIN {Tondolea Lane Music Publishing,
BMI/Seven Summts, BMI/Antorina Songs,
ASCAP/Seven Peaks Music, ASCAP/I Bocca Al Lupo.
ASCAP) POP 49

SEXY CAN 1 {Stop Trying To Copg My Music, BMI/Draw
Hést Pubhsmng ASCAPNctor S Carraway Publishing.
ASC,

SHAKE IT (Metro Stalion Music, ASCAP/EMI April
ASCAP). HL. 100 20, POP 7
SHATTEREO {TURN THE CAR AROUND) (Cld Man
Time Music, ASCAP/G Watt Music. ASCAP} POP 75
SHE NEVER CRIEO IN FRONT OF ME (Frank!in Road,
BMVMusm Of Stage Three. BMI/Bobby's Song And Sal-
e BMI/Stage Three Music, BMT) CS 15.H100 63
SH ULD 'VE SAIO NO (Sony/ATV Tree, BMI/Taylor Swift
Music BMI), HL, CS 5 100 38
SHUT UP AND LET ME GO (WB Music, ASCAP/PIa{V
writer Music, PRS/Sony/ATV Tunes. ASCAP/Sony/A'
Music UK, PRS), HLWBM H100 100. POP 70
SIGUELQ (Not Listed) LT 8
SINCE YOU'VE BEEN GONE éW BM Music,
SESAC/Songs In The Key Ot B Flat, SESAC/Noontime
South, SESAC/The Dean's List, SESAC/December First
Publishing Group. SESAC/Jaylen Adonis Music Publish-
ing, SESAC/Christian Combs Publishing, SESAC/Foray
Music, SESAC), HL/WBM, RBH 58
S1 NO TE HUBIERAS 100 (Marco ASCAPILT 3
SITUTE ATREVES {Universal Music - MGB Songs
ASCAPY LT
SITUTE VAS (ADG, SESAC) LT 7
SO FLY (EMi April, ASCAP/Justin Combs Publishing.
ASCAP/Da 12 Music. ASCAP), HL, RBH 34
$0 GOOO (One Wood Productions, ASCAP) RBH 98
S0 ICEY (Nol Listed) RBH 79
SOLO UN DIA (AHORA TE AMO) (Not Listed) (T 42
SOMEBOOY SAD A PRAYER (Feet in The Creek,
ASCAP/Crosstown Uptown, ASCAP/Big Loud Shirt
Industries, ASCAP/Big Loud Bucks, BMJ) CS 53
SOUNDS SO GOOD (Gin Road. BM!) CS 32
SPOTLIGHT (Super Sayin Pubhsmng BMIUniversal
Music - Z Songs. BMI/Sony/ATV Tunes ASCAP/EMI
April, ASCAP1, HL/WBM, H100 89, RBH 14
STAY WITH ME (BY THE SEA) (Al Green. BMI/Unwversal
Music - Careers, BMI/474 Music, BMI/Nicodemus
Music, BMIJaJaPo Music. ASCAP/Universal Music Cor-
poration, ASCAP/My Soulmate Songs, ASCAP/Sangs Of
Windswept Pacific, BMI), HL/WBM, RBH 50
STOP AND STARE éSony/ATV Tunes, ASCAP/Midnite
Mitacle Music. ASCAP/Butterfoot Music, ASCAPAVeII
QOver Downfalls. ASCAP/Black Scarf, ASCAP/LJF Pub-
hshm\ Com) gany ASCAP). HL POP 43
SUFRIRAS :Ser-Ca, BMI) LT 43
SUMMERTIME (Son /%/ATV Harmony. ASCAP/Thiee Piece
Publishing, ASCAP/Donmie D Publishing ASCAP), HL,

Go to www.billboard.biz for

H100 62. POP 34

SUPERGIRL (Mr Radar, BMI/Copyrighi Control/Shapiro,
Bernslen & Co ASCAP/Tosha Music, ASCAP) POP 86

SUPERWOMAN (Leliow Productions. ASCAP/EMI April,
ASCAP/Stuck In The Throat, ASCAP/Sony/ATV Harmony.
ASCAP/OZMOD Mustc, ASCAP), HL, RBH 55

SWING (Dawn Raid Music Publishing, BMIAUniversal
Music Corporation. ASCAP/Soulja Boy Mus(c,
BMU/Croomstacutar Music, BMI) H100 91, POP 71

SWING YA RAG (Crown Club Publishing, BMIAWarmer-
Tameriane Publishing. BMUUniversal Tunes.
SESAC/Songs Of Universal. SESAC), HLAVBM. RBH 56

TAKE A BOW (Universal Music - 7 Songs, BMU/Pen In The
Ground Publishing, ASCAP/Universal Music - Z Tunes
ASCAP/Sany/ATV Harmony. ASCAP/EMI Aprit ASCAP),
HL/WBM. H100 4, POP 6, RBH 3

TAKE YOU DOWN (Songs Of Unwersal, BMI/Culiure
Beyond Ur Expenence Publishing, BMI/First Avenue
Music. PRS/Unversal Music - MGB Songs.
ASCAP/Demis Hot Songs, ASCAP/EM April,
ASCAP/AImo MusiC, ASCAP/Strange Motel Music,
ASCAPAUnderdogs West Songs, ASCAP), HL/WBM
H100 54, RBH 5

TARDE 0 TEMPRANO (ivlosily Sad Songs. ASCAP/WB
Music, ASCAP} T 20

TEENAGE LOVE AFFAIR {Leliow Produclions,
ASCAP/EMI April, ASCAP/Touchyfeely Music,
ASCAP/Plantife Expenence Music ASCAP/Uncle Bobby
Music. BMIZEM) Blackwood, BMUStripe Music, BMYrv-
ing, BMI), HL, H100 74, RBH 7

TE GUIERG (Editonal San Angel SA DE C V) H100 94

1

17

TEXT MESSAGES (Universal Music - Z Tunes,
ASCAP/Ahmad's World. ASCAP/Bob D Terry Publishing
BMIEMI Blackwoad, BMY/5700 Park Music. BMVChns
Symionikz Lewrs Publishing BMI/Jarmong Hoox Davis
Publishing, BMNick Bain Publishing, BMVAnother Juke
JaBm.GB/;\AVSungs Of Windswept Pacific BMI), HLAWBM,
RBH

THAT'S WHAT YOU GET (W8 Music ASCAP/Bul Father.
| Just Want To Sing Music. ASCAP/Josh's Music
ASCAP/Hunterboro Music ASCAP), WBM H100 77,

POP 35

THEY CALL IT FALLING FOR A REASON (Songs Of
Universal, BMyHannaberg. BMiHope-N-Cat. BMYSexy
Tractor Music, BMI/Cal IV Entertainment, BMI)

THIS Ig ME {Wall Disney Music Company, ASCAP) H100

93, POP 66

THUNDER (£ M April. ASCAPNlamn Johnson Music,
ASCAP} H100 81, POP 40

THE TIME OF MY LIFE (19 Music Lid . ASCAP) WBM
100 39. POP 42

TONIGHT (Sony/ATV Songs, BMI/Peanut Proot Music,
BMI) H100 8, POP 22

TRES (Nof Listed} LT 21

TROUBADOUR (Ash Streel, ASCAP/BIS Loud Shirt Indus-
tries, ASCAP/Big Moulage Music, ASCAP/Sony/ATV
Cross Keys, ASCAP/Lesiie Satcher. BMVSony/ATV Tree,
BMI) HL CS 11, H100 86

TU ADIOS NO MATA (Ser-Ca, BMI) LT 12

UH HUH {Shark Squad Assassins. ASCAP/Grand Hustle
Publishing. ASCAPWB Music. ASCAP/EMI April,
ASCAP/Slide That Music, ASCAP/Regina's Son Music.
ASCAP), HL/WBM, RBH 66

UPPER MIOOLE CLASS WHITE TRASH (Mike Curb
Music, BMI/Sweet Hysteria Music. BMI/Songs Of Mighty
tsis Music, BMI/Kobdlt Music Publishing, ASCAPA/ISta
Larga Music. BMI), WBM. CS 49

VAMOS PAL AGUA (Not Listed) LT 46

VIVA LA VIOA (Universal Music - MGB Songs. ASCAP).
HUWBM. H100 5, POP 13

VIVE Y DEJAME VIVIR (Arpa BM) LT 11

VOICES (Runnin' Bemind Pubhishing, ASCAP/EMI Apnl
ASCAP/Big Loud Shirt industnes, ASCAP) CS40

VOLVERE (Uniision, ASCAP) LT 37

WAITIN' ON A WOMAN (EVI Apni, ASCAP/Sea Gayle
Music. ASCAP/Emma And Maddie. ASCAP/Warner-
Tameriang Publishing, BMI), HL/WBM, CS 10, H100 64

WAKE IT UP (Heavy On The Grind Entergament Publish-
1ng. BMI/8th Grade Music Publishing, BMIVEMI Black-
wood, BMI/Byetall Music. ASCAP/Sony/ATV Tunes
ASCAP/Deja Nu Publishing, BMI), HL, POP 87

WASSUP WIT DA COOKIES (50/50 Entertainment.
BMI/Dirty Pool Music, ASCAP) RBH 99

WHAT ABOUT NOW (EMI Biackwood, BMI/Bug,
BMI/12 06 Publishing, BMU/7 Months Of Shacows Pub-
lishing, BMi/Dwight Fge Music, BMUSmelis Like Metal,
SOCAN). HL/WBM,

WHATEVER YOU LIKE (men Club Publishing.
BMI/Wamner-Tamerfane Publishing, BMYJimipub.
BMU/Ricco Barmno Muzic ASCAP/EMI Blackwood. BMI)
HL/WBM. RBH 26

WHAT YOU GOT (Byeiall Music, ASCAP/Sony/ATV Har-
mony, ASCAP/Sony/ATV Songs, BMI). HL. #100 35.

POP 17

WHENEVER YOU'RE AROUND (Blue's Baby. ASCAP/La
Kasa Sole, ASCAP/EMI April. ASCAP Next Generalion.
ASCAP/Universal Music Corporation, ASCAP/Jatcat.
ASCAP). HL/WBM. RBH 83

WHEN | GROW UP (EVI Blackwood, BM|/Rodney
Jerkins Productions. BMIUniversal Music Corpmanon
ASCAP/TaT Explosive Publishing ASCAP/EMI
PRS/Glenwood Music Cerporation, PRS). HL/WBM
H1009, POP 5

WHEN IT HURTS (Grindfime. BMI/Songs 0f Universal.
BMi/Antonio Dixon's Muzik. ASCAP/E D Duz It BMArv-
ing, BMIUnderdog East Songs, BMI), HL/WBM. RBH 78

WHEN [T RAINS (NTAC, BM)) CS 34

WOMAN (Unwversal Music - Z Tunes. ASCAP/Ahmad's
World, ASCAP/Sony/ATV Tunes, ASCAP/Life Print
ASCAP), HL/WBM. RBH 24

WORDS (Bug Music ASCAP/Soup Sandwich,
ASCAP/Gold & Iron, ASCAP,WB Music. ASCAP). WBM

RBH 68
Y..

YA NO LLORES (LET ME LOVE YOU) (Chanteo Music
Publishing. ASCAP/786 Publishing, ASCAP) LT 9

YO NO SE PERDONARTE (Fonsi, ASCAP/Sony/ATY Dis-
c0s. ASCAP/Deeksha Publishing, SESAC/Sony/ ATV
Timber, SESAC/Nana Maluca SESAC) LT 32

YOU CAN LET GO (| Want To Hold Your Songs.
BMIWords To Music, BMVDimensiondl Music Of 1091
ASCAP/A Sling And A Prayer. ASCAP/Chenmy Lane
ASCAP), CLMAWBM. CS 25

YOU GOT ME (Watch The Sasqualcn Music, BMVZ-Daz-
Zhishe Mustc, ASCAP) POP

YOU LOOK GOOD IN MY SHIRT (Sony/ATV Tree.
BMI/Goid Watch. BMI/Wenonga, BMI/NEZ, BMI), HL. CS
2, H100 44

YOU'RE EVERYTHING (2 Tnll Enterprises, ASCAP/4
Blunts Lit At Once, ASCAP/Sony/ATV Sangs,
BMU/Crump Tight Publishing, ASCAP/Premyo Publishing
BMI/Stll-N-The Water, BMI/Noddiactor Publisting
BMUEMI Apnl, ASCAP), HL, RBH 97

YOU'RE THE ONLY ONE {india B Music, BMV/Songs Of
Universal PolyGram Internabional BMIDemonte's Music
Publishing, BMI/Paradise Forever Music, BMI RBH 21

YOUR LOVE 1S A LIE (W8 Music ASCAPHigh-Mainte-
nance SOCAN/Wet Wheelie, SOCAN/Lanni Tunes,
SOCAN) WBM. POP 98

complete chart data | 59
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BUSINESS MUSIC REAL ESTATE -
OPPORTUNITIES MERCHANDISE

Moving To Nashville?

FAMILY FEUD - BUY DIRECT AND SAVE!

TWO WARRING FAMILIES While other people are raising their prices, we
are slashing ours. CD’s. LP's, Books, Cassettes

Ocean Drive Southbeach 33139 as low as 50 cents. Your choice from the most Call r
International Artist Group, extensive listings available.
Meris Zittman - 305-305-4877- For free catalog call (609) 890-6000. 3
(T TR L i al Gonyeenien Grassland Real Estate
Scorpio Music, Inc. )
www.southbeach33139.com T =) 3 e 7 3 N 4
P.0.Box A Trenton, N.J. - B
TV SERIES MOVIE T Specialists in Studio’s & Homes with Studio’s
RIGHTS FOR SALE . .
S e T ot NRum Dark Horse Studio, Franklin, TN $3,999,000

YOUR BODY IS YOUR PASSPORT
MADONNA , M'ZRR?(E.IO.IS‘G _ _ Bonagura Studio, Franklin, TN $1,599,000

BMI AWARD WINNING WRITER, Would you like to stay

DAVID PAYTON HAS 3 Robbie Calvo MelindaBarrington
i focused on makin
YOUR NEXT HIT - Email - cu £ 615-305-7539 615-473-6113
Davidpaytonmusic@aol.com or HIT records?

robbiecalvo@comcast.net melinda_barrington@comcast.net

Call 813-447-5350. Trust BLOOM to manage all

WANTED - RESEARCHER/FREELANCE of the details in recording
Music researcher wanted. Freelance, work

from home. Expertise in pop/rock music and marketing. Some of our
from the 90’s. Fax resume to

PROFESSIONAL SERVICES

310-788-8684. services include Budgets IN-HOUSE CD °» DVD * VINYL MANUFACTURING
Alb d i R l ’ R YTO RECORD? How “Includes: 1-color booklet &
coor 0 Tabel i
MASTERING um coordination, Rights  §  ABOUT SOME FREE HELP? 300.SD.. $775.00 iroicion i
administration, Union con- : tncludes: 4-color booklot &
tangerineMASTERING.com ’ i Contact us today " l ooo CcD 1 s I 199 oo 2-color €D Tabel from supslied 4
Grammy winning CD mastering tracts, and Release planning. AL o d we'll send Radiages by ik imethar. shrinktton
~ -ONTIME- 212-627-5456 you your FREE 12 VINYL PROMO
with original ABBEY ROAD analog - = Chasren Y T TOO T2 vinve $849.00 additional LP's: $1.80 each
& state of the art DIGITAL MASTERING , GREAT MA astar Taps 500 12 vinve $1,329.00 rEORDER $760.00
201-865-1000 www.bloomentertainment.com Guide that's full - iy )

TOO0O0O T2 vinve $1,939.00 REORDER - $1369.00

of great recording PACKAGES INCLUDE: WHITE JACKET w/ HOLE « MASTERING o FULL PROCESSING *
tips and tricks TEST PRESSINGS = 2-COLOR LABELS (stock background) = SHRINKWRAP  QUICK TURN AROUND

RA[N BO RF_CORDS AMANUEACTURING CORPORATION [—.E
8960 Fton Ave., Canoga Park, CA 91304+ (818) 280- 1100
(866) 677-7811 I =15 Fax: (818) 280- 1101 - www.rainborecords.com * info@rainborecords.com

www.discmakers.com/bb

“>)DISC MAKERS’

HELP WANTED

VOLUNTEERS
NEEDED

T-SHIRTS

Interested in volunteering at
the most important music industry i
upcoming events?

FREE Music

Business
At CTIA September 8th-9th, 2008

The Moscone Center claSSiﬁEdS!

San Francisco

y‘* K

Al o o Feiis?
" oa'te Woaal ‘il

BACKSTAGE

No E-Bay Fees!

B el T FASHION
Attach Photas, Video Worldwide Distributors of Licensed:
and Audo to your ads!

ROCK & NOVELTY T-SHIRTS,
STICKERS, PATCHES, FLAGS & MORE!
Check out our website catalog:

musicclassifieds.com | www.freemusicclassifieds.com

For more information regarding volunteer opportunities,

please contact Courtney Marks at I \IUU’PE involved with mUSiC,
cmarks@blillboard.com or 646-654-4652 ' oital
you have to know about this site!

www.freemusicclassifieds.com ¢ 'y
CALL US TODAY AND ASK ABOUT THE Yur sure for eerying music! www.baaksfage-fasbmn.aom
BILLBOARD CLASSIFIEDS Post it Browset. or call for a free price list/flyer (dealers only):
INTRODUCTORY OFFER FOR It's all FREE! 800 644 ROCK
NEW ADVERTISERS! MUS?"C RdLLE
s, fJ% (outside the U.S. - 928-443-0100)

A GLORAL MEDTA EMTERTAIRNENT COMPANY

1-800-223-7524 or jserrette@billboard.com
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TURNTABLE

Send submissions to: exec@billboard.com

RECORD COMPANIES: EMI Music appoints Rob Steven-
son president of Virgin U.S. He was executive VP of A&R at
Island Def Jam Music Group in the United States.

RCA Music Group names Mark Flaherty senior VP of
marketing. He was VP.

Razor & Tie Entertainment ups Victor Zaraya to execu-
tive VP of finance and operations. He was senior VP.

Zomba Label Group promotes Tice Merriweather to VP
of publicity. He was senior director.

Samsung VP of strategic e

marketing Paul Golden Singer/songwriter Regie Hamm recently stopped by SESAC's Nashville head-
greets Mariah Carey after quarters to join staffers in a cetebratory toast for his win in the second annual
her performance kicking “American Ido!" songwriting competition with his song “The Time of My Life."

off the second annual Hamm's track beat out thousands of entrants and was performed on the "Ido}”
PUBLISHING: Scott Francis is appointed to the newly cre- EREREY Summer finale by winner David Cook. Pictured sitting are Hamm and SESAC director
. . . Krush concert series, which of writer/publisher relations Shannan Neese. Standing, from left, are SESAC
ated position of president of Warner/Chappell Music and f“”cre‘?d“:ly 31 at(jL:s director of writer/publisher relations John Mullins, associate VP of writer/
i H ngeles Hollywoo publisher relations Tim Fink and VP of writer/publisher relations Trevor Gale
SR B CESre ETEr (S AEREI IMESIEESe RS Highland. pHoTo: courTEsy OF with Rutledge, Nash & Associates partners Ed Nash and Tom Rutledge. puoto:
president of BMG Music Publishing’s Songs North Amer- CHRIS WEEKS/WIREIMAGE.COM COURTESY OF ED RODE

ica division.
BMI names Robert Boone VP, chief human resources ASCAP TELEVISION AND

officer. He was corporate VP of human resources and risk FILM SCORING
management at Isle of Capri Casinos. WOR I(SH()P_WIT!'I

RICHARD BELLIS
DISTRIBUTION: Alternative Distribution Alliance names QSSQZ;S;{;J?SI:ﬁeazg't%ngniig?ssgﬁp
Michael Black executive VP of global/GM and David Or- Television and Film Scoring Workshop

. . with legendarycomposer/arranger/

leans senior VP of sales and marketing. Black was GM, and mentor Richard Betlis. The prestigious
Orleans was VP. program featured a series of seminars

and training sessions in Los Angeles
through the month of July, cultivating

. P f _ the next generation of emerging TV and
DIGITAL: Mobile entertainment company Thumbplay pro e e emers. i metien (66 ity
motes Mitch Rotter to senior VP of content acquisition workshop participants had the oppfortu»
: R nity to hear and learn from some cf the
and strategy and appoints Susan Lietz to VP of corporate I best in the industry, including Warner

communications. Rotter was VP, and Lietz was VP of pub- Brothers president of music operations
Doug Frank, Academy Award-nominat-

lic relations at Rodale. ed and Emmy-winning composer John
ile i ire Labs taps Debney, director Tom Shadyac, music
Mo.bl medlaicompa.ny Skyfire i QpSISch S editor Jeff Carson and composers Hans
as chief marketing officer. He served in the same role at Zimmer and James Newton Howard.

PHOTOS: COURTESY OF APRIL ROCHA

ABOVE RIGHT: From left: Tom Shadyac,
ASCAP senior director of film and TV
RELATED FIELDS: Former Univision Publishing VP of music Mike Todd, John Debney,

dministrati Nestor Rodri has f d Nestor R Richard Bellis and Jeff Carson.
a .mmls ration .es or Rodriguez has forme 'es or Ro RIET: Ererm e ACCAPD semien
driguez Entertainment. The new company will encom- director of film and TV music Mike

P e : PR : Todd, James Newton Howard, ASCAP

pass publishing administration, publishing consulting, Seniay VP G GemESIE memisEiship
singer/songwriter management, production and digi- Randy Grimmett, ASCAP senior VP of

. . . film and TV repertory Nancy Knutsen
tal distribution. el PR ST,

—Edited by Mitchell Peters BELOW: Workshop participants with
Richard Bellis, second from left, and

Groove Mobile.

= ASCAP's film and TV music department.

DODWORKS

MAROON 5 CHIPS IN FOR AMNESTY
INTERNATIONAL

A music video that captures behind-the-scenes footage of Ma-
roon 5ontour in Japan has been posted exclusively to the Web
site for Amnesty International, an organization that exposes
human rights abuses and aims to create a safer world.

“We were looking to draw people toward their site,” says
Maroon 5 keyboardist Jesse Carmichael, whose father, Bob
Carmichael, created the video for “If I Never See Your Face
Again.” “I hear a lot of our fans have gone and checked it out
and made donations, so we're happy about that.”

Amnesty International USA executive director Larry Cox
says the video has “brought a whole new fan base” to the or-
ganization's Web site. “The band’s supportas Amnesty Inter-
national members will help ensure that tech-savvy youth learn
new ways to make a difference in this world,” he says.

Carmichael adds, “I'm grateful that there’s somebody like
Amnesty out there looking into those things and raising aware-
ness. | hope that our contribution can help.”

The video can be viewed at musicforhumanrights.com.

—Mitchell Peters

im
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Guitar Center
and Métley Crue
announced the
launch of the
Guitar Center
On-Stage—Your
Chance to Make
Rock History
contest. One up-
and-coming

B & band will win
the chance to
open for Motley
Crie next year.
Other prizes
include $25,000,
new gear from
Gibson Guitar,
management
from Tenth St.
Entertainment

- and a recording
contract from
Eleven Seven
Music. From left
are the band's
Mick Mars, Nikki
Sixx, Tommy
Lee and

Vince Neil.

=5 a0

Pop duo Aly,
left, and AJ were
spotted at the T-
Mobile Sidekick LX Tony
Hawk Edition launch event
held Aug. 1in Hollywood.
The invite-only bash brought
together celebrities and the
world's best action sports
athletes to celebrate the latest
installment of the T-Mobile
Sidekick family of devices.

PHOTO: COURTESY OF CHRIS POLK L

Il \NSIDE TRACK | .

Los Lonely Boys performed the national anthem at the Dallas Cowboys
training camp in Oxnard, Calif. The camp and performance were filmed

pA RAMORE WRITI NG as part of HBO series "Hard Knocks.” From left are Los Lonely Boys'

Jojo Garza, Cowboys owner Jerry Jones and Los Lonely Boys' Ringo

FOR N EW ALBU M I Garza Jr. and Henry Garza. -

With its Final Riot tour in motion, Paramore is using |
sound checks to work on new material for its follow-
up to its 2007 sophomore album, “Riot!” Guitarist
Josh Farro tells Track that tne group has "anywhere
from sevento 10 songs. . . tney're not complete, but l
they’re really good ideas | think we have a good
chance of using. It’s mainly just music that I've writ-
ten and Hayley [Williams, Paramore’s singer] has
some lyrics and melodies. She’s kind of just waiting
on me to finish
my musical ideas

before | can give | Dwight Yoakam, center, was surprised by the presentation of a gold

presents Zelma
themto her. It’s a record for “The Very Best of Dwight Yoakam” by actor Vince Vaughn, Redding, widow of R&B
right, and director/actor Jon Favreau during his performance at soul singer Otis Redding,
slow process.” KKGO’s Summer Under the Stars concert held at Los Angeles' Greek with the “Original Mogul” award

during the launch party for his uCast
podcast series July 25 at Tiffany & Co.
in Atlanta. PHOTO: COURTESY OF RICK DIAMOND

Farro says he Theatre. L.A. City Counciiman Dennis Zine presented Yoakam with a
special proclamation declaring July 27 Dwight Yoakam Day in the city.
expects the group PHOTO: COURTESY OF RANDALL MICHELSON

to start workingin |
earnest onits third
album this fall, af-

ter coming off the
road. He hopes to be in the studio by January and have
the album out by mid-2009. A producer has not yet
been chosen, but Farro says that “a lot of people are in-
terested, a lot of big-name guys we’re going to meet
with. It feels pretty good to have some big-name pro- |
ducers that really want to record your band, but . |
think we're going to wait 'til we have some actual songs [
that are finished.”

The new songs, according to the guitarist, are a var-
ied bunch. “l can just see it having a lot more dynamics,”
Farro predicts. “The first record [2005’s “All We Know
Is Falling”] and ‘Riot!” seemed to stay at the same level,
but now we've got some really, really mellow songs that

you’d never expect to hear out of our band, and then
I Rk .

i — Curb recording artist Natalie Grant had the
we’ve got even heavier songs than we’ve ever had. It’s George Clinton recently celebrated his birthday with an exclusive bash presented by opportunity to meet Sen. Orrin Hatch, R-Utah,
oing to be a little different.” Zune at Zune LA. Clinton's new Shanachie album, “George Clinton & the Gangsters of during a recent trip to Capitol Hill, in which she
9 9 J Love,” features Sly Stone, Santana, RZA, the Red Hot Chili Peppers, El DeBarge, Kim thanked members of Congress for their support
Burrell and the P-Funk All Stars. From left are P-Funk member Poo Poo Head, System of legislation pertaining to the Christian music
of a Down's Shavo Odadjian and Clinton. PHOTO: COURTESY OF DARRYL SCOTT community.
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2008 . MOSCONE WEST . SAN FRANCISCO

THE OFFICIAL MOBIEE
ENTERTAINMENT EVENT OF

The Wireless Association’

IN ASSOCIATION WITH NDK'A

»
-2

Exploring New Technologies,
New Products and New Business Models!

Mobile Entertainment Live! will offer attendees a new event format that is designed to deconstruct the
typical conference experience and give a greater voice to everyone involved in the mobile entertainment
marketplace! The conference will feature main stage keynote interviews with industry experts as well
as a full program dedicated to in-depth tracks on music, video, advertising and community content areas!

%
ViDEO “NIDES

&
o

CONFIRMED KEYNOTES:

O

JONATHAN BARZILAY BRANDON LUCAS MICHAEL NASH PAUL SMITH BRANDON STARKOFF

Sr. Vice President Sr. Director of Mobile  EVP of Digital Strategy & Head of Major VP, Global
Programming & Advertising, Business Development, Business Development, Label Relations, Account Director
Qualcomm MediaFLO MySpace Warner Music Group Nokia Starcom

All conference attendees are now
being invited into an exclusive online community. Take advantage of this opportunity to meet other
attendees, schedule meetings, share ideas, generate leads and showcase services. Register now and start networking.

All Mobile Entertainment Live! attendees get access to the CTIA keynotes and exhibit floor!

F’r 9 Registration: 646.654.4643 -
ReglsterToday 9 e ssscsaars WWW.BIllboardEvents.com

IN ASSOCIATION CORPORATE SPONSORS (RN c1ia WIRELESS I'T. & Entertainment 2008
NDKIA @w'mless ' «' < M omyxer @skyfirer MOZes weDiA PARTNERS | RN :mped  [TIE (@ oomecovne: masmrmes Y
Connecting People P13 | RoRWieksNews [ARKS  dineme - mm B wireless

o | . )
o IVl thumbplay mBloyas @ streamezzo I)MI 2810
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FIRST ENTERTAINMENT CREDIT UNION PRESENTS WWMLFIRSTENT.ORG rexruriv POWERFUL NEW, TIME-SAVING MONEY MANAGEMENT TOOLS
oW STOCK TICKER ENHANCED CALCULATORS INTERACTIVE HELP % MONEY MIX™ PLAN IT* GOOGOLPLEX™
* pius “%a 3 EAGER-TO-PLEASE PER_SONAL ASSISTANTS IN ONE HILARIOUS AT[EMPI TOWIN YOUR ATTENTION

| www.firstent.org Treating our members like moguls.__J
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