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600,000 SPINS

'he Reason/ SLAND

400,000 SPINS

White Flag/ JARISTA/RMG
Get Busy/ JATLANTIC

300,000 SPINS

Since U Been Gone/ S /RCA

We Belong Together/ »y /ISLANZ/IDIMG

Are You Gonna Be My Girl/ /ELEKTRA/ATLANTIC

Can’t Get You Qutta My Head/ Ky /CAPITOL

200,000 SPINS

Lonely No More/ R as /MELISMA/ATLANTIC
Hollaback G rl/ ni /INTERSCCFE
Oh/ /LAFACE/ZOMBA

Mr. Brightside/ s /ISLAND

Somebody Told Me/ Kil /ISLAND

100,000 SPINS

Behind These Hazel Eyes/ Ke /RCA
You And Me/ Life GEFFEN
Don’t Phunk/Mess With My Heart/ B 2 /A&M

U Don’t Know Me/ T.i. /ATLANTIC
Speed Of Sound/ dpl CAPITO

What's A Guy Gotta DO/ Lo ols /JUNIVERSAL SOUTH
Numb/Encore/ < /WARNER BROS.
fncomplete/ c > /JINE/ZOMEA

Last Night/ St /RCA

Lot Of Leavin’ Left To Do/ Dier /CAPITOL

50,000 SPINS

Get It Poppin’/ Ne /ATLANTIC
Lose Control/ t /VIOLATOR/ATLANTIC
Pon De Replay/ . /DEF JAM/IDJMG
Let Me Hold You/ Bow W ion /SONY URBAN/COLUMB
Something More/ Su /MEQCURY
As Good As | Once Was/ /REPLBLIC/UNIVERSAL
How To Decal/ Fran } JCOLUM3IA
Remedy/ >ther /WIND-UP
Pimpin” All Over The World/ s Fead. Bo /DTP/DEF JAM SOL
Free Yourself/ /)
Don’t Worry “‘Bout A Thing/ ¢ /LYRIC STREET
If Something Should Happen/ rr or /DREAMWORKS
Mississippi Girl/ Fa /WARMER BRO3S
Listen To Your Heart/ /ROBBINS
Cater 2 U/ s /MUSIC WORLLC/50NY URBAN/COLUMBE
Untitled {How Can This Happen To Me?}/ Simple Plan /LAVA
Keg In The Closet/ N /BNA
Take You Back/ Jere .amp /BEC
More/ M ew JUNIVERSA
| Be Around/ & Joh ates /J-WATCH
Homesick/ Me /INO/CURB
American Baby/ Dax ! 1 /RCA
It We Are The Body/ /BEACH STREET/REUMION/PL
No Surprise/ T e [ /ROACRUNNER
Better Now/ | /EL
Walk By Faith/ Jeremy p /BET
Darling Nikki/ Foo Fi /RCA
Cada Vez Te Extrano Mas/ Ban E 1o /FONOVISA

Minerva/ Deftones /MAVERICK
N N
Nielsen

Broadcast Dat
Systems
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Y0-Y0 MA/THE SILK ROAD ENSEVBLE /
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iL oo/
®owe
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_EEMDN oAYS
KIDZ BOP KIDS /
KiDZ BOP 8_ |
MICHAEL BUBLE /
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) . — 3
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News

Legal Matters

Making The Brand

Global

Digital Entertainment
Retail Track

The Indies

Q&A: Jonathan Poneman
Touring

On The Road, Boxscore

R STORY - -
C Music Today has built a

booming business in ticketing, merchandising
and fan-club services for a wide variety of

acts, starting with Dave Matthews Band.  J

among
digital music files and players are
slowing the industry’s growth

The
songwriter/producer embarks on a
career as a solo artist. A Billboard
Stars Special Report.

gives
fans the power to honor Latin
stars like 2004 Premio winner
Paulina Rubio.

PA hit single
“Alcohol” creates a buzz for his new

album, “Time Well Wasted

The Beat

Higher Ground

Words & Music

Nashville Scene, Latin Notas,
Global Pulse

Reviews

Rhythm & Blues, BeatBox
Jazz Notes

RTMENTS

Opinion

Backbeat

Over The Counter

Market Watch

Charts

Marketplace

Mileposts

Inside Track, Executive Turntable

Ashlee Simpson
readies her second
set, “l Am Me”
See page 47.

Photo: Steve
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COVER:

Coldplay photo: Kevin
Westenberg, 50 Cent photo:
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Gretchen Wilson photo: Rick
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Prince photo: Michael
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The Changing Deal

Labels Seeking More Rights From Artists

BY OWEN J. SLOANE, ESQ.

As CD sales plummet, downloading
surges and music retailers close their
doors faster than you can say, “You've got
mail,” the four major record companies
are scrambling to come up with a work-
able music strategy.

Their response? Exploit and expand
their traditional areas of exclusivity to
include such media as ringtones, voice-
tones, mobile wallpaper, videogames,
film and TV, and other formats that
carry music.

Just a few years ago, major-label record-
ing deals required that artists agree to
make phonograph records exclusively for
the label. In other words, during the term
of the agreement, artists could not make
records for anyone else.

Any recordings made for broadcast or
exhibition—TV, webcasting or film, for
example—were for the most part left un-
affected, and the artist was free to record
in those media, owing the record com-
pany nothing as long as no soundtrack
album was made. Such non-musical per-
formances as speaking and reading and
dramatic performances also were not part
of the exclusive agreement.

Today, record companies are rein-
venting themselves as music companies,
with some claiming exclusivity over new
media, including voicetones without
music. Under today’s music deals, a
downloadable personalized recorded
message of an artist saying, “Hi, you have
a voice-mail message,” may be subject to
the record company’s exclusive rights.
The artist does not have to sing a lick for
the record company to make money off
his or her voice.

Under such terms, the artist also may
not—without record company consent
and presumably financial involve-
ment—do a TV show, webcast or mo-
tion picture unless the role is strictly
dramatic and does not involve any

music. [f an artist sings “Happy Birth-
day” on TV, the record company would
have to approve and may demand a por-
tion of the artist’s compensation.

How can these encroachments on
areas traditionally outside a recording
agreement be justified?

Record companies argue that they are
not trying to control other media, but only
control or share in the artist’s activities
in those other media.

Using such reasoning, how far away
is the day when labels once again share
in merchandising and publishing (as
was often the case several decades ago)
or when dramatic acting and touring
come within the ambit of record con-
tracts as a matter of course instead of ex-
ception, as in the EMI/Robbie Williams
and Hollywood/Polyphonic Spree
agreements? Were record companies
willing to compensate artists fairly in
those areas, as EM1 and Hollywood have
apparently done, such involvement
might not be unconscionable.

What is unconscionable now is that
record companies are trying to secure a
bigger piece of the artist’s pie without
paying or adding anything extra.

Labels also justify expansion of exclu-
sivity outside of traditional records by ar-
guing that broadcast TV, motion pictures
and webcasts compete with records. To
the extent a consumer has a choice be-
tween spending money on prerecorded
music or spending the same money on
other forms of entertainment, it is true
that competition exists.

However, the answer is not to try to
control or participate in the income de-
rived from all other consumer choices,
but to listen to what consumers really
want: pricing consistent with perceived
value, talented artists that stand the test
of time and download services that offer
variety and cross-platform compatibility.
If record companies do not improve their
offerings, the strategy of leveraging their

power in recording contracts to encom-
pass other media will ultimately fail. Un-
less the core business is strong, the tail
will end up trying to wag the dog.

The same holds true for such emerg-
ing markets as voicetones. Labels are try-
ing to muscle their way into the market
by adding non-negotiable provisions to
existing artist contracts requiring artists

SLOANE

to accept unfavorable terms from in-
house affiliates that often are inferior to
dedicated wireless companies. Even
worse, in some cases the record company
licenses the rights it acquired from its
artists to the same third parties that pre-
viously would have been able to deal di-
rectly with the artists.

If record companies want to enter new
businesses, they should focus on pro-
viding superior services. Rather than
bludgeoning artists, they should offer
better terms than competitors. This will
ultimately attractartists voluntarily. And
the new businesses would then be viable
competitors, not makeshift operations,
as most are today. ..

Owen ]. Sloane is an entertainment attorney
with Berger, Kahn in Los Angeles.

FEE

Jaguar’s Path Is The Right Road

I just read the article by Jaguar Wright
calling on more women to be role mod-
els (Billboard, Aug. 6). 1 found it to be
right on time in light of what we see hap-
pening today.

1t truly is unfortunate that so many
women have allowed themselves to be
used and exploited so much that this
treatment is almost perceived as “nor-

6 | AUGUST 20, 2005

mal” and “hip.” The strength and in-
sight of the many courageous and con-
fident women who came before us truly
helped to set the pace and direction for
us today. They chose to travel the “high
road,” which today seems to be the “road
less traveled.”

I agree with Jaguar thatitis time tore-
move the “detour” signs from that road,

learn to respect and be respected for your

talents, and “throw those rocks forward.”

I applaud Jaguar for her strength and

desire to encourage and uplift women,

in this industry and in general, with her
positive opinion.

LaKwanza Dixon

GM, Sceptersiein Records

Los Angeles
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>>>FLOM
HONORED BY
MARTELL

Jason Flom has
been tapped by the
T.J. Martell
Foundation as this
year’s Humanitarian
Award recipient.
The Atlantic
Records Group chief
will be honored Oct.
6 at the foundation’s
30th anniversary
gala at the Marriott
Marquis in New
York. The
foundation also will
present the Spirit of
Excellence Award to
Katie Couric, Matt
Lauer, Al Roker and
Ann Curry, hosts of
NBC's “Today,”
honoring “their
commitment and
dedication to raising
awareness and
funds for cancer
research.” Norah
Jones headlines the
performance lineup
for the gala, which
also includes
Antigone Rising,
Sebastian Bach and
comedian Lewis
Black.

—Ken Schlager

>>>QUARTARARO
EXPANDS ROLE
AT EMI

Phil Quartararo has
expanded his role as
executive VP of EMI
Music North
America by joining
the office of the
chairman. In his new
zapacity, Quartararo
will report to
chairman/CEO
David Munns and
will help oversee
EMI’s North
American label
business.
Quartararo will also
work with Munns to
spearhead strategic
initiatives while
continuing to
oversee EMI Music
Marketing’s special
marketing and
strategic marketing
units. In related
news, Ronn Werre
will become,
president of EMI
Music Marketing

Farewell, Ferrer
‘Buena Vista Social

iy
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R U Ready? Korea’s Digital Reign Creative Thinking Bar Code Brouhaha
RuFaul dolls coming Local artists like Rain Latest iPod rival CD artwork leads to
Club’ <tar dies at 78 to a store near you get onlina sales boost  offers video playback U.K. retail confusion

Japan Finds iTunes Appealing

After A Long Waif, Apple Store Makes Dramatic Debut

TOKYO—Technology-savvy Japanese con- Local industry figures believe the intro-
sumers have welcomed the introduction of duction of iTunes will significantly boost
the iTunes Music Store by buying musicon- what has Leen so far an underdeveloped

onlir e offering.

“It opens another way to reach
th= audience,” says Haji Taniguchi,
executive director at Avex Group

\ Holdings, speakingon behalf
i of the company’s artist
\ mznagement division.

“Since no packaging

" is needed, it will be
cheaperand faster forus
to release new work, al-
lowing us to introduce
many different types of
music into the market,”
adds Akira Matsuno,
V? of consumer busi-
ness affairsatartist man-
-

line like never before.
Apple Computer’s 20th
online store finally opened
in Japan—the world’s No.
2 music market—on
Aug. 4 after more than
1& months of spec-
ulation and
anticipation.

agement company Amuse, whose clients in-
clude Japanese acts Southern All Stars, Masa-
haru Fukuyama, Pornografitti and Begin.

Apple reports that iTunes Japan sold 1
million tracks in its first four days of oper-
ation. That would put iTunes Japan well
ahead of any local digital competitor, in-
dustry sources say.

Japanese bands grabbed the lion’s share
of the download action. The most popular
track was Def Tech’s “My Way” (Daiki
Sound); the top album was “iTunes Origi-
nals” (Toshiba-EM]I), an exclusive compila-
tion of previously released material from
band Ulful. The top foreign single—und
only international track in the top 10—was
U2’s “Vertigo” (Universal); top foreign
album was Coldplay’s “X&Y” (Toshiba-EMT).

“I was very surprised at how well they
did,” says Masakatsu Ueda, who recently
retired as director of indie group Avex Net-
work and president of Labelmobile, a con-
sortium of major Japanese labels that
launched digital music service Mora.

“We are elated with our extremely strong
opening,” says Eddy Cue, VP of Apple’s ap-
plications division.

Cue says Apple held back opening its
Japanese store until reaching critical mass
in terms of local content. Domestic reper-
toire accounted for 72% of the total sales in
2004 in Japan.

iTunes Japan opened with songs from 15
labels, including Universal Music Japan,
Toshiba-EMI, Columbia Music Entertain-
ment and Avex Group Holdings, the coun-
try’s largest independent group.

Sony Music Entertainment Japan,
Warner Music Japan and BMG Japan are
not yet onboard.

“We launched in Japan with 15 labelsand
are aggressively moving to increase that
number,” Cue says.

R §2tes and | . DEF TECH'S "My According to reports in the Japanese

istribution. Werre Way’ was the most g el e Japane
is currently senior 14 popular song press, some local artists signed to labels that

VP of EMM sales and during iTunes : : do not yet have iTunes deals are consider-
catalog marketing : Japan’s first few o, e ing working directly with Apple to get their

and will report to 3 . days of operation. ; - ' : s repertoire on the service.
lvan Gavin, COO of ] : An executive at one of the companies not
continued on >>p8 yet offering iTunes continued on >>p8
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EMI Music North
America. Werre will
oversee sales, catalog
marketing and
distribution and will
continue to be based in
EMI’s offices in
Hollywood.

—Chris M. Walsh

>>>REPORT: EMI
EYES WIND-UP
Britain’s EMI| Group isin
advanced discussions
to purchase
independent record
company Wind-up
Records for as much as
$125 million in cash and
stock, according to an
Aug. 10 New York Post
article citing an
unnamed source. A
representative for EMI,
the world’s third-
largest record
company, declined to
comment on the report.
New York-based Wind-
up Records, home to
Evanescence and
Creed, could not
immediately be
reached.

—Reuters

>>5FCC
INVESTIGATING
PAYOLA

Under pressure to act
upon payola
allegations uncovered
in the wake of Sony
BMG Music
Entertainment’s
settlement with New
York Attorney General
Eliot Spitzer, Federal
Communications
Commission chairman
Kevin Martin has
directed the FCC’s
Enforcement Bureau to
review the settlement
and “investigate any
incidents in which the
agreement discloses
evidence of payola rule
violations.” In a
statement released
Aug. 8, Martin pledged
“swift action” should
the bureau determine
that violations
occurred.

—Paul Heine

>>>REPORT:
RINGTONE
DOWNLOADS
QUADRUPLE

The number of
ringtones downloaded
in the United States has
quadrupled in the last
year, according to a
new report issued by
research firm Ipsos-
Insight. Additionally,
ringtones seem to be
acting as a “gateway”

continued on >>pl0
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BY EMMANUEL LEGRAND

Grainge Revamps Uni’s
International Exec Team

LONDON-—Lucian Grainge
is elevating several senior ex-
ecutives in Universal Music
Group International’s new
management structure, Bill-
board has learned.

These are Grainge’s first
appointments since he be-
came UMGI chairman/CEO
july 1, replacing Jorgen
Larsen.

Aside from Grainge, UMGI'’s
new management board will
comprise executive VP of
marketing and A&R Max
Hole; Universal Music France
& Middle East chairman/CEO
Pascal Negre; and executive
VP/CFO Boyd Muir.

Hole, who continues to
drive UMGI’s London-based
international marketing di-
vision, becomes president of
anew Asia-Pacific region. Re-
porting to him are Tokyo-
based Kei Ishizaka (Japan),
Hong Kong-based Harry Hui
(Southeast Asia), Sydney-
based George Ash (Australia),
Aukland-based Adam Holt
(New Zealand) and Johan-
nesburg-based Harry Voer-
man (South Africa).

Zurich-based UMGI pres-
ident of Central & Eastern Eu-
rope Vico Antippas, who had
reported to Larsen, will report
to Hole.

Paris-based Negre adds to
his stripes a new Mediter-

ranean-South America re-
gion. Miami-based Jesus
Lopez, who oversees Latin
America, Spain and Portugal,
will report to Negre, as will
Universal Music Italy chief
executive Piero La Falce, who
is based in Milan.

Lopez will continue to re-
port to Universal Music
Group president/COO Zach
Horowitz for all activities
related to Universal Music
Latino and Mexico.

London-based Muir adds
responsibility for human re-
sources and asset management.

Several executives will
continue to report directly to

GRAINGE

Grainge, including Theo
Roos (Belgium, the Nether-
lands, Luxembourg, Scandi-
navia), who is based in
Hilversum, the Netherlands;
Berlin-based Frank Brieg-
mann {Germany); London-
and New York-based Chris
Roberts (classics and jazz in-
ternational); and London-
based Bert Cloeckaert
(strategic marketing and
commercial affairs), Rich-
ard Constant (general
counsel) and Adam White
(communications).

UMGI declined to com-
ment on these changes, but
sources within the company
suggest that Grainge has
picked well-rounded execu-
tives who will be able to deal
with the wide range of issues
affecting UMGI.

“These are executives who
know the company, the peo-
ple and the processes,” one
UMGI executive says. “There
will be no steep learning
curve.”

In an internal note seen
by Billboard, Grainge said:
“We are putting new focus
on three regional divisions
to benefit both our locally
signed artists within those
regions and the interna-
tional artists whose sales we
are driving around the
world.”

JAPAN (cont.)

content says, “Most labels, in-
cluding ours, are positive about
iTunes. It's a great platform.”
Given the ongoing negotia-
tions between Apple and nu-
merous labels, representatives
of nonparticipating companies
would not comment, but
Billboard understands that pric-
ing issues are the main snag.
In the rest of the world, Apple
licenses content from the labels
and decides the retail price. Ex-
ecutives say that labels here view
Apple as a delivery mechanism.
As content providers, they want
the right to set prices. Cue de-
clines to discuss pricing issues.
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In the same week iTunes
bowed here, Napster an-
nounced a partnership with
Tower Japan to create an on-
line platform. Tower Japan has
said that the service will debut
with more than 1 million
songs, but affiliated labels,
pricing and launch date have
yet to be determined.

The only real competition in
Japan’s digital world comes
from mobile service KDDI,
which claims to have sold 10
million tracks to cell phone cus-
tomers belween November
2004 and June 2005.

Labelmobile’s Mora leads the

domestic industry with 450,000
downloads per month and a cat-
alog of 200,000 tracks. Excite
Japan and Oricon Style offer
catalogs of 110,000 tunes.

Apple launched with more
than 1 million tracks. Prices
range from 150 yen ($1.35) per
track—90% of the offerings—
to 200 yen ($1.80).

Within days of the iTunes
launch, rival Japanese services
began cutting prices. Mora cut
prices an average of 15% to 200
yen per track. Excite Japan and
Oricon Style followed suit,
slashing prices to match
iTunes rates. .

www.americanradiohistorv.com

BY LEILA COBO

Special Olympies
Bows Latin Xmas

For the first time in its nearly
20 years of existence, Special
Olympics’ “A Very Spacial
Christmas” music series will be
produced in a language other
than English.

“A Very Special Latin Christ-
mas: Noche de Paz” is planned
as a star-studded, two-hour TV
specialtobe shot Oct.5etthe
Staples Centerin Los Angeles.

t will air in December nation-

. wide on the Telemundo net-

work and in a host of interna-
tional markets.

A DVD and CD also.are ex-
pected, but probably not
until 2006.

“It's a big departure for us,
but we’re very confident,” says
Special Olympics chairman
Tim Shriver, whose mother, Eu-
nice Kennedy Shriver, founded
the organizationin 1968.“The
real message is the music will
bring power to the most
humble, most rejected peo-
plein Latin America—people
with disabilities.”

Special Olympics focuses on
empowering people with dis-
abilities through sports train-
ing and competition. The or-
ganization estimates that more
than 1.5 million people world-
wide and nearly 200,000 in
Latin America have benefited
from its programs. Bul that
number should be many times
higher, Shriver says.

The “Very Special Christ-
mas” series has featured more

OLGA

TARON is
set 10
perform on

the ‘Noche

de Paz’

show.

than 100 acts and raised more
than $60 million for Special
Olympics. The original album
project, released in 1987, re-
mains the best-selling U.S.
title in the series at 2.25
million copies, according to
Nielsen SoundScan.

With “Noche de Paz,” Shriver
hopes to build a franchise
that will extend throughout
Latin America.

“Noche de Paz” began as
an album concept. Shriver
discussed the project with
Venezuelanimpresario Carlos
Cisneros, who recommended
Bruno del Granado, former pres-
ident of the now-defunct Mav-
erick Musica, to help launchiit.

“Piracy and economics have
eaten away into the [Latin
American] market, so the idea
of an album morphed into a
TV show,” says del Granado,
who now runs Entertainment
Media Factory, a consulting
firm in Miami.

The last Special Olympics
TV special aired on TNT in
2000. Del Granado thought a
Latin special called for aSpan-
ish-language broadcaster.

A CD is seen as the next
natural step.

“I would like to borrow a
page from the original ‘MTV
Unpluggeds,’ ” del Granado
says, citing Eric Clapton’s “Un-
plugged” session, which was
not initially planned as an
album and eventually sold mil-
lions of units.

Initial acts confirmed for the
show include pop/merengue
star Olga Tafén and Mexican
rock band Jaguares.

“Noche de Paz” will be pro-
duced by Telemundo and
Tony Mojena. AEG Live will
sponsor and co-promote the
event. At press time, Bank of
America had signed on as a
sponsor.

Photo: Michael Caulfield/Wirelmage.com
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application, leading
us2rs to experimant
with other types of
mobiie entertainmazant
content. Ipsos-Insight’s
TEMPD quarterly study
cf digital music
behavior fourd t1at
23% of U.S. w relzss
subscribers have
downloaded a ringtone,
up from 5% for zhe
same p=2riod iast vear.
—Antony Brono

>>>CANADIAN
‘IPOD TAX’ TO BE
REFUND=D

Appie Computer said it
will refund the so-
called “iPod tax”
Canacian customars
have paid since 20:3.
Canadian courts ru ed
the tax illegal last year.
Customers continuec to
pay the tax as the rul'ng
was appealed tc the
courtry’s Supre ne
Court, which rezently
declined to hear the
challenge. The
Canadian Frivate
Copying Collact ve
collected the funds,
totaling $4 million
Canadian ($3.3 million)
to date. These funds are
now being returned to
Apple, which will in turn
pass the refunds to
custcmers.

—Antony Brwno

>>>NETTWERK
GOES WIRELESS
Independent music
lakel, publisher and
artist management
company Nettwerk is
going wireless via a
partnership with iLoop
Mobil2. The two will
jointly develop
ringtones, mokile
phone screensavers
and other content
basad on Nettwer<’s
artist roster. Initial
availability wili be in
the United States, w th
future rcllomts
expected in Canada and
Europe later this year.
-—Antony Brwho

>>>INDIE-ONLY
RINGTONE STORE
O>PENS

Indesendent music is
going mobile with the
launch of Bliptones, an
ndie-only oniine
rinctone store. Mcre
than 200 ringtonas ere
available from such
bands as Death Cak tor
Cutie, Sleater-Kinn2y,
At the Drive-In and the
Von Bondies. All are
master-ringtone
recordings.

—Antony Bruno

BY MICHAEL PAOLETTA ’

Partnership ‘Unleashed’

Ad Agency, Label Jointly Release Song From Car Campaign

Music is used in TV spots on a
daily basis to help sell products.

But now, in an industry first,
an ad agency and a music pro-
duction house—BBDO Detroit
and Joel Simon Music, respec-
tively—are joining forces to
produce and release the song
heard in the current ad cam-
paign for the relaunch of the
Dodge Charger.

The song, “Unleashed,” by
rapper Chris Classic, is a
mash-up of Nazareth’s 30-year-
old song “Hair of the Dog”
(newly recorded by the Scot-

tish band for the ad) and
Classic’s “Live and Loose”
(billboard.biz, May 17).

Created and produced by
JSM, “Unleashed” became avail-
ableasa digital download at the
iTunes Music Store and Music
Match the week of Aug. 8. It will
be included on Classic’s debut
album, due in October from
JSM Records.

The “Unleashed” video,
which includes product place-
ment from Dodge, will be de-
livered to cable and online
outlets early next month.

BY HOWELL LLEWELLYN and LEILA COBO

IBRAHIM FERRER, 78, DIES

Ibrahim Ferrer, the romantic
voice of many shades on the
Grammy Award-winning
“Buena Vista Social Club”
album, died Aug. 6 in Havana,
Cuba. He was 78 years old.

Ferrer, a little-known singer
who had already retired, cat-
apulted to fame with “Buena
Vista,” which has sold more
than 6 million units world-
wide since its 1997 release, ac-
cording to World Circuit label
chief executive Nick Gold.
(The album was distributed
by Nonesuch in North and
South America.)

For most other “Buena
Vista” stars, sudden fame
meant artistic rediscovery
decades after initial successes
were dimmed by Fidel Castro’s
1959 revolution.

For Ferrer, it was the real
beginning.

“Ibrahim Ferrer had defi-
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nitely fallen through the cracks
and off the screen,” says gui-
tarist Ry Cooder, wko went to
Havzna to record “Buena
Vista” with Gold.
A son and bolero singer with
a special knack for improvisa-
tion, Ferrer never had the spot-
light in the various groups to
which he belonged. Indeed, he
was recruited for “Buena Vista”
at the very last minute.
Cooder remembers first
meeting an unremarkable
man, “abject and humble,”
who sat quietly in a corner.
“And he sings [the classic]
‘Dos Gardenias,’ and out came
this thing,” Cooder says. “The
very purest statement of ro-
mantic tenor, in your face.”
Following the success of the
“Buena Vista” album and a sur-
prise hit documentary directed
by Wim Wenders, Ferrer rose
to international fame atan age

For Joel Simon, this part-
nership is a direct result of a
record industry in crisis. “La-
bels are imploding,” he says.
“There are no rules anymore.
Our business has become the
new music business.”

The partnership is also the
result of an opportunity that pre-
sented itself, BBDO Detroit ex-
ecutive producer Michael Menlo
says. In most circumstances, an
ad agency hires a music pro-
duction house to create music
for a TV spot. Then, it’s on to
the next project. But the Dodge

\

At the V?dGO shoot for
‘Unleashed’ are, from
left, JOEL SIMON,
CHRIS CLASSIC and
MICHAEL MENLO.

most people consider retiring.

“Ibrahim was a one-off, a
true artist. His genius dis-
played a true love of the music.
He was a beautiful man, and
I'll miss him,” Gold says.

Ferrer’'s birth in 1927 in
Santiago de Cuba—the cradle
of son and traditional Cuban
music forms—could not have
been more prophetic. His
mother gave birth in the mid-
dle of a social club dancefloor.
But he was orphaned at age
12 and sold candy and pop-
corn before joining a dance
band at 14.

He moved to Havana in
1957, and though he played
with the great Beny Moré, he
did not receive the pre-
revolutionary acclaim of such
“Buena Vista” colleagues as
guitarist/singer Compay Se-
gundo, pianist Ruben Gonzélez
—both of whom died in the

wWWW americanradiohistorv com
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Charger campaign—and the
featured music—took on a life
of its own.

With a $30 million ad buy, the
Dodge Charger TV campaign,
which launched in May and re-
mains active with three 30-
second spots, has resonated
with many. Though “Un-
leashed” is not identified in the
spots, Dodge has promoted the
song (and Classic’s “Live and
Loose”) at dodge.com/charger.
Between phone calls and e-
mails, Simon received 25,000
inquiries about the mash-up.
Because of this overwhelming
response, ]SM created the now-
available full-length version.

JSM, Dodge and Dodge par-
ent DaimlerChrysler shared in
the financial costs of the track
and its accompanying video.

Beginning Sept. 5, as part of
a media buy on BBDO De-
troit’s part, “Unleashed” will
be heavily promoted on Yahoo.
In addition to Classic being
featured on the site’s artist
page, “Unleashed” will be
available for streaming on five
Yahoo stations.

A single will be serviced to
modern rock, top 40 and rhyth-

mic stations at around that same
time. And if a label expresses in-
terest in the track? Simon says
his ears remain open.

“With the amount of media
behind it, this track could suc-
ceed,” Atlantic Records Group
senior VP Kevin Weaver says.
“But, without the [major-label]
machine behind it, it's difficult
to get over the hump after that
first movement created by the
ad’s exposure.”

Still, Simon is confident
that “Unleashed” will sell
100,000-plus downloads.
Download mechanicals will be
split by the artists, their re-
spective publishers, JSM and
DaimlerChrysler. (JSM con-
trols the master recording of
the mash-up with Nazareth
and DaimlerChrysler.)

“If we're selling records, we
need to all share in the rev-
enue,” Simon says. “We're look-
ing to break new ground with
this concept.”

Menlo views this music part-
nership between BBDO De-
troitand ]SM as a stepping-off
point for similar joint projects
in the future. “The door is def-
initely open.” e

IN CUBA

past two years—guitarist/
singer Eliades Ochoa or singer
Omara Portuondo.

“Buena Vista” proved a god-
send to a generation of poor
Cuban musicians in their 70s
and 80s. After the original CD,
Cooder produced a Ferrer solo
album, “Buena Vista Social
Club presents . . . Ibrahim
Ferrer,” also on World Circuit,
which sold 1.5 million copies
worldwide, according to the
label. In 2004, Ferrer won a
Grammy for “Buenos Her-
manos,” but the U.S. govern-
ment would not grant him a
visa to receive the award.

“The insane clown posse in
Washington [D.C.] thought he
was a risk,” Cooder says wryly.
“What are we left with now?”

Ferrer was due to start re-
cording a new album of boleros
this month for World Circuit.
Just days before his death, he

FERRER

returned home from a one-
month tour of Europe. Ac-
cording to press reports, Ferrer
looked particularly frail at the
last concert he gave atthe Jazz
in Marciac festival in France
on Aug. 2.

He was hospitalized Aug.
3 with gastroenteritis. “His
condition worsened and he
died of multiple organ fail-
ure,” his manager Daniel Flo-
restan says. Ferrer was buried
Aug. 8 in Havana. He is sur-
vived by his wife Caridad Diaz
and many children and
grandchildren. .o

Additional reporting by
Emmanuel Legrand in London.
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Canada’s Courts Agree:
No Levy On MP3 Players

- he music industry’s

fight against peer-to-peer

copyrightinfringers is gath-

ering strength in courts

around the world. Yet
some tech-oriented lawyers
and others who disagree with
the labels’ legal strategy and
recent court decisions are using
the industry’s occasional in-
fighting to garner attention for
their positions.

An easy issue to exploit is
the longstanding perception
that the label strategy does
not have artists in mind. This is
the focus of an influential law
professor’s articles as the
Canadian Recording Industry
Assn. praised that country’s
Supreme Court’s refusal on
July 28 to review an appellate
court’s judgment against im-
posing tariffs on such digital
audio recorders as iPods and
other MP3 players.

Last December, the Federal
Court of Appeal in Ottawa heid
that non-removable memory
permanently embedded in
DARs is not “blank audio rec-
ording media” as defined in the
Canadian Copyright Act. (The
definition for blank media ao-
plies to any medium “ordinar-
ily used by individual con-
sumers” to reproduce certain
sound recordings.)

Therefore, Canadian DAR
manufacturers and import-
ers do not have to pay a levy
for each unit commercially
distributed.

The CRIA praised the Su-
preme Court for leaving this
decision intact, calling it “a
positive step in clarifying
unauthorized file sharing as
an illegal activity.” CRIA
president Graham Henderson
says, “For years, those sup-
porting unauthorized file
sharing have misleadingly
used the existence of the pri-
vate-copying levy to justify il-
legitimate file sharing.”

The CRIA interpreted the
decision to say that DARs are
not subject to the levy because
the hard drives are devices—
not media—which means that
file sharing to hard drives of
any kind (including those in
home computers) is illegal.

Canadian law professor

Michael Geist, whose opinions
are widely circulated in North
America, writes that by taking
this position, “the CRIA is now
going to war not only with its
customers, but now also with
its artists” since artists benefit
from private copying levies.

He also argues that if the
CRIA interpretation is correct,
then copying a store-bought CD
onto an iPod would be illegal.

The court decision did not
specifically address what pri-
vate copying means; it fo-
cused onthe Copyright Act’s
definition of blank audio-
recording media.

The Canadian Copyright Act
legalizes copying recorded
music for private use as long as
the purpose is not to sell, rent or
distribute the copy; to perform
the recording for the public; or
transmit it to the public through
telecommunication.

In return for allowing copy-
ing for private use, the law
requires manufacturers and
importers of blank audio-
recording media distributed
in Canada to pay a levy (or
tariff) to the Canadian Pri-
vate Copying Collective. The
CPCC then distributes the
money to rights holders’ col-
lecting societies. The Copy-
right Board of Canada, which
sets tariffs and regulates
these levies, has set rates for
audiocassettes, MiniDiscs,
CD-Rs and CD-RWs.

When money was due for
2003-2004, the CPCC asked
the board toimpose levies on
several new types of media,
such as DVD-Rs, DVD-RWs,
removable electronic mem-
ory cards and non-removable
memory permanently em-
bedded in DARs.

The board decided that DVD-
Rs, DVD-RWs, removable mem-
ory cards and removable micro
hard drives are not subject to
private copying levies because
individual consumers do not or-
dinarily use them for copying
music. But it did determine that
DARs are used to copy music
and therefore set a tariff.

On appeal, the Canadian
Storage Media Alliance—the
trade group for major manu-
facturers andimporters of blank

media—argued that players
with embedded memory do
not fall under the definition
of blank audio-recording
media, so they are not subject
to the levy.

The court agreed, noting
that when the levy provision
was adopted, Canadian Par-
liament was aware of propos-

HENDERSON

alsin other countries—includ-

ing the United States—that
extended levies to hardware
that recorded and played
blank audiotapes. U.S. law also
specifically requires manu-
facturers and importers of
DARs to pay royalties. Yet Par-

liament chose to limit the levy ;

to blank media.

The court sympathized
with the piracy issue. “The ev-
idence establishes that these
recorders allow for extensive
private copying by individu-
als. Their use can potentially
inflict on rights holders harm
beyond any ‘blank audio-
recording medium’ as this
phrase has been understood
to date,” it wrote. But the
court said that Parliament
should decide whether to ex-
tend the levy to DARs.

How much this decision
clarifies rights in connection
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CMJ, Mediaguide Team Up

Spins Replace Playlists On College, Noncommercial Charts

NEW YORK—Former com-

| petitors CM] Networks and

Mediaguide recently partnered
to create two new college and
noncommercial charts for
CM] New Music Report.

Mediaguide, the Berwyn,
Pa.-based airplay tracking and
information company, is pro-
viding the monitoring stats for
two new CM] charts to be pub-
lished in the weekly CM] New
Music Report magazine: CM]
Radio Select Chart and the
Loud Rock Select Chart. The
CM] Core Chart was retired.

The partnership serves to
benefit both companies, with
Mediaguide gaining a pub-
lished outlet for its chart data
while CM] can now base its
charts on spin counts rather
than reported lists.

CMJ, based here, has long
relied on music director-

| submitted playlists to com-

pile its charts. The

| Mediaguide data promises a

new level of accuracy that
may help shake some per-
ceptions that CM] charts have
been less than reliable.
“Everyone knows that when
DJs and MDs compile top 10

with unauthorized P2P file |

sharing is debatable. Yet
painting the CRIA position as
targeting artists rather than
supporting a broader pur-
pose is unfortunate.

“Artists will more than make
up for any curtailment of the
levy system as a result of in-
creased sales in the legal market
place,” Henderson says. -

|

bands for the week, if there’s
a tie between two or three
bands, they’ll do alabel a favor
and submit one band over the
other, no matter what they

spun,” says Dave Ehrlich,

radio promotions director at
hard rock label Relapse Rec-
ords. His company recently
signed up for services from
Mediaguide.

While some may distrust
what college music directors
report, CM] itself still suffers
an image problem related to
its “Certain Damage” CD com-
pilations. Several years ago the
trade was accused of “stuffing”
chart spots with label-bought
tracks on its samplers.

Labels are happy to see Me-
diaguide data introduced to
CM], even as their brethren
in the radio community re-
main skeptical about the new
partnership.

“Mediaguide brings legiti-
macy to the charts,” says Peter
Berard, Domino Records radio
promotions director and former
music director/GM of CM] re-
porting station K|HK Lawrence,
Kan. “It's a great move.”

Brandon Lieberman, music

director and 15-year employee
of noncommercial KBOO Port-
land, Ore., says Mediaguide
has a few kinks to work out. He
claims that full hours of his
own music show have been ab-
sent from Mediaguide’s play-
lists at times. Tracks from
some local artists and small la-
bels have also been missed. He
is concerned that only the most
widely distributed music will
show up on the charts.

“We have been working
hard with CM] to educate pro-
moters and station manage-
ment to make sure thatartists
and albums they wish to sup-
port show up in our system,”
says Paul Wright, VP of music
business development for the
2-year-old Mediaguide. While
the company is still young, he
says it is a shared responsibil-
ity to get tracks into its data-
base—if someone wants it to
appear on the charts, then serv-
ice the Mediaguide’s offices
with the music.

Meanwhile, some stations
were not aware that the Core
chart was dissolved and that
Mediaguide data would be de-
termin- continued on >>p12

Music Upfront Showcase
Returns This Fall

Brands and record labels will once again find
common ground during the Music Upfront 2005,
to be held Sept. 13 at B.B. King Blues Club & Grill

in New York.

The daylong event, presented by Billboard

and Adweek in association
with Alliance Agency, allows
U.S. major labels to stage “up-
front” presentations of key
artists and repertoire to ad-
vertising agencies-and brand

marketers as they plan their campaigns for

the coming season.

Atlantic Records, Columbia Records, J Rec-
ords, Jive Records, Wind-up Records and Island
Def Jam are among the labels planning pre-
sentations, many of which will include live

performances.

The day will open with a keynote from Geof-
frey Frost, chief brand officer for Motorola.
“The music industry is in the process of a

www.americanradiohistorv.com

major transition,” Billboard co-executive edi-
tor Tamara Conniff says. “Now more than ever,
it’s vital for music companies to partner with

brands to promote and break artists. That’s what

'UPFRONT

the Music Upfront is all about.”

The second annual event will
focus on creating a dialogue be-
tween labels and brand mar-
keters and provide case studies
highlighting the potential for
artist-brand alliances.

Alliance VP of creative development John

McCarus says, “We created a new format to

allow brands to directly engage with label heads
onstage. There are a lot of interesting deals in the
pipeline now, but we think it’s important that
brands gain abetter understanding of the eco-

nomics at stake. We want people to be clear

AUGUST 20, 2005 |

about the value delivered on both sides.”
For more information and to register, go to
biliboardevents.com. .
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A revamped
version of hoy
band C NOTE s
the first gaet on
Lou Peariman sais

BY LEILA COBO

Upl-ront

Pearlman Sees Future
For Latin Boy Bands

_ou Pearlman is fond of say-
ing that boy bands will be over
the day God stops making lit-
tle girls.

Now, he wants to apply that
principle to Latin boy bands
znd little Hispanic girls.

Pearlman, the brains behind
Backstreet Boys and "N Sync,
has launched a new label,
Trans Continental Latino, to
focus on the Latin market. The
label's first act will be boy band
C Note.

The bilingual quintet
includes two members of the
first version of C Note, which
had an uneventful recording
career for Trans Continental.
(The group’s 1999 album, “Dif-
ferent Kind of Love,” released

from >>pii

ing their station’s reported
playlists; some fear that they
will lose the prestige accorded
them by the Core chart. Far-
bod Kokabi, assistant music
director at WRAS Atlanta, and
Kim Humphreys, PD at KXLU
Los Angeles, each point out
tkat under Core chart report-
irg, different stations were
weighted differently. Theyare
upset that the new Mediaguide
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CMJ (cont.)

through Epic, peaked at No.
163 on The Billboard 200.)

Trans Continental Latino
will release a new C Noze EP,
featuring Spanish, English
and Spanglish tracks, Sept. 27.

The new label and Pearl-
man’s original Trans Conti-
nental Records are based in
Orlando, Fla., and are distrib-
uted by Madacy.

“We thought the Latin mar-
ket was an up-and-coming
market,” says Pearlman. who
has not worked any Latin acts
before. C Note, he says, will be
marketed and promoted as a
Latin act.

To reach the Latin market,
Pearlman hasengaged outside
promoters and publicists. A

chart will put them on equal
footing with stations with
fewer listeners.
Additionally, some of
CM]’s Core chart contributors
like KJHK and KALX Berke-
ley, Calif., may have to wait to
appear on the CM]J Select
Chart because their markets
are too small for Mediaguide
to monitor. The company is
currently seeking low-cost so-

key member of the team is
Alfonso Alvarez, who is help-

ing steer the new label and is |

also C Note’s manager.

The boy band concept is, of
course, nothing new in the
Latin market. Most no-able in
the field was Menudo, the
Puerto Rican group whose
original members included
Ricky Martin.

Last year, auditions were
held to create a new incarna-

tion of Menudo, to be made |

up of boys 10 to 14 yezrs old.
Anothe- preteen group, Tick
Tock, is being worked in the
United States and Mexico. A
longstanding Menudo spin-
off of slightly older singers,
MDO,isona U.S. tour. -

lutions “or such stations.
Both companies say this is
only a litmus test for poten-
tial future collaboraticns on
other CM] charts. A CM] of-
ficial suggested that the part-
nership is intended to “make
[music directors’] lives eas-
ier” and would be interested
in applving Mediaguide’s
data to more of their charts
in the future. .o
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'Which RuPaul Is Tru-Paul?

Drag Star Attends Launch Of Her Celebrity Dolls As Himself

Yes, we attended the Aug. 4
launch of the RuPaul Doll at
the Arcadia Gallery in New
York. And yes, we were as
shocked as everyone else in
the packed room when Ru-
Paul arrived—out of drag.
(You could practically hear
the collective gasp.)

Here he is further branding
his RuPaul personality with a
celebrity doll line and he shows
up not as RuPaul, but as Ru-
Paul Andre Charles, the man
under the makeup and hair. At
an event that should have so-
lidified the RuPaul brand, the
decision to not appearindrag
surely confused many.

So, while many were sad-
dened by RuPaul leaving the
heels at home that night, one
could not help but smile (and
giggle) at the larger-than-life
photographs (taken by Mike
Ruiz) onthe gallery walls. They
depicted the RuPaul dolls in
various acts of devilish fun.

For those desiring the real
thing, the three dolls in the Ru-
Paul collection (each one rep-
resents a different stage in the
artist’s colorful career) were
also on display.

Billed as the first tranny
fashion doll and produced by
Integrity Toys, the RuPaul Doll
collection will be in stores later
this month.

i

The new collection
of RuPaul Dolls

will be available i
adult/gay, comics
toy and music
retailers.

Prerogatives and Diamond
Comics are handling distribu-
tion for adult/gay and comics
retailers, respectively. Integrity
will handle all toy and music
store accounts. Each doll has a
suggested retail price of $59.99.

The RuPaul Doll collection
was the brainchild of RuPaul
and nontraditional market-
ing/consulting company Two
Sheps That Pass. TSTP presi-
dent Vera Sheps says initial in-
spiration came from the Cher
celebrity doll. “We thought that
adollalong [those lines] would
be fun.”

Talks with Integrity creative
director/partner Jason Wu
followed. The RuPaut Doll is
the first venture under in-
tegrity’s new Produced by
Jason Wu division.

For the first project under the
new umbrella, Wu wanted a
ce ebrity that was instantly rec-
ognizable, yet not overexposed.
He also did not want to follow
the current teen pop starorre-
alizy show personality trend.

n other words, he sought a
strong image that was capable
of shaking things up. Mission
acczomplished.

zxpect the branding of Ru-
Pa il to only continue. Accord-
inc to Sheps, RuPaul greeting
cards, wrapping paper and gift
bags are on the way.

WYLDE RIDE: Black Label
Society leader (and guitarist
for Ozzy Osbourne) Zakk
Wylde is one of the latest artists
(Montgomery Gentry being an-
other) to partner with 357 Cus-
toms. Specializing in personal-
ized motorcycles, 357 Customs
is holding a Wylde contest, with
the top prize being two Wylde
custom guitars and a 357 full-
sized chopper modeled after
the one Wylde rides. (Visit
zakkwylde.com for details.)

The contest is promoting
a series of diecast models
that are one-eighteenth the
size of Wylde’s actual bike
and use designs and motifs
from his guitars and the lat-
est BLS album, “Mafia” (Ar-
temis Records).

357 created these diecasts
along with ones modeled after
motorcycles owned by Toby
Keith and Tim McGraw. 357
owner Daniel Bauguss says he
isin discussions with R&B/hip-
hop artists on similar projects.

“We build bikes for celebri-
ties,” Bauguss says. if someone
from the general public wants
one of the celebrity bikes, they
can get one—for $70,000.

Naturally, 357 does not focus
on selling full-scale bikes to the
public, which is why it created
the diecasts. “There are more
people who can be associated
with an artist by purchasing a
diecast than a custom bike,”
357 GM Dallas McRae says.

Wylde says he partnered
with 357 because of their
knowledge of the market.
“They’re real motorcycle guys,”
Wyide says.

Meanwhile, Wylde telis Bill-
boardheisin discussions with
VH1 for a reality TV show. Ac-
cording to the Wylde one him-
self, VH1 wants to follow him
around the Himalayas for three
weeks—with his wife in tow.

“And | can’t have sex or
something like that,” he says.
“And | can’t drink booze, and
I've got to do all this medita-
tion stuff . . . It’s supposed to
be a move to get my dumb ass
up there.”

This is one reality TV show
we will watch. oo

Additional reporting by
Christa Titus in New York.
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BY HOWELL LLEWELLYN

M ADRID—Spanish music companies will be taking s>me pow-
e-fal allies to the PopKomm trade fair this September in Berlin,
where Spain is the 2005 guest country.

In a landmark policy move, Spain’s socialist government is
p1ting its money where its mouth is and sending export and
culture promotion specialists to help 30 indie artists and their
lab=ls sell their music at PopKomm.

ttate funding will also finance a 564-square-foot Spanish
Pavilion at the trade fair, emblazoned with the slogan “Spain:
Wt ere Music Lives.” It is the first time central Spa=ish gov-
eirment has formally allied itself with the music industry in
am >verseas trade initiative.

The action by the foreign affairs and cultural ministries fol-
lcws promises from culture minister Carmen Calvo to develop
a 5sanish music export plan with the music industrr and im-
plement a national anti-piracy plan (Billboard, Fel.. 26 and
March 19).

The pavilion will be occupied by authors’ and publishers’ so-
cizry SGAE, indie label group UFI, the industry and trade min-
iscry's Spanish Foreign Trade Institute (known as ICEX) and the
cLl-ure ministry’s live-music support division INAEM. Cultural

Dig

SEOQUL, South Korea—Tele-
com companies here are tak-
ing a major role in the
development of the country’s
mrsic industry.

Buoyed by soaring digital
sales, telcos have moved be-
yond just providing platforms
to *aking part in various aspects
of the music business.

Digital music sales—from
polyphonic and master ring-
tones to song downloads, Inter-
net streaming services, music
for Web pages and more—al-
rezdy outpace total CD and cas-
sette sales in South Korea.

According to local labels
body the Music Industry Assn.
of Korea, the value of physical
music shipments collapsed in
2004 to just 152 billion won
($150 million). In comparison,
digital sales reached about
187.5 billion won ($185 mil-
lion) last year, according to the
Korean Assn. of Phonogram
Producers, which collects dig-
ital-music revenue.

A recent report from the
KAPP and Seoul-based bro-
kerage Daishin Securities pre-
dicts that digital sales could
reach 1 trillion won ($1 billion)
by 2007. Other estimates range
from 709.5 billion won ($700
million) to 1.5 trillion won
($1.5 billion).

A live concert in Seoul by
Korean artist RAIN was
made available to mobile
phone operators.

Spanish Gov’t Gives A Boost
To Country’s Acts At PopKomm

promotion departments of regional government, such as Cat-
alonia’s ICIC, will also attend.

Javi Zarco is director of label Diquela, which is taking Barcelona
flamenco hip-hop band Ojos de Brujo to PopKomm. He praises
the central government’s involvement, saying, “The availability
of public moriey to help artists is very important. [ never use
sponsors, so in the past I have always been helped by SGAE and
ICIC when attending overseas trade fairs.”

The funding of the pavilion and 12 Spanish concerts across
Berlin is being shared by central and regional governments with
SGAE promotion arm Fundacién Autor. Such indie artists as
Ojos de Brujo, X Alfonso, SFDK, Cycle and Sunday Drivers will
be showcased.

Asked if the government funding might be better spent in the
fight against p:racy, Zarco insists, “Thzay are two different things.
Piracy exists because it is ‘provoked’ by the industry—it is a mon-
ster of capitalism. The government aid to PopKomm generates
sales, exports and employment—it is not a waste of money; quite
the opposite.”

All sides in the initiative insist that government support
will go beyonc PopKomm 20CS. “This will be a stable and per-
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EECTTT BY MARK RUSSELL

ital Rules The Day

Ringtones, Downloads Outpace Physical Product In South Korea

“Digital sales, whether via
mobile or online, have not only
rewritten the rules, they have
changed the game,” MTV
Korea creative planner/senior
executive Bernie Cho says.
“With mobile operators open-
ing massive online music por-
tels, buying record labels and
signing artists to exclusive con-
tentdeals, telecom companies
in Korea have moved beyond
just being platforms to be-
coming major players in the
music industry.”

Mobile applications are lead-
ing the way in the industry’s
transformation. According to
the Ministry of Information
and Communications, 37.2
million of South Korea’s 48
million people have atleast one
mobile phone.

There is fierce competition
between telecoms and mobile
phone makers to provide the
largest number of new features
at the lowest prices. Music is
one of the most potent
weapons in this battle.

All the phones coming to
market this year in Korea by
local manufacturers Samsung
Electronics, LG Electronics and
Pantech & Curitel will have
MP3 functions, ranging from
small, flash-memory players to
3GB hard drives. Other phones

manent alliance,”
Galindo says.

UplFront

have WiFi connectivity to allow
for wireless Internet access
from much of Seoul and other
major cities.

With phones able to hold in-
creasing amounts of music,
South Korean service providers
have all introduced music
download and streaming serv-
ices in the last nine months.
The main telecom operators—
SK Telecom, KT and LG Tele-
com—say theironline services
combined have 3 million sub-
scribers so far.

All of these services offer
users the option of paying a
per-song rate of around 500
won (50 cents) or a flat monthly
fee of 5,000 won ($5) for un-
limited access to hundreds of
thousands of songs.

In May, SK Telecom, Korea’s
largest telecom operator,
bought one of Korea’s leading
music companies, YBM Seoul
Record, and a leading movie
production company, iHQ En-
tertainment. It has also set up
a $75 million entertainment
investment fund.

Industry sources suggest
that other local major movie
studios and music companies
are in the telecoms’ sights. SK
Telecom'’s strategy is to boost
content through acquisitions
and cap- continued on >>p14

Fundacién Autor secretary general Paco

ICEX director of cultural industries Paz Alvarez says she
wil ask local International Federation of the Phonographic
Industry affiliate Promusicae to join with the ongoing initia-
tive this fall.

Promusicae president Antonio Guisasola says the body “would
be delighted to join up. At last Spain’s government is accepting
music as an industry.”

ICEX promotion director Juan Miguel Marquez insists that
his department’s participation at PopKomm and beyond is about
the commercial promotion of Spanish cultural industries, rather
than simply cultural promotion. “If the labels don’t sell their
preduct,” he says, “we are not achieving our aim.”’
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>SIAE DECISION DELAYED

for authors’ body SIAE has been delayed.

The appointment of a government commissioner to
run the society (Billboard, June 4) was expected to be
confirmed at an Aug. 3 cabinet meeting. However,
government sources say the issue will not be raised at
cabinet level until September at the earliest.

The delay follows a media campaign by SIAE in which
members published open letters to prime minister Silvio
Berlusconi in national newspapers calling on him not to
pass the measure, which would have amounted to

“intolerable interference.”

A number of publishing companies have threatened
to entrust their catalogs to collecting societies in other
European territories in the event of government

commissionership.

—Mark Worden

>>>GERMAN MARKET DOWN
CD album and singles shipments in Germany fell in
volume during the first half of 2005. According to
labels trade body BPW, CD album shipments were
down 2.2% to 52.8 million units; singles fell 34.5% to 7.6
million units. Music DVD shipments remained flat at 3.8

million units.

The BPW did not disclose revenue data for the first
half of the year, but sources say that value shrank by 3%
compared with the first half of 2004.

An estimated 8.5 million downloads were sold in the .

first half of the year, according to BPW, outstripping
the 6.7 million sold in the entire calendar year of 2004.

BPW chairman Gerd Gebhardt cited those figures as “a '

change for the better in the German music market.”

—Wolfgang Spahr

>>>AFRICAN IRIS OPENS
Johannesburg-based startup Independent Record
Industry Solutions is offering South African
independent labels a one-stop distribution, production
and warehousing facility for the first time.

IRIS launched July 28 as a stand-alone operation by
Sheer Music Group managing director Damon Forbes.
According to Forbes, it is a “legitimate, wholly
independent and organized distribution company.”
Forbes adds that he will be scaling down his day-to-day
involvement with Sheer to concentrate on IRIS, in which

he is a partner.

IRIS has signed up more than 40 labels, including
Sheer, C-Lota Records, Creative Kingdom and Next Music.

—Diane Coetzer

>>>COKE ADDS FIZZ IN NEW ZEALAND
Coca-Colatook its first step into the digital music sector
in the Asia Pacific region Aug. 2 when it launched an
online music store in New Zealand.

The CokeTunes service is available at cokefridge.co
.nz and powered by Seattle-based digital media
company Loudeye. It offers 500,000 tracks from
Universal Music Group, Warner Music Group, EMI Music

and independent labels.

Individual downloads cost $1.75 New Zealand ($1.20);
full-album downloads start at $18 New Zealand
($13.80). Streamed tracks cost $0.05 New Zealand (3
cents). Customers can download tracks to PCs or

mobile phones.

—Christie Eliezer

*L
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UpFront .

The Italian government’s introduction of “commissionership?” i

BY DIANE COERTZER l

South Africa’s Indies Look For

JOHANNESBURG—South
Africa’s independent record
companies are getting ready
to flex their collective muscle.

A steering committee has
been established to form the
country’s first indie record com-

| pany trade body, with a work-

ing title of the Independent
Labels Assn. of South Africa.

The ILASA committee met
for the first time in June. The
initiative was unveiled here
during the second annual
Moshito Music Conference
and Exhibition, which took
place July 20-22.

Steering committee mem-
ber Carmen Alexander says the
body is intent on formally reg-
istering as a non-profit organ-
ization by the end of 2005.

Alexander is managing
director of C-Lota Records,

| home toaward-winning South

African jazz guitarist/vocalist
Selaelo Selota. She says ILASA
aims to give a voice to smaller
labels in the African continent’s
biggest music market.

The committee is currently
assessing the number of po-
tential members. “There are
around 350 registered inde-
pendent record labels in the
country,” Alexander says, “but
we have no clear idea yet which
of those are active.”

Artist manager Nancy
Hillary is a director of johan-
nesburg music group
Authentic Ideas,
which has man-
agement, pub-
lishing and
label divi-
sions. Her ros-
ter includes rock

groups Cutting jade, 16Stitch

DIGITAL

from >>p13

ital injections, explains Han
Jung-su, assistant manager of
the company’s contents plan-
ning division.

“In the past, Korean movies
were not doing well, but then
big conglomerates such as C]J
and Orion entered the market,
introducing big capital, and
now Korean movies are in their
prime,” Han says. “Similarly,
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(cont.)

the introduction of big capital
into the depressed music mar-
ket is necessary.”

Labels, however; are less pos-
itive about the increasing in-
fluence of telecom providers
in the music food chain. “In
the short term, these deals
seem positive, in the sense they
are supplying funds,” says
Choi Young-eun, an adminis-

and Wickhead.

Hillary says she has reserva-
tions about ILASA’s ability to
organize effectively, but hopes
that it can “prove the cliché that
there is strength in unity.”

“If they are able to work to-
gether, the ILASA could very
well be at the forefront of the
changing face of [the music]
business in this country, and the
exploitation of South African
music to the world,” she says.

“The ILASA will be a wel-
come advantage for all indie
artists,” says Shaun Collins, gui-
tarist/songwriter for Authentic
Music act Cutting Jade. “We
need to join forces and put all
our talent into one collective
bowl, gaining as much collec-
tive knowledge about the same
industry we are all trying to sur-
vive in.”

Independent labels are “big
business in South Africa right
now,” adds Dave Chislett, man-
aging director of Dave Chislett
Publicity & Marketing.

Chislett says that South
Africa’s majors are “obsessed
with high-turnover interna-
tional artists and with servicing
aradio system that seems hell-
bent onignoringlocal pop and
rock music.”

At the Moshito confab,
steering committee mem-
bers said criteria

Jazz guitarist
SELAELO SELOTA
might be better-
known if South
Africa’s indies trade
group takes off.

for joining ILASA could include
labels’ catalogs representing a
specified percentage of South
African product.

The local major-label affili-
ates are all members of trade
body the Recording Industry of
South Africa, as are larger in-
dependents such as Sheer
Music, David Gresham Record
Co. and Electromode Music.

RISA GM David Du Plessis
insists that the body “is as fo-
cused on the market share of
South African recordings as that
of international recordings.”

He says RISA statistics show
thatin 2004, “South African re-
leases outsold international re-
leases by more than 2 million
units.” RISA’s members, he
says, “remain the leaders in the
field of shifting units of South
African music.”

Du Plessis adds that the body
is notagainstindependent la-
bels organizing them-
selves around issues
“that cannot be dealt
with under the collec-

Number of South Koreans

trator at the
KAPP. “But in
the long term,
it could hurt the music
industry. Itis KAPP’s policy to
protect music producers’ con-
tents from the mobile carriers.”

One of the KAPP’s claims is
that the labels receive only
about 20% of the revenue from
digital sales.

who have at least one
mobile phone

“We're still
waiting for the
first digital sin-
gle to really take off,” says
Jimmy Jeong, director of new
business at JYP Entertain-
ment, a music label specializ-
ing in R&B and U.S. urban
sounds. “At this point, we are
looking for sponsors and other
ways of making telecom deals
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work for us.”

However, JYP has been
swift to use mobile and on-
line exposure for its acts.
Jeong cites leading Korean
artist Rain, who tied in a De-
cember album launch with a
live concert in Seoul that was
made available to mobile
phone operators. Korean
Internet portal Daum Com-

'Strength In Unity, Form Trade Body

tive umbrella of RISA.”
Alexander says the need for
ILASA arose from a shared feel-
ing that there are several issues
RISA cannot address. Those in-
clude lobbying for a higher pro-
portion of domestic repertoire
on radio and for the govern-
ment’s Black Economic Em-
powerment strategy to be
adhered to across the South
African recording industry.
Having a presence at such
international trade fairs as
MIDEM and PopKomm would
also be a priority, she says.
Funding options being stud-
ied include membership fees
and government assistance. Rep-
resentatives of the Department
of Arts and Culture and the De-
partment of Trade and Indus-
tries attended the initial ILASA
meeting as observers. .

JYP, and Jeong says more
than 3 million people watched
the broadcast on the daum
.net Web site.

Rain, who has stated ambi-
tions of being the first Korean
act to crack America, has been
named best Korean artist at a
string of MTV awards shows
across Asia this year. oo

munications owns 50% of
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BY ANTONY BRUNO |
With BurnLounge, Everyone Is A Retailer

‘ tartup digital music

company BurnLounge
wants to democratize
the music retail
business.

The Web-based service pro-
vides the music library, e-com-
merce tools and business
management software for vir-
tually anyone to own and oper-
ate their own digital download
store. The company’s founders
hope to recruit everyday music
fans, allowing each to decide
which acts they want to feature
and promote, as a sort of digi-
tal guerrilla marketing play.

“It’s the reincarnation of the
corner record store,” Burn-
Lounge president/COO and co-
founder Ryan Dadd says. “This
whole concept is about the next
generation of retail. It’s about
marketing to affinity groups, to
people with shared interests.”

BurnLounge is essentially a
digital store franchise. Re-
gardless of operator, each store
has the same look and feel, and
all carry the BurnLounge brand.
All also have access to the same
music library, pricing and trans-
action systemn, powered by part-
ner Loudeye.

What sets each BurnLounge
store apart is the programming
that the individual operator
chooses. The service lets users
decide which bands or songs
to feature on the home page
and each genre page, as well
as create and promote cus-
tomized playlists.

Italso provides a host of dig-
ital marketing tools. These in-
clude an instant messaging
application that supports all
popular IM communities (such
as AOL, MSN Messenger and
Yahoo; chat rooms; and mes-
sage boards), DVD presenta-
tions, posters, letterheads, gift
cards and a quarterly promo-
tional magazine.

“In the music business,
we’ve always known that per-
sonal referrals and relation-
ships lead to sales,” says
Stephen Murray, BurnLounge
president of entertainment and
co-founder. “The problem is
there’s been no way to quan-
tifiably track that transaction.”

That, he promises, is possi-
ble with BurnLounge. The com-
pany hopes to capitalize on this
by marketing the service to
artists and their managers, fan
clubs, street-team marketing
groups, labels, music retailers

f ro T ieft are BurnLetnge g\
ffoqndons ALEX

ARNOLD RYAN DADD

and STEPHEN MURRAY

and others with a large audience
of music fans. Radio personal-
ity Rick Dees is one, and he is
an investor in the company.

BurnLounge offers these
companies its top-level Music
Mogul service, which allows
them to set up their own digi-
tal music service as well as op-
erate an online chain of stores.
Music Mogul operators invite
others to open franchises under
their oversight via the Affiliate
level of the service. These affil-
iate members then invite indi-
viduals to open their own
personalized stores.

Music Moguls and Affiliates
earn cash for each song sold on
their own sites, along with songs
sold on the sites they oversee
from either other affiliates or
fans. Fan members are re-
warded with store creditin lieu
of cash, which can be redeemed
for free music or other mer-
chandise from BurnLounge.

The company’s initial chal-
lenge is to convince users it is
not a pyramid scheme. No in-
vestment is required for in-
ventory, a typical feature of
such pyramid programs. But
there are costs involved—from
$30 per year toa $215 upfront
setup fee and $15 per month—
all for access to various levels
of music and team manage-
ment software.

“It’s different than Amway
because you don’t have to buy
the inventory, but it is multi-
level marketing,” says Mike
McGuire, an analyst with Gart-
ner G2. “Butthat can be avalu
able tool. I think any product
or service that’s aimed at mak-
ing the fan an artist’s best sales-
person is very important.”

BurnLounge also faces com-
petition from such Internet com-
munities as Yahoo. Unlike

BurnLounge, Yahoo allows users
towrite album reviews in its blog
service, with links directly back
to the Yahoo Music Unlimited
store. But BurnLounge com-
pensates its users for sales made
via their recommendations;
Yahoo does not.

“This whole class of products
and services are really crucial to
helping the industry make this
transition into the digital media
age,” McGuire says. “These
could become tools that help
more consumers realize that
[digital] can be a better way of
getting and discovering music.”

BurnLounge will go live be-
fore the end of the year. In ad-
dition to identifying potential
franchise partners, the com-
pany is busy licensing music
for its library. So far EMI Music
has signed on, and the service
will not go live before the other

CREATIVE HAS
A VISION

Creative Technologies
has taunched the next
phase in its battle
against Apple
Computer’s iPod with
the introduction of an
MP3 player that sup-
ports video playback.
The Zen Vision boasts

a 3.7-inch high-resolution color screen and a 30GB

e DIGHAL ENTERTAINMEN

four majors are secured.

“We have the desire to have |

the largest catalog of under-
served, rare, out-of-print and
geo-specific music,” he says.

The point, he adds, is to
create a market for lesser-
known music by employing
the community aspect of
music discovery that the dig-
ital format allows.

“Hardcore music fans, that

is our core demographic,”
Murray says. “They love mu-
sic so much, and the idea of
being able to tell their friends
about the music they thinkis
good and be able to sell it to
them as a side job is really
cool to them. The concept
about the name BurnLounge
is that it’s about starting a fire
. that spreads.” ‘e

hard drive, enough for up to 120 hours of video or

15,000 songs. The device supports downioad and
subscription music services. For video, the Zen
Vision supports various MPEG-related video stan-
dards, TiVo-recorded files and digitized home
movies transferred from a computer.

Content can be transferred via a USB 2.0 port or
compact flash card slot. Up to 17 other transfer
devices can be supported as well through an
optional compact flash adapter kit. Other optional
accessories include a docking station, wired or
infrared remote and extended-life battery.

Creative is taking pre-orders for the $400 unit
on its Web site, creative.com.

Meanwhile, speculation intensified within the
always-active Apple rumor mill recently when the
company updated its iPod trademark language to
include the word “video.” Apple watchers anticipate
a September launch for an iPod device supporting

video playback.

—Antony Bruno
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MORE JOIN

l E-MUSIC FAMILY

Independent-focused digi-
tal music store eMusic has
added several dozen more
labels and artists to its cat-
alog, including Smithsonian
Folkways, Merge Records
and Nettwerk Records. Music
from such acts as Woody
Guthrie, Superchunk, Di-
nosaur Jr. and Spoon is in-
cluded. The eMusic store
sells more than 2 million
tracks monthly.

HARMONIC
GRACENOTE

Gracenote has added a dy-
namic playlist creation tool
to its suite of digital music
management services. Users
can now build playlists based
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on the attributes of a single
song, known as the “seed.”
The Gracenote Playlist tech-
nology is able to recognize
the acoustic characteristics
of a given song to create a
customized playlist of other
songs that match its mood.

URBANWORLD

GETS ACLUE

Hip-hop mobile content pro-
vider UrbanWorld Wireless
has tapped DJ Clue as its new
ringtone A&R director. He is
charged with signing veteran
and up-and-coming hip-hop
stars to create original ring-
tones and voicetones. Ur-
banWorld Wireless currently
has such artists as Big Daddy
Kane, Kid Capri and David
Banner contributing content.
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BY BRIAN GARRITY

MTV Fills ‘10 Spot’ With Breakout Acts

Network Creates Short Artist Spotlights As An Alternative To Video Airplay

TV is looking to
promote more
new music in
prime time by
highlighting

vi

emerging artists in original,
short-form programming that
runs in between its most pop-
ular shows.

The programming, known

MTV will start promoting
such acts as GORILLAZ via
short-form segments that
will air between shows.

 Retail Track

as “The 10 Spot Drop,” runs
every other Tuesday and show-
cases a single act in MTV-
created interstitial segments
that air throughout the net-
work’s 10 p.m. programming
block, known as “The 10 Spot.”

“The idea is to go deep with
one artist, rather than try to
break 50 artists a week,” MTV

executive VP of marketing Tina
Exarhos says.

The network, she says, is
working with labels to identify

priority acts on the verge of

breaking through with main-
stream audiences. Once the
label and MTV settleon anact,
MTV’s promo team develops a
handful of original, 10- to 30-

' ED CHRISTMAN echristman@billboard.com

Sony BMG Continues
Melding Operations

‘ony BMG has finally

begun to merge its
manufacturing and
fulfillment operations.
According to a cus-
tomer letter dated July 19 as
well as account sources, it
sounds like the company
began fulfilling BMG hit
product Aug. 1 from the Sony
distribution facilities in Pit-
man, N.J.; Carrollton, Ga;
Bolingbrook, Ill.; and Fresno,
Calif. The BMG catalog titles
will still be shipped from the
Bertelsmann Sonopress fa-
cility in Duncan, S.C., until
mid-September.
This represents the last
piece in the integration of Sony
Music Distribution and BMG
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Distribution. Although the two
sales forces were combined
last fall, the actual integration
was still playing out this year.
Part of that was because of the
integration of systems that
took longer than expected, ac-
cording to sources, and part of
that was because of uncer-
tainty as to which company
would actually perform man-
ufacturing and fulfillment in
the United States.

As you might remember, the
manufacturing and fulfillment
operations of Sony and BMG
were not included in the
merger of the two music com-
panies. [n the early days of that
merger, Sony Manufacturing
was expected to pick up the

U.S. piece, while Bertels-
mann’s Arvida company,
which includes Sonopress, was
targeting the European busi-
ness in that area.

That integration was delayed
when Arvida also made a play
for the U.S. business, accord-
ing to sources, and bid lower
than Sony’s initial offer. After
some back and forth on price
and service levels, Sony DADC
finally won out. Since then,
however, the sales force was
dealing with two different in-
ventory systems, and until re-
cently, carrying two different
books into accounts. Moreover,
the accounts themselves were
receiving separate billing state-
ments from Sony and BMG.

second segments about the act
to run throughout the “10
Spot” hour. The shorts—which
take two to four weeks to pro-
duce——are intended to look and
feel different than the imaging
in a video.

Acts participating in the ini-
tiative thus far include My
Chemical Romance, Bloc
Party, Gorillaz, Relient K, Mike
Jones and Hot Hot Heat. Many
of the segments have been
scheduled to coincide with
album street dates.

“It’s not like we wouldn’t do
a new release from a really
well-known artist,” Exarhos
adds, “but this is an opportu-
nity to break out and take
chances on new artists a little
bit more.”

Running music plugs be-
tween programs is nothing
new for MTV. The network has
long used the short periods be-
tween shows to promote videos
from popular and buzz-worthy
acts. In recent years, it has also
used that time to promote such
MTV online features as “The
Leak” and the “Live at MTV.
com” performance series.

Finally, with the cus-
tomer letter, accounts were
instructed to begin elec-
tronic data interchange or-
ders for BMG hit product
July 29.

Interestingly, even though
the BMG catalog is expected
to transition to the Sony ware-
houses this fall, there is some
speculation that Bertels-
mann’s Duncan facility might
have a role going forward,
maybe for returns.

EXCLUSIVE DVD: With all
eyes on exclusive product offer-
ings on the music side of busi-
ness, Trans World has landed an
exclusive version of a movie.
Tartan Video put together

wWWW. americanradiohistorv.com

But the importance of short-
form plugs in prime time is
growing as the network
attempts to expand the expo-
sure it can offer artists and
labels in lieu of video play.

The move comes at a time
when reality and lifestyle shows
—not videos—dominate MTV’s
main programming hours.

MTYV thinks it is onto some-
thing with “The 10 Spot Drop.’
Network executives maintain
that artist blips airing between
highly rated prime-time pro-
grams can be just as valuable
to the labels as video airplay.

“There is a fantastic halo
effect of having an artist seg-
ment come up right on the
heels of ‘The Real World,” ”
Exarhos says. “It is definitely
using some of our nonmusic
programming to highlight new
music in the best and most cre-
ative way we possibly can.”

While label executives do not
necessarily see short-form plugs
as a replacement for video air-
play, they acknowledge that the
network’s programs can deliver
impressive audiences.

“When you look at the num-

an exclusive version of the
Japanese horror film “Tetsuo:
The Iron Man” for Trans
World. Dubbed a collector’s
edition, the version Trans
World offers includes a bonus
music CD compiled specifi-
cally for the promotion that in-
cludes tracks from Gary
Numan, Front Line Assembly,
Zeromancer, Rosetta Stone
and Fear Cult.

Also included are filmo-
graphies, the original trailer
and digital surround sound,
according to the packaging.

bers and the ratings for these
shows, the amount of eyeballs
that are seeing a 10-second or
30-second movie short by far
outweigh what the video hours
get,” says Wendy Griffiths, ex-
ecutive VP of video promotion
for Warner Bros. Records.

The “10 Spot Drop” initiative
is a variation on artist blips
called “sharts” that MTV Net-
works already runs on MTV2.
The difference, network execu-
tives say, is that MTV promotes
“The 10 Spot Drop” and the fea-
tured artist a week before air-
ing—a platforming strategy
closer to what the network does
with some of its movie-related
promotions. Sharts, on the other
hand, run more randomly and
without warning.

For labels, the promotion
of “The 10 Spot Drop” and its
featured artists is one of the
most compelling elements of
the initiative.

‘It's hundreds of thousands
of dollars in advertising for a
baby band that normally we
could never afford and other-
wise just would not happen,”
Griffiths notes.

The movie, which is
likened to the works of
David Lynch and David
Cronenberg, is listed at
$19.99 and available at
fye.com, Trans World’s online
store, for $16.99.

MAKING TRACKS: As ex-
pected, Dean Tabaac, late of
Sony BMG’s RED, has moved
to Florida, where he will be VP
of sales for Alliance Entertain-
ment Corp., reporting to senior
VP Mike Donahue. Before join-
ing RED some 16 or 17 years
ago, Tabaac came from the one-
stop sector, having been em-
ployed once upon a time at the
long defunct Richman Broth-
ers operations.
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PUBLIC ENEMY wﬁ release
its first studiogrecording in
three years g ov. 1.

TODD MARTENS tmartens@billboard.com

Public Enemy Gives Redeye
A Whirl For Distrib Deal

Yeteran rap outfit Public
Enemy has found a home for
its forthcoming album at Haw
River, N.C.-based Redeye Dis-
tribution. “New Whirl Odor,”
the group’s first studio
1ecording in three years, is
due Nov. 1.

The exclusive U.S. distribu-
fion arrangement will also in-
clude other artists on Slam
Jamz Media, the label run by
Public Enemy leader Chuck D
and his attorney Daniel Lugo.
Slam Jamz has been primarily
Internet-based, issuing only a
handful of releases to
traditional retailers. Public
Enemy’s previous effort,
2002’s “Revolverlution,” was
released to retail via Koch
Records and has sold 71,000
copies, according to Nielsen
SoundScan. A Koch repre-
sentative says the label is
working on a compilation of
live Public Enemy tracks,
which will end its deal with
the group.

“New Whirl Odor” will
come with a DVD, as will all
Slam Jamz albums, Redeye
distribution/A&R director
Stephen Judge says. The al-
bum, recorded with original
members Flavor Flav and
Professor Griff, features a
collaboration with Moby,
“MKLVFKWR (Make Love,
Fuck War),” that was first re-
leased on a U.K. benefit al-
bum last year.

Other Slam Jamz acts
scheduled for release by

Redeye include soul artist
Kyle Jason, the Professor
Griff-led rock project 7th Oc-
tave and hip-hop collective
the Impossibulis.

Redeye’s deal with Slam
Jamz is its highest-profile
hip-hop pickup. In the past,
Redeye has distributed al-
bums from Jeru the Damaja
and the Pharcyde. “This is
another step in our attempt
to diversify our catalog,”
Judge says, “and show we’re
a distributor that can really
make things happen.”

LOSSES AT LOOKOUT:
Berkeley, Calif.-based Look-
out Records suffered a blow
Aug. 2 when Green Day took
control of rights to its back
catalog after claiming delayed
or missed royalty payments
from the rock/punk label.

The move prompted Look-
out—which has released
albums from Green Day,
Screeching Weasel, Operation
Ivy and the Donnas—to lay off
six of its nine employees.
Lookout co-owner Molly Neu-
man declined to comment.

The future of the label is
unclear. It will continue to op-
erate under owners Neuman
and Chris Appelgran, as well
as GM Cathy Bauer, although
there are no new releases in
the pipeline. The label re-
cently issued albums from
pop-punk act Troubled Hub-
ble and indie-pop collective
Hockey Night.

Lookout released Green
Day’s first two full-lengths,
“1039/Smoothed Out Slappy
Hours” and “Kerplunk,” ptus
the singles “Slappy” and
“1000 Hours.” The label reis-
sued “1039/Smoothed Out
Stappy Hours” in 2004, and it
has sold more than 568,000
copies since, according to
Nielsen SoundScan.

Green Day manager Pat
Magnarella did not return
calls for comment.

MOVES AND PROMOS:
RED Distribution executive
VP/GM Bob Morelli says heis
close to announcing the
appointment of a VP of fi-
nance to replace CFO Mitch
Wolk, who exited the com-
pany in late April. Morelli says
heis also looking to add other
staffers in the near future.

In the meantime, RED has
promoted several staffers.
Louis Tatulli moved from VP
of field sales to VP of sales
and marketing, Frank Falkow
was upped from regional
sales director to senior di-
rector of field sales, and Jim
Briggs was promoted from

sales manager to regional |

sales director.

Former Mordam Records
sales rep Chris Brandsetter
recently joined the sales
force of Redeye Distribu-
tion. Brandsetter, who was
with Mordam for about five
years, is based in Wood-
land, Calif. .

NEW YORK—A recent e-mail
circulating through the indus-
try that contains what appears
to be a report from an undis-
closed publication is bringing
the unglamorous bar code into
the spotlight.

According to that unsub-
stantiated e-mail, some U.K.
retailers are inadvertently scan-

il ningthe bar code that serves as
' cover art for the Sony BMG-
" issued “Electric 80s” techno-

rock compilation instead of the

. oneassigned to that title, which
| is different and printed in the

traditional place on the back
lray inlay.

Supposedly, the bar code on
the cover of “Electric 80s” some-
times registers as Jack John-
son’s new Universal Records
album, and it has boosted sales
for that album.

What is more, according to
the e-mail, the Tesco su-

“Everything is keyed off the
bar code and if it’s not right,
itshuts down theline,” Super
D inventory specialist Al
Kalnin says.

U.S. bar codes generally have
12-digit numbers underneath;
European bar codes have 13.
The numbers are placed there
so that people can read what the
Uniform Product Code scan-
ner reads.

In the United States, the first
number in a bar code generally
tells what type of bar code has
been assigned to the product.

After the first number,
there is usually a space and an
indentation at the bottom of
the bar code, which will have
five digits—a number specif-
ically assigned to the manu-
facturer of the product. For
example, every U.S. Univer-
sal Music Group bar code has

-UplFront
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' Deciphering Bar Codes

' Not Always Automatic

Kalnin says some independ-
ent labels feature creative de-
sign on a package that obscures
or interferes with the bar code.

“Sometimes the bar code will
be printed on a transparent
background with artwork or a
gold background, which is not
going to reflect light, which
from a creative standpoint may
be interesting but from a prac-
ticality standpoint doesn’t work
because the bar code can’t be
read,” he says.

He cites the Pitbull and
Chingo Bling album “Moving
Weight to Miami” on the
Choppa Holik label. 1t has the
wrong bar code on it, which
could mean that the check
number does not work or that
the bar code assigned to the
album in the purchase order is
different than the bar code on
the CD itself. Also, the bar code

is too small to be read,

permarket chain allegedly \
is requesting that Sony
BMG make good on the
difference between the
higher-priced, triple-disc
“Electric 80s” and the sin-
gle-disc Johnson album.

Tesco, Sony BMG and
Universal executives in
the United Kingdom did
not return calls for com-
ment. At press time, U.S.

Kalnin notes.

Another problem is
| that many labels have
| grown laxon differentiat-

ing formats.

Vinyl LPs, which should
| have a bar code that ends

ina 1, often come with a
CD bar code ending of 2,
which can be a problemin

a random-stocked ware-
house that assigns prod-

spokesmen for Sony BMG and
Universal say they are still in-
vestigating the situation.

While those stateside who
have seen the e-mail tell Billboard
the bar code story is the funniest
thing they have heard in months,
executives in warehouse opera-
tions are not amused.

Thuy Ngo, VP of purchasing
at Super D One-Stop in Ana-
heim, Calif., says, “Even after
all this time, people just don’t
understand that bar codes are
still such a big problem in the
industry.” That is because most
warehouses nowadays are au-
tomated and have bar code scan-
ners that not only read received
merchandise and reconcile it
against the purchase order, but
are integral in routing the mer-
chandise to where it will be
stocked in the warehouse, as
well as for picking and sorting
fulfilled orders.

The bar code has to be right
in all four places: in the elec-
tronic data interchange, on the
purchase order, on the box and
on the product.
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Some U.K. retailers are scan-
ning the artwork featured on
Sony BMG’s ‘Electric 80s’ CD
instead of the actual bar code.

the number 02498.

The next five digits are the
product code that the manufac-
turer assigns for a particular
product. Theoretically, every dif-
ferent product and every differ-
ent packaging or size, or in the
case of the record industry, every
different format of a title, should
have a different product code.
The last digit is a check digit,
which is used to validate, via a
mathematical formula, that the
other digits were read accurately,
and that the bar code is correct.

Most labels usually get that
part of the bar code right, but
some fail to realize how artwork
can affect the reading of a bar
code, according to Kalnin.

If the bar code is printed too
small, or is not against a white
background, or if it is on cheap
paper and the lines bleed, or if
there is not enough clear white
space around the bar code, it
often cannot be read.
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uctto be placed in the warehouse
based on the size of the box.
Even worse, sometimes labels
do not even put a bar code on
vinyl releases at all.

When retailers and whole-
salers have to put their own
internal bar code on a piece
of product, that could result
in multiple bar codes being
reported to Nielsen Sound-
Scan, which would dilute a
title’s sales.

Another wholesaler on the
East Coast mentions many of
the same problems that Kalnin
cites. But he also notes a prob-
lem with one of the big video la-
bels, which uses a 12-digit bar
code to depict if the movie is
source-tagged with Sensor-
matic, Checkpoint or without
an article surveillance tag at all.
When the number system char-
acter and the check number are
included, thatamountstoa 14-
digit bar code, which most scan-
ners cannot read. .

Additional reporting by Tom
Ferguson in London.
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s the co-founder of Seattle-based independent Sub Pop
Records, Jonathan Poneman helped steer the label
through the grunge explosion in the early ’90s. Nearly
two decades later, Sub Pop remains a relevant and respected

star in the indie galaxy.

The original home of Nirvana and Soundgarden, Sub Pop has been a symbol of indie-rock hip-
ness since Poneman and former partner Bruce Pavitt opened the label’s office April 1,1988.
Today, such Sub Pop acts as the Postal Service, the Shins and Iron & Wine are mainstays onthe
Billboard Top Independent Albums chart.

The Postal Service is the label’s biggest current act. The electronic pop band’s 2003 album
“Give Up” has sold more than 615,000 copies, according to Nielsen SoundScan. Only Nirvana’s
debut album, “Bleach,” has sold more for the label.

In 1995, Poneman sold a 49% stake in the company to Warner Music Group. Still, he remains
dedicated to the progressive attitude that is central to the Sub Pop brand. Mudhoney is still
recording for Sub Pop, and in the past year Poneman has welcomed to the label italy’s psy-
chedelic oddities Jennifer Gentie and Pacific Northwest rock heroes Sleater-Kinney.

Q: Nirvana exploded and Sub Pop
became synonymouswith the Seat-
tle sound. Were there mistakes made
after you suddenly rocketed to na-
tional prominence?

A: There were a lot of mis-
takes. We began overpaying on
promotion. We began over-
paying on recording the artists
and marketing in general.

When you start off having a
cottage industry, and you're all
of a sudden going head-to-head
with these multinational cor-
porations—which is exactly
what happened—you’re basi-
cally going to the same shows
and looking at the same artists
as the employees of Sony or
Warner Bros.

It’s daunting. These people
have much bigger checkbooks.
In order to stay competitive, we
made irresponsible deals. What
I've been able to learn from that
experience is that there is a cer-
tain Sub Pop je ne sais quoi.
There’s a special something
that we have that I don’t think
any other label has. It's a com-
bination of our history, our
roster and our region.

Q:: Did you ever feel as if you were
losing your innocence?

A:There have been a number
of situations where one can
presume innocence is lost.
Enduring the whole situation
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that went on with Nirvana—
and obviously there were alot
of thrilling, magical experi-
ences, but there was also
tragedy and heartbreak.

The trick to be able to keep
doing this year in and year out
is to stay innocent and to
never presume that you know
much. Every artist has a dif-
ferent set of expectations and
desires, and each realization
of their dreams and their ex-
pectations presents a whole
series of new problems. As
soon as you think you know it
all, you'll be tripped up. As the
technology changes and the
artists become savvier and the
music changes, | find that it’s
a series of new beginnings.

Q: Without a tour or a big radio

JONATHAN PONEMAN

1987: Bruce Pavitt and
Jdanathan Pangman
form Sub Pop Records
in Seattls

1989: Sub Fop releases
Mircana's debut aloum,
"Bieach.”

1995; Warner Musis
Group purchases a 49%
stake In Sub Pap

2003: Sub Pop releases
"Give Up” by the Postal

Service

hit, the Postal Service became
your second-best-selling act.
Would that have happened with-
out the Web?

A:1don’t think they could have
had the success they had with-
out the Internet, without a
doubt. We're approaching 9
million downloads on [Postal
Service single] “Such Great
Heights.” Those are freebies,
but we’ve also done a huge
amount of paid downloads on
that. Tony Kiewel, who’s the
Postal Service’s A&R guy here,
always points out that we're
still selling “Such Great
Heights” even though it's been
available for free on our site for
two years. It’s our greatest free-
bie and probably our greatest-
selling [online] song.

Q: When you see a stat like 9
million free downloads of “Such
Great Heights,” is there a part
of you that says, “Why haven't
we sold 2 million albums?”
A: No. My first goal is to pro-
mote my artists. The artists
are doing well, and I'm doing
well. The idea that we should
be making more is obscene.
The fact that I can make a liv-
ing being around these artists
I admire so much and whose
music | live for is a gift.
Sales measure the success,
and the artists, of course,

BY TODD MARTENS

want to sell a lot of records.
But from my standpoint, suc-
cess is measured in how
many people know about the
music. So if every bit of
music that’s out there is not
paid for, it’s not the end of
the world.

Q: You still talk with an inde-
pendent mind-set, yet you made
a deal in 1995 with Warner Bros.
Was that out of necessity?

A: It wasn’t out of necessity.
[ am proud to be in business
with Warner Music, but if |
had to do it all over again, I
probably wouldn’t have sold
anything. The sale was an ig-
norant, impetuous move on
our part. Having said that,
they're great partners, and you
can’t turn back the clock. The
reason I say | wouldn’t have
sold is not because of any dis-
aster. Given a choice, I think
anybody would prefer to own
their own company.
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Qi Butwouldn’t you have preferred
io wholly own your own company
in 19957

A: Well, we were working with
a money manager who ap-
pealed to our greed, to be com-
pletely candid. In my particular
case, | was thinking of amass-
ing a war chest. The cost of
doing business was getting ex-
pensive, and if we were going
o compete, we were going to
need more resources.

The fact of the matter is that
as soon as we began to com-
pete at that level, we began to
fail. As soon as we retreated to
the area that we know the best,
we began to succeed again. We
are not a major label. We will
never be a major label. We are
an old-fashioned independent
label. We sign artists we believe
in, and we do our best.

Q: Hot Hot Heat left Sub Pop for
Warner. Do you use that example
or play up your connection to

Warner when signing artists?
A: We don’'t work that way.
Chances are, if we talk to an
artist and they say they even-
tually want to be on a major, we
say, “That’s cool. Go try and get
on a major label then.” If at the
end of the day Sub Pop be-
comes a de facto farm club, as
it were, that doesn’t bother me.
It does bother me if that be-
comes the objective. If I'm sign-
ing a band and they say, “We’'ll
do two records with you and
then catapultinto the majors,”
I wouldn’t go into something
like that. For one, it’s demor-
alizing. Whatever the reality of
things may be, we don’t want
to think we're setting things up
for somebody else, even if that
is the reality. Reality is easier to
tolerate retrospectively than
prospectively.

Q: Major labels are looking to in-
dependents to do more upstream-
ing deals, in which an indie artist
Jumps to the major after a specified
amount of sales. What's your opin-
ion of these deals?

A: The lines between the ma-
jors and the independents are
going to continue to blur. The
majors of tomorrow will look a
lot more like the Sub Pop of
today. They’'re going to be
smaller, more efficient, work-
ing with smaller budgets and
they’re going to have to be more
dynamic. For someone to be-
come a record label, you only
need some good computers,
some good software, a mixer, a
few microphones and a printer.
You can be a music company
for a few thousand dollars and
then just go get online.

The companies that adhere
to the old models are putting
themselves in jeopardy. The pie
is going to be split up by more
people, but the pie, contrary to
what people say. is a bigger pie
than it was years ago. It’s just
more and more people are eat-
ing from it.
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Vives Launches Most Expansive Tour Yet

Artist Will Visit New Markets On Trek, As His EMI Latin Contract Comes To A Close

MIAMI—When describing his
upcoming U.S. and Latin
American tour, tropical/pop
star Carlos Vives would rather
use the words “see you soon”
than “farewell.”

“I don’t want people to think
I'm retiring or anything like
that,” says the Colombian artist,
who has recorded the last album
under his 10-year contract with
EMI Latin. “But this is the end
of avery special time for us. Ten
years ago I set out to reach this
moment, to find things beyond
the classic vallenatos we began
with. So it’s the end of some-
thing, and it could be the begin-
ning of many other things.~
Vives is talking to several labels
about a new deal.

Vives’ “crowning” moment,
as he calls it, is his 2004 album,
“El Rock De Mi Pueblo,” which
is also the name of his 2005 tour.

Set to kick off Aug. 13 at the
Miami Arena, the outing will
hit 22 arenas and theaters
throughout the United States
before heading to Latin Amer-

BY JILL KIPNIS

ica, where Vives will play 26
arena dates, with more to be
confirmed.

Tour sponsor Budweiser has
launched a yearlong, multi-
media campaign. Titled “Intens-
amente Vives,” the promotion
features the single “Como Ti”
in the beer brand’s radio and
TV ads.

Jorge Naranjo, president of
tour producer Cirdenas Mar-
keting Network, is calling the
road trip Vives’ “most ambi-
tious” tour to date, because of
the number of stops and the
entry into such new markets as
Detroit and Raleigh, N.C.

CMN, formerly Cirdenas,
Fernindez & Associates, has
produced Vives’ tours for the
past 13 years. The last time
out, in 2003, Vives played 14
U.S. dates,

“In the Latin market, Vives
is now established as one of the
top acts and one with a long list
of hits,” Naranjo says. “Our
ticket sales bear that. Initial
sales in new markets make us

think there is a hunger for
known talent in those places.
Before, fans would have to
travel two, three hours to see a
concert like this.”

In Detroit, which is not a bas-
tion of Latin music (there are
only two AM stations that air
Spanish-language program-
ming), Vives is playing the
Opera House, which seats
2,700. There, CMN is working
with Jack Utsick Presents,
which is using a grass-roots

approach and ads in weeklies
and Spanish-language newspa-
pers to promote the show.

“We're doing a lot of street
marketing, selling tickets on
consignment, like at Mexican
bakeries. I have a billboard up
in Mexican Town,” says Alison
Aldair, Latin talent buyer for
Jack Utsick Presents.

A similar strategy achieved
good results with Juanes, who
played Detroit in March.

“Everyone thought I was

crazy, and it was a sellout,” Al-
dair says.

Vives, who will perform with
longtime band La Provincia,
will play songs from “El Rock
De Mi Pueblo” as well as a ret-
rospective of hits.

At the heart of the show will
be a sound that sprang from
Colombia’s traditional, accor-
dion-based vallenato and
danceable cumbia, and has
spread to become internation-
ally recognized and hugely

influential.

“The separation of folk and
contemporary bothers me,”
Vives says. “All the music that
has been successful in the
world has come from one small
location. Blues and rock’n’roll
came from the south of the
United States. People like
things thatare true and authen-
tic. My music comes from
cumbia. That’s why [the album
and tour are] called ‘the rock of
my land.””

Nintendo Fusion Tour Strengthens
Bond Between Music, Videogames

LOS ANGELES~Organizers
of the Nintendo Fusion Tour
hope the third time will be
the charm for this year’s
installment.

The third annual trek, which
features headliner Fall Out
Boy and Nintendo videogame
stations at each venue, speaks
to the continued strength of
the bond between gaming
and music.

The 31-date trek, which
begins Sept. 28 at the State
Theater in Detroit, also fea-
tures up-and-coming rock acts
the Starting Line, Motion City
Soundtrack, Boys Night Out
and Panic! at the Disco. Tickets
average $20. More dates may
be added.

“Videogames drive the cul-
ture,” says Rich Levy, VP of tal-
ent rights acquisition for Clear
Channel Entertainment Prop-
erties, the three-time producer
and marketer of the tour. “This
pairing is an incredibly posi-

tive thing for the right artists.”

Levy notes that the tour’s
first two years, which featured
headliners Evanescence and
Story of the Year, respectively,
reached more than 75,000
fans and did “over 85% busi-
ness” each time out. The tour
has not reported any figures
to Billboard Boxscore.

CCEP works closely with
Nintendo each year to deter-
mine which bands would be
the best fit. It provides Nin-
tendo with radio, download
and retail sales data in eval-
uating appropriate acts,
Levy says.

Fall Out Boy’s sophomore
album, “From Under the Cork
Tree” (Island), has sold
406,000 copies since its May
release, according to Nielsen
SoundScan. First single
“Sugar, We’re Goin’ Down”
has sold 171,000 digital
downloads and is No. 6 on the
Hot Digital Songs chart. The

track is No. 11 on the Modern
Rock chartand No.22on The
Billboard Hot 100.

Fall Out Boy bassist Peter
Wentz says that not only are
the band members fans of Nin-
tendo games—the quartet
dressed up as various “Mario
Bros.” characters last year for
Halloween—but their fans
likely are too.

“Videogame fans are buy-
ing our records,” he says.
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“We’'re always trying toreach
out to that demographic.”

APA’'s Andrew Simon,
booking agent for this tour
and Fall Out Boy’s other
treks, says Nintendo Fusion
gives the band an oppor-
tunity to expand its headlin-
ing prowess.

“We want to grow into the
next size building from our
previous headline tour,” Simon
says. “We were looking for

ways to take the next step.”

Nintendo Fusion is being
routed to 2,000- to 6,000-
seat venues in a mix of major
and secondary markets.

Larry Sells, owner/manager
of the 2,100-seat Uptown The-
ater in Kansas City, Mo., which
will host the tour Nov. 10, says
presales are looking strong.

“We’'ve gotten a tremen-
dous number of phone calls
and e-mails, and usually we
get very few,” Sells says. “This
will offer great marketing for
Nintendo, but it’s really the
main act that is the draw.”

Tour marketing, which is
spearheaded by CCEP and
Nintendo, is being stepped up
this year.

New efforts include tour
merchandise, which is being
negotiated individually with
each act. “The merch is the sin-
gle biggest thing this year be-
cause it lets the tour live out-
side of the actual experience
long afterward,” Levy says.

Nintendo may also create
Fall Out Boy faceplates for
the new Game Boy Micro, one
of the products featured at
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each tour venue.

Nintendo spokeswoman
Beth Llewelyn adds that the
company will give away
limited-edition Micros to
tour attendees. “The tour
certainly helps build sales
and awareness for our prod-
ucts,” Llewelyn says. “The
possibilities are there for
year four.”

Tour sponsor Blender will
run print ads, and radio sta-
tions in each market will hold
gaming-oriented contests.
Each stop will likely feature
a gaming challenge where
winners compete with bands
on the tour. Details are still
being finalized.

Levy also says a CD sam-
pler featuring tracks from par-
ticipating acts may be made
available to retailers for con-
sumers who purchase full-
length albums from one of
this year’s Nintendo Fusion
bands, though specifics are
still being determined.

CCEP and Nintendo are also
talking with Island to create
TV ads for such channels as
MTV and Fuse. 2
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Lolla Packs ’Em In

Organizers Pleased With Turnout For Revived Festival

Organizers of the first stationary Lollapalooza
festival at Grant Park in Chicago say they met
their projections with the July 23-24 event.
Charles Attal, president of Lollapalooza talent
buyer Charles Attal Presents, tells On The Road
that the event drew 60,000 paid attendees, plus
another 3,000 comps per day, for a total atten-
dance of 66,000.

Despite the large crowd and the intense heat,
Attal says the festival saw no serious injuries
and no arrests inside the gates. “The bands are
happy, the agents are happy, and, probably
most importantly, the city and parks people
are very happy,” Attal says. “Everybody here is
pretty psyched.”

Attal says Lollapalooza will end up grossing
about $3 million from ticket sales, with plenty
more coming from merchandise and concessions
sales. “We're right where we wanted to be,” he
says. “Our goal was to have 30,000 people a day,
run a smooth event, with smooth production. It
was not so much about making or losing money
the first year, but to build it right.”

Considering the number of music events in
the Windy City area that weekend, Lollapalooza
fared well indeed. Among two sold-out Dave
Matthews Band concerts, the Vans Warped tour
and a sellout by Blues Traveler at the Zoo, some
160,000 tickets were moved in the Chicago area
for the weekend.

Asked ifhe and producer Charlie Jones at Cap-
ital Sports & Entertainment would produce an-
other Lollapalooza festival in Chicago, Attal says,
“We want to.”

Meanwhile, Attal and Jones barely have time
to catch their collective breath, as they are put-
ting finishing touches on the Austin City Limits
Music Festival, set for Sept. 24-25 in downtown
Austin. “We'll have our Lollapalooza discussions
in three or four weeks,” Attal says. He adds that
the ACL fest will likely be the only festival of its
size that sells out this year.

MOORE MOVES: Veteran Nashville-based
promoter Steve Moore has quietly joined the
Nashville office of AEG Live as a senior VP (bill-
board.biz, Aug. 2). Moore, whose history in the
market includes stints with PACE Concerts, Star-
wood Amphitheater, TBA Entertainment and his
now-shuttered Moore Entertainment, joined the
AEG Live Nashville office earlier this year.
He reports to Los Angeles-based John

Meglen and Paul Gongaware, co-CEOs
of AEG Live division Concerts West.

“John and Paul are old partners
and friends, and after I finished with
the Dolly [Parton] tour [in De-
cember], they talked to me about
joining up with them,” Moore
says. “They thought I might be
able to contribute to what
they're doing.”

The move reunites Moore
with his former boss at PACE
Concerts, Louis Messina, who is now
president of AEG Live/the Messina
Group, based in Houston. “Louis is
one of my good friends and men-
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tors,” says Moore, who brings with him his Moore
Entertainment team of marketing director Mary
Gellotte, project manager Lindsey Ewer, tour pro-
ducer Tom Corley and project coordinator Chris
Crawford. Projects for Moore include this sum-
mer’s Veggie Tales tour, an upcoming CMT on
Tour run featuring Brad Paisley, Sara Evans and
Sugarland and a New Year’s Eve show at
Nashville’s Gaylord Entertainment Center head-
lined by Brooks & Dunn.

The New
Year’s Eve show
announced first
here, will be the
ninth such gig
Moore has pro-
duced at Gay-
lord, following
two shows head-
lined by Toby
Keith, two by Kenny Chesney and four by Tim
McGraw. All were sellouts. In January 2006,
Moore will produce with the Country Music Hall
of Fame a second Sound & Speed event in
Nashville, featuring NASCAR drivers and such
country stars as Vince Gill and Trisha Yearwood.

Total attendance for this
year’s Lollapalooza festival
July 23-24 in Chicago

VEGOOSE CHASE: Produced by Bonnaroo
organizers A.C. Entertainment and Superfly Pre-
sents, Vegoose is set for Oct. 29-30 at Las Vegas’
Sam Boyd Stadium, with other late-night music
events planned for the area in as many as five
venues around town between Oct. 28 and 31.
Among those on the bill are Dave Matthews &
Friends, Jack Johnson, Phil Lesh & Friends with
Ryan Adams, the Meters, Trey Anastasio and the
Flaming Lips.

Although Bonnaroo is held on 700 acres in
rural Tennessee, Superfly president Jonathan
Mayers believes the Bonnaroo vibe will translate
to Vegas. “Bonnaroo has been
very successful, and we
\ .;\ Nt want to create another

WM. special event,” he says.
't : ' “We think Vegas and
e
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combination.” .-
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Capynght 2005, VNU Business Meda,
Inc. Adl'rigits reserved, Boxscoras should
te submitied to: Bob Allen, Nashwlle,
Phzne: 615-321-9171. Fax: 615 32 -0878.
For researth and pricing, call Bob Aflen.
FOR MORE BOXSCORES GO TO:

GROSS/ ARTIST(S) Attendance BILLBOARD.COM

TICKET PRICE(S) Verue, Date Capacity

LERZARYCEN U2, KEANE, THE ZUTONS
(4,380,896 euros)

|

Promoter ‘

|

$100.63/$51.23 Qlympiastadion, Munich, Aug. 3 77435 The Next Adventure, Solo, Wizard Promotians

selout

ELIOIR:-LEAN U2, RAZORLIGHT, SOUNDTRACK OF OUR LIVES
(31644810 krona)

Ullevi Stad on, Gdteborg,
Sweden, July 29

$99.32/$54.18 ﬁ,‘;&s The Next Acventure, Solo, EMA/Telstar

$3,765,136 U2, RAZORLIGHT, PADDY CASEY
f

(24.800.000 .
kroner) $94.13 ‘\lldll;ezl;ovm SSICNOTASY, ;30%?0 The Next Adventure, Solo, EMA/Gunnar Eide

LR R U2, RAZORLIGHT, SOUNDTRACK OF OUR LIVES |

Parken Stadion, Copenhagen,
July 3%

(22.449,535 krone)
59,000 |
$9268/$6423 se"';‘?" The Next Advanture, Solo, EMA/DKB |

$3,384,500 ELTON JOHN |

$250/$100 Ig:&:;‘;iﬁﬂ'lc gtsf:za;.’ s Palace, :uQ.J:siﬁouts Caesars Palace, Concerts West/AEG Live |
$3,339,386
$7240/34225  SomTSURABEC 81399750005 aen promotions

$2,938,980 \
Sevseass ik Bahsndm,g 23430 Buy Back The Vic Ltd |
$53.50/$36 QLT,"? mv,:"\ievvlsT‘jﬁify nge_;;'e- rv%lge:?louts Clear Channel Entertinment |
(1,756,010 euros)

na, , trelang, Jul
$149,39/359.76 5220‘5 Arena, Dublin, lreland, July fg,gosg

OZZFEST: BLACK SABBATH, IRON MAIDEN, MUDVAYNE & OTHERS |

Ailken Promotions [

$1,507,920

$122.25/$18 ;"NJ:' Jal?-»ykz;:_r%Center. Helmd 2, g:sz)% two shows RO Delsener Prasents

siiathe |
SISOAR | EATECISLE M BIF  awion Aacton |
ssesrs. |
$78.69/360.53 Tsr;"z"spa"- Kilkenny, ir>ard %ggg Aiken Promotions ‘
e i Alken Promations |
e |
$45/$32.50 tgg; 32:2 ’.‘;’:.E}T RS 3362gﬁout5 Goldenvoice/AEG Live .
$958,101 DAY= MATTHEWS BAND, RAY LAMONTAGNE

$57/$39.50 83:5? 'Elﬁet.ieﬁyfﬁ'&ycez'vw szgflacﬁ’lo Ron Delsener Presents

$130/318 g;fssg“,f?,“;i_'_%,gtziwne Fage, Wi s The Cellar Door Cos.

ey, |
$90.75/$38.75 ﬁaiﬁ," ﬁ;; :_nz\gh"hean 1%3’230 337850 peter Conlon Presents

$79/%25 S&:;H;g Pavilion, Phoenix, }3'3,731 Evening Star Productions

$767,857 OZZFEST: BLACK SABBATH, .RON MAIDEN, MUDVAYNE & OTHERS
$100.25/$18 ';gf;ji?f_j‘ Lﬂ;"’g;_i,"my 5 gggg& Belkin Productions

$153/$75 IQ:ESBE,’:‘,‘S; 5:49"'9" ;’87?(; Fantasma Productions

$603,987 VANSE WARPED TOUR TRANSPLANTS, THE STARTING LINE & OTHERS

[
<
s

326.75/%17.24 Tweee- Centar, Tinley Park, M, 24,031
u

- selfout

TOM 2ETTY & THE FEARTBREAKERS, THE BLACK CROWES

Clear Channet Eniertainment

$596,319 !

£49.50/$18 ;%’gn__’::“-‘ggn;m'gg_";:_gﬂu__ = :Zﬂ;g Electric Factory Concerts
$495,927 JAMES TA¥LOR

$69.50/318 g:lsss(a;”fg_"'_ig] ;'253'0"6 Rid3e s The Cellar Door Cos.

$489,431 CHICAGO & EARTH,WIND & FIRE

477.75/%18 E‘;’;‘Z’f:r"c':_""e;:l;‘;; Water®ort, ]21;97‘255 Electrlc Factory Concerts
$484,063 VANS WARPED TOLR: FALL OUT BOY, SENSES FAIL & OTHERS
$31.25/$20.24 T A e %ggg Ron Delsener Presents
$453,402 AMER!CAN IDOLS L JE

347/$37 B’l“?u:\:aaafagr"%"en Centr, %9222 AEG Live, Atlanta Worldwide Touring
$450,045 DEF L=ZPPARD, BRYAN ADAMS, RANDY COLEMAN

$45 ﬁf;lgc: Fl=d, Schaumburg, B, lgﬂgg‘ Jam Productions

$428,828 AVRIL LAVIGNE, BU"CTH WALKER

(3522356

1,080
703

MTS Cen:re, Wrnipeg,

Canadian) $4002 Manltoos, . Uly 25 Clear Channel Entertalnmant

VANS AMARPED TOU=: MY CHEMICAL ROMANCE, MXPX & OTHERS

$423,215

$35/$20.24 E?ev(/eerI;i- mp;hlltheater. l&lgg} Belkin Productions

$£7.25/$37.25 I?Iglcﬁulpy?‘zt Center, Sunrise. 347'053 AEG Live, Fantasma Productions

$78/$39 g“:it‘aal‘nﬁﬂszmphi!hea"e. 232(%3 The Cellar Door Cox. =

419,055 Sl l'g

$87/377 Philips Arena, Atlanta, July 23 5(:553. Peter Conlon Presants. House of Blues Concerts ‘l §

$412,572 JAMES TAYLOR 1 §

$59.50/$16 £ :ﬂgwtggateﬁ 1'6%72% The Cellar Door Cos. £

— :

$56/$46 }/g:’l;f fla"yg?a‘\'en-’- Des Moines, 17'96275 Jam Productions ‘ §
- - o
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IUSIC TODAY IS
JUST THE TICKET
FOR ARTISTS’
MARKETING AND
MERCHANDISING
NEEDS

BY RAY WADDELL

ere in the shadows of
the Blue Ridge Moun-
tains, there is a revo-
lution under way in
how fans connect with
artists.

And at the unlikely
site of a former chicken pot pie factory
in Charlottesville, Va., Music Today is
touching music lovers all over the world
hundreds of thousands of times a week.

In simple terms, Music Today’s 200
employees provide merchandising,
ticketing and Web-based fan-club serv-

>>>
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ices for some 500 clients, including bands at all career stages
and such entities as the Bonnaroo Music Festival and the Vans
Warped tour.

But, beyond that, the company is the flash point where the In-
ternet and music ignite, facilitated in a 500,000-square-foot space
that houses software development, IT, call centers and CD repli-
cation. This year, Music Today will see gross sales top $100 mil-
lion from its ticket, merchandise and fan-club operations.

The brainchild of entrepreneur Coran Capshaw—whose ven-
tures include ATO Records, Red Light Management and various
concert venues—Music Today evolved from services provided
to his star management client, the Dave Matthews Band.

Acts working with Music Today this year include the Rolling
Stones, Madonna, Kenny Chesney, Santana, Coldplay, AC/DC,
Gov't Mule and the Grateful Dead, as well as developing artists
of all genres.

“We're in the business of growing, nurturing and expand-
ing careers and building entertainment brands,” says Nathan
Hubbard, VP/chief of staff for Music Today and Capshaw’s
other music concerns. “We do this through our expertise in
music and entertainment, online commerce, and fulfillinent
and customer service.”

OUT OF THE SHADOWS
Building Music Today as a brand, however, has not been a priot-
ity. The Music Today presence is rarely visible at artist or event
Web sites. “We're an invisible service provider,” Hubbard
says. “Fans often never know they’ve interacted with
Music Today; they’ve just interacted with the band.”

Capshaw himself is notoriously press-shy. Bill-
board was the first national publication to visit the
company’s Charlottesville compound. Without
promotion for its brand, Music Today had to
seek out clients, at least in the beginning.

“We haven’t been a company that’s had a
lot of press or publicity,” Capshaw tells
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Billboard. “We weren’t —eally seeking it, we were just executing.
Music Today had never been a brar.d. We're the people that are
helping empowe- all these different brands, working on behalf
of these artists.”

The Music Today war=house is crammed yet highly organized,
with product barcoded : nd arrenged according to consumer de-
mand. The fulfill ment staff enjoys a success rate that any cata-
log merchandiser would envy. Almest every order that comes in
by 3 p.m. goes outthe same dav, acco-ding to Hubbard, who adds,
“We have a 99.9% accuracy in t:cketing and merch fulfillment.”

Ten percent of all orcers are international. A state-of-the-art

cold-seal packagir.g machine—the only one of its kind in central

Virginia—can move mo-e tha1 1,200 orders per hour. “It lets us
move great volum= on behalf of our biggest clients,” Music Today
COO Del Wood says, “ar d any volume quickly on behalf of all of
our clients.”

The call center, which services all three legs of the Music Today
stool, focuses on the rcve tailored operation of band Web sites
for such clients as Chesr ey, Madonna, Nine Inch Nails and Brit-
ney Spears. Call-center emplcyees, Hubbard says, are “much
more passichate
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music fans,” interacting with other music fans on a daily basis.

“When you call in, you're talking to people who know what it
means o go to a show, people who are dedicated to certain bands,”
Hubbard adds.

They also seem dedicated to their employer. Music Today staff,
all of whom appear to be efficient as well as hip, can avail them-
selves of an in-house gym, a twice-a-week trainer, a game room
and a masseuse on Fridays. Not surprisingly, Hubbard says Music
Today enjoys a very low turnover rale among employees.

The same could be said for artists working with the company.
For baby bands, Music Today will take the upfront risk associ-
ated with developing and launching a Web site and merch in-
ventory, then work on a revenue-sharing basis on the back end.
“It's not like the typical merch deal,” says Hubbard, whose own
band, Rockwell Church, is a client. “It’s a partnership.”

There is no retainer fee or pricing strategy. “This isn’t 'Call us
up and we’ll figure out how much we can charge you,” " Cap-
shaw says.

A key philosophy for Music Today is that the power in the
music industry, be it over content or merchandising/ticketing
opportunities, is shifting toward the creators. And information
in this world is power.

At Music Today, artists own all data they generate and can
make informed business decisions ranging from merch pre-
orders to e-mail blasts with tour information.

In-house designers create and develop

artist Web sites, and for this
company, the Web

site is king.

“We're big be-
lievers in the power of

the official site,” Capshaw says.
“We feel that fans should be able to
come there, join a fan club, buy merchandise,
buy physical CDs, buy digital music, buy tickets there.”

This year, Music Today will fill “several million” ticket orders,
more than 1 million merch orders and several hundred thousand
fan-club memberships, according to Hubbard.

HOW IT GREW

The relationship between Music Today and its clients can be
traced directly to Capshaw and the Dave Matthews Band. Cap-
shaw, a local concert promoter, began managing DMB after book-
ing it in a Charlottesville club he owned.

“I saw how great this band played, and my immediate reaction
was to try and get this band in front of more people,” he says. “So
[ put them out in places where people were, which at that stage
of their career was fraternity houses, sorority parties, country sar-
ties, those sort of things. [ took them down South first, then took
them out toward Colorado and eventually across the country.”

As with most great live bands, DMB’s merch business began
to flourish. From the beginning, Capshaw wanted to control that
aspect of the business.

“We didn't really understand what anyone else could bring to
the table,” he says. “We talked to merchandisers, but there was
nothing unusual being offered. It was really just a philosophy
of doing as much in-house as we could [to] maximize the rev-
enue. You're forgoing advances, and it’s a back-end-based phi-
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losophy. But if you know how to do something, why bring some-
body else into it?”

The Internet became a big part of expanding DMB’s fan base
in the mid-1990s, and in-house ticketing soon followed. A Grate-
ful Dead fan, Capshaw saw that the Dead’s philosophy of con-
necting with fans could work for other acts and that the Web
could expedite the process.

“I was familiar with the mail-order ticketing that the Grateful
Dead did, and the group Phish followed suit with that,” Capshaw
explains. “I looked at both those scenarios and saw an oppor-
tunity to do ticketing for the Dave Matthews Band. But at the
same time we created a fee-based fan club to let that group have
access to the tickets.”

The expense of maintaining the Internet, ticketing and mer-
chandising operations for DMB soon led Capshaw and Red Light
to consider taking the concept to other bands, and in 2000, Music
Today was born.

While other bands—notably the Dead and Phish—have
launched successful in-house merch and ticketing operations,

Music Today is unique in farm-

ing out its expertise to

other clients. Much
of what it has
accomplished
resembles

what was prom-
ised by ArtistDirect
in the 1990s—a fact not

lost on that company’s co-

founder Marc Geiger, nowa VP

with the William Morris Agency.

“Music Today is doing a great job carrying
the baton to the finish line,” Geiger says.

Capshaw “has built incredible scale in the area of artist serv-

ices, and I expect his growth to continue,” Geiger adds. “I know

first-hand how difficult dealing directly with an artistand a con-

sumer is, and it is mission critical and deserves large respect.”

ALL COMERS

There is no typical Music Today band, as the company works
with punk, pop, country, metal, jam and mainstream rock acts.
“This [operation] is helpful to any genre of music, anything that
has fans,” Capshaw says.

Likewise, there is no typical Music Today fan. “The [hardcore
fans] are the easiest ones,” Capshaw says. “But we’re also help-
ing open up markets to the casual fan, where maybe the band’s
not going on tour through a certain town and that kid wants the
tour shirt. This is his medium to do that.”

BONNAROO BLOWOUT

A shining example of what Capshaw and Music Today can pull
offis Bonnaroo. Held annually since 2002 in rural Manchester,
Tenn., the music festival is produced by Superfly Productions
and A.C. Entertainment, but was initially bankrolled by Cap-
shaw, who remains a silent partner.

“I became involved with Bonnaroo when [producers] were look-
ing for financial backing for the festival,” he tells Billboard. “I
liked the idea so much I said, ‘Rather than y’all having a group
of investors, I'll back this thing." ”

Bonnaroo provided an opportunity to put the Music Today
planinto effect on all levels. And when the inaugural event went
clean in 11 days via Internet sales without any traditional ad-

. . ® ® . . . el . . I ' ‘
vertising, it became clear that Capshaw’s plan worked. The four LI ¢ ® ¥ - ® . . . . ‘
Bonnaroo festivals to date have grossed more than $50 million * L4 ° ® [ W . .
and drawn more than 310,000 fans, all of whom bought tickets * N ® " [ ] . ‘ {
through Music Today. . AP x - ' .

“We sell all the tickets, we sell all the VIP tickets, we sell RY e > ® ® & . . '
parking, we resell some hotel rooms,” Capshaw says. “We have * e ® ® o . . ‘ .
digital music site Live Bonnaroo, we have a Bonnaroo fan club, ¢ ot Ps ® ® 3 . ‘
we sell merchandise for Bonnaroo, and we do CD and DVD pre- * o ® ® | £l ‘ ‘ . (
orders for Bonnaroo.” e L4 ® o E @ . ‘

And the data generated has become an important marketing ® o o ® ‘ ' ‘
tool for the festival. “Working with Music Today on Bonnarpo * . o ® ® F 3 ‘ .
has allowed us to really communicate with our fans,” Superfly * b PY ® @ . ‘
president Jonathan Mayers says. “When we sell them tickets di- , * o L @ ’ . . (
rectly, having everyone’s e-mail address allows us to dissemi-  ® 4 ot ® e = ® . .
nate event information, let them know about traffic or activities 9 ® ® ® . ‘ . ‘
or new releases, then survey them after the event.” * e o ® & ° > . . . ‘ .

. ®

MUSIC TOMORROW T r ® 9 = ® & g .1
So, what's next for Music Today? “We're con- L. . B ® » o ® E3 ‘ . ‘ ‘
tinually adding new services for artists, ® o ® & @ ® . ‘
looking for creative ways to help them . & ® - ‘ . .
connect with their fans and creating ¢ ® ® L ("] () » ‘ .
revenue and marketing opportuni- creates & var et ol - ® * W & ‘ ‘ {
ties,” Capshaw says. Tt e ) ® & 5 - o ‘ ‘

The growth of merchandise and ° ® » L] » ‘ ‘
Music Today has handles ticketing [ PS & P &> . .
occasionally for some of the d - - ‘ .
led the world’s biggest acts Y . . (

company

to cross paths with major corporate power brokers. But Music.
Today has managed to avoid stepping on any toes.
“We created some new business models and some new ways

of doing business, so maybe we’ve helped wake up some bigger

players to ways of approaching and dealing with their own busi-

nesses,” Capshaw says. o
For example, Capshaw has forged deals with Ticketmaster and

others that typically control inventories (through contracts with

venues or promoters) whereby Music Today bands get 10%-of .

tickets from each show to make available through their Web sites,

fulfilled by Music Today. <
“What Ticketmaster realized is that artists being able to con-

nect with their fans in this medium can help sell more tickets

overall,” Capshaw says. “This is sort of the launchpad to get that

initial fan base motivated.” -

As others—including major merchandising firms, artists,*
promoters, ticketing companies and venues—Ilook to enter the
direct-to-fan space, Music Today has a huge head start.

And Capshaw feels his company will hold its ground. “What
we do isn’t just about having the rights or the agreement, it's
about executing and doing it in a fan-friendly way,” he says.*
“We're looking at more favorable economics with a lot of what
we’re offering, and more hands-on service.”
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'DRM

DILEMMA:

o

LITY

BY BRIAN GARRI“7 THE ISSUE rorraswiry

For users of subscription services, DRM
can blocx the trznsfer of rental tracks to
portabie players, set conditions for playback

and disable files when subscriptions erd.

THE CHALLENGE:

Most consumers are struggling with the
concept of “renting” music.

he market for legitimate music downloads is booming, but the stumbling
block of incompatibility will not go away.
Just ask anyone who has ever tried to put a Napster track on an iPod.

At the heart of the problem are dueling digital-rights-management systems
from bitter rivals Apple Computer and Microsoft. Files using either company’s DRM are
incompatible with playe-s that support the opposing DRM.

The recording industry and many of its digital retail partners flagged th's problem 18
months ago. Today they are no closer to finding a solution, thanks to a lack of cooperation
among the tech heavyweights.

Experts say the DRM dilemma might not be resolved for another two years.

“It's not going to go away quickly,” Napster chief technology officer William Pence said
ata recent DRM conference in New York.

DRM technology wraps around song files to block mass copying and peer-to-peer dis-
tribution of music downloads. It dictates when, where and how music files can be con-
sumed legitimately.

Microsoft’s Windows Media DRM is supported on more than 60 devices and used for
digital files sold by dozens of retailers, including Napster, AOL, Yahoo, RealNetworks, Vir-
gin, FYE and Wal-Mart. Apple’s DRM is called Fair Play and works only in Apple-controlled
products and services like the iPod and the iTunes Music Store.

As more consumers go digital, the compatibility issues between Apple and Microsoft be-
come more pronounced. Apple, the early market leader, has been particularly resistant to
shaking hands in the interest of compatibility.

More than 184 million digital tracks were sold in the United States this year through the
end of July, according to Nielsen SoundScan. That is almost double the amount sold dur-
ing the same period in 2004.

Still, some digital-music executives say compatibility problems are slowing the growth
of legitimate download sales and subseription services.

“]¢'s unquestionably holding the market back,” says David Pakman, managing director
of Dimensional Associates and head of digital music retailer eMusic. “If everything was
interoperable, then certainly sales would be higher.”

Key to the long-term proposition of digital music is the idea of building a system where
music can be accessed anywhere and everywhere. But in the short term, the industry is just
looking for DRM rules to replicate with music files what consumers are used to doing with
their CDs: moving seamlessly from home stereo to car to comnputer to portzble players.

24 | AUGUST 20, 2005

music downloads over the air.

Even the CD presents DRM issues, be-
cause Apple has not licensed Fair Play for
inclusion on copy-protected dises, thus mak-
ing secure CDs incompatible with the iPod,
the most popular portable player with more
then 15 million units sold.

Apple declined to comment.

Dimensional and eMusic are avoiding
DRM issues by not supporting DRM at all.
Instead. they sell licensed content in the
open MP3 format. This tactic limits the
amount of music they can offer, however,
because the major labels will not license
music tc be sold as MP3 files.

For those committed to the concept of
DRM security, the situation is about to
get even more complicated as wireless
carriers get in on the act with technology
that allows mobile phone users to buy

A consortium of carriers and handset manufacturers known as the Open Mobile Alliance is
developing a third major DRM staridard, OMA, for phones.

Sony BMG Music Entertainment is among the supporters of OMA, but even that company

>

S

president of global digital business. Thomas Hesse, acknowledges that another rights standard

“is noi going to make things easier.”

Microsoft and Apple are also looking to facilitate the sale of music via cell phones. lining up
support from handset manufactuters like Motorola (which is backing Apple) and Nokia (which

wWww . americanradiohistorv.com
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THEISISUE LIMITING COPIES

B [!R_H rules dictate the number of coples a
corsumer can make ol a purchased download.

| Most services offer unlimited copies of an

| individual track, but limit the number of playlists

I that can be transferrad to a blank disc.

| THE CHALLENGE:

Consumers are accustomed to unlimited copying.

o
£
[}

THE ISSUE weewe con |

Copy protection usad by labels to create

NEXT WEEK

secure ChOs allows consumers to rip music inte

DRM-wrapped formats rather than open MP3.

THE CHALLENGE:
Consumers currettly enjoy liberal usage
rights with CDs.

is aligned with Microsoft).

However, it is unclear whether the carriers want to sell music in either format. They
may ultimately back OMA, thus exacerbating the DRM compatibility problem.

Regardless of where compatibility problems originate, labels and retailers are look-
ing to develop bridging solutions that can approximate interoperability.

RealNetworks in July marked the one-year anniversary cf its Harmony initiative,
which allows tracks from the RealPlayer Music Store to work with Apple’s iPod and
a number of portable players that use Microsoft technology. Rut this is a temporary
solution, unsanctioned by Apple. Real cannot guarantee how long its tracks will be
compatible with the iPod. Apple has already declined Real's offer to license its Fair
Play DRM.

Elsewhere, mare than 30 media and technology companies—including all four
major labels—have formed a consortium called Coral that aims 1o create standards
for DRM interaperability.

Coral, which does not count Microsoft or Apple among its members, intends to un-
veil a framework for interoperalsility by the end of the summer.

Bill Rosenblatt, head of vonsulting group GiantSteps Media Technology Strategies
and editor of the newsletter DM Watch, says Coral has a chance to elaborate on the
concept introduced by Real's Harmoany imtiative,

He sees interoperability as a feature that could be promoted by large cable compa-
nies or telecommunications players offering broadband access.

“Consumers derive value from interoperability, so a third party should offer inter-
operability as a service,” he says.

On the retail leval, zome Windows-based services, including MSN Music, are lobby-
ing the labels to let cansumers who want to switch platforms exchange their Apple Fair
Play tracks for Microsoft Windows Media files, sources say.

Negotiations on exchange rights are said to be in the early stages. A sticking point is

THE ISSUE

PLAYERS SUPPORTED

DRM controls which tracks work
on which players. Today, tracks
from the iTunes Music Store can
be played back only on the iPod.
Tracks from Microsoft-based
services are playable only with
Windows-compatible devices.

THE CHALLENGE:

Consumers want tracks that
move seamlessly among devices.

/

\_

whether the retailer would pay the labels for the tracks even though the consumer has already purchased
rights to them.

On the mobile side, suppliers of over-the-air downloads are exploring dual-delivery scenarios that would
provide consumers with separate versions of the same track for phone and PC use.

Some wireless carriers are trying to block consumers from shuttling content between a phone and a PC
via a flash card or USB connection—a practice known as side loading. They fear losing control of the DRM
and the transaction.

Another bridging solution under consideration but proving tough to deliver on is converting files from
one DRM format to another on the fly.

Bruce Gitlin, head of ContentGuard, a leading holder of DRM patents that is owned by Time Warner,
AOL and Microsoft, points out that such conversions—known as transcoding/transcripting (converting
one codec to another and converting one DRM to another)—raise thorny questions about who is respon-
sible for customer support. Also in question is the quality of the consumer experience: The process could
be time-consuming and clunky at playback.

Perhaps the biggest issue is that Apple and Microsoft still have to agree to allow consumers to convert
files into each other’s format and DRM.

Microsoft executives say Apple is not letting this happen.

“Regardless of whether the technology would or could be developed, you still have the question of li-
censing,” says Marcus Matthias, a product manager in the digital group at Windows Media. “And basically
they [Apple] don’t offer a license.”

A lot of the DRM concerns could be addressed with the emergence of a compelling player for the Win-
dows environment, which already has a place on home servers and deals on the mobile side. But for now,
Apple’s iPod/iTunes system dominates the legitimate download market.

Hesse says the goal for the music industry is to have enough flexibility that consumers are not stuck in
a dead end.

“We’d like there to be as few codecs and as few DRMs as possible,” he adds, “so the consumer can move
around as unimpeded as possible, and investments made in one format can be translated into another.” - -
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www americanradiohistorvy com

How long can Apple
maintain digital
dominance?
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A Man Behind

The Hits Steps

Into The Latin
Spotlight
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ESTEFANO STEPS INTO
SPOTLIGHT (cont.)

from >>p27

On the eve of the album’s release, Estéfano
spoke about the busiaess and pleasure of mzk-
ing music, for himself and for others.

The studio is a pretty impressive place. Why
here and why now?

This was my dream: to have a place to make mugsic
where all creative energy could reach its full po-
tential. It's a place designed to make music. Wich
windows that look outside. With space. This is
the place [ dreamt of having all my lite. My oth=r
studio was too small. This is another step that is
absolutely necessary in my life now.

You have been writirg endlessly for the past
few years. If you write so much for others,
what’s left for you?

My songs have always been waiting for me, and
the other songs are for other people.

In other words, these are songs you wrote
specifically for your eélbum?

They are songs [ wrote for myself. I didn't even
think, “When I record my album,” but, “These
are my songs.” [The album’s first single] “Un
Hombre Que No Ha Sido El De Tus Suefos,”
for example, | wrote five years ago. [ didn’t know
when I would make my album. [ would go to it
whenever [ had time, and I've made an album
how I wanted it, with the time | wanted.

So, writing for yourself is a different process
than writing for another artist?
Yes, yes, yes. It's definitely a change of skin. It’s
having multiple personalities. It's definitely let-
ting go of yourself and thinking about the other
person . . . When I was a producer, I produced.
['ve never worked as producer thinking, “I'm
an artist.” Never. | can make my songs when-
ever | want, and I never worried about it.

I never worried because I don’t save songs—
[ write every day. Some authors write once. But
when you have real potential, and preparation
and discipline and absolute desire and you're
an author, that’s it.

Why record your album now?
[ was in a learning process and this was the right

moment. Definitely. What’s marvelous in life
is being able to grow and look within oneself
and discover yourself as an artist. It's a very long
process. It’s not that the writer stops writing,
but that he has to write better.

Are we talking about the writer and produzer
as the artist, or the artist as a singer?
I’'m talking about the artist who does art. Who
feels art, whether he can sell it or not. In other
words, there’s a process and difficult paths to
growth. In my case, from being a producer, I've
learned to understand myself and to understand
other artists, because it’s the other side. It's the
side where you're an interpreter, where you are
someone’s translator.

Every time [ write songs, I go to other placzs.
I go into people’s minds. I don’t know how other
writers do it. Maybe they go to the piano and start
making songs. I don’t. I speak with people, I
breathe them, and I smell them, and [ begin to
understand them and to listen to them . . . What
voice do they have? They don’t even have to sing
for me. Their voice is here [points to his heart].

That’s what an artist has to find, and that has
been my path. What happens is, of course a

“What happens
is a process of

discover

of the

talent that you
have inside.”

—ESTEFANO

FACT FILE
Label: Universal Music Latino
Direction: The Mottola Co.
Publishing: Midnight Blue/

Sony/ATV Music Publishing
(BMD

www americanradiohistorv.com

process of discovery and intuition and o devel-
oping that art or the talent that you have inside.

But parallel to that you have to do it properly,
because there’s an industry. There are sched-
ules to meet. You can’t mix asong 12 times. You
have to live the reality of the industry, and that’s
a hard reality for an artist—to work and do your
music and then find a bunch of walls, which are
the industry itself. The whole problem of tak-
ing your music to people and having those peo-
ple like and understand it. You don’t want them
to say, “Why don't you sound like someone else?”
You are doing the unknown. Imagine the artist
who dares to innovate in this market.

But you’ve had great success doing just that.
I try to reinvent myself and to take risks every
day. I still haven’t done what I want to do. I still
haven’'t made thesong. I'm looking for the song.
That’s why I’'m recording my album now.

You grew up in Cali, Colombia, my hometown.
It’s a very musical environment but very far
removed from thisreality. Did you always want
to do this?

All my life. I started writing songs when I was
8 years old. But when I turned 11, I was con-
scious of what 1 did.

I met a character in a bar in my neighbor-
hood. His name is Eduardo Paz. And Eduardo—
he was Argentine—came from making music
and he was an author. One day, we started talk-
ing, and I realized this guy did what I dreamt
of doing, but he really did it. And we became
friends, and he became my teacher.

1t was a very personal apprenticeship, because
in those days, who taught you how to write songs?
That was very weird. People always thought a
composer had to know about music itself. But
they’ve forgotten that the words are the song.

More important than the music?
In great songs, words have been the motor, the
machine.

So, let’s go back to Eduardo Paz. What did
he do?

He taught me the magic and the enchantment
to be found in words. He taught me that, before
anything else, I had to make great songs and
know what I was going to say and why 1 was
going to say it.

I started to make songs with Eduardo. Exer-
cises in notebooks. Exercises he gave me and I
followed on my guitar. He would ask me to write
a certain number of pages of an exercise.

For example?
For example, I started to work with the form
of the songs. “Let’s make a song with one-syl-
lable words,” he would say. “Write four verses.
Or 12 songs with one-syllable words. Or 24
songs.” That was my homework. My home-
work wasn’t, “Write one song.” That's how I
learned how to write quickly. It was a very strin-
gent exercise.

Of course, it came about because this guy was
my teacher. But I set my own conditions. I was
the one who went home and did it.

Do you read music?

The mechanics of it don’t interest me. I'm in-
terested in the learning process and I totally re-
spect that world, but I want to continue being
totally pure and raw. I began to read music, but
it was a destructive system for me. It burdened
my creativity. continued on >>p30
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UNIVERSAL MUSIC LATINO
PROUDLY CELEBRATES

THE CAREER...
THE SINGER...
THE SONGS AND THE MUSIC...

THE ARTIST
ESTEFANO

And congratulates him for the upcoming release of his long awaited

solo debut album “Codigo Persanal: A Media Vida” (09/20/2005)
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ESTEFANO STEPS INTO
SPOTLIGHT (cont.)

from >>p28

Eduardo seems to have been fundamental
to you.

At the time, he was fundamental, because he
was a cable to the sky and to the ground. It was
alittle touching your dreams up there and touch-
ing your dreams below—Dbeing close to the root
of the songs. To find this guy who would have
me write 10-syllable songs, that got me heavily
into reading as well, which I always enjoyed, but
I also took as an exercise. Reading is my thing.
And with the reading and the exercises, I real-
ized I could observe and I could write songs.

Did you want to write for others or be a
singer/songwriter?

I wanted to sing my songs, but I didn’t know the
path to do it. When I found the path in which my
songs could be heard sung by whomever, I thought
it was wonderful. I was simply being happy.

Have you considered recording in English?
The [English-language] market is something
that simply doesn’t keep me awake at nights. I
believe completely in the Spanish marketplace
and its potential, and that's what I do.

I think projects are natural. The day I want
torecord in English, I'll do it. But I think there
is so much wealth in the music we do and there’s
so much to exploit—everything to exploit.

I think Spanish-language music will be more
powerful every time, in this country and around
the world. The Chinese and the Japanese will
consume music in Spanish. Absolutely. It’s a

CHART CHART

ESTEFANO’S HIT LIST

cultural process. It’s only a matter of time.

What is your vision of this album?

It’s like the beginning of my career. Well, I've
had so many beginnings. It’s like my first day,
but prepared. This moment in which I'm
singing is a moment that has existed my entire
life. I've always sung. Perhaps more people will
get to know me, and I’ll be a more popular
singer. But I've always sung.

You have been behind the scenes the past
few years. All this exposure will be a change
your lifestyle.

Of course. But I'll go where I have to go,and I'll
speak when I have to speak, because it’s part of
doing music and I do it because I love to sing.
But singers sing. They perform. That’s what I
would really like. To perform. But I'll do every-
thing else I have to do.

What is the story behind “Un Hombre Que No
Ha Sido El De Tus Suends?”

It’s a very simple story. As simple as, you may
not be the man of someone’s dreams, but you're
the one they love. The man of your dreams ev-
idently is the man you dream about. But some-
times another man is the person who makes
you happy. Who loves you.

One of the secrets of your success is that your
lyrics are eloquent, but very colloquial. There
is nothing hokey or hackneyed about them.
There’s a very powerful symbiosis in the words.. . .
It's a completely understandable language, but it
isn’t vulgar. It’s completely friendly, but it's not
that common.

I like to use practical metaphors. I like ro-
manticism, and I like to work with everything it
has to offer, but make it topical. Cell phones exist,
the office exists, the car exists, physical places
and moments exist that are part of the song,. Lit-
tle birds flying exist and that's nice, but in music,
you have to insert a dose of fantasy—that’s the
magic—and insert it into what you are.

A good example of this kind of writing is
“Ahora Quién,” the song you wrote for Marc
Anthony, in which he says he “looks at himself
in the mirror and feels stupid.”

Because very few people look at themselves.
That’s the power of music and songs. They not
only tell a story but a condition of life.

You take a line like that, and it clicks and re-
ally makes you stand in front of the mirror and
feel stupid. [But] to feel stupid, you have to live.
I believe that the intensity of music, the in-
tensity of words lies in the intensity of life, in
how much magic and how much reality is in
your life.

The great part about music is the magic, even
though reality and everything that gets in the
way of the music can be bothersome. But if
music is important to you—and in my case, it’s
something healing and spiritual—all those walls
that surround the industry are part of growing
to now enjoy my reality.

Despite everything else, what's important is
the music. If there are no great songs, there is
no music. If there are no great songs, there are
no great artists. The biggest artist in the world
can record 500 tracks that are made up of just
beats, and they will simply be beats. There need
to be songs. s

As a songwriter, Estéfano has scored more than 35 hits on the
Hot Latin Songs chart during the past decade. Here is a
chronological list of the songs he wrote or co-wrote (denoted
by an asterisk) that achieved top 10 status on that chart.

PEAK DEBUT SONG ARTIST LABEL
3 July 8,1995  AguaDulce, Agua Sala®  Julio Iglesias ‘Sony Discos
10 Feb. 15,1997 Volver A Nacer* Chayanne Sony Discos
1 Oct. 24,1998 Ciega, Sordomuda* Shakira Sony Discos
1 Nov. 14,1998 Dejaria Todo Chayanne Sony Discos
5 March 6,1999 Tu Noelia Fonovisa
8 Aug. 14,1999 Atado A Tu Amor Chayanne Sony Discos
8 July 15,2000 Gozar La Vida*® Julio Iglesias Sony Discos
1 Oct. 14,2000 Yo Te Amo Chayanne Sony Discos
3 Feb. 33,2001 Y Yo Sigo Aqui Paulina Rubio  Universal Latino
5 Sept. 22, 2001 Usted Se Me Llevo La Vida* Alexandre Pires BMG Latin
5 Feb.9,2002 Necesidad Alexandre Pires BMG Latin
1 May 4,2002 TuY Yo* Thalia EMI Latin
8  Junels,2002 EsPor Amor* Alexandre Pires BMG Latin
3 July 27,2002 Vuela Muy Alto Jerry Rivera BMG Latin
1 Aug. 24, 2002 No Me Ensenaste* Thalia EMI Latin
7 Feb. 8,2003 Herida Mortal* Jerry Rivera EMI Latin
3 July 26, 2003 Quintemonos La Ropa* Alexandre Pires BMG Latin
1 Dec. 27,2003 Y Todo Queda En Nada* Ricky Martin Sony Discos
9 May 15, 2004 Sentada Aqui En Mi Alma* Chayanne Sony Discos
1 June 12, 2004 Ahora Quien* Marc Anthony Sony Discos
9 Aug. 12,2004 Valio La Pena* Marc Anthony Sony Discos
2 July 16,2005 Amar Sin Ser Amada* Thalia EMI Latin
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L stéfano has long been known as a
song crafter, a writer who can turn
e aslip of a phrase into eloquent song.
Now, his solo debut, “Cédigo
I rc:sonal: A Media Vida,” is set for
release Sept. 20 and will be promoted and
marketed with a focus on the power of its in-
dividual songs.

“We have an album full of great tracks, and
our marketing will be focused on making a
hit out of each single we release,” says Wal-
ter Kolm, senior VP of marketing and A&R
for Universal Music Latino.

Universal has had a long history with Es-
téfano, who has worked as a writer and as a
producer for many of the label’s top acts, in-
cluding Paulina Rubio.

But as an artist, Estéfano was introduced
to the company by his manager, Tommy Mot-
tola. The two met when he began working as
writer/producer for Mexican star Thalia, Mot-
tola’s wife.

“Many people knew about the album,” says
Estéfano, who had long spoken about his de-
sire to record as a soloist. “But the person
who put me in contact to actually speak about
the album was Tommy Mottola. We met with
[Universal Music chairman Jesds Lopez].
And then he listened. And listened again.
felt he was going to understand me and that
he would understand what I wanted.”

Lopez says their encounter was striking
and memorable.

“A little more than a year ago, when he first
showed me the songs he was writing and the
way he was producing and interpreting them,
I automatically thought he was taking to an-
other dimension what many in the world
know as a ‘Miam{ sound or a ‘Latin’ sound,”
Lépez says.

“Cédigo Personal” is a collection of 10 songs
that run the gamut of styles within pop. There
are big ballads, such as the opening song “A
Media Vida,” and Euro-style dance tracks like
“Pegados.” Most of the songs are chock-full of
musical details: touches of electronica,
scratches and loops, alongside subtle percus-
sion, acoustic piano and guitars.

“Music can be any way it wants,” Estéfano
says, referring to the album’s eclecticism.
“That’s the advantage of music and of feel-
ing at liberty with music.”

Balancing uptempo dance with slow bal-
lads makes sense, he says.

“It is simply music. I believe taking that
path along all those places is part of the
music. [ think it's wonderful to make ballads
in one way, and make pop or retro music with
fusions of rock and jazz that we don’t even
have a name for. But you listen, and you hear
a connecting line within all the songs.”

Universal plans to release “Codigo Personal”
across the Latin region, including Spain. The
album will street simultaneously in the United
States, Puerto Rico and Colombia, and will be
released in Spain and the remainder of Latin
America a few weeks later.

Universal executives say the release is a
worldwide priority.  continued on >>p32
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A SOLO CAREER BEGINS

—— A SUCCESSFUL —
PARTNERSHIP CONTINUES

CONGRATULATIONS

ESTEFANO

WE ARE PROUD

TO BE PART OF
YOUR SUCCESS

FROM YOUR MANY FRIENDS AND FANS
AT SONY ATV MUSIC PUBLISHING
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Estéfano:

It is with great pleasure that
we extend our warmest congratulations
and sincere gratitude for allowing us
to enjoy the fruits of your unequalled talent.
May we continue to serve you,
while exceeding all your expectations,
for many years to come.

Luis O. Rios, C.PA.
Maria T. Brolley, Esq.

Lima anp Rios, PA.
CEeRTIFIED PUBLIC ACCOUNTANTS

Estefano,

Thank you for sharing your creativity
and bringing beautiful music into our
world.

Congratulations on this well
deserved tribute. As always, a
pleasure and honor to work with
you.

Your friend and real estate attorney,

Clara del Risco

AUGUST 20, 2005

LATIN SUPERSTARS
SHINE WITH
ESTEFANO’S TOUCH

ho is Estéfano?

As a creative force, heis be-
hind the scenes; his is not a
household name. Yet within
the Latin music business, he
is hailed as a genius—a multifaceted songwriter/
producer who has his finger on the pulse of the
Spanish-speaking music fan. Estéfano at once
encompasses such descriptions and defies them.

One thing is certain, however: Estéfano is an
unmatched hitmaker. During the past decade,
the amiable native of Colombia, has written or
co-written 39 top 40 hits on the Hot Latin Songs
chart. Of those 39, 22 have gone top 10, and seven
of those have reached No. 1.

Many Estéfano-penned hits have become in-
stant classics. They range from uptempo tunes like
Shakira’s “Ciega, Sordomuda,” Thal{s’s “Tiy Yo”
and Marc Anthony’s “Ahora Quien” to ballads like
Chayanne’s “Yo Te Amo,” Ricky Martin’s “Y Todo
Queda En Nada” and Thalia’s “No Me Ensenaste.”

Tomas Muiflioz, the veteran Latin-music exec-
utive who signed Estéfano to a recording deal with
Sony Discos in 1995, calls him “one of the most
important two or three Latin composers of the
past 50 years.”

Mufioz, now retired, adds that Estéfano cre-
ated a musical lineage “of pop and tropical in-
fluences that simultaneously evolved, with a
language that was very contemporary . . . and was
very far from the vulgarity that there was with so
many kids from the pop and rock groups.”

Estéfano’s manager, Tommy Mottola, echoes
Mufioz, adding that versatility has distinguished
Estéfano’s work.

“Estéfano’s musical range is unlimited,” says
Mottola, who is also chairman of Casablanca
Music and manager of Jennifer Lopez and An-
thony. “For me, he’s the most talented writer and
producer out there, especially in the Latin mar-
ket. He’s one of the most creative and talented
people | have worked with ever in my life.”
Evidence of Estéfano’s broad-based talent is

BY JOHN LANNERT

the variety of evergreens he has crafted and pro-
duced for an equally varied A-list of stars from
Sony BMG U.S. Latin (Martin, Anthony, Julio
lglesias, Gloria Estefan, Chayanne, Shakira,
Alexandre Pires) EMI Latin (Thalia) and Univer-
sal Music Latino (Paulina Rubio).

In 1998, as Estéfano’s songwriting career was
in full bloom, he established himself as a top-
rank studio whiz with his first No. 1 smash,
“Dejaria Todo,” recorded by Puerto Rican heart-
throb Chayanne.

Estéfano’s torrential output as a writer and
producer abated this year while he put the fin-
ishing touches on his debut solo disc, “Cédigo
Personal: A Media Vida,” due Sept. 20 on Uni-
versal Music Latino.

John Echevarria signed Estéfano to a publish-
ing deal at Sony Music International in 1997.
Echevarria, now president of Universal Music
Latino, says he initiated the publishing pact—and
the later recording deal—because Estéfano is a
gifted, down-to-earth continued on >>p34

“[His] range goes from
ballads to rock to the most
pop of pop music to the

most alternative music I

have encountered.”

—THALIA

BACK ON DISC (cont.)

from >>p30

That Estéfano has never released a solo album
outside of Colombia before is not an obstacle,
Lopez says. He notes that Estéfano, as part of
the duo Estéfano & Donato in the '90s, has “sold
millions of albums around the world. If to this
we add the fact that many more millions of peo-
ple have consumed his music as interpreted by
other artists, we have to think this is a firm bet
both at a domestic and international level,”
Lopez says.

Initially, the strategy for Estéfano will be to
intensively target radio, according to Kolm.

WwWWwWWwW.americanradiohistorv.com

The album’s first single, “Un Hombre Que
No Ha Sido El De Tus Suenos,” was released to
radio the last week of July. The track is a paignant
ballad with lyrics of the kind that Estéfano is fa-
mous for.

While U.S. Latin radio is notoriously close-
minded when it comes to new acts, Estéfano’s
notoriety as a composer and as part of the Do-
nato & Estéfano tearn will help open those doors,
Kolm says.

“We are not releasing a new artist,” Kolm says.
“We are releasing a great artist.”
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Congratulations to a great friend, a poet,
a supreme musician and producer,
a singer and a visionary.. ..

the consummate artist

- With all our love and good wishes
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SUPERSTARS SHINE
(cont.)

from >>p32
artist who spent a lot of time honing his skills.

“Estéfano has got the talent, and he has bril-
liant ideas,” Echevarria says. “But he also is a very,
very hard worker—almost a workaholic.”

Estéfano’s impressive track record speaks for
itself, Echevarria says, pointing out that label-
mate Rubio became one of Latin music’s top-
selling female artists with Estéfano’s guidance.

“It’s the quality of the music you recognize
about Estéfano,” Echevarria says. “He is always
listening to what is going on, and he has his own
evolution. He pushes the limits forward. And now
he’s dying to get onto a tour bus and start doing
promotional tours and shows for his own CD. He
has got this inner necessity of getting in touch
with the public.”

Estéfano—whose given name is Fabio Alonso
Salgado—arrived in the United Statesin 1989 as
an aspiring songwriter. [n Colombia, he had cut
adisc for local indie Codiscos and written jingles
and themes for telenovelas, or soap operas.

After prospecting for opportunities in New
York and Los Angeles, Estéfano inked a publish-
ing deal in 1992 with Miami-based Foreign Im-
ported Productions, which is owned by prominent
impresario Emilio Estefan Jr.

Estéfano hit the ground running, co-authoring
Jon Secada’s No. 1 hits “Cree En Nuestro Amor”
and “Sentir.” But Estéfano put his name on the

“But what is most essential, above all, is that Es-
téfano has known how to interpret my mind, my
soul and putittosong, and I consider that has been
the key to the success of his work on my records.”

From an A&R perspective, Carrasco says, Es-
téfano “is all about the music and the artistry. He
is not a front-cover type of person. If you want to
see him, you've got to go to the studio.”

And the studio was where Estéfano camped
out after scoring big with Chayanne. In 2000, he
produced “Gozar La Vida,” which he wrote with
Iglesias. The song wound up being the singer’s
first top 10 hit in four years.

While Estéfano had not set out to build a rep-
utation for reigniting careers, he helped propel
another comeback in 2000 for Rubio, who had not
appeared on the Billboard charts for seven years.

Then in 2001, Estéfano helped jump-start the
career of Thalia, another famed Mexican song-
bird, who had only notched one top 10 title in the
previous five years.

Last year’s chart-toppers included the Estéfano-
penned and -produced “Y Todo Queda En Nada”
for Martin and “Ahora Quien” for Anthony. “Ahora
Quien” was the title track of Anthony’s No. 1 CD,
co-produced and co-written by Estéfano.

But Estéfano has also written high-charting
songs for an array of artists he did not produce
including Puerto Rican salsero Jerry Rivera (Sony
BMG Latin), Puerto Rican pop starlet Noelia
(Fonovisa) and Mexican actress/singer Patricia
Manterola (Sony BMG Latin).

Sony/ATV Publishing VP Eddie Fernandez

=STEFANO REPRESENTS

OF THE GREAT COMPOSERS'

OF RECENT TIMES”

Latin musical map in 1993 by penning Gloria Es-
tefan’s international smash “Mi Tierra” and its
chart-topping follow-up “Mi Buen Amor.”

Two years later, Mufioz teamed Estéfano with
Cuban singer/songwriter Donato Péveda, and
the pair signed a recording deal with Sony Dis-
cos under the moniker Donato & Estéfano. The
duo cut two discs and scored a couple of hits be-
fore parting ways in 1996.

As a member of Donato & Estéfano, Estéfano
gained valuable experience, and it showed on the
Hot Latin Songs chart. Estéfano co-wrote and co-
produced “Estoy Enamorado” and wrote and pro-
duced “Sin Ti,” both top 30 hits for the duo.

Around the time of the duo’s breakup, Angel
Carrasco, senior VP of A&R for Latin America at
Sony BMG U.S. Latin, linked Estéfano with
Chayanne, who had not recorded for a few years.
The result was “Volver a Nacer,” a top 10 hit pro-
duced and co-authored by Estéfano.

Estéfano put an exclamation point on Chayanne’s
resurgence in 1998 with the smash album “Atado
a Tu Amor.” Chock-full of radio-friendly songs,
“Atado a Tu Amor” went top five and generated four
top 20 tracks, induding “Dejaria Todo,” written and
produced by Estéfano. “Dejaria Todo” was
Chayanne’s first No. 1 single in more than sixyears.

Chayanne has not looked back since, record-
ing the Estéfano-penned and -produced chart-
topper “Yo Te Amo” in 2000 and the No. 9 “Sentada
Aqui En Mi Alma,” a ballad co-written and pro-
duced by Estéfano, in 2004.

“For me,” Chayanne says, “Estéfano represents
one of the great composers of recent times who
has been an important part of my productions
since 1996, and who has given me many No. 1s
through the years.

www.americanradiohistorv.com

—CHAYANNE

says Estéfano’s appeal as a songwriter and pro-
ducer lies in his listener-friendly lyrics and un-
canny ability to relate to artists.

“Estéfano’s lyrics are accessible but not too
commercial,” Fernandez says.

“He adapts himself to an artist’s style without
imposing himselfinto the song, and he writes for
each artist. He wrote a song for [Jennifer Lopez],
and she was crying because it was the story of her
life right now, and she couldn’t sing it, so she had
to take a break before coming back to the studio.”

Estéfano has written 12 chart hits with Julio
Reyes, including the No. 1 titles “Tay Yo,” “No
Me Ensefiaste,” “Y Todo Queda En Nada” and
“Ahora Quien.”

The classically trained Reyes, a former teacher
at the University of Miami, notes that when heand
Estéfano are writing, Reyes plays the music on
piano while Estéfano improvises lyrics and music.
Reyes marvels at how well they communicate.

“There is a connection between us and a level
of understanding that is incredible,” he says. “It’s
like a trance, a special level of concentration, where
you arrive to the only place where a particular song
will take you. So when we record, it’s like magic.”

Mottola believes radio and press support will
kick-start Estéfano’s solo debut but adds that the
artist’s experience and savvy will complement
that support.

“Estéfano is a creative genius, but he is a
realist,” Mottola says. “He understands the
business, and that’s going to make it easier
for him to navigate all of these waters he’s
going to go into. He has all of the talent and
more than most of the others, and yet he is so
grounded and focused, and that will set him
apart from everybody.” oo
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Creating incredible (award-winning) music
requires a sixth sense . . .

And you have produced it.

Thank you.

BRKICO @ Voiu
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Congratulations, Estéfano!

You are a true inspiration...

Your friends,

Donato & # J peermusic

SunTrust is proud to
salute the award winning
career of Estefano.

Congratulations to Estefano for his remarkable
success as an artist, producer and songwriter,
including seven BMI Latin Writer of the Year awards
and a Billboard Composer of the Year award. Thank
you for allowing SunTrust to be part of your award-
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SunTrust Bank, Member FDIC. ©200S, SurTrust Banks, Inc. SunTrust is a federally ered service mark of SunTrust Banks, Inc. at. 11969-05
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O SPECIAL FEATURE

BY LEILA COBO

hen Latin music veteran Luis Medina began toying with the no-
tion of a fan-driven Latin music awards show, it was anidea whose
time had come.

The year was 1997, and only two music award shows focused on
the Latin market. One was the Billboard Latin Music Awards, the other was Uni-
vision’s Premios lo Nuestro.

Medina and his Premios co-founder, entertainment attorney Peter Lopez, began
exploring a Latin music counterpart to the pop-driven American Music Awards.
The honors would be based on the choices of the fans, rather than the industry,
with awards determined by the fans alone.

In1999, the El Premio de la Gente Latin Music Fan Awards debuted. Seven years
later, what is remarkable is not so much the genesis of the show but its ability to
survive and thrive in the face of increasing competition.

El Premio de La Gente has carved out a niche all its own. It remains the nation’s
only Latin music awards show where all winners are determined in a direct vote
by fans, and as such, it has a unique appeal.

On Aug. 3, fans began voting for this year’s El Premio honorees online via
votaelpremio.com, choosing among nominees determined by Nielsen SoundScan
sales information for the period from Nov. 1, 2004, through April 30, 2005. The
awards show is set for Oct. 13 at the Inglewood Forum near Los Angeles. The show
once again will be broadcast by Telemundo on Oct. 29.

“The secret to this show’s success is the fact that, since the audience itself
votes for the winners, they tune in to see if the artists they themselves voted for

PAULINA
RUBIO, left,
and CHAYANNE
were top 2004
winners.

are

successful

or not,” says

Ramén Escobar,

senior executive VP of
entertainment for the
Telemundo network. “Beyond
that, audiences tunein to support

their stars, whether they win or not.”

One of the primary reasons for El Pre-
mio’s continued success is the show’s part-
nership from the beginning with Telemundo
and the support of major corporate sponsors. “They
have a lot of human warmth because of that interac-
tive element that makes the audience the most important
part of the show,” Escobar adds. “Without audience partic-
ipation, there would be no show.”

Yet at the start, the show almost did not go on.

Just one week before the first edition of El Premio in 1999,
Medina says, a network executive initially
pulled the plug on the TV broadcast.

“We insisted and we convinced them to do
it 24 hours before the award date,” Medina says.
“It’s an anecdote that, in some way, has marked our
perseverance.”

El Premio de la Gente is produced by Uno Productions—
the marketing, management and production company
owned by Medina, who also executive-produces the show.
El Premio has persevered through a string of sponsors. ey

Its first title partner was retail chain continued on >>p38 ‘ ':&
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Ritmo Latino, with whom El Premio was asso-
ciated for four years, bearing the name El Pre-
mio de la Gente—Ritmo Latino Music Awards.

Although the launch of the Latin Grammy
Awards also was announced in 1999, that show
did not go on the air until a year later. El Premio,
instead, planned an airdate one month after the
event’'s announcement.,

Aside from the Ritmo Latino connection, Med-
ina secured a sponsorship deal with the Vons su-
permarket chain that allowed fans—mostly on
the West Coast—to vote in 330 supermarkets.
Internet voting at that point was not yet feasible.

The first El Premio de la Gente—Ritmo Latino
Awards debuted Oct. 20 at the Universal Am-
phitheater in Los Angeles with Telemundo ac-
tress Laura Fabidn as host.

As El Premio developed—attracting talent that
ranged from Juan Gabrieland A.B. Quintanilla &
the Kumbia Kings to Paulina Rubio and Los Ti-
gres del Norte—so did the event’s scope, with vot-
ing outlets expanding beyond its West Coast center.

The success El Premio had achieved in draw-
ing its audience became abundantly clear in
2002, when the show took place in Los Ange-
les, one day after the inaugural MTV Video
Music Awards Latin America debuted in Miami.

Implicit in Medina’'s programming decision
was the conviction that the two awards were de-
cidedly not ariented toward the same audience.

The MTV awards “are geared toward a
younger audience, more into hip-hop and
rock,” Medina says. El Premio’s audience, he
says, ranges from 16 to 49 years old.

Although the El Premio de la Gente Awards
are produced on the West Coast, they also garner
high ratings in New York, Miami and Chicago,
all cities from where fans announce winners.

Indeed, El Premio tries to offer a little bit of
everything for everyone, encompassing all gen-
res and adapting categories to the times.

When urban regional music became popular,
for example, the show incorporated it into the
norteiio and corrido categories, given that the au-
dience for all three styles of music was similar.

In 2002, El Premio and Ritmo Latino parted
ways. Medina sought new sponsors, and for
the 2003 edition, he announced a
partnership with General Motors,
which came in as a new title sponsor.

That association, which continues for the
third straight year, came at the right place
at the right time, says Sonia Maria Green,
director of diversity, marketing and sales
for General Motors.

“We know how TV works, and we know how
the community works,” Green says. El Premio in-
volves people in making the selection, and I like
that connection. And it tied in beautifully with
everything we wanted to do, which was human-
izing GM, trying to get closer to the community.”

In its first year of sponsorship, GM launched
its association with a bang, with singer Jennifer
Pefia performing on a red SSR vehicle and Gary
Cowder, then GM’s president of North America,
presenting Pedro Knight an award onstage.

Although the GM partnership involves many
levels, Green says the key to its success is Med-
ina’s flexibility and GM’s ability to get the brand
attention in many different ways.

In 2004, GM seld its spensorship to its best-
known brand, Chevrolet, and El Premio became
Chevrolet Presents El Premio de la Gente Latin
Music Fan Awards.

“Chevy has the highest awareness statistics
as it pertains to -ispanics, 30 it makes sense
that Chevy would own it,” Green says.

As part of Chevrolet’s sponsorship, the
brand’s name comes attached to the new gen-
eration act of the year award, the only category

where there zre seven finalists instead of five.

In the past two years, increasing aware-
ness of El Premio has come hand in hand
with GM's involvement and

RENAN °‘EL
CUCUY’ admires
an SSR from
Chevroletygtitie
sponsetr SFEl
Premio de la
Gente Awards.

with the increasing clout of the Internet.

Since 2003, when Medina launched El Pre-
mio’s Web site, for example, he also begen mak-
ing deals for banners on artists’ fan sites to
increase traffic and veting on the El Premio site.

This year marks El Premio’s debut at the In-
glewood Forum. The show was staged at the
Kodak Theater in 2004 and the Shrine Audito-
rium in 2002.

The 2005 El Premio de la Gente Awards will
be co-produced by Uno and San Mar Estudios.
with Rene Sanchez acting as producer.

Sales, marketing and sponsorships are han-
dled by the Greenhouse Marketing Group in
Los Angeles.

Through an agreement with Tepuy, an inter-
national TV distribution company, El Premic
airs in most Latin American countries.

Photo; Raul Roa/Wirelmage.com

o [

Congratulations and God Bless Luis®™™edina and

everyone at El Premio de Ia Genté!

it has been a pleasure working with you.

From your friends at®¥®nmar Studios.
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GIVING THE PEOPLE
WHAT THEY WANT

BY LEILA COBO

uis Medina has spentalmostthree
decades working in the entertain-
ment industry.

Beginning with his days
as a radio producer in
Venezuela, Medina has made his mark
in the Latin music business as a man-
ager, TV producer, special events pro-
ducer and marketer.

Through Uno Productions, the mar-
keting, promotions and production
company he founded in 1986, Medina
has produced numerous TV specials
and directed Latin marketing cam-
paigns for the likes of Thalia, Enrique
Iglesias and Paul Simon.

But, undoubtedly, Medina’s most sig-
nificant project is the creation of the
Latin music awards El Premio de la
Gente in 1999.

With online voting among fans due
to begin Aug. 3 for the awards’ seventh
year, Medina spoke about his history
with El Premio de la Gente.

There are several Latin music awards,
including the Latin Grammy Awards,
the MTV Awards, Premios Lo Nuestro
and of course, the Billboard Latin Music
Awards. Why another one?

I was a consultant for the Latin Grammys, and
when we analyzed the market in 1997, there
were only two awards: Billboard—which [then]
didn’t air on TV—and Lo Nuestro.

What we realized was, there were two awards
that really belonged to the industry, but no
awards where the people themselves partici-
pated in the voting process.

And the reason we created El Premio de la
Gente was because we wanted to offer music’s
most important target—the people—an oppor-
tunity to vote. The awards were born out of a
need that existed in the market to give people
the opportunity to vote.

The show is in its seventh year and has seen
steady growth in'sponsorships, viewership and
recognition. What was your vision when you
launched the awards?
| envisioned exactly what's happening. I had a
lot of faith in the idea. The person who first
mentioned an award where people could vote
was [former Billboard salesman] Marv Fisher.
It was a great idea, but if ideas aren’t imple-
mented, they come and go.

I started to analyze the market, and [ fell more
and more in love with the project. And it was
difficult to bring all the elements to the table,

www.americanradiohistorv.com

especially because it was
a project we started from
scratch. It would ap-
pear that doing an
award show is easy, but
itisn't when you have to
make everything up, from the
award itself to the voting
process to the marketing.

Whatis the role of brands in the awards?
From the onset, El Premio was born with the sup-
port of corporations that regularly want to reach
the Latin market with different promotions, like
this one.

Awareness of the Latin audience among mar-
keters has escalated in the past few years. Do
you see that reflected in support for the show?
We’ve worked very hard to get to seven straight
years. When we had the Twin Towers disaster,
I obviously remember that was the day of the
Latin Grammys, and [ think it was correct of
them not to hold them that evening, but I think
it was an error to suspend them altogether.

El Premio de la Gente was scheduled to take
place a month later. And we discussed using the
awards tosend a message continued on >>p41
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CONGRATULATIONS
to Luis Medina

and

El Premio de la Gente®

tor

7 winning years

Robert Nieto & Jim [Hampton

greenhouse

marketing group

M

wwiw.greenhousemg.com
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Huron law group

CONGRATULATES ITS CLIENT,
El Premio de la Gente®

UPON ITS 7™ ANNIVERSARY

CELEBRATING LATIN MUSIC FAN AWARDS.

. . SM
Your Success is Our Business!

Hlg specializes in Entertainment Litigation.
www.huronlaw.com
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MEDINA Q&A (cont.)

from >>p40
of tranquility to the country. We had a song titled
“Enciende la Luz” [Turn On the Light] by Marcos
Witt, and we had seven artists singing it. It was
the highest-rated number on the show, and the
country understood the message.

It's a long answer, but sponsors responded
very well to what we did. They have continued
to support us, and even more so after 2001.

Your nominees are determined by Nielsen
SoundScan figures as opposed to other selec-
tion processes. Why?

It was very important to us that the company
that keeps tabs on album sales was the same
company that [helped us determine] our 14 cat-
egories. That has allowed people to see a dif-
ference between what’s honored at an award
[show] where the consumer votes versus an
award like the Latin Grammys. Of course, it’s
different, because the Latin Grammys enconi-
pass the Latin American and Spanish universes

to create their nominations. Billboard, for me,
is the musical truth in the United States in re-
gards to the industry. The MTV awards go to
a completely different audience.

In our case, it’s the concept. Our awards are
established as the awards and the vision of the
people.

As awards based on the choices of fans, they
must involve a lot of uncertainties. Do any un-
comfortable moments come to mind?

Really, not on our end. I would say [it is] un-
comfortable for those who haven't won. We've
had acts nominated in five or six categories that
haven't won anything. On the one hand, you
feel bad for the artist, but on the other, you feel
good because the public decided.

Have there been any big surprises?
We've had several occasions in which an un-
expected artist has taken several awards. One

“Our awards are
established as

of the people.”

[and include recordings not released in the
United States].

What’s the biggest difference that you see
between the two awards, then?
That many artists can get into the running via
other countries. We think the Latin Grammys
can identify talents that may not be as well-
known here, but can catapult into this market.
In our case, we work in the reverse. We work
with artists in the United States who are selling
in big categories or with up-and-coming artists.
Through our new-artist category, we give an
opportunity to emerging artists who still haven't
enjoyed huge success. [Many successful new Latin
artists still have relatively low SoundScan num-
bers]. El Premio serves as a platform to launch
these artists, and it helps in Latin America,
because there the awards air in 12 countries.

As you pointed out, there are many more Latin
music awards now than when you started. Is
it harder for you with all this competition?

I find what’s happening very interesting. On
one side, I don’t see competition for us with
the awards that are done outside the United
States. And inside the United States, each of
the important awards has its niche. [ already
told you how 1 see the Latin Grammys. Lo Nue-
stro is another concept. They have used radio

www.americanradiohistorv.com

the visiom

—LUIS MEDINA

year, we had Vicente Fernan-
dez and Alejandro Fernandez
nominated in the ranchera category.
And the winner was Pepe Aguilar,
who was relatively new. Another
year, Manu Chao won in a category
against big, established rock acts.

Last year, you had Gloria Trevi perform. She
was fresh out of prison following her acquit-
tal in Mexico on charges relating to an alleged
child-kidnapping ring. This was her first per-
formance after her release. How did that
come about?

We got thousands and thousands of e-mails ask-
ing us to recognize her after she was released.
We had so many e-mails, we decided to create
a special award for her.

In all this time, what has been your biggest
source of pride?

Pulling off the very first Premio de la Gente.
Because we had so many obstacles, and so many
things happened that put in danger that first edi-
tion of the awards. The most amazing things hap-
pened, up to the day of the awards. And when
everything was over, that night at the [Gibson)]
Amphitheatre, I felt one of the biggest joys of my
life, which was having a child that day: the awards.
We worked for three years to get there. o
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Congratulations

LUIS MEDINA

On the continued success of El Premio de La Gente®,

Latin Music Fan Awards on its 7th Anniversary.

‘Thank you for allowing us to provide financial
services to you and yvour clients.

Your Friends at
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A New ‘Me’

Ashlee Simpson
preps second set

Balladeer’s Back

Ricardo Montaner
makes a fresh start

IT'S SO EAS; ;’ "

'
N
~ N FACT FILE

Label: Arista

Management: Tae
Fitzgerzld-Hartlzy Co.

Booking: William Morris
Agency

Publishing: EMI April
Music/Sea Gayle Music
(ASCAF)

Last album/best-selling
album: “Muc on the
Tires” (2003), 2 million

FRAD PAISLEY

Ultra Unleashed

imo Maas CD is one
of three new releases

Branching Out

Chris Rice targets
new audience

P28 BY DEBORAH EVANS PRICE

PAISLEY’S ‘TIMFE’
HAS COME

NASHVILLE—When it comes to country music concerts, cowboy
hats are usually the headgear of choice. However, lately when
Brad Paisley looks out from the stage, he sees a lot of lamp-

shades—thanks to his hit single “Alcohol.”
Fans have enthusiastically embraced the song, particu-

‘Qi., larly the line “I'll bet you a drink or two that | can make you

put that lampshade on your head.”
Paisley admits he was “kind of nervous in the same way
| was nervous when we [released] ‘The Fishin’ Song’ and
‘Whiskey Lullaby.’ [It was] taking a little bit of a risk and if any-
thing, those usually pay off.”
Indeed they have. The song, which is No. 5 this issue on the
Billboard Hot Country Songs chart, previews Paisley’s 16-song
collection “Time Well Wasted,” which drops Aug. 16. The tune
is the artist’s 15th single, following such chart-toppers as “He
Didn’t Have to Be,” “We Danced,” “I’'m Gonna Miss Her (The Fishin’
Song)” and “Mud on the Tires.” Each of Paisley’s three previous
albums has been certified platinum by the Recording Industry
Assn. of America, with his last release, “Mud on the Tires,” achiev-
ing double-platinum status. He has also collected five Country
Music Assn. awards.

Through hard work, great songs and an abundance of creative
chutzpah, Paisley is on the verge of becoming country music’s next
male superstar. RCA Label Group chairman Joe Galante says “Time
Well Wasted” takes “leaps forward” for Paisley. “This record is fun,
intimate, sexy; it’s adult. It covers so many spectrums.”

Galante sees such versatility as one of Paisley’s strengths.
“ ‘Whiskey Lullaby’ happened and ‘Mud on the Tires’ happened, and
they were two opposite records and yet they both defined Brad
Paisley,” he says, adding that some artists have “hit singles and
you go see their show and you are disappointed. They don’t con-
nect the dots for you. When you walk away from seeing a Brad
Paisley show, you honestly do connect the dots.

“His audience in the last 10 years has dropped 10 years in age,”
Galante adds. “They are selling merchandise out there. He’s sell-
ing tickets. It’s only a matter of time before he gets nominated for
entertainer of the year.”

Paisley will tour this fall with Sara Evans and Sugarland on a CMT-
sponsored outing underwritten by laundry detergent Gain and
motel chain Comfort Inn. Early this year Paisley and Evans partnered
continued on >>p46
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>>>URBAN TAPS $HANKS

Producer/songwriter Johr Shanks will
produce Keith Urban’s neit album for
Capitol Nashville. Productjion is slated to
begin in early 2006. The pair co-wrote
Urban’s hit “Someone Lik¢ You.”
—Mielinda Newman

>>>REEVE OLIVER SIGNED

Capitol Records has signed San Diego-

based rock group Reeve O

iver, according

to the act’s former label, the Militia

Group. The Garden Grove,

Calif.-based

indie issued Reeve Oliver’s|self-titled

debut last year. It has sold

5,000 copiesin

the United States, accordirg to Nielsen

SoundScan. Capitol will as
of the project: No decision

sume control
has been

made whether to reissue the release
under that label’s banner. Heeve Oliver is

managed by Dan Field of t

>>>ClIARA LEADS
Ciara leads the Soul Train
nominations with five nod
noms are Destiny’s Child,

J

he Firm.
—Todd Martens

NOMS
Lady of Soul
s. Tied at four
Amerie and

Fantasia. The ceremony will be taped
Sept. 7 at the Pasadena (Calif.) Civic
Auditorium for national syndication.
Aretha Franklin will receive the Lena
Horne Award for outstanding career

achievement, and Amerie

will be

presented with the Aretha Franklin
Award for entertainer of the year by the
Queen of Soul herself. The show’s co-

hosts are Brian McKnight,
and Ciara.

Toni Braxton

—Gaijl Mitchell

>ARTISTS IN FASHION

David Bowie, Tim McGraw,

Joss Stone,

Rob Thomas and the Arcade Fire will

appear at Fashion Rocks, a

Sept. 8 concert

at New York’s Radio City Music Hall in

conjunction with New York

Fall Fashion

Week. The concert, presented by Condé

Nast, airs the next night on

CBS.

—Melinda Newman

www.billboard.biz | 45
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for a sold-out tour.

“I was more mindful this
time on what songs would go
over live,” Paisley says of
recording “Time Well Wasted.”
“Within the last two years,
I’ve really seen a difference
in touring. That part is really
starting to click, and | started
to realize that an albumiis not
the only thing that I’'m here
todo.

“l used to feel like my
career was based around an
album, and it still is—every
time you put out an album,
that’s the big thing you’re
driving around the country to
promote. But when you’ve
had three successful albums
and 13 or 14 hit songs, at this
point now it’s more about
continuing” to build a career.

Paisley wrote or co-wrote 10
of the songs on “Time Well
Wasted,” which was produced
by Frank Rogers and execu-
tive-produced by Chris DuBois.
The album includes appear-
ances by several special
guests, including Paisley pals
Little Jimmy Dickens, Bill
Anderson, George Jones and
William Shatner. Dolly Parton
duets on “When | Get Where
I’'m Going,” a beautiful ballad
that is preceded by a retro-
sounding rendition of gospel
classic “The Uncloudy Day.”

Paisley also duets with
labelmate Alan Jackson on
the Guy Clark/Darrell Scott
tune “Out in the Parkin’ Lot.”
“I can really picture two guys
sitting on the tailgate of a
truck, doing exactly what the
song says,” Paisley says. “And
when you talk about singing
with somebody, it might as
well be one of your heroes.”

The album also includes the
pretty ballad “She’s Every-
thing,” written by Paisley and
Will Nance. “It’s very mean-
ingful to me,” Paisley says of
the song penned for his wife,
actress Kimberly williams
Paisley. “I’ve never done a se-
rious love song. In [previous
hit] ‘Little Moments, she was
always burning the cake or
something.”

Paisley’s creativity on “Time
Well Wasted” extends beyond
the music to the cover art,
which he designed with Kath-
erine Stratton. Inspired by a
Salvador Dali painting he saw
while on vacation in ltaly,
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PAISLEY (cont.)
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Paisley came up with the con-
cept and even drew the clock
on the cover that hangs from
his guitar neck. “l wanted it to
stand out a little different
because this is a different
album to me than anything
I’'ve ever done,” the West Vir-
ginia native says. “It’s the job
of an album cover to reflect
what’sinside. | feel it does.”

n the offices of EMI Televisa, Ricardo Monlaner is seeing a
finished version af his new album, “Todo y Nada,” for the
first time.

There he is, on the CD cover, striking different poses,
reflecting arange of emotions. But in all photos, despite var-
ious clothes and expressions, he remains seated in the same chair.

Like the photos, Montaner’s stvle has been varied but consis-
tent in its quality.

Montaner has had 33 singles on the Billboard charts since 1988,
including the new album’s first single, “Cuando a Mi Lado Estis.”
Itis No. 26 on this issue’s Hot Latin Songs chart.

A slight man with a big
voice, Montaner is a clas-
sic balladeer whose con-
temporary material and
arrangements have
allowed him to re-
main a star through
the years. That spirit
pervades “Todo y
Nada.” Due Aug. 16 on
EMI Televisa, it is an
eclectic album that in-
cludes vallenatos and up-

tempo, brass-laced dance

BIG CAMPAIGNS
According to Cindy Mabe,
Arista Records director of
artist development/market-
ing, Paisley’s new album will
get prime exposure from the
CMT tour and subsequent
promotion from the cable
channel. “it’s a pretty big TV
campaign, and he’ll be all over
the place,” Mabe says, adding
that the label will also support
the release with additional TV,
radio and print advertising.
Key retailers will have spe-
cial packages to entice con-

sumers. For the initial shipment, L b
Target consumers will get a -
bonus CD with four additional ) &
songs, including “Ode De Toi- RICARDO
let,” a humorous tune Paisley

fans are familiar with from his \

live appearances. Best Buy will
have a 30-day exclusive on a
live concert DVD before it goes
on sale at other retailers, while
Wal-Mart patrons will get a
bonus DVD compilation of
Paisley videos with the pur-
chase of “Time Well Spent.”
Paisley also has an.endorse-
ment deal with Swiss watch
company Tissot, which Mabe
says will be “doing a major
mall-campaign push for us at
2,000 retail locations across
the country and in Canada.
They are giving away samplers
[at retail] and giving away
watches we can give to radio.”
Paisley is the first country
artist to be featured on the
cover of Guitar One mag-
azine, and he is also blazing
atrail at the Hard Rock Cafe.
The chain does not generally
promote country releases
but will include stand-ups
touting Paisley’s new album
in all locations. “They did it
because they love the song
‘Alcohol,” ” Mabe says. “They
normally use rock acts, but
they thought Brad was a
great guitar player and
they wanted to associate
with him.” oo

l MONTANER

Canta

WWW amprlr‘anradmhlqmrv com

Label: EMI Televisa

Management: Fernando
Castellar, La Casa Que

Booking: Artist Booking
. International

Publishing: Hecho a
Mano Music Publishing/
EMI-April Music
Publishing (SGAE)

Last album: “Prohibido
Olvidar” (2003), 21,000

Top-selling album:
“Exitos y Algo Mas”
(1997), 113,000

MONTANER’S FRESH START

Balladeer’s New Release Marks First Album Under EMI/Televisa Partnership

tracks alongside big ballads with sweeping strings.

The album is alandmark for Montaner for a number of reasons.

It marks his return to EMI, his label home in the mid-'90s, fol-
lowing the conclusion of his contract with Warner Music Latina.
That pact lasted eight years through five albums. “Todo y Nada”
is the first release under EMI and Televisa’s new partnership
(Billboard, July 30).

The album is his first under a brand-new management team.
And it coincides with a major tour—his first specifically timed
with the release of an album—as well as a series of sponsorships
in different countries designed to bolster and define his image.

“The notion was to reposition him as far as branding, image,
music and business,” says manager Fernando Castellar, who
began working with Montaner in 2004 after booking several of
his tours.

Castellar is also working with Konexxion Entertainment, a
consultancy founded by Ignacio Meyer, to seek projects that
could complement the record’s release. They include a three-
year branding campaign with Venezuela’s Banco Occidental de
Descuento and a pending tie-in with luxury-watch maker Viceroy
for Mexico.

Most ambitiously, in the United States, plans are under way
for a contest in which Montaner will give away the down payment
for a brand-new apartment at Cima, a building he co-owns in
Miami (and so-named after his 1990 breakthrough single, “La
Cima Del Cielo”).

Montaner will play 14 dates in the States, following a 10-day
stint at Puerto Rico’s Bellas Artes theater that kicked off Aug. 11.

“Having the album and the tour a month later is a huge bonus,”
says Richard Bull, EM] Televisa VP of marketing.

Montaner’s campaign, Bull says, will focus on his accessibil-
ity despite his status as a major star. Not coincidentally, he adds,
the title of the first single, which translates to “When You're at
My Side,” will allow for such promotions as a contest to have
breakfast with the artist.

Beyond the United States, Montaner will spend two weeks pro-
moting the title in Mexico and will follow his North American

tour with 15 concert dates in Latin America.
Later, he plans to aggressively promote in Spain, where his
album will be released in January. A full-fledged concert tour
is planned for next year.

“We’ve never firmly set foot in Spain,” Montaner says.

“Today, | have an influential team with very committed
peopletodoso.”

Montaner, who hails from Venezuela, catapulted to fame
in the late 1980s when he became one of the firs! artists

. tosign with Venezuelan indie Rodven Records. From the

onset, he was positioned as an international star, with hits
worked on radio from the United States to Argentina.

Equally comfortable with classic ballads and folkier ma-

terial, he also writes or co-writes many of his
songs, which gave him added credibility from
the start.

In the United States, 12 of his singles have
reached the top five of the Hot Latin Songs chart,
including four No. 1s.

But only one album, 1994’s “Exitos y Algo
Mais,” has reached the top 10 of the Top Latin
Albums chart.

That could now change.

“Truly, I start again every day,” Montaner says.
“As artists, we have to start and restart if we want
to remain alive in people’s hearts.

“Many people measure success by the charts,”
he continues. “But the reality is what you live on
the streets—when you perform and people have
paid to go see you. That’s my chart.” .
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Simpson’s Path
To A New ‘Me’

shlee Simpson is ready
to return to the scene
of the crime. Sheis in
talks with “Saturday
Night Live” to host
and perform on the show
around the Oct. 11 release of
her sophomore Geffen album,
“l Am Me.”

“It’s not confirmed yet, but |
want to do it,” she tells Bili-
board in her first interview
about the new album. “Pve bat-
tled those demons. I'm ready
togo back out and do it again.”

Lest anyone has forgotten,
Simpson, on the back of her
Geffen debut “Autobiogra-
phy”—which bowed at No. 1
on The Billboard 200 last year
and has sold 2.9 million copies,
according to Nielsen Sound-
Scan—appeared on the show
last October. As she prepared
to sing her second song, a pre-
recorded vocal track of her
first performance erroneously
began playing, revealing that
she had been lip-syncing.
Simpson, who said she had to
use prerecorded vocals be-
cause her acid reflux had left
her unable to sing, was vilified
for passing off her perform-
ance as live.

Not surprisingly, that event
and the aftermath found their
way onto the new album,
which, like “Autobiography,”
she wrote with Kara Dio-
guardi and John Shanks, who
also produced.

The tune “Beautifully Bro-
ken” most clearly references
those events. “I've obviously
fallen on my face before in
front of a bunch of people,
but I've learned it’s a beau-
tiful thing and it’'s OK for
people to be broken,” she
says. “That song is about the
moment where it’s like, ‘God,
| don’t even know if I'm
going to be able to get out
of my bed tomorrow.’ But
you have to get yourself to
get up and continue.”

Musically, the album is
more aggressive than “Auto-
biography” and also shows
the '80s influence of such fe-
male rockers as Joan Jett and
Terri Nunn, which is surpris-
ing, since Simpsonis only 20.

“l just love ’80s music,” she

says. “It’s just so light and fun,
and that was allot of what |
wanted to do on this record.”

Simpson knows that after
her “SNL” snafu, some folks
won’t be willing to give her a
second chance, but she left
the ghosts of her naysayers
outside therecording studio.

“The first two days, | was
like, ‘What am | gonna [do]’
. ..and then | was like, “‘Who
cares? I’'m going to make a
record that’s true to myself
and if people get that | can
sing off of it, great, but if it’s
just a record that my fans love,
then that’s great for me too.’
I’m not afraid of criticism any-
more, must'l say?”

COINCIDENCE? It’s not
every day that we find out
about a Mister Rogers tribute
album and a project saluting
the Melvins. Much to our dis-
may, there is no overlap on
participating artists.

“We Reach: The Music of
the Melvins,” comes out Aug.

23 on Fractured Transmitter
Recording Co. Among those
paying tribute to the influen-
tial post-punk band are the
Dillinger Escape Plan, Disen-
gage and Blessing the Hogs.

“Songs From the Neigh-
borhood: The Music of Mis-
ter Rogers,” released by
Memory Lane Syndication,
features Amy Grant, CeCe
Winans, Jon Secada, Donna
Summer and others per-
forming songs penned by
Rogers. A collector’s edition
will be available through QVC
starting in September, while
a DualDisc goes to traditional
retail in November.

MOVING ON: Mary Jo Men-
nella, former senior VP/GM of
music publishing for Fox
Music, has started her own
music asset management firm,
which will focus on inde-
pendent music publishing
and multimedia licensing.
She can be reached at
mennella@earthlink.net. -

¢

ASHLEE SIMPSON is in
talks to host and perform

on an upcoming episode of
‘Saturda&\t Live.
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New Album contains the hit Single:
“Manana En Tu Olvido”

acatias Zerreira
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Available August 23rd

juan & Nelso1 Distributor 766 10th Ave » New York, NY 10019
tel. (212) 265-1313  fax. (212) 265-1349 o fax. (212) 265-2352
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AN Your Definitive Resource for Music

Study Music Production Online
wih Berklee |music.com

extension school

Berkleemusic is the online extension school of Berklee College of Music. Expand your
music production knowledge and learn the concepts, techniques and technologies from
the faculty of Berklee College of Music — on your own time from anywhere in the world.

Producing with Pro Tools
Learn Berklee's renowned Pro Tools production
techniques from set-up to mix down.

Desktop Music Production
Become more knowledgeable about creating
music using computer software applications.

Master Certificate in Production
Gain a<omplete understanding of production techniques, from
fundarwental to advanced, in this eight-course program.

.-‘.._“—‘
Financial Aid & College Credit Available
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Rice Targets Mainstream With ‘Amusing’

NASHVILLE—After becoming one of Christian music’s most suc-
cessful artists, Chris Rice expands his horizons on “Amusing,” his
first release on Eb+Flo/INO Records and his first project to target
the mainstream pop market.

Rice signed with Michael W. Smith’s Rocketown Records in 1996
and quickly became the label’s flagship artist, netting the Gospel
Music Assn.’s male vocalist of the year honor in 1999 and putting
Rocketown on the map.

Rice amicably left the label last year to become a partner in Eb+Flo
with his producer Monroe Jones and musician Ken Lewis. Rice’s
Eb+Flo release is being worked to the Christian market through
INO, which has a deal with Epic to take product to the mainstream
marketl. “Amusing” will also be issued as a DualDisc that will in-
clude exclusive video footage.

Rice’s goal is not to leave his Christian base but to branch out
creatively. “Everything that I do is connected with my faith, but
it doesn’t mean that in everything I do I'm going to be quoting
Bible verses and trying to make a spiritual point,” says Rice, who
has been visiting AC stations promoting first single “When Did
You Fall.”

“Love Like Crazy” is the first single going to Christian radio,
and Rice is pleased with the support he is getting from Christ-
ian gatekeepers as he seeks a wider audience. He admits to being
concerned about “a little backlash, but honestly 1 haven’t had
any of that.”

Rice feels that the way he has been marketed throughout his ca-
reer “has kind of funneled my work to a certain type of fun, and 1
know that there are plenty of people out there who would really
enjoy how 1 entertain, but they have no idea that I am in town to
do ashow because they don't listen to Christian radio . . . Now let’s
move on to the next thing, find the next venture.”

\ Higher Ground

As he embarks on this new course, Rice is armed with an arse-
nal of great songs. Known for the intensely visual lyrics that have
populated such previous hits as “Deep Enough to Dream,” “Wel-
come to Our World” and “Smellin’ Coffee,” he again turns ina mu-
sically inventive and lyrically deep album. Not being confined by
exclusively Christian themes and content, Rice branches out to ex-
plore such topics as the passage of time (“Tick Tock”), optimism
(“Lemonade”) and relationships (“When Did You Fall”). Guitar leg-
end Duane Eddy lends his prowess to a couple of key tracks.

“Amusing” still has plenty for Christian radio and retail to sup-
port. “I found the album to be very consistent with what we’ve
come to expect of Chris,” says Mark Buyer, music buyer for the
LifeWay Christian Stores chain. “It’s very listenable, and the songs
are great.”

On Oct. 11, the label will also issue a live DVD, “Inside
Out,” recorded at Rice’s Nashville home before an audi-
ence consisting mainly of “college kids and families from
the neighborhood.”

INO Records president Jeff Moseley says the label will market
Rice to his existing Christian base as well as to the mainstream AC
audience. “Fans that I’ve encountered very much want to share
Chris and let other people in on the discovery that they made,”
Moseley says. “Fortunately, we have a great partnership with Epic,
and they are working with us on this.”

Plans call for Rice to perform satellite radio concerts surrounding
street date. There will also be timed-out downloads to give fans a
taste of the new music. “We think if we can get this music in the
hands of people that they are going to vote yes, so you'll see a lot
of download opportunities,” Moseley says.

Rice will also gain exposure touring this fall with Jars of Clay
and Sara Groves. e

CHRIS RICEH

FACT FILE

Label: Eb+Flo/INO
Records

Management: David
Radke, Hardly
Entertainment

Booking: Creative
Artists Agency

Publishing: Clumsy Fly
Music (ASCAP)

Top-selling album: “Past
the Edges,” (Rocketown,
1998) 287,000

Last studio album: “Run
the Earth, Watch the

Sky,” (Rocketown, 2003)
163,000

L DEBORAH EVANS PRICE dprice@billboard.com

Lowry Takes Fans On A Trip

Christian Comedian/Singer Steers New Company That Serves Music Lovers 50 And Beyond

ward seniors and decided he

elieving that teens

and young adults are

not the only music

consumers inter-

ested in great enter-
tainment, Christian comedian/
singer/songwriter Mark Lowry
has developed a unique way to
serve the adult audience. Heis
launching Senior Trip, a new
company that offers retreats to
the 50-and-older set.

The first retreat is planned
for April 5-7, 2006, to Nash-
ville’s Gaylord Opryland Re-
sort. It will include appear-
ances by Chonda Pierce,
Michael English, LordSong,
Gordon Mote, the McRaes,
Pastor Stan Mitchell, speaker/
author Tony Campolo, Janet
Paschal, Reggie & Ladye Love
Smith, Crossway, the Rory
Partin Orchestra and Bill &
Gloria Gaither.

Lowry says he has often per-
formed at events geared to-
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wanted to offer something dif-
ferent. “We want it to be like a
three-day party,” says Lowry,
who started the company with
a small group of investors. “We
came up with the name Senior
Trip because we wanted some-
thing that didn’t sound like

“We want it to be
like a three-day

party.”

—MARK LOWRY

‘senior citizens,” because that
sounds old.”

The Nashville event will in-
clude a trip to the Grand Ole
Opry, concerts by Southern
gospel’s top acts and other
such special events as the

Don’t Tell the Preacher Big
Band Dance. Lowry says the
events will be limited to peo-
ple 50 or older, but their
under-50 spouses are allowed
to attend. However, he draws
the line at children. “Leave the
ankle biters at home,” he says.
“No kids, no kidding.”

Lowry, a former
member of the Gaither
Vocal Band, has forged
a successful solo career
as a singer/songwriter
(he co-wrote the Chris-
tian Christmas classic

www.americanradiohistorv.com
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“Mary Did You Know?”) and
as the Christian community’s
best-known comedian, with
such platinum video titles to
his credit as the “Mark Lowry
on Broadway” coliection.
He was prompted to start
the new venture as he edges
toward 50. “It’s something

that interests me,” Lowry says.
“It’s good for people my age
[47] to get some great posi-
tive messages by great speak-
ers. | want to expose great tal-
enttothese people. Also, | just
think it’ time.”

He says the popularity of
Bill Gaither’s top-selling se-
ries of “Homecom-
ing” concerts and
videos have re-
vealed an under-
served audience.

“Gaither has
proven that this is
an audience that we
shouldn’t be ignor-
ing,” the Houston
resident says. “For
the past 13 years,
that’s basically
been my audience
with the Gaithers’
organization, so |
think this is going to
give them another

thing to go and do.

“Thisisn’t just a concert;it’s
interactive. I've learned every-
thing | know from Bill Gaither.
He’s not thought of it yet, so
I've got to do it before he
thinks of it.”

Lowry says the event will
include such activities as
Geri-oke and the Trulywed
Game for couples married 50
years or more. Susan Puck-
ett, previously head of mar-
keting for Daywind Records,
has joined Senior Trip as
business manager. Plans call
for upcoming events in Or-
lando Fla.; Asheville, N.C.;
and California.

Lowry is looking forward
to having as much fun as his
participants—even if he does
not meet the age require-
ment: “There’s a place in my
heart for old people,” he
says. “So | think it’s going to
be a blast.” e
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‘Tide’ Revisited

Costello Adjusts Lyric To Make Civil War Song More Timely

e had a 4 a.m.
wakeup call, but
it wasn’t neces-
sary because
Elvis Costello
couldn’t sleep the night be-
fore his recent appearance
on NBC’s “Today” with his
band the Imposters and
guest Emmylou Harris.

It was then that the addi-
tional lyrics to his 2004
Academy Award-nominated
song “The Scarlet Tide” from
the movie “Cold Mountain”
came to him: | thought |
heard a black bell toll up in
the highest dome/Admit
you’re wrong/And bring the
boys back home.

He repeated this portion
of the first verse of the anti-
war song, which he wrote
with T-Bone Burnett, with a
second revision: “You know
you lied/Just bring the boys
back home.”

The song originally related
to the Civil War setting of
“Cold Mountain.” Costello
performed the rewrite on
“Today,” and the updated im-
plication was not likely lost
on a Costello-friendly crowd.

“We have to speak up now,”
says Costello, who lives in
New York when he is not on
the road.

“Il have looked forward to liv-
ing in the true value of this
country for the last 25 years,
and it is an ideal we give up at

our peril,” he continues. “Ev-
erything that | have ever loved
about America is rapidly being
eroded—the unspoiled vast-
ness, that, at its best, can ab-
sorb such cultural, religious
and regional diversity, and the
basic decency—when it isn’t
tainted by one or other cor-
ruption of a belief inspired by
a governmentintent on estab-
lishing some freakish hybrid: a
spin-controlied theocracy.”

Costello points out that Bur-
nett “always said ‘Scarlet Tide’
was an anti-fear song.” He cred-
its Freda Payne “for the inspi-
ration” for the “Scarlet Tide”
revision—pointing to Payne’s
Vietnam-era hit “Bring the Boys
Home,” which he featuredin his
“Artist’s Choice” compilation
for Starbucks.

Costello has since performed
the altered “Scarlet Tide” in
concert.

“It is impossible to say
whether every last person ap-
proves of the sentiments con-
tained in the amended lyrics,”
he says. “There was a consid-
erable roar of approval in Bos-
ton, but | was even more en-
couraged to receive a similar
response in Pittsburgh, which
| have always regarded as a
more working-class town. In
the 1980s | played a Campaign
for Nuclear Disarmament ben-
efit show in Barrow-in-Furness
in the north of England—where
the submarine yards were the

main employer—so | know that
this can be tricky territory. My
guess is that it is still these
towns from which the men and
boys are being culled to do the
dirty work. Nevertheless, the
cheer was considerable.”

His appearances with Harris
on this tour infused a “stronger
American folk music element”
into his shows, better enabling
Costello to *speak to people in
their own musical language.”

This freedom, he says, “has
allowed me to finally reveal
the life-during-wartime back-
ground of ‘The Delivery Man’
tale,” he adds, referring to the
loose narrative running
through several songs on his
current album.

“‘Bedlam’ has never felt
more timely, and | have started
to underline the fragment of
the story—contained in the
bridge of the title song—in
which lvy’s father is described
as going off to a war to be
killed by ‘friendly fire.’ | pref-
aced ‘Heart Shaped Bruise’ by
telling the audience that the
song was a war widow’s con-
fession that her ‘perfect mar-
riage’ was a sham.”

He followed this with
“Gathering Flowers for the
Master’s Bouquet,” the Stan-
ley Brothers’ bluegrass clas-
sic about death. Its relevance,
Costello concludes, “was per-
haps not lost on some of the
listeners.” .o

EMMYLOU HARRIS
and ELVIS
COSTELLO sang a
revised version of
‘The Scarlet Tide’
on NBC's ‘Today.
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Aspirion’s Aspirations

Collin Raye Among First Artists Signed By New Indie Label

ollin Raye has signed

with startup indie

label Aspirion Rec-

ords. His first album

for the label is due

Oct. 25. It will be preceded by

the single “I Know That's Right”
in September.

Raye was with Epic Records
from 1991 until 2002. His out-
put included five platinum al-
bums and 21 top 10 country hits,
including four No. 1s.

Nashville-based Aspirion is
distributed by Navarre and
headed by industry veteran
George Collier, who previously
worked at MCA, Atlantic, Capi-
tol and Intersound/Platinum
Records. Other staffers are in-
dustry veterans Steve Baker,
who will head the label’s mar-
keting and media efforts, and
Joe Kelly, who will direct the
label’s radio promotion.

In August 2004, Raye signed
with another startup, Infinity
Records Nashville, a division of
St. Augustine, Fla.-based Infin-
ity Music. Infinity Nashville was
also to be distributed by Navarre
and headed by Collier, with
Baker as VP, but the planned
Nashville division dissolved a
month after it was announced.

Meanwhile, Aspirion has
alsosigned artists Leland Mar-

tin and Tobias Ren’e to its ros-
ter. Martin’s album is due Oct.
4. In addition, Collier plans to
release some catalog product,
including “Joe Nichols: The
Early Years,” a rerelease of an
album Joe Nichols recorded for
Intersound in the '90s before
finding success on Universal
South Records.

ON THE ROW: Dimensional
Music Publishing has acquired
Teracel Music from Marty
Williams and producer Mark
Bright for an undisclosed price.
Teracel's writers—Brett James
and Rascal Flatts members
Gary LeVox, Joe Don Rooney
and Jay DeMarcus—join the Di-
mensional roster, which in-
cludes Greg Johnson and Kristy
Osmunson. Dimensional,
which also has offices in New
York and Los Angeles, acquired
the DreamWorks Music catalog
late last year.

Kay Clary is closing her pub-
licity firm Commotion PR. She
has accepted the director of
media relations job at BMI in
Nashville vacated in June by Car-
oline Davis, who joined the
Nashville Convention and Vis-
itor’s Bureau as senior director
of communications. Clary starts
at BMI Aug. 29.

Longtime ASCAP publicist
Michelle Goble-Peay has exited
to join Holly Gleason’s public-
ity firm, Joe’s Garage.

Capitol Records Nashville di-
rector of new media Denise
Johnson will leave the label Aug.
12 after nearly a decade therein
various capacities.

HONORS: Guy Clark and
Marty Stuart will receive life-
time achievement awards from
the Americana Music Assn.
during the trade group’s fourth
annual AMA Honors & Awards,
set for Sept. 9 at Nashville’s
Ryman Auditorium. Clark will
be honored for his songwriting,
and his award will be presented
by Emmylou Harris. Stuart will
be honored as a performer, with
Steve Earle presenting his
award. Clark and Stuart will
perform during the awards
show. Also, the founders of
Rounder Records—Ken Irwin,
Marian Leighton and Bill
Nowlin—will receive the
AMA’s Jack Emerson Lifetime
Achievement Award in the ex-
ecutive category.

The awards show will be tele-
caston GAC. The audio will be
carried on XM Satellite Radio,
Sirius Satellite Radio and BBC
Radio 2. .

| © Latin

Notas

‘d LEILA COBO Icobo@billboard.com

Radio’s New Rhythm

The Spanish-language radio we
hear today is not the radio we
heard even three months ago.

Fueled by reggaetén and a
broadening mix of Latin hip-hop,
dance and urban music, Span-
ish-language stations across the
United States have embraced a
youth-driven Latin sound that a
year ago was mostly absent
from the airwaves.

As of this issue, 17 stations
nationwide—14 of them moni-
tored by Nielsen Broadcast
Data Systems—have flipped to
rhythmic Latin music formats.

In response to the change,
Billboard, in conjunction with
Billboard Radio Monitor, will
launch a Latin Rhythm Airplay
chart. It willdebutinthe Aug.19
issue of Billboard Radio Moni-
tor and in the next issue of Bi/l-
board, dated Aug. 27.

The chart will appear in Bill-
board every other week, ro-
tating with the Tropical Airplay
chart. Indeed, about half of Bil/-
board’s existing Tropical panel
will drop off to form part of the
new Latin Rhythm panel.

Many tropical stations, in-
cluding Univision’s WCAA
New York, have shifted from
tropical to rhythmic formats.

Other stations that will now
fall under the Latin Rhythm
chart include Univision’s KCOR
San Antonio and KQMR Las

Vegas. Clear Channel’s prop-
erties include KLOL Houston
and KMGG Denver.

“These stations have not
only caught the interest of
Latin labels, but also R&B/hip-
hop and rhythmic promotion
departments,” says Ricardo
Companioni, Billboard’s Latin
charts manager. “The format
is generating sales, and this
new chart complements our
recently launched Latin
Rhythm Albums list.”

Univision’s most recent flip,
WRTO Miami, will remain on
the tropical panel. Althoughiit
has adopted the rhythmic for-
mat, WRTO plays a substantial
amount of tropical music.

PUB DEALS: The timing of
a Latin Rhythm Airplay chart
could not be better for the
growing number of reggaetén
acts inking publishing deals.
The latest involves produc-
tion duo Luny Tunes, which
signed a worldwide co-pub-

Production dug LUNY TU
a co-publishing deal with

Kelly’s Project Supports East Ti

Fund-Raising Album Assists In Generating Aid For Infant Health Issues

ew material from
multiplatinum Aus-
tralian acts the Living
End, John Butler Trio,
Missy Higgins and
Kasey Chambers is featured on
a fund-raising album aimed at
decreasing the infant mortality
rate in East Timor.

“Timor-Leste: Freedom Ris-
ing,” was put together by
singer/songwriter Paul Kelly
and released July 10 by EMI Aus-
tralia. Funds raised will go to
groups working on infant health
issues in East Timor.

While the album’s major
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names are intended to draw
mainstream radio attention,
EMI is targeting influential col-

lege networks with more politi-
cized tracks by lesser-known
acts. The album has also been
promoted through membership
databases of Australia/East
Timor cultural and political
associations.

“We're trying to keep costs to
a minimum to make sure that
as much profitas possible goes
to the right places,” Sydney-
based EMI label manager Gra-
ham Aston says.

Kelly, who is signed to EM],
previously supported and raised
funds for East Timor's struggle
to gain independence from In-

donesia, which it finally won in
2002. Copies of “Timor-Leste”
will be sold in East Timor dur-
ing the coming months at con-
certs by Kelly and other acts
featured on the CD, including
a number of local musicians.
—CHRISTIE ELIEZER

GOOD BAD DAY: On the
back of sales and radio success
in central Europe, singer/song-
writer Daniel Powter’s debut
single, “Bad Day,” has taken off
in the United Kingdom.

The track by Canadian-
born/Los Angeles-based Powter
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lishing deal with EMI Music
Publishing.

Francisco Saldaifa (Luny)
and Victor Cabrera (Tunes)
have written and produced for
virtually every top name inreg-
gaetén. They also have two al-
bums, “La Trayectoria” and
“Mas Flow, Vol. 2,” on the Bill-
board Top Latin Albums chart.

The deal covers the pair’s
catalog, as well as works by
acts signed to its Mas Flow
publishing.

“I was struck by their daring
in blending multiple rhythms
and styles into the reggaetdn
base,” says Nestor Casonu, EMI
regional manager for Latin
America, who first spoke with
Luny during the Billboard Latin
Music conference in April.

EMI has plans to work Luny
Tunes into the American and
European mainstream markets.
The pair will work closely with
creative manager Mirel Bravo.
Already out is a track on R.
Kelly’s current album. .

mor’s Children

arrived July 25 in Britain on
Warner Bros. It entered the Of-
ficial U.K. Charts Co.’s Aug. 6
list of top 75 singles at No. 2.
Airplay was key to the song’s
European success, London-
based Warner Music Interna-
tional VP of international
marketing Dion Finger says.
“People don’t know [Powter], but
they know the song,” he says.
The first breakthrough came
in late 2004 when the song was
featured in a French TV ad for
Coca-Cola, Finger says. Released
asasingle, it peaked at No. 3 on
the IFOP/Tite-Live sales chart

in late March. It subsequently
topped the charts in Germany,
Switzerland and Austria, lead-
ing to Powter’s appearance at
the Berlin stage of the Live 8
concerts in July.

Finger says “Bad Day” has
shipped more than 300,000
units in Europe. Powter’s self-
titled debut album was rel=ased
July 25 in Canada and Aug. 8 in
the United Kingdom. Warner
Bros. will release it in October
in the United States.

Powter is published by Song
6 Music/BMI.

—STEPHANIE WITTMER
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SPOTLIGHTS

Releases deemed by the review editors to deserve special attention
on the basis of musical merit and/or Billboard chart potential.

AL B U NS

BRAD PAISLEY
Time Well Wasted
Producer: Frank
Rogers

Arista

Release Date: Aug. 76
A triple threat of the
first degree, Brad
Paisley consistently turns out some of the
most diverse and creative albums in
mainstream country music. He does it again
here over the course of 16 tracks that range
from roadhouse twang-o-ramas (“Alcohol,”
“You Need a Man Around Here"), well-
rendered sentimental ballads (“Waitin’ on a
Woman,” “Out in the Parkin’ Lot”) and radio-
ready romance (“The World,” “She's
Everything”). But Paisley is stylistically
adventurous and a picking fiend on cuts like
“I'll Take You Back” and the jaw-dropping
instrumental “Time Warp.” He's also a superb
songwriter capable of looking at familiar
themes from different angles on cuts like
“Flowers,” and his duet with Dolly Parton,
“When | Get Where I'm Going,” will
undoubtedly grace a lot of funerals. As
always, Paisley is a top-notch humorist:
Check out “Cornography” with George
Jones, Little Jimmy Dickens, Bill Anderson
and Parton. A totally satisfying record on
every level —RW

SHEMEKIA

COPELAND

The Soul Truth

Producer: Steve

Cropper

Alligator

J Release Date: Aug. 16
Nobody should be

surprised that blues diva Shemekia Copeland

has recorded a soul album. Given her

formidable voice, it would be disappointing if

NICKELBACK
Photograph (3:57)
Producers: Nickelback,
Joey Moi

Writer: Nickelback
Publishers: various
Roadrunner (CD
promo)

Nickelback introduces its new album (due
Oct. 4) with a nostalgic midtempo ballad, a
change of pace from frustrated love-gone-
wrong rockers like “How You Remind Me”
and "Someday,” two other leadoff singles
that were monster hits for the band. But
“Photograph” will follow suit, with its decent
melody and easy-to-swallow guitar and
drum arrangements, albeit with enough bite
to keep the band from becoming an adult
contemporary act. Singer/guitarist Chad
Kroeger walks down memory lane,
expressing the mixed feelings that tug at
anyone from a small town. The strummed
guitar also helps you drift off into memories
that are happy and sad, and since that is the
point of “Photograph,” you have to call this
another win for Nickelback.—CLT

she didn’t plunge into R&B now and then. She
has done it right, too, hooking up with
Memphis icon Steve Cropper. “The Soul
Truth” is a sweet piece of work, highlighted
by a horn-powered opening track, “Breakin’
Out,” as well as “Who Stole My Radio?,” a
guestion many of us are asking nowadays.
“Something Heavy,” which is no more than
Copeland, Cropper on acoustic guitar and a
list of what this woman wants, is strong stuff,
and a perfect final track. Another special
moment, and surely the gentlest song or the
disc, is Copeland'’s duet with Dobie Gray on
the ballad “Used.”—PVV

BILL FRISELL
East/West
Producer: Lee
Townsend

Nonesuch

Release Date: Aug. 9
After a series of quiet
albums, last year Bill
Frisell unleashed the captivating, €lectronics-
steeped “Unspeakable,” whichwon a
Grammy Award. Here, he returns to more
familiar trio territory for a live collectior
taped at New York’s Village Vanguard and
Oakland, Calif's Yoshi's. For the former he
enlists bassist Viktor Krauss, the latter Tony
Scherr, while the drum chair is occupied by
Kenny Wollesen. Frisell, on electric and
acoustic guitar, snakes his loops into the mix
as he re-envisions originals (the sublime
“Ron Carter”), puts his signature on
American classics (“Shenandoah™) and
deconstructs in his own unmistakably
singular style such pop tunes as "I Heard It
Through the Grapevine” and “Crazy.” A big
plus is the shy humor of Frisell, a standard
bearer of adventurous jazz guitar for the
past 20 years. This album is for those who
like surprises around every bend.—DO

THE ROLLING
STONES Rough
Justice (3:10), Streets
of Love (5:09), Back
of My Hand (3:32)
Producers: Don Was,
the Glimmer Twins
Publisher: Promopub
BV

Virgin Records (digital download)

This three-pack of singles builds the appetite
for the upcoming “A Bigger Bang,” the first
Rolling Stones studio album in eight y=ars.
"Rough Justice” is a steamy snapshot of the
band’s relentless live energy; it is already off
to ajump-start at rock radio, althougt (or
perhaps because) the chorus echoes “Brown
Sugar.” The stadium ballad “Streets of Love”
—predictable but soulful—features a
deliciously lovesick Mick Jagger hooked on
phonics and “drenched with tears.” Atan
average age of 61, the Stones sound raw and
real. The smoky footnote “Back of My Hand”
delivers a generic late-night blues jam,
however. Marketing aside, why not release
just one song with a bigger bang?—SpP

AlLLBU

RODNEY CROWELL

The Outsider

Producers: Rodney Crowell,

Peter Coleman

Columbia

Release Date: Aug. 16

* That Rodney Crowell
has been on a creative

roll of late is an

understatement, and the

third in a trilogy of

introspective masterworks

sees no decline in genius but

an uptick in rockability. “The

Qutsider” is part self-

~ examination and part social

commentary, and Crowell

- doesn‘t always like what he

sees in either case. “The

. Obscenity Prayer (Give It to
. Me)”isacommentona

selfish society, and the title
cut is a grooving slice of
perfection. Crowell tosses off
britliant turns of phrase like
nickels on the lilting
“Beautiful Despair” and
“Things That Go Bump in the
Day.” But he lightens up on
the rave-up “Say You Love
Me” and offers up a stirring

. cover of “Shelter From the
| Storm” with Emmylou Harris.
1 The political rant “Don’t Get

Me Started” proves it's hard
to make “Muslims and Kurds

| and Bedouin herds” sound
. poetic, but he givesit a hell

of ashot.—RW

[ ROCK |
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Don’t Tread on Me

Producer: Ron Saint Germain

Volcano/Jive

Release Date: Aug. 16
Things start out strong
on the eighth studio

- album from modernrock

juggernaut 311. The opening
title track finds the band
leaning toward reggae and
churning out an enjoyable
listen, while the funky low-
end, rapped verses and
harmonies of “Thank Your
Lucky Stars” are
quintessential 311. But only
two more songs—"Solar
Flare” and "It's Getting OK
Now”—come even close to
providing a similar
experience. The rest of the
material is basically an easy-
listening version of the band,
with vocals weak enough 10
be distracting (“Speak Easy,”

- "Waiting”) and an over-

reliance on multilayered,
kitchen sink production
("For the Flowers”). Closer

- “There’s Always an Excuse”

proves to be an interesting

- tour of 317’s many influences,
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but the stylistic changes are
unfortunately not enough to
save the song or the
album.—BAJ

OPETH
Ghost Reveries
Producer: Jens Borgen
Roadrunner
Release Date: Aug. 30
u “Melodic death metal”
is the term often used
to describe Opeth, but on
“Ghost Reveries” the
Swedish band delves much
deeper into its Pink Floyd-
leaning progressive
tendencies. Thisisn’t so
much analbumasitisa
journey: The eight songs
average just as many
minutes, spooling from one
to the next like a thread.
Opener “Ghosts of
Perdition” starts with a blast
of growled words and a
commanding arrangement,
as does “The Baying of the
Hounds.” Although there are
other aggressive phases
("Reverie/Harlequin
Forest”), the group mostly
weaves quieter melodic
tapestries like “Atonement,”
“Hours of Wealth” (which
veers from folk to vaguely
psychedelic) and the soft,
meandering finale, “Isolation
Years.” Alternating between
powerful metal bursts and
gauzy atmospheres requires
patient listening, but it
allows for better exploration
of the beautifully dark world
Opeth creates.—CLT

WACO BROTHERS
Freedom and Weep
Producers: Ken Sluiter,
Waco Brothers
Bloodshot
Release Date: Aug. 16
* No longer a side project,
the Waco Brothers now
occupy the main stage
among the works of
feverishly prolific Jon
Langford. It is the most
solidly played and recorded
of the former- and
sometime-Mekon man’s
other recent quality efforts,
including excellent albums
with the Sadies. With a
rhythm section anchored by
pub rock veteran drummer
Stephen Goulding, “Freedom
and Weep” has a classic,
roots rock confidence that
makes you imagine a merger
of Rockpile and the Joe Ely
Band. Langford integrates his
progressive politics mostly
through mood rather than
rhetoric, though there is no
mistaking the election night
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2004 disappointment of
“The Rest of the World.”
Drink the champagne now,
Langford sings: "It ain’t
gonna last four more years/
Nor will your rights.” But
whether out of power or out
of luck, there is no disguising
the uptempo joy of the
music, laden with well-
seasoned hard rock riffs and
plenty of pedal steel.—

PRAS

Win Lose or Draw
Producers: various
Universal/Motown

Release Date: Aug. 16

It must be hard being Pras
Michel. For years, he lingered
in the shadows of his Fugee
counterparts, the eccentric
Wyclef Jean and the ever-
elusive Lauryn Hill. Though
he experienced moderate
success with first solo outing
“Ghetto Supastar,” and its
title track featuring Mya and
the late OI’ Dirty Bastard, it
proved no match for the
other Fugees’ star power.
Pras returns, eager to prove
that he can stand alone, with
“Win Lose or Draw.” Sadly,
major solo success still
seems beyond his grasp.
First single “Haven’t Found”
samples U2’s “| Still Haven't
Found What I'm Looking
For” but comes off clumsy
lyrically and musically. One
bright spot is "Dance Hall”
featuring Sean Paul and
Spragga Benz. But it’s telling
that Pras is still relying on
Jean for assistance on tracks
like "Angel Sings,” and you
can't help but wish Hill was
there tojoinin.—/MJ

| DANCE
ARMIN VAN BUUREN
Shivers
Producers: various
Ultra
Release Date: Aug. 23
Those that found Dutch
DJ/producer Armin Van
Buuren’s 2003 debut artist
album, “76,” lackluster are
advised to approach this
sophomore recording with
an open mind. The title
track—a top 40 hit in his
homeland—is a powerful
slab of vocal trance-pop.
Here, full-on songwriting and
an attention to song
structure rule, resulting ina
disc that is club- and iPod-
ready. Justine Suissa, who
has collaborated with Van
Buuren continued on >>p52
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in the past, is featured on
opening track “Walil of
Sound,” wherein a funky
electro undercurrent
provides ample edge for
cascading synths and
Suissa’s vocals. While the
focus is on uptempo tracks,
the rock-etched “Gold-
digger” (with Martijn Hagens
of Rosemary’s Sons) offers a
cool break intempo. The
acoustic-laced “Who'ls
Watching” (featuring Nadia
Ali, formerly of lio) is waiting
in line for a remix.—MP

TEAIRRA MARI
Roc-a-Fella Records
Presents Teairra Mari
Producers: various
Roc-a-Fella
Release Date: Aug. 2
Teairra Mari’s self-titled
debut centers on
relationships from the sassy,
no-nonsense 17-year-old’s
perspective. While its subject
matter will appeal largely to
the high school set,
unnecessary use of profanity
and mature lyrical content
does little to enhance her
street credibility. The
superior production adds
rawness to the album. Yet it
cannot compensate for
Teairra Mari's mediocre
singing. First single “Make
Her Feel Good" is tearing up
the charts with its catchy
hook, but the controversial
next single, “No Daddy,” an
unapologetic justification for
her misguided wild ways, will
attract even more attention.
Despite the flaws, gems like
the infectious “Lala” and the
club banger “Get Down
Tonight” showcase Teairra's
Mari’s potential.—JS

MADREDEUS

Faluas Do Tejo

Producer: Pedro Ayres

Magalhdes Metro Blue

Release Date: Aug. 2

* The soul of Madredeus
is Portuguese vocalist

CLEGEND & CREDIS :

EDITED BY JONATHAN COHEN (ALBUMS) AND

CHUCK TAYLOR (SINGLES)

CONTRIBUTORS: Keith Caulfield, Jonathan Cohen,

Teresa Salgueiro and
guitarist/songwriter Pedro
Ayres Magalhdes. A quintet
based in Lisbon, Madredeus
has been enthralling
audiences for the past 20
years. The word that
thoroughly describes the
Madredeus sound is saudade
—bittersweet longing—and
the music that best conveys
saudade is Portugal’s
greatest genre, fado.
Salgueirois one of the great
fadistas of modern Portugal.
She possesses a graceful
voice and an enviable feel for
the bluesy, emotionally
loaded nature of the genre.
Magalhaes has written
several memorable tunes
here, including “No Meu
Jardim,” “Fado Das Duvidas”
and the title track. The
instrumentation here is
essentially guitars and
synthesizers, played with a
good deal of romance and
precious little flash, which
allows our focus to dwell on
Magalhaes’ excellent songs
and Salgueiro’s gorgeous
voice.—PVV

INHABITED
The Revolution
Producer: Monroe Jones
Fervent Records
Release Date: July 12
Fronted by fiery lead
vocalist Sara Acker,
Inhabited is one of the most
promising new bands to
emerge this year. The group
knows how to rock hard, yet
the melodies and lyrics are
so accessible, they invite a
wide audience to the party.
Inhabited targets teen
consumers with songs that
deal with peer pressure,
society’s ills, temptation
and the search for direction;
“Everybody Listen” is a bold
statement about
individuality and freedom of
expression, while “One More
Night” is an achingly
poignant ballad about
abuse. “The Revolution”
signals the arrival of a new
force to be reckoned with

Barry A. Jeckell, lvory M. Jones, Dan Ouellette, Michael

Paoletta. Sven Philipp, Deborah Evans Price, Wayne
Robins, Jadeeva Smith, Chuck Taylor, Christa L. Titus,

Philip Van Vleck, Ray Waddell

PICK »: A new release predicted to hit the top half of
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on the Christian rock
scene, and it wouldn't be a
surprise to see this act
become the next cross-
over phenomenon,
following in the footsteps
of Switchfoot.—DEP

PAT METHENY/ORNETTE
COLEMAN

Song X: Twentieth
Anniversary

Producer: Pat Metheny
Nonesuch

Release Date: Aug. 9

Two decades ago, “Song X"
shocked Pat Metheny’s fans
as the guitarist broke from his
pastoral jazz sensibility and
fusion romps to collaborate
with saxophone renegade
Ornette Coleman. Now, with
the eight originals remixed
and remastered, and
augmented by six bonus
takes, the CD makes its grand
return, sounding today as
fresh and ear-opening as it
did in1985. The two master
improvisers meet, embrace,
then scamper after each
other with speedy precision
and oblique lyricism. The
most
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challenging  THIS WEEK ON!
project and (:()' 3
the best album ®
nMetheny’s  AppITIONAL |
career,“Song  REVIEWS:
X" isacase * Madness, “The |
study in how Dangermen |

T Sessions” (v2)
musicians

* The
from two Concretes, |
different “Layourbattle |
. axedown” |

yvorlds listen e
intently to + Jamie Lidell,
each other “Multiply”
and make ORETED ,
split-second i

improvisational decisions.
The double drum team of
Jack DeJohnette and
Denardo Coleman propels
the action, and bassist
Charlie Haden dives in
headfirst. But primarily this
is a showcase for Metheny
and Coleman, best heard on
the frenzied “Endangered
Species,” blues-hued "Mob
Job” and the marvelous
“Song X Duo.”—DO

the chart in the corresponding format.
CRITICS’ CHOICE *: A new release, regardless of chart
potential, highly recommended for musical merit. 1

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, Sixth Floor, New York, NY.

10003) or to the writers in the appropriate bureaus.
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JAMIROQUAI Feels Just
Like It Should (4:34)
Producers: Jay Kay, Mike
Spencer

Writer: not listed
Publisher: not listed
Columbia (CD promao)

W If you're one of the
Hal “fans” that jumped on
the Jamiroguai bandwagon
after smash “Virtual
Insanity,” then the act’s
latest single might come as

. abigsurprise. As a classic

rock-tinged guitar kicks off,
it’s obvious that this is
nothing like the futuristic,

~ soul-infused single that

catapulted the Brits into
MTV land; or 2001's disco-
saturated “Canned Heat,”
which provided the
soundtrack for the
memorable dance scene in
last year’s “Napoleon
Dynamite” flick. But as Jay
Kay croons about the
blissful sensations that go
along with being in love,
true fans will realize that

. though the sound is a little
: different, no one else could

feel this kind of funk except
Jay Kay and his grooving
cohorts.—/MJ

PAT McGEE BAND Must
Have Been Nice (3:59)
Producer: Gregg
Wattenberg

Writer: not /isted
Publisher: not listed

. Kirtland (CD track)

Ain’tit grand when it
sounds so easy? The well-

traveled Pat McGee Band is

out of the gate with fourth

~album “Save Me” and first

single "Must Have Been
Nice.” It has all the elements

. inplace—fervor, solid

hooks, instrumental savvy

{ and alead vocal that ignites

the senses—and yet,
without the proper
promotional attention,
here's a band that may fight
for its right to shine. After a

L stint with the majors,

McGee is now signed to
indie Kirtland; it's a story
we’ve heard before. These
guys are doing everything

 right. Now it takes a

champion at radio—or,
perhaps, in the new world,
online, to let the world

. know that McGee and buds
. are a spectacular

presence.—CT

' AARON TIPPIN Come

Friday (2:45)
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Producers: Biff Watson,
Michael Bradley, Aaron
Tippin
Writers: K. Archer,
M.T. Barnes
Publishers: Songs of Daniel/
Max T. Barnes, BM/
Lyric Street Records (CD
pPromao)
* This exuberant
anthem will remind
America’s hard-working
folks just what they’'ve
been working all week for:
the joy of a rip-roaring,
super celebratory week-
end. This song has fun,
fun, fun all over it. Aaron
Tippin turns in a high-
energy performance,
delivering the rapid fire
lyric with guts and gusto,
as he sings about the
perfect weekend, com-
plete with tiki torches,
grills and loud music.
Tippin makes it sound like
a party you'll want to join.
Many stations reserve a
special handful of songs
to play Friday afternoons
to get audiences in the
mood for the weekend.
This song was made for
that slot.—DEP

112 What If (4:17)
Producer: Darrell
“Ghettopop” Allamby
Writer: D. Allamby
Publisher: ASCAP

Def Soul (CD promo)

For a while, 112 was
arguably the hottest male
R&B group out there,
mastering ballads and
uptempo tracks. However,
fans have shown little
interest since the act’s
fateful departure from
label Bad Boy. The guys
hope to lure them back
with “What If,” from
“Pleasure & Pain,” their
sophomore release on Def
Soul. Sadly, the ballad
lacks the sensuality and
charm of previous hits,
while the lifeless vocals
sound more like a lullaby
than a desperate plea.
While it may receive spins
at R&B radio, “What If” will
ultimately leave fans
longing for the 112 we
knew and loved.—JS

CIARA AndlI (3:54)
Producer: Adonis

Writers: C. Harris,

R. Shropshire

Publishers: various
LaFace/Zomba (CD promo)
There comes a point where

many production-bred
artists believe their own
hype. “And I" is the ult mate
in disposable R&B balladry,
aided slightly by a robust
tapestry of background
vocalists. However, that is
not enough to resuscitate
the flatlining, vapid vocals
of Ciara. Take thisas a
painful example of an
employee working beyond
her skill set. —=CT

LIZ PHAIR Everything to
Me (3:17)

Producer: John Shanks
Writers: L. Phair, J Shanks
Publisher: not /isted
Capitol (CD promo)

Liz Phair scored a long-
overdue crossover hit with
2003’s “Why Can’'t 1?,” but
its glossy sound didn’t
exactly endear her to
devotees of her old-
school, to-fiindie rock.
“Everything to Me” is more
mature and less slick than
its Avril Lavigne-ieaning
predecessor—a
streamlined power ballad
that definitely has
potential at adult top 40.
However, there is nothing
really distinctive about
this cut, which Phair
penned with producer-of-
the-moment John Sharks.
Therein lies the problem:
Phair used to dazzle with
her frank lyrics and clever
songwriting, but here, she
sounds just plain
ordinary.—JC

DONNA SUMMER | Got
Your Love (3:59)
Producer: not /isted
Writers: D. Summer,

B. Roberts

Publisher: not l/isted
Universal (digital download)
Timed to coincide with her
current U.S. tour, the
release of “I Got Your
Love” bring us the diva's
first new music in two
years. The pulsating dance
number was recorded a
few years ago, butisjust
now seeing a release
exclusively through Appla
Computer’s iTunes Music
Store. The song is tinged
with modern buzzy zips
and zaps, and is a no-
brainer for dance radio
and club outlets. It also
has an accessibility that
adult top 40 stations may
embrace.—KC
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Confab Attendees Spread The Word

R&B/Hip-Hop Conference Provides Forum For Industry Players To Share Their Expertise

hat if we or-

ganized a con-
ference and no
one came?

I’ve asked my-
self that question every year
since Billboard launched its
annual R&B/Hip-Hop Con-
ference in 2000. And each
year, I’'m thankful to say, the
question has become moot.

My Billboard urban music
colleagues Ivory M. Jones
and Raphael George and |
are especially gratified by
the reception the confer-
ence received this year, be-
cause it was our first time
in the southern R&B/hip-
hop hotbed of Atlanta. And
thanks to the positive re-
sponse, we’'re already plot-
ting strategies to bring
even hotter beats to Hot-
lanta in 2006.

For those in attendance at
the Aug. 3-5 event, the con-
ference boiled down to one

word: knowledge. | can’t
count the number of people
who raved about the valuable
information imparted during
the various panels. This was
most apparent at the Aug. 5
“Expert Conversation” work-
shop, during which attendees
conversed one-on-one with
A&R, publishing and song-
writing leaders.

Setting the conference
tone was the kickoff session,
“Declaring Independence.”
Label executives and artists
weighed in on maintaining
independent clout. As TJ
Chapman, CEO of TJ’s DJ’s
Record & CD Pool, noted, it
comes down to one thing:
“What do you want: the dol-
lars or the fame?”

The ASCAP-sponsored
“Super Producers” panel
was a standing-room-only
affair, with folks drawn to a
very talkative Timbaland,
Warryn Campbell, Dre &

BeatBox

The three albums could not be
more different

Armin Van Buuren’s “Shiv-
ers” is high-flying, epic, emo-
tional trance, originally
released in the Netherlands on
his own Armada Records

Timo Maas’ “Pictures” gets
funky with robot noises and
genre-bending melodies, and
hit U.K. shelves in June on
Hope Recordings

Armand Van Helden’s
“Nympho,” profiled in this
space last month, is dance-rock
fusion, released July 4 on U.K.
label Southern Fried

Now all three are coming to
America—*“Shivers” and “Pic
tures” on Aug. 23 and “Nympho”
on Sept. 6—by way ot New York
indie Ultra Records.

The high-profile triple-
release is just one in a series of
milestones for Ultra, which in
nine short years has become
dance’s most successful and
recognizable label. Ultra boasts
100,000 iTunes downloads

KERRI MASON kmason@billboard.com

Ultra’s Trifecta

New York Dance Indie Shows Three Faces On New Releases

each month, operates three
specialized sublabels (You for
house singles; Sequence for
reggae, soca and urban; and
Escondida for world) and just
launched a publishing arm
(Ultra Music Publishing)

Additionally, the label recently
entered a 50/50 partnership with
Miami's successful Ultra Music
Festival, which will stage its first
New York event Sept. 16in Cen-
tral Park. One thousand tickets
were sold before the ad cam-
paign even started

But Ultra is best-known for
its four double-CD compilation
series—“Chilled,” “Dance,”
“Trance” and “Weekend”—
which together have sold more
than [ million units. The [abel
recently received a request to
launch another “Ultra Dance”
series in Estonia.

So, if compilations are
responsible for the bulk of the
label’s success, what is its
appeal for European artists
looking to get their original

Vidal, Anthony Dent, Bryan-
Michael Cox and Johnta
Austin. But while production
remains an integral compo-
nent, here’s hoping the
R&B/hip-hop community
doesn’t continue to wear
blinders when it comes to
other crucial aspects of the
industry.

It was disheartening to see
such sessions as “Cents and
Sensibility” and “Digital Dia-
logues” play host to smaller
audiences. Knowledge is def-
initely power. In an ever con-
solidating and technologically
advancing industry, staying
ahead of the curve is what will

music heard in America?
“I think they notice our
stuff on the front page of
iTunes [and] in front of the
stores at retail,” Ultra
founder and president
Patrick Moxey says.

“Artists and producers
are smart,” he continues.
“They see when people are
dealing with things on a se-
rious basis. If a radio sta-
tion from New Orleans
contacts us asking for acts
for a show, we send an act
there. It costs us money,
but we take it very seri-
ously. We have a commit-
ment to dance music, for
the long term "

In fact, for artists in
search of a full-service U.S.
label, Ultra is one of the few
games in town: a well-oiled ma-
chine poised to hoist product
into the far reaches of the coun-
try.

“We have different depart-
ments that handle all the func-

I . '- _ i i" —C N U N
Billooard @ s

—_— E—
separate the successful play-
ers from the wannabes.
Those who attended the
aforementioned sessions
came away with a wealth of
key information. For in-
stance, the “Digital Dia-
logues” audience was
treated to a spirited ex-
change between Motorola
senior product manager
LaSean Smith and EMI Music
Group royalties/digital spe-
cialist Andrea Jacobs about
the merits of digital exposure
versus getting paid. Pacing
that discussion was Smith’s
announcement of a new
Motorola venture, iRadio. The

tions of a record,” Moxey says.
“Whether it's new media, radio
promotion, club promotion,
product management, mar-
keting, A&R, finance and legal,
production, mechanical licens-
ing, publishing. Every avenue
that needs to be covered 1s

www.americanradiohistorv.com

technology, which will pro-
vide commercial-free Inter-
net radio channels via a
mobile phone, becomes avail-
able later this year and will
give major-label and inde-
pendent artists the oppor-
tunity to place their music in
the hands of millions.

During the “Cents and Sen-
sibility” session—sponsored
by the Atlanta chapter of the
Recording Academy—par-
ticipants learned about vari-
ous forms of insurance to
protect all company assets.
And speaking of getting paid,
Sean Glover, director of
royalty administration for
SoundExchange, advised
artists and labels to be vigi-
lant about their digital per-
formances on the Web, cable
and satellite radio. “Dollars
are being left on the table,”
he warned.

Special thanks to Ying
Yang Twins member D-Roc

LT o TR
ot
MAAS®

properly covered here.”

Moxey, a former Virgin VP,
intends to keep Ultra indie,
and plans to join the new
American Assn. of Indepen-
dent Music this year.

“We feel strongly about being
independent,” he says. “We want
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and producer/mentor Mr.
Collipark for sharing their
own special brand of levity
tempered with practical
ruminations on the business
of music. A tip of the hat goes
to former Billboard staffer
Rashaun Hall, whose assis-
tance in pulling together the
conference was invaluable.
Ivory, Raphael and | also
thank all the moderators,
panelists, showcase artists,
labels, sponsors (including
presenting sponsor Ameri-
can Urban Radio Networks)
and our ongoing network of
industry friends and sup-
porters. We can’t do this
without you.

So here’s to next year,
when I’ll again ask the ques-
tion that opened this column.
Doing so will ensure that
Billboard offers more of what
the black music constituency
needs to further empower its
presence. oe

to be a great outlet for mu-
sicians and artists who
don’t always fit into the
cookie cutter of what the
major labels want to do.”

TRAVEL TUNES: Fis-
cherspooner, Damian
Lazarus and Black Strobe
have contributed exclu-
sive D] mixes to “The
Other Side,” aseries of in
teractive travel guides in
the two-sided DualDisc
format. The CD side is a
musical tour of the acts’
native cities (New York,
London and Paris, re
spectively), while the
DVD component offers a
visual one.

The series is a partnership
between Deaf Dumb & Blind
Communications (the parent
company of D] booking agency
AM Only) and magazine/city-
guide publisher Time Out.
The first three installments
are due Oct. 25. ..
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Some of R&B and hip-hop’s top minds
converged on Atlanta’s InterContinenta
Hotel Aug. 3-5 for a dase of Southern
hospitality and to share their expertise
at the sixth annual Billboard/American
Urban Radio Networks R&B/Hip-Hop
Conference. It was the first time the
conference was held in Atlanta, after
several years in Miami. Attendees were
treated to comprehensive panel
discussions, new-artist showcases and
ronstop nexworking opportunities.

The conference concluded with the fifth
annual Billbcard/AURN R&B/Hip-Hop
Awards, held at Atlanta's Compound
Nightclub. Chaka Khan and A Tribe
Called Quest were this year's
Founders Award recipients, while : i
Usher, 50 Cant and Alicia Keys were DAS/CLT;&??;T;:;VKW : / Y
among the -op honorees. i , er.oy & moment on the rec carpes

’ with &flbcard co-executive edior Tamara .

Connitf. Skar ng the spotlight, froms eft, a= Yalure,
Eddie B., Garidlie, Joshua, Conniff, Son ard varya.

Pnotos: Arnold Turner

“Digital Dialogues” parel
mocerator Terry Bellow of SupeRadio’s
“Sout Lounge,” far left, talks technotogy with
Largardere Active North America’s Jonazhen Dworkin,
EMi Music,/AJ Media Group’s Andrea Jeccbs, Urban

World Wireless’ Mike Jacobs and Motorolas LaSean Smitn.

Eﬁ =Jiboard’s Raphael
George, left, moderator
of the “Feggaetdn: Fad

or Last ng Force?” panel,
discusses the “Uturz of the Latin
rap/reggae hybric svith Powermoves
Entertainment’s Eric Martinez,
Goldstar Musi- art st Hector “El

Bambino,” Machete ™ usic’s Gus Lopez

and the Roo™ Records/Perfect

Image Productione’ Arthony Perez.

Songwriter/producar
’ Bryan-Michael Cox, center, congratulates
The “Cenzs and Sersibilty™ g Dirty Rose, an R&B group signed to Cox s Black

panel, sponsa=d by the Recording s > Bakty Productions, following & performrance
‘ Academy, discussed -he importarce of a at the Live Artist Showcase & Happy Hour.
Fsolid financial and lagal plan. Ficturedt wom left, 2

are moderator K21dall Minger of law firn
Minter & Associates; James Ckippencale of CSI
Entertainment Insurance; Walter Zoulter cf American
Express; Sean Glover cf SoundExctenge Rasheed
Muhammad of Sun Trust Bank; atzorney Daniel Stuart of
Manatt, Phelps and Phillps; and etorney Omara Harris.

Marketing and
media experts gathered far
“Branding Pow=-" a discLssion o°
corporate deals involving urban artists.
Pictured, from left, are Munson Steed o° Steed
Media Group/Rolling Zut Urbar Style Waekly,
moderator Erin Patton of te Mastermind Group, Hirlam
Hicks of the Artist Factory, Bdward P. Foy Jr. cf eFashion
Solutions and Solomon Smallwood of Madson S alwood Financia]
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Billboard’s Gail Mitchell
congratulates TVTs
Ying Yang Twins
following their awerds
show performance.
Flanking Mitchell are
the Twins’ Kaine,

left, and D-Roc.

RCA/J Records

artist Smitty,
Decade/AJM Records
artist Justyn Matthew
and RCA/J Records

artist Rhymefest mix it up
after thar performances
during the Live Artist
Showcase Luncheon.

Founder's

Award recipient
Chaka Khan meets
fellow honorees A

Tribe Called Quest
backstage at the awards
show. From left are
Q-Tip, Phife, Jarobi,
Khan and Ali Shaheed
Muhammad.

It was standing room only
at the ASCAP-sponsored “Super Producers
L Worksop” as some of the industry’s hottest
o producers shared their insights about the music business. e
The session featured, from left, co-moderators Jay Sloan of

ASCAP and Greg Street, air personality with R&B/hip-hop WVEE
(V-103) Atlanta, and their panelists: songwriter/producer Johnta
Austin, producer Warryn Campbell, songwriter/producer Bryan-Michael Cox,
produzer Anthony Dent, production duo Dre & Vidat and hitmaker Timbaland.

www.americanradiohistorv.com

AUGUST 20, 2005

Biltboard
president/publisher

John Kilcullen, left,
welcomed conference
attendees at the

opening reception,
co-sponsored by AURN
and GSAT/the Lowery
Sroup. Here, he greets Gigi
Willis of GSAT/the Lowery
Group; Jiil Glbson, daughter
of reception honoree and
radio pioneer Jack “the
Rapper” Gibson; and Jay
Wiitiams of AURN.

www.billboard.biz
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ricardo montaner todo. nada

Vif';?)]; 7>f
\ /B
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SEL # 73902
One of the most important and respected
singer-songwriters in the world of music,

returns with his new album “TODO Y NADA”

REYES RECORDS INC.

MUSsS ICIDI STRIBUTORS

140 N.W. 22 Avenue Miami, Florida 33125
Tel: (305) 541-6686 Fax: (305) 642-2785

e el www. reyesrecords.com E-mail: reyesrecords@reyesrecords.com

| The Ultimate
Resource for Touring
Bands & Musicians

The new Summer/Fall 2005 edition includes:

o Citv by city club directory « A&R directory
* Music services directory * Music industry websites

PLUE Special Features:
o What successful artists know about Music Publishing
* And much more

800.562.2706 - 818.487.4582

ORDER NOW! www.orderbillboard.com

Fmd out whal these
successhi gists kiow
ot Music Publishing

' NEW

24th Edition-

Compiete Diractory of Bhait indesv'y Cantacts.

5y o
o

Love Yourﬂ Country?

JOEL WHITBURN PRESENTS

Top Country Songs 1944-2005

The only complete history of all the songs,
songwriters and artists from 62 years of
Billboard's "Hot Country Singles” chart!
To order, call toll-free
800-827-9810

See a full description at
recordresearch.com
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Rollins Hits Milestone

Live Set On Longtime Label Captures Post-Sept. 11 Emotions

m onny Rollins is

known as “the
% Colossus,” an apt
moniker for the

~ " tenor saxophonist
who blows brimstone fire and
pacific beauty.

He turns 75 Sept. 7, just
eight days after his latest CD,
“Withouta Song (The 9/11 Con-
cert),” is released by his long-
time label Milestone.

The CD is Rollins’ 22nd—
and fourth live—album for
Milestone, which is now
under the Concord Music
Group umbrella.

While Rollins’ studio record-
ings have never fully captured
the immensity of his playing,
catching the improviser par ex-
cellence live during a tran-
scendent performance is ajazz
fan’s dream.

This disc captures one of
those shows: Rollins’ Boston
concert staged three days after
the Sept. 11, 2001, terrorist at-
tacks. The CD is a majestic doc-
ument of a jazz living legend
still actively pursuing grand
peaks of performance.

A soft-spoken, gentle giant
of the tenor, Rollins is a bona
fide jazz icon, having played
with all the modern greats, in-
cluding Bud Powell, Miles
Davis, Thelonious Monk, Art
Blakey, Max Roach and Clifford
Brown. He is also modest.

“I'm a pretty tough critic of
myself,” he says. “It’s hard for
me to listen to my own music.
[ always cringe in places where
[ wished I had played something
difterent. But this concert was
performed as a historic event,
and I feel the music sustains.”

The World Trade Center at-
tack, which took place just a few
blocks from Rollins” apartment,
profoundly affected him.

“1 was shaken up, discom-
bobulated, just like everyone
else,” he says. “I was evacuated
from my building. I had to walk
down 40 floors in a dark, nar-
row stairwell, after which [ went
to our upstate New York home.
[ was disposed to cancel the
Boston show, but my wife Lu-
cille hated to renege on anything
and also felt that it might do
good to go on with the show.”

As it turned out, the music
indeed was a balm to the somber

wWWW. americanradiohistorv.com

audience. In the tenor’s esti-
mation, was it healing? “Music
has always been my rock, my
foundation,” Rollins says. “In
fact, if I'm not able to practice
for four or five days, | begin to
physically feel under the
weather. So, yes, | see musicas
a healing force.”

“Without a Song” includes
Rollins’ live staple, the calypso
“Global Warming,” as well as
songs from his childhood, in-
cluding the title track (based on
the Paul Robeson version). The
playing is invigorating through-
out. The CD includes 73 min-
utes of the concert that clocked
in at 2 hours, 40 minutes, which
means more music from the
show could be in the offing.

Originally, Rollins was
working on a studio release
when his wife took ill. She died
last November, which is why
the live recording is being is-
sued instead.

“Without a Song” is the final
album on his Milestone con-
tract. What’s next? “I’'m not
sure exactly what I'll do,”
Rollins says, adding that he
has many options. “It’s be-

SONNY ROLLINS’
new album, "Without
a song (The 9/N
Concert)." is his
22nd album on
Milestone.

coming increasingly difficult
in our society to think of art
before commerce. So whatever
1 do, I'll be keeping true to my-
self without compromise.”

BRECKER UPDATE: More
details on the serious medical
condition of Michael Brecker,
this time from a letter sent to
friends by his wife, Susan
Brecker: The 56-year-old mas-
ter saxophonist, and 11-time
Grammy Award winner, has
been diagnosed with MDS
(myelodysplastic syndrome),
which will require him to un-
dergo a bone marrow stem cell
transplant. So far, no suitable
donors have been found.
Given that a match would
most likely come from a person
with an Eastern European Jew-
ish ancestry, family members
are requesting that people take
asimple blood test to see if they
are a potential donor. For more
information, contact Brecker’s
management at 212-302-9200
or info@michaelbrecker.com.
Fans are also encouraged to
send e-mails to Brecker at the £
same address. oo

to: Mitch Haddad/Wirelmage.com
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HOT

A WEEKLY ROUNDUP
OF NOTABLE CHART
ACHIEVEMENTS

»>

CHART
BEAT

READ FRED BRONSON

| EVERY WEEK AT
-~ BILLBOARD.COM/FRED

>>Martina McBride brings
songwriter Joe South back to
Hot Country Songs for the
first time in 18 years, as she
earns Hot Shot Debut honors
with “(l Never Promised You
A) Rose Garden” (RCA), her
remake of a song that was No.
1for five weeks in 1970 for
Lynn Anderson.

>>Fred Bronson also redorts
on who is the 18th “American
Idol” contestant to chart;
what makes Bow Wow's fifth
anniversary on the Hot 100 so
special; and reveals what
chart feat Bryan Adams and
Eiton John have in common
with Michael Bublé and Rob
Thomas.
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E 5P
)
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2

Over the Counter
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GEOFF MAYFIELD gmayfie_ld@billboard.com

Faith Is Strong, But Overall Album Sales Still Drag

Faith Hill's new “Fireflies” falls shy of
her biggest-ever sules week, but in the
slow summer of adown year, a one-week
sum north of 30,000 is still an encour-
aging sight.

This marks Hill's third No. 1 on The
Billboard 200, as well as her third on
Top Country Albums. The 472,000-unit
start of her 2002 album “Cry” marked
the only opening week she has seen a
larger number than the 329,000 that
brightens “Fireflies.”

Hill’s is the th rd country set to lead
the big chart this wear, following albums
by George Strait six weeks ago and Kenny
Chesney in the Feb. 12 issue.

This further marks the biggest sales
week by any country title since Christ-
mas week of 2004, when Shania Twain’s
“Greatest Hits” le.d Nashville’s scorecard
with 347,000.

DOWNTIME: The bad news is that only
one other album tesides Faith Hill's sells
more than 100,000). The hits compilation
“Now 19” falls to sezond place with 177,000
sold (down 25%).

By comparison, the 31st sales week
of 2004 saw each of the top six albums
surpass 100,00C copies, including a
504,000-unit start for “Now 16.” Over-
all album sales decline yet again, as the

gap from 2004 widens frcm 7.9% last
issue to 8.1%.

Before you ask: Yes, the year-to-date
album tally includes the 7.9 million
copies that have been sold this year via
digital download.

BIGGER PICTURE: We first heard
the call during furth-quarter 2004,
when the acceleration of album sales that
occurred during that year’s first eight
months evaporated into a sea of compa-
rable-week declines. This vzar, the idea
is beginning to echo in a co 1ple of influ-

HILL

ential industry corners.

Simply put, the notion is that we may
have already reached the point where
album sales alone are not an adequate
measure of the music industry’s health.

These thinkers suggest that to build a
more precise gauge, one should divide the
number of digital tracks and master ring-
tones by nine to approximate album sales
for these fast-growing electronic offerings.

Nielsen Mobile, a division of Nielsen
Music, is workir.g to get a handle on the
latter category. Unlike the monophonic
and polyphonic ringtones measured on
the Billboard Hot Ringtones chart,
which only provide income for writers
and publishers, the growing field of
master ringtones also benefits record
companies and recording artists.

In the meantime, we already know
that 190.8 million digital tracks have been
sold, according to Nielsen SoundScan,
up 138% from this point last year. Di-
viding that total by nine would add an-
other 21.2 million albuin units to a
comprehensive ledger. Add that to this
year’s album numbers, and the volume
grows to 355.7 million.

Make the same adjustment to last
year’s album tally, and even without mas-
ter ringtones, the gap from last year’s
sales is almost halved, to 4.2%.

For week ending Aug. 7, 2005. Figures are rounded. § @

Look for more voices to join this cho-
rus as the year progresses.

COCKTAIL CHATTER: Inits 17 chart
weeks, Mariah Carey’s “The Emancipation
of Mimi” has yet to fall below the top five—
thealbum is No. 3 this issue, with another
99,000 sold. It’s her most consistent start
since her chart-topping 1996 album “Day-
dream” spent its first 23 weeks in that part
of the chart. “The Emancipation of Mimi”
has scanned 2.8 million to date.

Rise Against’s “Siren Song of the
Counter Culture” reaches the pinnacle
on Top Heatseekers, as well as its high-
est Billboard 200 rank (No. 148) since it
entered at No. 136 in the Aug. 28, 2004,
issue. Tour dates with Alkaline Trio, plus
radio and MTV2 play for the album’s sec-
ond track—“Swing Life Away” (No. 15
on Modern Rock)—were catalysts that
gave the album a push.

FOR THE RECORD: Thetotal for Andy
Andy’s “Ironia” was overstated in the batch
of charts we published last issue but was
correctin the numbers that Nielsen Sound-
Scan released. The affected charts—The
Billboard 200, Top Heatseekers, Top Latin
Albums and Top Independent Albums-
have been rerun to reflect the proper ranks
in our archives at billboard.biz.

Compiled from a national sample of retail store and Nielsen
. b)) k sal tlected and ided b
IVIE“ I(et \A’ﬂt(ll] A Weekly Nationa! Music Sales Report e e Slssee
i s [y & spie):
STORE DIGITAL
ALBUMS SINGLES TRACKS 2004 2005 CHANGE 2004 2005 CHANGE
This Week 10,560,000 118,000 6,820,000  OVERALL UNIT SALES YEAR-TO-DATE SALES BY ALBUM CATEGORY
Last Week 10,382,000 123,000 6,175,000  Albams 363,057,000 334,547,000 -8.1%,  Current 228,481,000 206,859,000  -9.5%
Change 17%  -41%  104%  Store Singles 5138,000 3,366,000 -345%  Catalog 135,476,000 127,688,000  -5.7%
This Week Last Year 12,236,000 153,000 2,867,000  Digital Tracks 67,323,000 190,858,000 183.5%  Deep Catalog 93,248,000 86,470,000  ~7.3%
Change ~13.7% -22.9%  137.9%  Totel 436,418,000 528,771,000  21.2%
SALES BY ALBUM FORMAT Alb

WEEKLY ALBUM SALES o Y D ,

s 0] 356,466,000 332116000 -68% 04 228.5.milliond
ESTRllipaE === #= " Cassett 6,457,000 1729000 -732%

@=SEHe LG e STk ‘05 206.9 million
30 -Other 1,034,000 702,000 -32.1%
2004
2005

25 Album Sales Catalog Album Sales
20 ‘04 . w ‘04 w
g o —— T SESSSEELIT)

Digital Tracks Sales

'04 . ,' 67.3 million

WwWWW.americanradiohistorv.com

‘08 190.9 million

Nielsen SoundScan counts as current only sales within the
first 18 months of an album’s release (12 months for classi-
cal and jazz albums). Titles that stay in the top half of The
Billboard 200, however, remain as current. Titles older than

18 months are catalog. Deep catalog is a subset of catalog
for titles out more than 36 months.
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ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)
3 [ FAITH HILL
[ WARNER BROS. (NASHVILLE) 48794/WRN (18.98}

Title

11

Fireflies

VARIOUS ARTISTS

THE EMI GROUP/UNIVERSAL/SONY BMG/ZOMBA 12133/CAPITOL (18.98)

Now 19

MARIAH CAREY
ISLAND 003943"/IDJMG (13.98)

The Emancipation Of Mimi E .

YOUNG JEEZY
CORPORATE THUGZ/DEF JAM 004421*/IDJMG {13.98)

Let's Get It: Thug Motivation 101 .

TEAIRRA MARI
MUSICLINE/ROG-A-FELLA 004526*/1IDJMG (13.98)

Roc-A-Fella Presents Teairra Mari l

KIDZ BOP KIDS
RAZOR & TIE 89104 (18.98)

Kidz Bop 8 .

COLDPLAY
CAPITOL 74786 (18.98)

X&Y B.

THE BLACK EYED PEAS
A&M 004341+/INTERSCOPE (13.96/8.98)

Monkey Business IR .

KELLY CLARKSON
RCA 64491/RMG (18.98)

Breakaway B .

GORILLAZ
PARLOPHONE 73838*/VIRGIN (18.98)

Demon Days .

5:]\05 SER’E\EI; zsLoe;»Lﬁvwoon (18.98) Feels Like Today B .

@ 13 g)ﬁjm,\vg:g:sv-/souv MUSIC (16.98) ® Wanted :
;Il 12 ﬁT\Q’/‘EC?PES‘;gaEAEQA,?:INB) Love. Angel. Music. Baby.

14 _ 9.3 a ::I‘VE %Ekboman (18.98/12.98) @ TP3 Reloaded |
Ii‘é_:. 4 ! gﬁgfcﬁgg'§034 (18.98 CD/DVD) ® Retaliation

_‘6 1925 a FﬁJ/:LIEIJLB?E:i;EIIBHgAYND 004140/IDIMG (13.98) From Under The Cork Tree
II,, 8 's\c«:gfn:u?g\g?um 49340*/WARNER BROS. (18.98) Who Is Mike Jones? |
48 2 ;EiCE)ABMIIO'IR(I(Elt.:Al:HVILLE) 004300/UMGN (13.98) Honkytonk University
D = ﬁeﬂcﬁméw%w . Twice The Speed Of Life

ROSWELL/RCA 68038*/RMG (19.98) &

In Your Honor |

. ﬂ FOO FIGHTERS

“15 13 B YING YANG TWINS
o COLLIPARK 2520*/TVT (17.98/11.98)

U.S.A.: United State Of Atlanta

e 24 24 = KEITH URBAN
: CAPITOL (NASHVILLE) 77489 (18.98)

Be Here

American Idiot

> GREEN DAY
w 34 28 L REPRISE 48777*/WARNER 8ROS. {18.98}
24

- JASON MRAZ
ATLANTIC 83833/AG (18.98) ®

Mr. A-Z

8 23 SYSTEM OF A DOWN

Mezmerize

AMERICAN/COLUMBIA 90648/SONY MUSIC (18.98)

Unwritten

THE ALL-AMERICAN REJECTS

NATASHA BEDINGFIELD
]I Bz DOGHOUSE 004791/INTERSCOPE {13.98)

Move Along

EPIC 33988/SONY MUSIC (11.98) &
22 16

MISSY ELLIOTT
THE GOLO MIND/ATLANTIC 83779*/AG (18.98)

The Cookbook .

“EE 31 JACK JOHNSON

In Between Dreams

.{_. JACK JOHNSON/BRUSHFIRE 004149*/UMRG (13.98)

30 2 2% Eso CENT

The Massacre

THE KILLERS

ISLAND 002468*/IDJMG (13.98)

L) SOUNDTRACK

(LTS COLuMBIA 94B94/SONY MUSIC (13.98)

= SHADY/AFTERMATH 004092*/INTERSCOPE (13.98/8.98)
oo

Hot Fuss

The Dukes Of Hazzard

=2 ¥ CARLY SIMON
=0 COLUMBIA 94830/SONY MUSIC (18.98) ®

Moonlight Serenade | 4

@ L E BABYFACE
§ A ARISTA 70568/RMG (18.98)

Grown & Sexy

'$ 30_" SOUNDTRACK

Hustle & Flow

SLIM THUG

GRAND HUSTLE/ATLANTIC 83822"/AG (18.98)
29 12 ,
STAR TRAK/GEFFEN 003505*/INTERSCOPE (13.98/8.98)

Already Platinum

CAROLE KING
ROCKINGALE/HEAR 6200/CONCORD (19.98)

The Living Room Tour

GEORGE STRAIT
MCA NASHVILLE 004446/UMGN (13.98)

Somewhere Down in Texas

SHAKIRA
EPIC 93700/SONY MUSIC (18.98) ®

Fijacion Oral Vol. 1

PRETTY RICKY
ATLANTIC 83786/AG (18.98)

Bluestars

MARY MARY
MY BLOCK/COLUMBIA 92948/SONY MUSIC (18.98)

Mary Mary

MY CHEMICAL ROMANCE

Three Cheers For Sweet Revenge

u REPRISE 486 1S/WARNER BROS. (18.98)

LYFE JENNINGS
GOLUMBIA 90946/SONY MUSIC (12.98) ®

Lyfe 268-192 ql

TREY SONGZ
SONG BOOK/ATLANTIC 83721/AG {15.98)

| Gotta Make It

EMERY
TOOTH & NAIL 60604 (13.98)

The Question

AUDIOSLAVE
EPIC 004603/INTERSCOPE (13.98)

Out Of Exile W .

PAPA ROACH
EL TONAL/GEFFEN 003141/INTERSCOPE (13.98)

Getting Away With Murder g

WEEZER
GEFFEN 004520*/INTERSCOPE (13.98)

Make Believe .

MICHAEL BUBLE
143/REPRISE 48946/WARNER BROS. (18.98) ®

It's Time i

GRETCHEN WILSON
EPIC (NASHVILLE) 90903/SONY MUSIC (18.98) ®®

FHE BILLBOARD 200 ARTIST !NDEX

BACKSTREET BOYS .
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BACKSTREET BOYS
JIVE 59611/Z0MBA (18.98)

‘.EMMSQ
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SALES DATA COMPHLED BY

N

Nielsen
ScundScan

Title
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Never Gone TR

LIFEHOUSE
GEFFEN 004308/INTERSCOPE (13.96)

52 57 50

Lifehouse

DAVE MATTHEWS BAND
RCA 68796/RMG (18.98) ®

New chart

= el

Stand Up |

hgh (and

THE OFFSPRING
sacend top e

COLUMBA 93459/SONY MUSIC (18.98) ®

Greatest Hits

13 this year) JASON ALDEAN
fcr seres BROKEN BOW 7657 (12.98)

Jason Aldean

M B KEM
a1d label. @ | ) m MOTOWN 004232/UMRG (13.98)

Album Il

Aso ninth z
Y52 DESTINY'S CHILD
Nb. 1 on Top § 83 TR coLunain s2sssisony wusic (16 96) ®

Destiny Fulfilled

Kd Audio, *| TOBY KEITH
SiCGnd on DREAMWORKS (NASHVILLE) 002323/UMGN (13.98)

[
3]
Greatest Hits 2 B
1

Il Divo

UPSTAIRS 1027 (13.98)

IL DIVO
Tep internet BN 24 SYCO/COLUMBIA 93963/SONY MUSIC (18 98) @
Abums. R LIL ROB

Twelve Eighteen: Part |

b 8, HAWTHORNE HEIGHTS
; 681158 R vicrony 220 (13.98)

The Silence In Black And White @

F THE WHITE STRIPES
ﬁﬁ ol e THIRD MAN 27256/V2 {18.98)

Get Behind Me Satan

ALANIS MORISSETTE
MAVERICK 49345/WARNER BROS. (18.98)

Jagged Little Pill: Acoustic

L e CIARA
v SHO'NUFF-MUSICLINE/LAFACE 62819+/20MBA (18.98/12.98,
L=gendary g !

Goodies ‘B

rep act’s best B3

BS

BAD BOY 83812/AG (13.98)
sales veek

("700:)) Ll 53 ROB THOMAS

..Something To Be '

MELISMA/ATLANTIC B3723/AG (18.98 DD) @
¢lart status

Savage Life

WEBBIE
5 TRILL 83825/ASYLUM (18.98)
since “He
Got Game”

MUSKETEER 13115/WIND-UP (18.98)

Karma And Effect

PUBLIC ENEMY
DEF JAM/CHRONICLES 001923/UME (13.98)

SEETHER
_m the top 10

Power To The Peopie And The Beats: Public Enemy's Greatest Hits |

The Way It Is

COMMON
[ G.0.0.0./GEFFEN 004670°/INTERSCOPE (13.98/8.98) ®

B @

ANNA NALICK
COLUMBIA 90891/SONY MUSIC (11.98)

Wreck Of The Day

BOYZ N DA HOOD
BAD BOY SOUTH/BAD B0Y 83810/AG (18.98)

Boyz N Da Hood

v?;\lrﬁsgarolf(msnvuu) 48520/WRN (18.98) Horse Of A Different Color : Bl
dbuts ggﬁarm‘ﬁﬁtfamﬁ%a %) Disturbing Tha Peace Presents Bobby Valentino @
with 34,00 IS gl E gﬁ(ﬁlﬁﬁ?\f@?ﬁ/sow MUSIC (12.98) ® Crossfads
tsri?g-‘;s“t':')hzge g 68 L ggg%o#i_ﬂ«?ﬁ?&?n (16.98) Greatest Hits H
Words.” FRANKIE J The one @

COLUMBIA 90945/SONY MUSIC (18.98) &

Gains 30%

GRUPO BRYNDIS
on Hot Digital e

DISA 720576 (11.98) ®

Por Muchas Razones Te Quiero

Songs (9-7).

LAVA 93411/AG (18.98 CD/DVD) ®®

§ NINE INCH NAILS ;
i NOTHING 004553*/INTERSCOPE (13.98) ® STt .
SIMPLE PLAN Still Not Getting Any...

VARIOUS ARTISTS
SOURCE 0956/IMAGE (17.98)

The Source Presents: Hip Hip Hits 10

HIP-D/UNIVERSAL 004902/UME (13.98)

3 DOORS DOWN ]
REPUBLIC/UNIVERSAL 004018/UMRG (13.98) ® Seventeen Days -
RELIENT K

GOTEE 72953/CAPITOL (14.98) MMHMIA (@
o o, Rock Angelz

Best-sellirg

2005 album VARIOUS ARTISTS

SIDEONEDUMMY 1268 (8.98)

Vans Warped Tour 2005 Compilation @

by a naw
F&E artist

KENNY CHESNEY
BNA 58801/RLG (18.98/12.98)

When The Sun Goes Down E3

JOHN LEGEND

1.2 miltion).
( ) 5.0.0.0/COLUMBIA 92776*/SONY MUSIC (18.98) ®

Legend plays

Get Lifted

BLINDSIDE
WASA 00436/0RT (15.98)

LLA. House

The Great Depression |

d Blues
Pug. 20-22.

AKON
SRC/UNIVERSAL 000860*/UMRG (13.98)

Trouble Wl

0 0 3 0 0 o e

DADDY YANKEE
EL CARTEL/VI 450639/MACHETE (15.98)

Barrio Fino

CELTIC WOMAN
MANHATTAN 60233 (18.98)

Celtic Woman

T.U.G/UNIVERSAL 004696/UMRG (13.98)

BECK ;
§ INTERSCOPE 003481° (13.98) @ Guero
EMINEM
SHAOY/AFTERMATH 003771*/INTERSCOPE (19.98/8.98) Encore '.
Ceattie-based MARQUES HOUSTON Naked

rck band
dams best

SOUNDTRACK
WARNER SUNSET 72264 (18.98)

Charlie And The Chocolate Factory

TIM MCGRAW
CURB 78858 (18.98)

Sles week

Live Like You Were Dying

wit1 second

=t 121,000); VARIOUS ARTISTS

RUFF RYDERS §1713“/ARTEMIS (17.98)

Ruff Ryders: Redemption Volume 4

qoens at No.
2 cn Christian

CASSIDY
FULL SURFACE/J 68073*/RMG (18.98)

I'm A Hustla

THE GAME
AFTERMATH/G-UNIT 003562*/INTERSCOPE (13.98/8.98)

HOWIEDAY . 115 MSSYELLIOTT ... 2 S
DEFLEPPARD ... ...307 EMERY .45 THEGAME ...... 100, 147
GAVIN DEGRAW .. .. GORILLAZ .. 10 EMMYLOU HA
 DESTINYS CHLLD .. .57  JOSH GRACIN 472 HAWTHORNE
D.H.T. FEATURING  NATALIE GRANT ..
DMEE GREEN DAY .
VIVIAN GREEN
JOSH GROBAN . .
GRUPO BRYNDIS .
GUNS N ROSES ... ... by

Data for week of AUGUST 20, 2005 |

www.americanradiohistorv.com

The Documentary

i
&

T
"

EaE sk

WD

S

I ALICIAKEYS

TON ..12)  MICHAEL JACKSON ...131 KIDZBOPKIES ...
,.179  LEELA JAMES . .. .. 191 THEKILLERS .
EIGHTS .61 LYFE JENNINGS ... .43 CAROLEKING
1 JACKJOHNSON .......29 KORN......

| MKEJONES... ... 17
95

- TOBYKEITH .......18, 58

© RKELY . 24

KEM.

CHARTS LEGEND on Page 72
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LEGEND FOR HOT 100 AIRPLAY LOCATED BELOW CHART. HOT DIGITAL SONGS: Top selling paid download songs compited from Internet sales reports coliected and provided by Nielsen SoundScan. This data

is used to compile both The Billboard Hot 100 and Pop 100. ADULT TOP 40/ADULT CONTEMPORARY/MODERN

SALES DATA COMPILED BY
N
Nielsen
SoundScan

TITLE

ARTIST (IMPRINT / PROMOTION LABEL)
WE BELONG TOGETHER
MARIAH CAREY (ISLAND/IDJMEG

LET ME HOLD YOU
BOW WOW FEAT. OMARION (COLUMBIA

LOSE CONTROL
MISSY ELLIOTT (THE GOLD MIND/ATLANTIC)

PON DE REPLAY
RIHANNA (SRP/DEF JAM/IDIMG)

BEHIND THESE HAZEL EYES
KELLY CLARKSON (RCA/RMG)

PIMPIN’ ALL OVER THE WORLD
LUDACRIS FEAT BOBBY VALENTINO (DTP/DEF JAM SOUTH/IDJMG)

DON'T CHA
THE PUSSYCAT DOLLS FEAT. BUSTA RHYMES (A&M INTERSCOPE)

CATER 2 U

_DESTINY'S CHILD (COLUMBIA)

SHAKE IT OFF
MARIAH CAREY (ISLAND/IDJMG

GET IT POPPIN’
FAT JOE FEAT. NELLY (TERROR SQUAO/ATLANTIC)

LISTEN TO YOUR HEART
D.H.T. (ROBBINS)

YOU AND ME
LIFEHDUSE (GEFFEN)

GRIND WITH ME
PRETTY RICKY (ATLANTIC)

HOLLABACK GIRL
GWEN STEFAKI (}NTERSUO_PE

LIKE YOU
BOW WD FEAT. CIARA (COLUMBIA

DON’T PHUNK WITH MY HEART
THE BLACK EYED PEAS (A&M/INTERSCOPE)

GOLD DIGGER
KANYE WEST FEAT. JAMIE FOXX (ROC-A-FELLA/DEF JAM/IDJMG

MAKE HER FEEL GOOD

TEAIRRA MARI (MUSICLINE/ROG-A-FELLA/IDJME)

BADD

YING YANG TWINS (COLLIPARK/TVT

PLAY

DAVID BANNER (SRC/UNIVERSAL/UMRG)

FREE YOURSELF

FANTASIA (J/RMG)

OH

CIARA FEAT. LUDACRIS (SHO'NUFF-MUSICLINE/L AFACE/ZOMBA)
MUST BE NICE

LYFE COLUMBIA)

AS GOOD AS | ONCE WAS

TOBY KEITH (DREAMWORKS (NASHVILLE))

JUST A LIL BIT
50 CENT (SHADY/AFTERMATH/INTERSCOPE}

973 stions, comprised of t%p 40. adutlt contemporary, R&B/hi
4 hours a day, 7 days a week. This data is used to compite The Billboard Hot 100.

=
3
-
m
CERT.

ARTIST (IMPRINT / PROMOTION LABEL)
PON DE REPLAY
 FLHANNA (SRP/DEF JAM/IDJMG)

DON'T CHA
THE PUSSYCAT DOLLS (A&M/INTERSCOPE)

" LIFEHOUSE (GEFFEN)

YOU AND ME

JUST THE GIRL
THE CLICK FIVE (LAVA)

" FEEL GOOD INC

GORILLAZ (PARLDPHONE/VIRGIN)

SUGAR, WE’'RE GOIN' DOWN
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)

THESE WORDS

NATASHA BEDINGFIELD (EPIC)

LOSE CONTROL

MISSY ELLIOTT (THE GOLD MIND/ATLANTIC)

BEVERLY HILLS
WEEZER (GEFFEN)

HOLLABACK GIRL
GWEN STEFANI (INTERSCOPE)

" LISTEN TO YOUR HEART

D.H.T. (ROBBINS)

DON'T PHUNK WITH MY HEART
THE BLACK EYED PEAS (A&M/INTERSCOPE)

BEST OF YOU
FOO FIGHTERS (ROSWELL/RCA/RMG)

BEHIND THESE HAZEL EYES
KELLY CLARKSON (RCA/RMG)

23

25

WE BELONG TOGETHER

MARIAH CAREY (ISLAND, IDJMG)

THESE BOOTS ARE MADE FOR WALKIN'
JESSICA SIMPSON (COLUMBIA)

DON'T STOP BELIEVIN’

JOURNEY (COLUMBIA)

SCARS
PAPA ROACH (EL TONAL/GEFFEN)
cooL

GWEN STEFANI (INTERSCOPE)

SWITCH
WILL SMITH (OVERBROOK/INTERSCOPE)

SINCE U BEEN GONE

KELLY CLARKSON (RCA/RMG)

GET IT POPPIN’

FAT JOE FEAT. NELLY (TERROR SQUAD/ATLANTIC)

HOLIDAY
GREEN DAY (REPRISE)

SPEED OF SOUND
COLOPLAY (CAP(TOL)

SEASONS OF LOVE
CAST OF RENT (WARNER BROS )

OCK: 79 adult top 40 stations, 85 adult contemporary stations and 80 modern rock stations are

electronically monitored 24 hours a day, 7 days a week. See Chart Lagend for additional rutes and explanations. © 2005, VNU Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved.
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23
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31
37
35
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4 9

TITLE

ARTIST (IMPRINT / PROMOTICN LABEL)

HOLIDAY

GREEN DAY (REPRISE)

BACK THEN

MIKE JONES (SWISHAHOUSE/ASYLUM/WARNER BROS.)
GIVE ME THAT

WEEBIE FEAT. BUN B (TRILL/ASYLUM)

OUTTA CONTROL {REMIX)

50 CENT FEAT. MOBB DEEP (SHADY/AF TERMATH/INTERSCOPE)
SCARS

PAPA ROACH (EL TONAL/GEFFEN)
SOMETHING MORE

SUGARLAND (MERCURY

SUMMER NIGHTS

LIL ROB (UPSTAIRS)

LONELY NO MORE

ROB THOMAS (MELISMA/ATLANTIC)
MISSISSIPPI GIRL

FAITH HILL (WARNER BROS. (NASHVILLE)/WRN)
HOW TO DEAL

FRANKIE J (COLUMBIA)

LET ME GO

3 DOORS DOWN (REPUBLIC/UNIVERSAL/UMRG)
cOoOoL

GWEN STEFANI (INTERSCOPE)

PLAY SOMETHING COUNTRY
BROOKS & DUNN (ARISTA NASHVILLE)

ALCOHOL
BRAD PAISLEY (ARISTA NASHVILLE)

41

8 6

45
38

SINCE U BEEN GONE

KELLY CLARKSON (RCA/RMG)

DO YOU WANT FRIES WITH THAT
TIM MCGRAW (CURB)

SPEED OF SOUND

COLDPLAY (CAPITOL)

LA TORTURA

SHAKIRA FEAT. ALEJANDRO SANZ (EPIC/SONY DISCOS)
SWITCH

WILL SMITH (OVERBROOK/NTERSCOPE)

o1 §5
g5 8

52,14

A REAL FINE PLACE TO START

SARA EVANS (RCA NASHVILLE)

BEVERLY HILLS

WEEZER (GEFFEN)

AND THEN WHAT

YOUNG JEEZY FEAT, MANNIE FRESH (CORPORATE THUGZ/DEF JAM/IDING)
TELL ME

BOBBY VALENTINO (OTP/OEF JAM/IOJMG)

CHARLIE LAST NAME: WILSON
_ CHARLIE WILSON (JIVE/ ZOMBA)
GOTTA GETCHA
JERMAINE DUPRI (SO 50 DEF/VIRGIN)

TITLE

ARTIST {IMPRINT / PROMOTION LABEL)
LET ME HOLD YOU

BOW WOW FEAT. OMARION (COLUMBIA)

LR

30
33
41

68 2

§29 8

32 5

PIMPIN’ ALL OVER THE WORLD
LUDACRIS FEAT. BOBBY VALENTINO (BT_'P/OEF JAM S_OUTH IBIMG}
MR. BRIGHTSIDE )

THE KILLERS (ISLAND/IDJMG)

SHAKE IT OFF

MARIAH CAREY (ISLAND/I0JMG)

HELENA (SO LONG & GOODNIGHT)
MY CHEMICAL ROMANCE (REPRISE) 2
COLLIDE

HOWIE DAY (EPIC)

MISSISSIPPI GIRL

FAITH HILL (WARNER BROS. (NASHVILLE)/WRN)
DON'T LIE

THE BLACK EYED PEAS (A&M/lNTERSCDPEi

BACK THEN

MIKE JONES (SWISHAHOUSE/ASYLUM WARNER MUSIC GROUP}
BE MY ESCAPE

RELIENT K {(GOTEE CAPITOL)

a

JUST A LIL BIT
50 CENT (SHADY/AFTERMATH/INTERSCOPE)

38 4

DIRTY LITTLE SECRET
THE ALL-AMERICAN REJECTS (DOGHOUSE/INTERSCOPE)

35

31

34

4 &

39
20 9
48 6
40 5
55 27

43 43

UNTITLED (HOW CAN THIS HAPPEN TO ME?)
SIMPLE PLAN (LAVA)

CHARIOT

GAVIN DEGRAW (J/RMG)

BREATHE (2 AM)

ANNA NALICK (COLUMBIA)

. GRIND WITH ME

PRETTY RICKY (ATLANTIC)

THIS IS HOW A HEART BREAKS
ROB THOMAS (MELISMA/ATLANTIC)

AS GOOD AS | ONCE WAS

TOBY KEITH (DREAMWORKS (NASHVILLE))
DIAMONDS FROM SIERRA LEONE
KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)
WORDPLAY

JASON MRAZ (ATLANTIC)

TRAPPED IN THE CLOSET

R. KELLY (J/VE ZOMBA)

BLESS THE BROKEN ROAD
RASCAL FLATTS (LYRIC STREET]

LET'S GET IT STARTED
THE BLACK EYED PEAS (A&M INTERSCOPE)

45 43

YEAH!
USHER FEAT. LIL JON & LUDACRIS (LAFACE/ZOMBA)

4413

LA TORTURA
SHAKIRA FEAT. ALEJANDRD SANZ (SONY 0ISCOS/EPIC)

For chart reprints call 646.654.4633
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vou AND ME
B LiFEHOUSE (BEFFEN)

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

wr
_ PREDICY

BEHIND THESE HAZEL EYES
_KELLY CLARKSON (RCA/ RME)
SPEED OF SOUND
COLDPLAY (CAPITOL)
LONELY NO MORE
ROB THOMAS (MELISMA/ATLANTIC
LET ME GO

3 DOORS DOWN (REPUBLIC/ UNIVERSAL/UNMRG)
THIS IS HOW A HEART BREAKS
ROB THOMAS (MELISMA ATLANTIC)
CHARIOT

GAVIN DEGRAW (J/RMG)

BREATHE (2 AM)

_ANNA NALICK (COLUMBIA)

BETTER NOW

COLLECTIVE SOUL (EL

COLLIDE

HOWIE OAY (EPIC)

BOULEVARD OF BROKEN DREAMS
GREEN DAY (REPRISE)

HOLIDAY

GREEN DAY (REPRISE)

SINCE U BEEN GONE

KELLY CLARKSON (RCA/RMG)

GET TO ME

TRAIN (COLUMBIA)

ONLY YOU

JOSH KELLEY (HOLLYW000)

cOoOoL

GWEN STEFAN} (INTERSCOPE)
WORDPLAY

JASON MRAZ (ATLANTIC)

A LIFETIME

BETTER THAN EZRA (SONG/ARTEMIS)

WE BELONG TOGETHER

MARIAH CAREY (ISLAND/IDJMG)

YOU’'LL THINK OF ME

KEITH URBAN {CAPITOL (NASHVILLE)/EMC)
HOLLABACK GIRL

GWEN STEFANI (INTERSCOPE)

FOREVER

VERTICAL HORIZON (HYERID)

STATUE

LOW MILLIONS (MANHATTAN/EMC)

NO MATTER WHAT

DEF LEPPARD (ISLAND/IDJMG)

RICH GIRL

GWEN STEFANI FEAT. EVE (INTERSCOPE)

B B OB B

wr

T

o

B 8

w

TITLE

ARTIST (IMPRINT / PROMOTION LABEL,

B.Y.0.B.

SYSTEM OF A DOWN (AMERICAN/COLUMBIA)

1,2 STEP E

CIARA (SHO'NUFF-MUSICLINE/JIVE/ZOMBA} i

BOULEVARD OF BROKEN DREAMS gy
GREEN DAY (REPRISE)
2]

'SOMEBODY TOLD ME

THE KILLERS (ISLAND/IDJMG)
.,
n

LONELY NO MORE

ROB THOMAS (MELISMA/ATLANTIC)
INCOMPLETE

BACKSTREET BOYS (JIVE/ZOMBA)
SOMETHING MORE

SUGARLANO (MERCURY)

AXEL F

CRAZY FROG (NEXT PLATEAU/UNIVERSAL/UMRG)
RICH GIRL

GWEN STEFANI FEAT. EVE (INTERSCOPE)

LET ME GO

3 DOORS DOWN (REPUBLIC/UNIVERSAL/UMRG)
LIVE LIKE YOU WERE DYING
TIM MCGRAW (CURE)

BREAKAWAY

KELLY CLARKSON (WALT DISNEY/RCA/HOLLYWOOD/RMG) *
OH

CIARA FEAY. LUDACRIS (SHO'NUFF-MUSICLINE/LAFACE/ZOMBA)
GIRL

BECK (INTERSCOPE)

FAST CARS AND FREEDOM
RASCAL FLATTS (LYRIC STREET)

100 YEARS

FIVE FOR FIGHTING (AWARE/COLUMBIA)

A REAL FINE PLACE TO START

'SARA EVANS (RCA NASHVILLE)

MY HUMPS

THE BLACK EYED PEAS (A&M/INTERSCOPE)

SAVE A HORSE (RIDE A COWBOY)
BIG & RICH (WARNER BROS. (NASHVILLE)/WRN)
HOW TO DEAL

FRANKIE J (COLUMBIA) 3
ALL THESE THINGS THAT I'VE DONE
THE KILLERS (ISLAND/IDJMG) -
TIME OF YOUR LIFE (GOGD RIDDANCE)
GREEN DAY (REPRISE)

CLOCKS
COLOPLAY (CAPITOL)

‘CATER2 U

DESTINY'S CHILD (COLUMBIA)
CANDY SHOP

50 CENT FEAT. OLIVIA (SHAOY/AFTERMATH/INTERSCOPE)

L
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20
23
25
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ADULT
CONTEMPORARY
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-
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46
35
48
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3
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4
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27

2
25

. GOO GOO DOLLS (WARNER BROS.)

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)

LONELY NO MORE

ROB THOMAS (MELISMA/ATLANTIC)
BREAKAWAY
KELLY CLARKSON (WALT DISNEY/HOLLYWOOD
HOME
MICHAEL BUBLE (143/REPRISE)
INCOMPLETE
BACKSTREET BOYS (JIVE/ZOMBA

HEAVEN
LOS LONELY BDYS (OR/EPIC)

BREATHE (2 AM)
ANNA NALICK (COLUMBIA)
DAUGHTERS

JOHN MAYER (AWARE/COLUMBIA)

GIVE A LITTLE BIT

B B B B "53_ i

LIVE LIKE YOU WERE DYING

TIM MCGRAW (CURB)

SHE WILL BE LOVED
{OCTONE/J/RMG)

TRUE

RYAN CABRERA (E.V.L.A /ATLANTIC

WE BELONG TOGETHER
MARIAH CAREY (ISLANO/IDJMG)

I'LL BE AROUND
_DARYL HALL JOHN OATES (U-WATCH/OK-E)
IN MY DAUGHTER’S EYES
MARTINA MCBRIDE (RCA NASHVILLE

| COULD
KIMBERLEY LOCKE (CURS)
NO MORE CLOUDY DAYS
EAGLES (ERC)

COLLIDE

HOWIE DAY (EPIC)

INSIDE YOUR HEAVEN
CARRIE UNDERWOOD (ARISTA/RMG)
LISTEN TO YOUR HEART
D.H.T. (ROBBINS)

OOH CHILD
_ DARYL HALL JOHN OATES (U-WATCH/DK-E)
ONE LOVE

HOOTIE & THE BLOWFISH (SNEAKY LONG/VANGUARD)
YOU AND ME

LIFEHOUSE (GEFFEN)

BLESS THE BROKEN ROAD

RASCAL FLATTS (LYRIC STREET/HOLLYWOOD)
BEAUTIFUL SOUL

JESSE MCCARTNEY 'ﬂLYﬂOOD) —
HEAR ME (TEARS INTO WINE)

JIM BRICKMAN FEAT. MICHAEL BOLTDN (WINDHAM HILL/RCA VICTOR}

BB BB

B R

B

pid

TITLE i
ARTIST {IMPRINT / PROMOTION LABEL) 3

BEST OF YOU
s e e P
e 2 15 FEEL GOOD INC
GORILLAZ (PARLOPHONE, VIRGIN)
o 3 g WAKE ME UP WHEN SEPTEMBER ENDS o
GREEN DAY {REPRISE)
RIGHT HERE
° 6 12 STAIND (FLIP/ATLANTIC) ﬂr
: REMEDY
a 5 %7 SEETHER (WIND-ﬁ g
6 4 21 THE HAND THAT FEEDS
NINE INCH NAILS (NOTHING/INTERSCOPE)
D‘ DON'T TREAD ON ME
- B3 5 {VOLCANO/ZOMBA) 1:?
GIRL
o= 8 10 BECK (INTERSCOPE}
- 8 DOESN'T REMIND ME
b 9 6 AUDIOSLAVE (EPIC/INTERSCOPE) *
BEVERLY HILLS
10 7 2 WEEZER (GEFFEN)
12 12 SUGAR, WE'RE GOIN' DOWN
FALL OUT BOY (FUELED BY RAMEN/ISLAND/IOJMG)
 B.Y.O.B. i
12 10 20 SYSTEM OF A DOWN (AMERICAN/COLUMBIA) *
43 11 91 HELENA (SO LONG & GOODNIGHT)
MY CHEMICAL ROMANCE (REPRISE)
@ 15 5 WE ARE ALL ON DRUGS
WEEZER (GEFFEN)
@ 18 13 SWING LIFE AWAY
RISE AGAINST (GEFFEN)
‘f@ 47 § STARS
. SWITCHFOOT (COLUMBIA)
ONLY
e 23 NINE INCH NAILS (NOTH!NQ INTERSCOPE) ﬁ
@ 19 5 ALL THESE THINGS THAT I'VE DONE
THE KILLERS {JSLAND/I0JMG)
] SPEED OF SOUND
P9 14, 16 COLDPLAY (CAPITOL) Q
HOLIDAY
2 20 29 GREEN DAY (REPRISE) ﬂ
@ 23 4 STANDUP
TRAPT (WARNER BROS.)
e 95 4 MY DOORBELL
THE WHITE STRIPES (THIRO MAN/V2)
QUESTION!
@ % 3 wDOWN (AMERICAN,’P?}UMBIA) ﬁ
COLORS
24 2 10 GROSSFADE (FG/COLUMBIA) ﬁf
@ 2g g MIDDLE OF NOWHERE
3 HOT HOT HEAT (SIRE/REPRISE)
Go to www.billboard.biz for complete chart data | 61

wwWwW americanradiohistorvy com
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SEE BEOW FOR COMPLETE LEGEND INFORMATION.

9 7 DON'T CHA l
THE PUSSYCAT DOLLS FEATL BUSTA RHYMES )
;IIII " PON DE REPLAY
= " RIHANNA (SRP/DEF JAM/IDJMG)
i WE BELONG TOGETHER
. _MARIAH CAREY (ISLAND/IDJMG)
2y BEHIND THESE HAZEL EYES
~_KELLY CLARKSON (RCA/RMG

LISTEN TO YOUR HEART
DH.T. }
 YOU AND ME
LIFEHOUSE (GEFFEN)
LOSE CONTROL
! MISSY ELLIOTT (THE GOLOC MIND/ATLANTIC)
DON'T PHUNK WITH MY HEART
- THE BLACK EYED PEAS (A&M/INTERSCOPE)
SCARS
PAPA ROACH (EL TONAL/GEFFEN)
GET IT POPPIN'
FAT JOE FEAT. NELLY {TERROR SQUAD/ATLANTIC)
THESE WORDS
NATASHA BEDINGFIELD (EPIC)
- cooL

GWEN STEFANI (INTERSCOPE)
SWITCH
WILL SMITH (DVERBROOK/INTERSCOPE)
HOLLABACK GIRL
GWEN STEFANI (INTERSCOPE}
BEVERLY HILLS
WEEZER @FFEN;
~ JUST THE GIRL
THE CLICK FIVE (LAVA)
LET ME HOLD YOU
BOW WOW FEAT. (COLUMBIA}
. HOLIDAY
~_GREEN DAY (REPRISE}
FEEL GOOD INC
. GORILLAZ (PARLOPHONE/VIRGIN)
SINCE U BEEN GONE
__KELLY CLARKSON (RCA/RMG)
SHAKE IT OFF
| MARIAH CAREY (ISLAND/IDJMG)
= SUGAR, WE'RE GOIN' DOWN

= FALL OUT BOY (FUELED BY RAMEN/ISLAND/IDJMG)
E HOW TO DEAL
42

FRANKIE J (COLUMBIA}

3 DONTLIE
© ¥ _THE BLACK EYED PEAS (ARM/INTERSCOPE)

' LET ME GO
3 DOORS O0WN (REPUBLIC/UNIVERSAL/UMRG)

9 22 BABY I'M BACK
[ BABY BASH FEAT. AKON (LATIUM/UNIVERSAL/UMRG)
PIMPIN' ALL OVER THE WORLD
LUDACRIS FEAT. BOBBY VALENTINO (DTP/DEF JAM SOUTHADJMG)
 SPEED OF SOUND
" _COLOPLAY (CAPITOL)
JUST A LIL BIT
~_50 CENT (SHADY/AFTERMATH/INTERSCOPE)
~ MR. BRIGHTSIDE
* THE KILLERS (ISLAND/IDJMG)
THESE BOOTS ARE MADE FOR WALKIN"
JESSICA SIMPSON (COLUMBIA)
OH
CIARA FEAT. LUDACRIS (SHONUFF-MUSICLINE/LAFACE/ZDMBA}
GRIND WITH ME
PRETTY RICKY (ATLANTIC)
BEST OF YOU
FOO FIGHTERS (ROSWELL/RCA/RMG)
UNTITLED (HOW CAN THIS HAPPEN TO ME?)
SIMPLE PLAN (LAVA)
CHARIOT
" _GAVIN DEGRAW (J/RMG}
INSIDE YOUR HEAVEN
CARRIE UNOERWDOD (ARISTA/RMG)
40 25 SUGAR (GIMME SOME)
TRICK DADDY (SLIP-N-SLIDE/ATLANTIC)
LONELY NO MORE
b ROB THOMAS !MELISMNATLANTIC)
INCOMPLETE
BACKSTREET BOYS (JIVE/ZOMBA)
' SEASONS OF LOVE
= CAST OF RENT (WARNER BROS.|
q ’“ LA TORTURA
SHAKIRA FEAT. ALEJANDRO SANZ (EPIC)
BELLY DANCER (BANANZA)
\_AKON {SRC/UNIVERSAL/UMRG)
THIS IS HOW A HEART BREAKS
| ROB THOMAS (MELISMA/ATLANTIC)

AXEL F
CRAZY FROG (NEXT PLATEAU/UNIVERSAL/UMRG)

SUMMER NIGHTS
__LIL ROB (UPSTAIRS)
JUST WANT YOU TO KNOW
~_BACKSTREET BDYS (JIVE/ZOMBA)
BACK THEN
MIKE JONES (SWISHAHOUSE/ASYLUM/WARNER BROS )
HELENA (SO LONG & GOODNIGHT)
MY CHEMICAL ROMANCE (REPRISE)
BE MY ESCAPE
RELIENT K (GOTEE/CAPITOL)

:Té_:s 12
Coav
[ﬂsg 10

mnmmr— il g
MISSISSIPPI GIRL
FAITH HILL (WARNER BROS. (NASHVILLE)/WRN)

n - oy

~ DIRTY LITTLE SECRET
THE ALL-AMERICAN REJECTS (DOGHOUSE/INTERSCOPE)

NSIDE YOUR HEAVEN
au BICE (RCA/RMG)

BREATHE (2 AM)

gq_-. ANNA NALICK (COLUMBIA)

CANDY SHOP
50 CENT FEAT. OLIVIA (SHADY/AFTERMATH/INTERSCOPE)

, DIAMONDS FROM SIERRA LEONE
KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)

AS GOOD AS | ONCE WAS
TOBY KEITH (DREAMWORKS (NASHVILLE))

- WORDPLAY
__JASON MRAZ (ATLANTIC)

HATE IT OR LOVE IT
THE GAME FEAT. 50 CENT (AFTERMATH/G-UNIT/INTERSCOPE)

. .» LONELY
- _AKON (SRC/UNIVERSAL/UMRG)

TRAPPED IN THE CLOSET
R. KELLY (JIVE/ZOMBA)

= ; CATER 2 U
~_DESTINY'S CHILD (COLUMBIA)

NOTICE ME
NB RIDAZ FEAT. ANGELINA (NASTYBOY/UPSTAIRS)

- MY HUMPS
___THE BLACK EYED PEAS (A&M/INTERSCOPE)

OHIO (COME BACK TO TEXAS)
BOWLING FOR SOUP (FFROE/JIVE/ZOMBA)

- B.Y.O.B.
SYSTEM OF A BOWN (AMERICAN/COLUMBIA)

LIVE LIKE YOU WERE DYING
TIM MEGRAW (CURB)

BECAUSE OF YOU
~_KELLY CLARKSON (RCA/RMG)

SOMETHING MORE
SUGARLAND (MERUURY)

~ ALL THESE THINGS THAT I'VE DONE
- _THE KILLERS (ISLAND/IDJMG)

GIRL
BECK (INTERSCDPE)

., FAST CARS AND FREEDOM
RASCAL FLATTS (LYRIC STREET)

OUTTA CONTROL (REMIX)
50 CENT FEAT. MOBB DEEP (SHAOY/AFTERMATH/INTERSCOPE)

LIKE YOU
BOW WOW FEAT. CIARA (COLUMBIA)

A REAL FINE PLACE TO START
SARA EVANS (RCA NASHVILLE)

GIVE ME THAT
WEBBIE FEAT. BUN 8 (TRILL/ASYLUM)

PLAY
DAVID BANNER (SRC/UNIVERSAL/UMRG)

SO SEDUCTIVE
TONY YAYO FEAT 50 CENT (G-UNIT/AANTERSCOPE)

GOIN' CRAZY
NATALIE (LATIUM/UNIVERSAL/UMRG)

MAKING MEMORIES OF US
P KEITH URBAN (CAPITOL (NASHVILLE))

GOOD IS GOOD
SHERYL CROW (A&M/INTERSCOPE)

~ WAKE ME UP WHEN SEPTEMBER ENDS
- _GREEN DAY (REPRISE)

DON'T WORRY 'BOUT A THING
SHEDAISY (LYRIC STREET)

MAKE HER FEEL GOOD

TEAIRRA MARI (MUSICLINE/ROC-A-FELLA/IDJMG)

ALMOST

BOWLING FOR SOUP (SILVERTONE/JIVE/ZOMBA)

SOUL MEETS BODY

DEATH CAB FOR CUTIE (ATLANTIC)

ASS LIKE THAT

__EMINEM (SHADY/AFTERMATH/INTERSCOPE)
SITTING, WAITING, WISHING

__JACK JOHNSON (JACK JOHNSO

HAVE A NICE DAY

BON JOVI (ISLAND/IDJMG)

IT'S LIKE THAT

MARIAH CAREY (ISLAND/I0 JMG)

WELCOME TO JAMROCK
= OAMIAN *JR. GONG" MARLEY (GHETTO YOUTHS/TUFF GONG/UMRG)
,] GOTTA GETCHA

~ JERMAINE DUPR! (SO SO DEF/VIRGIN)
OUTTA CONTROL
50 GENT (SHADY/AFTERMATH/INTERSCOPE)
~ YOUR BODY
- PRETTY RICKY (ATLANTIC)
YOU'LL THINK OF ME
KE{TH URBAN (CAPITOL (NASHVILLE))
REFUGEE
MELISSA ETHERIDGE (ISLAND/IDJMG)
I'M A KING
_ PSC FEAT. T.I. & LIL SCRAPPY (GRANO HUSTLE/ATLANTIC)
WONKA'S WELCOME SONG
DANNY ELFMAN (WARNER SUNSET)
RIGHT HERE
STAIND (FLIP/ATLANTIC)
STRICKEN
DISTURBED (REPRISE)

POP 100: Tha top Pop singles & tracks, according to mainstream tog 40 mdio udience impressions measured by Nielsen
Broacxcest Cata Systems, and sales compited by Nielsen SoundScar See Cra t Legend for rules and explanations. © 2005, VNU
Busimass Media, Inc. and Nielsen SoundScan, Inc. All rights reservec. PJ> 10 AIRPLAY: Legend located below chart. SINGLES

SALES: This data is used to compile both the Biliboard

ot 100 and 2op 100. S2e Chart Legend for rules and explanations. © 2005,

VAU Business Media, Inc. All rights reserved. HITPREDICTOR: See Chart Legeac for rules and explanations. © 2005, Promosquad

and -itPred ctor are trademarks of Think Fast LLC.
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GRIND WITH ME
PREYTY RICKY (ATLANTIC)

PIMPIN' ALL OVER THE WORLD
LUDACRIS FEAT, BOBBY VALENTING (DTP/DEF JAM SOUTHALMG)

SUGAR (GIMME SOME)
TRICK DADDY (SLIP-N-SLIDE/ATLANTIC)

- ~ MR. BRIGHTSIDE
© THE KILLERS (ISLAND/IDJMG)
SUMMER NIGHTS
LIL OB (UPSTAIRS)
JUST WANT YOU TO KNOW
BACKSTREET BOYS (JIVE/ZOMBA)
! 3
mﬂ  COLDPLAY (CAPITOL)
LONELY NO MORE

BELLY DANCER (BANANZA)
ROB THOMAS (MELISMA/ATLANTIC)
[E UNTITLED (HOW CAN THIS HAPPEN TO ME?)

BEHIND THESE HAZEL EYES
KELLY CLARKSON (RCA/RMG)

DON'T CHA
THE PUSSYCAT DOLLS FEAT. BUSTA RHYMES (ASMANTERSCOPE)

=4

D.H.1. (ROBBINS)

PON DE REPLAY

RIHANNA (SRP/DEF JAM/IDJMG) Hd)
DONT PHUNK WITH MY HEART
THE BLACK EYED PEAS {A&M/INTERSCOPE) Il
YOU AND ME
LIFEHOUSE GEFFEN)
. LOSE CONTROL i
" MISSY ELLIOTT (THE GOLD MIND/ATLANTIC) |
GET IT POPPIN'

FAT JOE FEAT. NELLY (TERROR SQUAD/ATLANTIC)
~ SCARS

PAPA ROACH (EL TONAL/GEFFEN}

SPEED OF SOUND

P L)

AKON (SRC/UNIVERSAL/UMRG)
by
' SIMPLE PLAN (LAVA)

{
SWITCH INCOMPLETE T
WILL SMITH (OVERBROOK/INTERSCOPE) BACKSTREET BOYS {JIVE/ZOMBA)
COOoL | NOTICE ME, 5
GWEN STEFANI (INTERSCOPE) 4 -~ NB RIDAZ FEAT..ANGELINA (NASTYBOY/UPSTAIFS)
HOW TO DEAL CHARIOT

: FRANKIE J (COLUMBIA) GAVIN DEGRAW (J/RMG)

- LET ME HOLD YOU , LA TORTURA ]

" SHAKIRA FEAT. ALEJANDRO SANZ (EPIC)
JUST THE GIRL
THE CLICK FIVE (LAVA)
OUTTA CONTROL (REMIX)
50 CENT FEAT. MOBB OEEP (SHADY/AFTERMATHANEF SCOPE)
AXEL F
CRAZY FROG (NEXT PLATEAU/UNIVERSAL/UMRE)
- BECAUSE OF YOU
i ]3 | KELLY CLARKSON (RCA/RMG) ol
THESE BOOTS ARE MADE FOR WALKIN'
JESSICA SIMPSON (COLUMBIA)

I.II‘% GOIN' CRAZY

NATALIE (LATIUM/UNIVERSAL/UMRG) i

BOW WOW FEAT. OMARION (COLUMBIA)

BABY I'M BACK
~_BABY BASH FEAT. AKON (LATIUM/UNIVERSAL/UMRG)

HOLIDAY o
- _GREEN DAY (REPRISE) |

LET ME GO
3 DOORS DOWN (REPUBLIC/UNIVERSAL/UMRG)

 SHAKE IT OFF
~ MARIAH CAREY (ISLAND/IDJMG)
HOLLABACK GIRL
GWEN STEFANI (INTERSCOPE)
THESE WORDS |
NATASHA BEDINGFIELD (EPIC)
OH
= CIARA FEAT LUDACRIS (SHO'NUFF- MUSICUNE/LAFACUZOMBA)
‘. BEVERLY HILLS
WEEZER (GEFFEN)
SINCE U BEEN GONE
- KELLY CLARKSON (RCA/RMG)
. DON'T LIE
THE BLACK EYED PEAS (A&M/INTERSCOPE)

JUST A LIL BIT
50 CENT (SHADY/AFTERMATH/INTERSCOPE)

o

CANDY SHOP “
50 CENT FEAT. OLIVIA (SHADY/AFTERMATH/INTER 3COPE)
" "OHIO (COME BACK TO TEXAS)
BOWLING FOR SOUP (FFROE/JIVE/ZOMBA)

THIS IS HOW A HEART BREZKS
ROB THOMAS (MELISMA/ATLANTIC)

FEEL GOOD INC

. GORILLAZ {PARLOPHONE/VIRGIN)

HATE IT OR LOVE IT
THE GAME FEAT. 50 CENT (AFTERMATH/G- UNIT/INTERSCOPE)

o

§15 mainsh
7 days a week

r HITPREDICTOR

promosquad

. » ANTERSO0PG
~ INSIDE YOUR HEAVEN/INDEPENDENCE DAY
CARRIE UNDERWDOO (ARISTA/RMG) O
INSIDE YOUR HEAVEN/VEHICLE
BO BICE (RCA/RMG) O
TAURUS HERE
TAURUS (LANDMINE)
LONELY
AKON {SRC/UNIVERSAL/UMRG)
« DO YOU BELIEVE IN MAGIC

ALY & AJ. (HOLLYWOOD)
IN THE KITCHEN/TRAPPED N THE CLOSET (CHAPTER 1 OF 5)
R. KELLY (JIVE/ZOMBA)
APPRECIATE/EVERY PART OF ME
LATOYA LONDON (PEAK/CONCORD)
WHEN YOU TELL ME THAT YOU LOVE ME
AMERICAN [DOL FINALISTS SEASON 4 (RCA/RMG)
GOLD DIGGER
KANYE WEST FEAT. JAMIE FDXX (ROC-A-FELLA/DEF JAM/DJMG)
LOSE CONTROL
: MiSSY ELLIOTT (THE GOLD MIND/ATLANTIC)

. GHETTO

- SCOUNDRELS FEAT. PASTOR TROY (INVISIBLE)
FROM THE BOTTOM OF MY HEART
STEVIE WONOER (MOTOWN/UMRG)
. THAT GIRL

- TRE' FEAT. TWENTY II (SEL'SUM)

~ WE WILL BECOME SILHOUETTES/BE STILL MY HEART
- THE POSTAL SERVICE (SUB POP)
ALL BECAUSE OF YOU
~ MARQUES HOUSTON (T.U.G./UNIVERSAL/UMRG)
DREAM BIG
RYAN SHUPE & THE RUBBER BAND (CAPITOL (NASHVILLE))
CAN | LIVE?
NICK CANNON FEAT. ANTHONY HAMILTON (JIVE/ZOMBA)
ANGEL TO YOU (DEVIL TO ME)
THE CLICK FIVE (LAVA)
. LISTEN TO YOUR HEART
" D.H.T.(ROBBINS)
THE HAND THAT FEEDS
NINE {NCH NAILS (NOTHING/INTERSCOPE)
LOSE MY BREATH
k DESTINY'S CHILD (COLUMBIA)

SO SEDUCTIVE

~_TONY YAYD FEAT. 50 CENT {G-UNIT/INTERSCOPE)
HOLLABACK GIRL
GWEN STEFANI MTERSCOPE)

ONE WORD
OSBOURNE (SANCTUARY)

¥ MARCOS HERNANDEZ
1Y SAVING JANE

MARIAH CAREY
BACKSTFEET BOYS
THE CL K FIVE
BOWLING FOR SOUP

ROB THIMMAS
FOO FIEHTERS
KEITH URBAN

GWEN STEFAN!
JASON MRAZ
KEITH URBAN
DEF LE®PARD
SIMPLE PLAN

BON Jgwt
PAPA ROWCH
HOWIE JAY

1Y DEL¥A GOODREM

KIMBERLEY LOCKE
HOWIE ZAY

CARRIE JNDERWOOD
RASCA_ FLATTS
JESSE WCCARTNEY
KELLY ZLARKSON

NINE 1HCH NAILS
SYSTEM OF A DOWH
CROSE-aDE

OUR LADY PEACE
DARK MEW DAY
CHEVEL -.E

Data for week of AUGUST 20,200S | CHARTS LEGEND on Page 72
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TOP

R&B/HIP-HOP ALLBUMS

ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE)

"L B YOUNG JEEZY

gl CORPORATE THUGZ/DEF JAM 004421°/IDJMG (13.68)

Let's Get It: Thug Motivation 101 1 ’

HOT SHOY
DEBYT

TEAIRRA MARI
MUSICLINE/ROC-A-FELLA 004526*/IDJMG (13.98)

Roc-A-Fella Presents Teairra Mari 2

{ 11 MARIAH CAREY
ISLAND 003943*/IDJMG (13.98)

The Emancipation Of Mimi

R. KELLY
JIVE 70214/Z0MBA (18.98/12.98) ®

TP3 Reloaded |

BOW wWOow
COLUMBIA 93505°/SONY MUSIC (18.98) ®

Wanted

VARIOUS ARTISTS

THE EMI GROUP/UNIVERSAL/SONY BMG/ZOMBA 12133/CAP TOL (18.98)

Now 19

SOUNDTRACK
GRAND HUSTLE/ATLANTIC 83822*/AG (18.98)

Hustle & Flow

&
e |
B
o

YING YANG TWINS
COLLIPARK 2520*/TVT (17.98/11.98)

N

U.S.A.: United State Of Atlanta*}

=33

STAR TRAK/GEFFEN 003505*/INTERSCOPE (13.98/8.98)

MIKE JONES
SWISHAHOUSE/ASYLUM 49340*/WARNER BROS. (18.98) Who Is Mike Jones? .
BABYFACE
ARISTA 70568/RMG (18.98) Grown & Sexy |
SLIM THUG

Already Platinum

LYFE JENNINGS
COLUMBIA 90946/SONY MUSIC (12.98) ®

Lyfe 268-192

TREY SONGZ
SONG BOOK/ATLANTIC 83721/A6 (15.98)

| Gotta Make It

KEM
MOTOWN 004232/UMRG (13 98)

Album |

MISSY ELLIOTT

THE GOLD MIND/ATLANTIC 83779%/AG (18.98)
ULITN KEYSHIA COLE

[L1ET 310 A&M 003554 */INTERSCOPE (13.98)

The Cookbook

The Way It Is 2

THE BLACK EYED PEAS
A&M 004341+/INTERSCOPE (13.96/8.98)

Monkey Business

MARY MARY
MY BLOCK/COLUMBIA 92948/SONY MUSIC (18.98)

PRETTY RICKY
ATLANTIC 83786/AG (18.98)

WEBBIE
TRILL 83825/ASYLUM (18.98)

Bs
BAD BOY 83812/AG (13.98)

DESTINY'S CHILD
COLUMBIA 92595/SONY MUSIC (18.98) ®

BOYZ N DA HOOD
BAD BOY SOUTH/BAD BOY 83810/AG (18.98)

BOBBY VALENTINO
DTP/DEF JAM 004293*/IDJMG {13.98)

Disturbing Tha Peace Presents Bobby Valentino E.

50 CENT
SHADY/AFTERMATH 004092*/INTERSCOPE (13.98/8.98)

The Massacre

PUBLIC ENEMY
DEF JAM/CHRONICLES 001923/UME {13.98)

Power To The People And The Beats: Public Enemy's Greatest Hits

COMMON
G.0.0.0./GEFFEN 004670*/INTERSCOPE (13.98/8.98) &

o

LIL ROB
UPSTAIRS 1027 {13.98)

Twelve Eighteen: Part | @.

VARIQUS ARTISTS
S0 SO OEF 73874*/VIRGIN (18.98)

Jermaine Dupri Presents... Young, Fly & Flashy Vol. 1 '.

MARQUES HOUSTON
T.U G /UNIVERSAL 004696/UMRG (13.98)

Naked W.

JOHN LEGEND
6.0.0.0./COLUMBIA 92776*/SONY MUSIC (18.98) ®

Get Lifted

VARIOUS ARTISTS
RUFF RYDERS 51713*/ARTEMIS (17.98)

Ruff Ryders: Redemption Volume 4

ANTHONY HAMILTON
ATLANTIC 74695*/RHINO (18.98)

CASSIDY
FULL SHRFACE/J 68073*/RMG (18.98)

VIVIAN GREEN
COLUMBIA 90761/SONY MUSIC (18.98)

=5
-
Soulife .
|
4 |

FANTASIA
J 64235*/RMG (18.98)

DIPSET
DIPLOMATS 5836/KOCH (17.98)

Diplomats & DukeDaGod Present: More Than Music, Vol. 1 ..

CIARA
SHO'NUFF-MUSICLINE/LAFACE 62819*/Z0MBA (18.98/12 38)

Goodies

OMARION
T.U.G/EPIC 92818/SONY MUSIC (18.98) ®

RAHEEM DEVAUGHN
JIVE 53723/20MBA (11.98)

The Love Experience

GRAND HUSTLE/ATLANTIC 83734*/AG (18.98)

Urban Legend .

THE GAME

AFTERMATH/G-UNIT 003562*/INTERSCOPE (13.98/8.98)
AMERIE

COLUMBIA 90763/SONY MUSIC (18.98) ®

The Documentary gl

w8l

FRANKIE J
COLUMBIA 90945/SONY MUSIC (18 98) ®

LUDACRIS
DTP/DEF JAM SDUTH 003483*/1DJMG (13.98/8.98)

FAT JOE
" TERROR SQUAD/ATLANTIC 83749*/AG (18.98)

BIRDMAN
CASH MONEY 004220*/UMRG (13.98)

THE GAME
FAST LIFE 41 (17.98)

PATTI LABELLE
DEF SOUL GLASSICS 004639/1DJMG (13.98)

SOUNDTRACK

ROWDY/MOTOWN 004615/UMRG (13.98)
LEELA JAMES
N1 WARNER BROS. 48027 (13.98)

Classic Moments H-

Tyler Perry's Diary Of A Mad Black Woman %’n

a5

A Change Is Gonna Come

FAITH EVANS
CAPITOL 77297~ (18.98)

The First Lady g

EMINEM
SHADY/AFTERMATH 003771*/INTERSCOPE (19 98/8.98)

DADDY YANKEE
EL CARTEL/VI 450639/MACHETE (15.98)

w i

Encore E

Barrio Fino |

DONNIE MCCLURKIN
VERITY 64137/20MBA (17.98)

Date for week of AUGUST 20, 2005 |

Psalms, Hymns & Spiritual Songs !.

For chart reprints call 646.654.4633

ARTIST
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE}
FRAYSER BOY

HYPNDTIZE MINDS 68559/ASYLUM (17 98)

Title

Me Being Me

P JODEC!
UNIVERSAL/CHRONICLES 0 1812/UME (13.98)

Back To The Future: The Very Best Of Jodec

AKON
SRC/UNIVERSAL 000860*/UMRG (13.98)

Trouble

. BONE THUGS-N-HARMONY
RUTHLESS 25423 (18.98)

SOUNDS OF BLACKNESS
SLR 54693/LIGHTYEAR (17.98)

B.G.
CHOPPA CITY 5819/KOCH (" 7.98)

The Heart Of Tha Streetz

VARIOUS ARTISTS
SOURCE 0956/IMAGE (17.93)

The Source Presents: Hip Hip Hits 10 ..

12
DEF SOUL 004471*/1DJMG {13 98)

Pleasure & Pain @‘
oy

VARIOUS ARTISTS
QUESTION MARK 60135/NOO TRYBE (18.98)

Wendy Williams Brings The Heat Vol. 1

MARVIN SAPP
5 VERITY 69951/Z0MBA (17.98)

=
Be Exalted | "‘I
Yooty

ALICIA KEYS
J 55712*/RMG (18.98/15.98)

MICHAEL JACKSON
LEGACY/EPIC 94287/SONY MUSIC (25.98)

The Diary Of Alicia Keys E
The Essential Michael Jackson

|

VARIOUS ARTISTS
WORD-CURB/EMICMG/VERITY 65344/Z0MBA (19.98/17 98}

WOW Gospel 2005

LIL JON & THE EAST SIDE BOYZ
BME 2690*/TVT (17.98/11.98) ®

Crunk Juice

MASTER P
NEW NO LIMIT 5780*/KOCH (17.98)

Ghetto Bill

USHER
LAFAGE 63982/ZOMBA (18 98/12.98)

Confessions ﬂ.

GUCCI MANE
LAFLARE/BIG CAT 3016/TOMMY BOY (17.98)

Trap House ..

1 JOSS STONE
S-CURVE 94897~ (18.98)

Mind Body & Soul

B VARIOUS ARTISTS
RAZOR & TIE 89096 (18.96)

MARIO
3RD STREET/J 61885"/RMG (18.98) ®

AR"H st : i
IMPRINT & NUMBER / msmmmnawg,. A i

BOB MARLEY AND THE WAILERS
TUFF GONG/ISLAND/CHRONICLES 004008/UME

VARIOUS ARTISTS
P 1729*

Reggae Gold 2005

MATISYAHU
= JUB 805022/0R

Live At Stubbs

SOUNDTRACK
MAVERICK 48675/WARNER BRCS.

50 First Dates

SKINDRED
EIELER BROS./LAVA 93304/AG

Babylon

BOB MARLEY
MADACY 50134

The Best Of Bob Marley

VARIQOUS ARTISTS
RAZOR & TIE 89100

-

Blazin' Reggae

;r;?;:s; Unknown Language

T Th s SIZZLA

H' GREENSLEEVES 285 Soul Deep
BOB MARLEY

VADACY SPEGIAL PRODUCTS 50501/MADACY

Bob Marley Collection

BOB MARLEY
VADACY SPECIAL PRODUCTS 50541/MADACY

20 Best Of Bob Marley

MORGAN HERITAGE
% 71 1685*/VP

Full Circle

~ VARIOUS ARTISTS
P 1730

Soca Gold 2005

VARIOUS ARTISTS
/P 1700

BETWEEN THE BULLETS

Newcomer Teairra Mari
zarns tris week’s Hot Shot
Debut &1 No. 2 on Top R&B/
Hip-Hep Albums. With
69,000 wits sold, “Roc-a-Fel-
la Presents Teairra Mari”
also enters The Billboard 200
at No. 5.
The lead track from the
et, “Mcke Her Feel Good,”
is a tof five video at BET
and shines at No. 9 on Hot

rgeorge@billboard.com

ROOKIE TEAIRRA MARI STANDS TALL

Strictly The Best 32

R&B/Hip-Hop Songs, the
best showing by a Roc-a-
Fella artist on that list
since Kanye West’s “Jesus
Walks” peaked at No. 2 in
August 2004.

Teairra Mari just wrapped
an appearance on MTV’s
“TRL.” Coming soon: a stop
on “Pepsi Smash” and a stint
as host of BET's “106 &
Park.” —Raphacel George
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1 21 FaJIWE BELONG TOGETHER
pEALLSd MARIAH CAREY (ISLAND/IDJMG
4z LET ME HOLD YOU
BOW WOW FEAT. OMARION (COLUMBIA/SUM)
CATER 2 U
! DESTINY'S CHILD (COLUMBIA/SUM)
FREE YOURSELF
" _FANTASIA (J/RMG)
MUST BE NICE
o LYFE (COLUMBIA/SUM)
GOLD DIGGER
KANYE WEST. FEAT. JAMIE FOXX (ROC-A-FELLA/DEF JAM/IDJMG)
LIKE YOU
BOW WOW FEAT. CIARA (COLUMBIA/SUM)
PIMPIN’ ALL OVER THE WORLD
LUDACRIS FEAT. BOBBY VALENTINO (DTP/DEF JAM SOUTH/IDJMG)
' MAKE HER FEEL GOOD
d TEAIRRA MARI {MUSICLINE/ROC-A-FELLA/IDJMG)
LOSE CONTROL
MISSY ELLIOTT (THE GOLD MIND/ATLANTIC)
CHARLIE LAST NAME: WILSON
CHARLIE WILSON {JIVE/ZOMBA)
HOLLABACK GIRL
GWEN STEFANI (INTERSCOPE)
SHAKE IT OFF
MARIAH CAREY (ISLAND/IDJMG)
DEM BOYZ
BDYZ N DA HOOD (BAD BOY SOUTH/BAD BDY/ATLANTIC)
AND THEN WHAT
M YDUNG JEEZY FEAT. MANNIE FRESH (CORPORATE THUGZ/DEF JAM/IDJMG)
PLAY
DAVID BANNER (SRC/UNIVERSAL/UMRG)
BACK THEN
MIKE JONES (SWISHAHOUSE/ASYLUM/WARKER BROS.)
GIVE ME THAT
WEBBIE FEAT. BUN B (TRILL/ASYLUM)
1 CAN'T STOP LOVING YOU
KEM (MOTOWN/UMRG)
GOTTA MAKE IT
TREY SONGZ FEAT. TWISTA (SONG BOOK/ATLANTIC)
BADD
s YING YANG TWINS (COLLIPARK/TVT)
o TELL ME
BOBBY VALENTINO (OTP/OEF JAM/IDJMG)
SO SEDUCTIVE
TONY YAYO FEAT. 50 CENT (G-UNIT/INTERSCOPE})
WELCOME TO JAMROCK
DAMIAN “JR. GONG™ MARLEY (GHETTO YOUTHS/TUFF GONG/UMRG)

SLOW DOWN
BOBBY VALENTINO (DTP/DEF JAM/IDJMG)

nor R&B/HIP HOP
SINGLES SALE

) 08 CHE PUSSYCAT DOLLS FEAT, BUSTA RHYNES (ASM/INTERSCOPE)
TAURUS HERE

~ TAURUS (LANDMINE)

GHETTO

SCOUNDRELS FEAT. PASTOR TROY (INVISIBLE)

THAT GIRL

TRE FEAT. TWENTY Il (SEL'SUM).

IN THE KITCHEN/TRAPPED IN THE CLOSET (CHAPTER 1 OF 5)

R KELLY (JIVE/ZOMBA)
- GOLD DIGGER

| KANYE WEST FEAT. JAMIE FOXX (ROC-A-FELLA/DEF JAM/IDJMG)

UNBREAKABLE

81G TRELL (UNBROKEN)

GREED

G MENACE (BOLAMAN'S TALKING-DRUM)

LONELY

AKON (SRC/UNIVERSAL/UMRG)

BADD

- YING YANG TWINS (COLLIPARK/TVT)

WE BELONG TOGETHER

MARIAH CAREY (ISLAND/IDJMG)

SHUT UP

LIL KIM (QUEEN BEE/ATLANTIC)

RIDE

BLUEZ BROTHAZ FEAT. LIL’ BOOSIE (REALISTIC RECORDS SOUTH)

TELL ME

0BBY VALENTING (DTP/DEF JAM/IDJMG)

APPRECIATE/EVERY PART OF ME
LATOYA LONDON (PEAK/CONCORD)

PLAYA’S ONLY

| R.KELLY FEAT. THE GAME (JIVE/ZOMBA}

SO SEDUCTIVE

TONY YAYQ FEAT. 50 CENT (G-UNIT/INTERSCOPE)

LOSE CONTROL

MISSY ELLIOTT (THE GOLD MINO/ATLANTIC)

FROM THE BOTTOM OF MY HEART

STEVIE WONDER (MOTOWN/UMRG)

PLAY

DAVID BANNER (SRC/UNIVER SAL/UMRG)

GOTTA GETCHA

JERMAINE DUPRI (SD SO DEF/VIRGIN)

PON DE REPLAY

RIHANNA (SRP/DEF JAM/IDJMG)

CRY 4 ME

DOLLA & SKEET (BALL BOY)

WHUTEVA

REMY MA (TERROR SQUAD/SRC/UMRG)

GET IT POPPIN’
FAT JOE FEAT. NELLY (TERRDR SQUAD/ATLANTIC)

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

TRUTH IS
FANTASIA (J/RME)

GRIND WITH ME
PRETTY RICKY (ATLANTIC)

WAIT (THE WHISPER SONG)
YING YANG TWINS (COLLIPARK/TVT)

U ALREADY KNOW
112 FEAT. FOXY BROWN (DEF SOUL/IDJMG)

QUTTA CONTROL (REMIX)
50 CENT FEAT. MOBB DEEP (SHADY/AFTERMATH/INTERSCOPE)

GOTTA GO GOTTA LEAVE (TIRED)
VIVIAN GREEN (CDLUMBIA/SUM)

NAKED
MARQUES HOUSTON (T.U.G /UNIVERSAL/UMRG)

CIARA FEAT. LUDACRIS (SHO'NUFF-MUSICLINE/LAFACE/ZOMBA)

ASAP
T1. (GRAND HUSTLE/ATLANTIC)

PON DE REPLAY
RIHANNA (SRP/DEF JA/IDIME)

DREAMS
THE GAME (AFTERMATH/G-UNIT/INTERSCOPE)

GOTTA GETCHA
JERMAINE DUPRI (SD SO DEF/VIRGIN)

. FOOTPRINTS
TOK_(VP)

DEAR SUMMER
JAY-Z (ROC-A-FELLA/DEF JAM/IDIMG)

TOUCH
OMARION (TU.G /EPIC/SUM)

. PLEASE
TONI BRAXTON (BLACKGROUNOD/UMRG)

SOUL SURVIVOR
YDUNG JEEZY FEAT. AKON (CORPORATE THUGZ/DEF JAM/IDJMG)

SITTIN’ SIDEWAYZ
PAUL WALL (SWISHAHOUSE/ASYLUM)

I'M A KING
PSC FEAT. T, & LIL SCRAPPY (GRAND HUSTLE/ATLANTIC)

DIAMONDS FROM SIERRA LEONE
KANYE WEST (ROC-A-FELLA/DEF JAM/IDJMG)

GET IT POPPIN’
FAT JOE FEAT. NELLY (TERROR SQUAD/ATLANTIC)

GO!
COMMON (G 0.0.D /GEFFEN/INTERSCOPE)

(1 JUST WANT IT) TO BE OVER
KEYSHIA COLE (A&M/INTERSCOPE)

COME FLY WITH ME
FOXY BROWN FEAT. SI2ZLA (ROC-A-FELLA/DEF JAM/IDJMG)

| THINK THEY LIKE ME
DEM FRANCHISE BOYZ (SD SO DEF/VIRGIN)

- WE BELONG TOGETHER
MARIAH CAREY (ISLAND/IDJMG)

PIMPIN’ ALL OVER THE WORLD
LUDACRIS FEAT. BOBBY VALENTING (DTP/DEF JAM SOUTH/IDJMG)

PON DE REPLAY
RIHANNA (SRP/DEF JAM/IDJMG)

SUMMER N!GHTS
LIL ROB (UPSTAIRS)

GRIND WITH ME
PRETTY RICKY (ATLANTIC)

BADD
YING YANG TWINS FEAT. MIKE JONES & MR. COLLIPARK (COLLIPARK/TVT)

~ SHAKE IT OFF
~ MARIAH CAREY (ISLAND/IDJMG)

. GET IT POPPIN’
FAT JOE FEAT. NELLY (TERROR SQUAD/ATLANTIC)

LOSE CONTROL
MISSY ELLIOTT FEAT. CIARA & FAT MAK SCOOP (THE GDLD MIND/ATLANTIC)

PLAY
BAVID BANNER (SRC/UNIVERSAL/UMRG)

BACK THEN
MIKE JONES (SWISHAHOUSE/ASYLUM/WARNER BROS.)

GIVE ME THAT
WEBBIE FEAT. BUN 8 (TRILL/ASYLUM)

CATER 2 U
DESTINY'S CHILD (COLUMBIA/SUM)

JUST A LIL BIT
50 CENT (SHADY/AFTERMAT H/INTERSCOPE)

"~ YOUR BODY
’ _PRETTY RICKY (ATLANTIC)

| OUTTA CONTROL (REMIX)
50 CENT FEAT. MOBB DEEP (SHADY/AFTERMATH/INTERSCDPE)

~ LIKE YOU
.-‘an BOW WOW FEAT. CIARA (COLUMBIA/SUM)

MAKE HER FEEL GOOD
TEAIRRA MARI (MUSICLINE/ROC-A-FELLA/IDJMG)

DON'T CHA
THE PUSSYCAT DOLLS FEAT. BUSTA RHYMES (A&M/INTERSCOPE)

GOTTA GETCHA

m JERMAINE DUPRI (SO SO DEF/VIRGIN)

OH
-Eg CIARA FEAT. LUDACRIS (SHO'NUFF-MUSICLINE/LAFACE/ZOMBA)

I'M SPRUNG
T-PAIN (KONVICT MUZIK/JIVE/ZOMBA)

MY HUMPS
THE BLACK EYEQ PEAS (A&M/INTERSCOPE)

TELL ME
BOBBY VALENTING (DTP/DEF JAM/IDJMG)

WwWww.americanradiohistorv.com

Systems

L ADULT R&B

B e,

WE BELONG TOGETHER
MARIAH CAREY /ISLAND/IDJMEG
| CAN'T STOP LOVING YOU
. KEM (MOTOWN/UMRG)
CHARLIE LAST NAME: WILSCN
CHARLIE WILSON (JIVE/ZOMBA)
FREE YOURSELF
FANTASIA (J/RMG)
PURIFY ME
INDIA.ARIE (ROWDY/MOTOWN/UMRG)
GOTTA GO GOTTA LEAVE (TIRED)
VIVIAN GREEN (COLUMBIA/SUM)
CROSS MY MIND
JILL SCOTT (HIDDEN BEACH/EPIC/SUM;
PLEASE
TONI BRAXTON (BLACKGROUNO/UMRG)
SORRY FOR THE STUPID THINGS
BABYFACE (J/RMG)
FROM THE BOTTOM OF MY HEART
STEVIE WONDER (MOTOWN/UMRG)
TRUTH IS
FANTASIA (J/RMG)
AGAIN
FAITH EVANS (CAPITOL)
FOREVER, FOR ALWAYS, FOR LOVE
LALAH HATHAWAY (GRP/VERVE)
FIND YOUR WAY (BACK IN MY LIFE)
KEM (MOTOWN/UMRG)
AIN'T NO WAY
PATTI LABELLE FEAT. MARY J. BLIGE (DEF SOUL CLASSICS/IDJMG)
 WORK IT OUT
DR. CHARLES G. HAYES AND THE
MESMERIZED
FAITH EVANS {CAPITOL)
I'M READY
MINT CONDITION (CAGED BIRO/IMAGE)
GIRL
DESTINY'S CHILD (COLUMBM/SUM’
[ WANNA BE LOVED
ERIC BENET {FRIDAY/REPRISE/WARNER BROS.)
MUST BE NICE
(COLUMBIA/SUM)
PURE GOLD
EARTH, WIND & FIRE (SANCTUARY URBAN)
SO HIGH
JOHN LEGEND (G.0.0.D./COLUMBIA/SUM)
SOMEONE WATCHING OVER YOU
- YOLANDA ADAMS (ELEKTRNATLAN"C)
SLOW DOWN
BOBBY VALENTINO (DTP/DEF JAM/IOJMG)

FEAT. DIRNNE WILLIAMS (ICEE INSPIRATIONAL/ICEE)

% HITPREDICTOR

promosquad.

fr T-PAIN
9 TRINA FEAT. LIL WAYNE
fr SHARISSA

30w wow
DESTINY'S'CHILD
LYFE-JENN HGS

KANYE WES3T

BOW WOW FEAT. ClaRA
CHARLIE WILSON
MARIAH CEREY

DAVID BANMNER

BOBBY VALENTINO
DAMIAN JF .GONG” MARLEY
TONI BRAXTON

PsC

DEM FRANC+ISE BOYZ
PRETTY RICKY
OMARION

€ T-PAIN
4 RAY J

BOW wOw

MARIAH CAFEY

BISSY ELLIZTT

DAVID BANMER

DESTINYS CHILD

30w WOW “EAT. CIARA
30BBY VALSNTINO

<ANYE WEST

#ING YANG TWINS FEAT PITBULL
MARCOS HERNANDEZ
JAMIAN UR GONG™ MARLEY
NASSHA

ADULT R&B AND RHYTHMIC AIRPLAY: 53 adult R&B stations and 63 rhythmic statiors are
eisctronically moritored by Nielsen Broadcast Data Systems, 24 hours a day, 7 days a week.
@ 2005 VNU Business Media, Inc. and Nielsen SoundScan, inc. HOT R&B/HIPHOP
SINGLES SALES: this data is used to compile Hot R&B/Hip-Hop Singles & Tracks. © 2005
VNU Business Media, Inc. and Nielsen SoundScan, inc. HITFREDICTOR: © 2005,
Promosquad and HitPredictor are trademarks of Think Fast LLC.
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- TITLE Artist & TITLE Artist &£
5 PRODUCER (SONGWRITER) IMPRINT & NUMBER / PROMOTION LABEL & ..l PRODUGER (SONEWRITER) IMPRINT & NUMBER / PROMOTION LABEL &
1 14 AS GOOD AS | ONCE WAS Toby Keith 1 i 33 ~ GOOD OLE DAYS Phil vassar
J.STROUD, T.KEITH (T.KEITH,S.EMERICK) = __Q DREAMV@-RQ l i F.ROGERS.PVASSAR (PVASSAR,C.WISEMAN) ® ARISTA NASHVILLE
"’é. 2 o | SOMETHING MORE Sugarland 7 5 BRING ME DOWN Miranda Lambert
. ; G.FUNDIS (K.HALL,J.NETTLES X BUSH) © MERCURY E.LIDDELL,M.WRUCKE (M.LAMBERT THOWARD) © EPIC/EMN
u 3 4 MISSISSIPPI GIRL Faith Hill il 49 DREAM BIG Ryan Shupe & The Rubber Band = 44
R~ 0.HUFF.B.GALLIMORE F.HILL (J.RICH,A.SHOENFIELD) © WARNER BRDS./WRN "y J.DEERE (R.SHUPE} @® CAPITOL i
@ = PLAY SOMETHING COUNTRY Brooks & Dunn 41 BETTER LIFE Keith Urban 3
- T.BROWN,R.DUNN,K BRODKS (R.DUNN,T.MCBRIDE} ARISTA NASHVILLE S D.HUFF,K.URBAN ‘R.MARX.URBAN) ® CAPITOL
gl 6 6 ALCOHOL Brad Paisley - 42 COME A LITTLE CLOSER Dierks Bentley — q¢
= <} F.ROGERS (B,EAISLEV) ©® ARISTA NASHVILLE | B.BEAVERS (B.BERVERS.D.BENTLEY} ® CAPITOL
9 8 8 DO YOU WANT FRIES WITH THAT Tim McGraw ¥ 37 MISS ME BABY Chris Cagle u
- B.GALLIMORE,T.MCGRAW,D.SMITH (C.BEATHARD.K.K.PHILLIPS}) ©® CURB R.WRIGHT,C.CAGLE {C.CAGLE,M.POWELL) ©® CAPITOL
P : 9 1 . A REAL FINE PLACE TO START Sara Evans 7 36 BOONDOCKS Little Big Town 36
&_ e S EVANS,M.BRIGHT (R.FOSTER,G.DUCAS) ® RCA 00| WKIRKPATRICK,L TTLE BIiG TDWN (W.KIRKPATRICK,LITTLE BIG TDWN) o QE[]UITY | i
FAST CARS AND FREEDOM Rascal Flatts 3 40 MUST BE COIN’ SOMETHIN’ RIGHT Billy Currington ”
| M.BRIGHT,M.WILLIAMS RASCAL FLATTS (G.LEVOX,N.THRASHER,W.MOBLEY) ® LYRIC STREET C.CHAMBERLAIN [P.J.MATTHEWS,M.DODSON) ® MERCURY
.. DON’T WORRY 'BOUT A THING SheDaisy ¥ 39 THE BEST VAN Blaine Larsen 38
D.HUFF,SHEDAISY (K.0SBORN.J.DEERE) = ® LYRIC STREET | i R.L.FEEK.T.JOHNEON {B.LARSEN,T.JOHNSON R.L.FEEK) ® GIANTSLAYER/BNA
HELP SOMEBODY van Zant 10 38 USED TO THE PAIN Tracy Lawrence 38
M.WRIGHT,J. SCAIFE (K.RAINES J STEELE) ©® COLUMBIA J.STROUD (M.NESLER,T.MARTIN) ©® DREAMWORKS
MAKING MEMORIES OF US Keith Urban ;iln 35 - TEXAS George Strait 3
b= ¢ D.HUFF,K.URBAN (R.CROWELL) ® CAPITOL T.BROWN,G.5TRA T (S.0.JONES, PWHITE) @ MCA NASHVILLE 3
E SOMETHING 70 BE PROUD OF Montgomery Gentry 12 SKIN (SARABETH) Rascal Flatts 77
J.STEELE (J.STEELE,C.WALLIN) © COLUMBIA RASCAL FLATTS M.BRIGHT.M. WILLIAMS (D.JOHNSON,J HENRY) @ LYRIC STREET i
ﬁ SOMEBODY'S HERO Jamie O’Neal Tl Singer 4  WHERE WE BOTH SAY GOODBYE Catherine Britt & Elton John 43
- 1] K STEGALL (J.0’NEAL,S.SMITH,E HILL) ©® CAPITOL be((mes ! . K.STEGALL (C.BRTT,J.SALLEY) o RCA o
@ 15 18 REDNECK YACHT CLUB Craig Morgan 14. t d 44 SHE DIDN’T HAVE TIME Terri Clark "
. C MORGAN PO'DONNELL (T.SHEPHERO,S. WILLIAMS) © BROKEN BOW = 99(39” J.STROUD (N.WITT,PBUNCH) @ MERCURY
@ 2 _ 7 [ALEERCTITIE ALL JACKED UP Gretchen Wilson RV fer e in the 4 | COME FRIDAY Aaron Tippin
[CLZUCTINT I 1 WRIGHT.G.WILSON,J.RICH (. WILSON,J.RICH.V. MCGEHE) © EPIC/EMN kiessen BDS . B.WATSON,M.BRADLEY,A.TIPPIN (K.ARCHER,M.T.BARNES) @ LYRIC STREET )
= ¢ - B .
3 ARLINGTON Trace Adkins e * ! XXL Keith Anderson ]
a_ 16 20 S.HENDRICKS (J.SPILLMAN,DATUHNBULL)_ @® CAPITOL iﬁ :'Ir:t' C;a;k 4 J.STEELE (K.ANDERSON,B.DIPIERQ) @ ARISTA NASHVILLE “
m STAY WITH ME (BRASS BED) Josh Gracin 17 L op 50 - RAINBOW IN THE RAIN Clint Black m
- - M.WILLIAMS (B.JAMES.T.MCBRIDE J.HUGHES) @ LYRIC STREET 0 jmet ¥ C.BLACK (C.BLACK,H.NICHOLAS) @ EQUITY b
@ 17 47 GEORGIA RAIN Trisha Yearwood 17 WC weeks. 4% SUMMER GIRL Jessica Andrews %
G.FUNDIS (E HILL,K.ROCHELLE) ©® MCA NASHVILLE Sheriia Twain J.STROUD (J.ANDREWS,M.CHAGNON,J.T.SLATER) ® DREAMWORKS i
& | HICKTOWN Jason Aldean i o YOUR MAN Josh Turner §
5 20 t W M.KNOX {V.MCGEHE,J.RICH,B.KENNY) . © BROKEN BOW 19 d'dh‘mce' 56 FROGERS (C.STASLETON,C.DUBOIS.) EVERETT) @ MCA NASHVILLE “
a YOU’RE LIKE COMIN' HOME Lonestar 20 8 GOOD PEOPLE Jeff Bates a
: J.NIEBANK (B.KINNEY,B.D.MAHER.J.STOVER) ® BNA B.CHANCEY,K.BEARD (T.JAMES K MARVELL) @® RCA
| 1o . YOU’LL BE THERE George Strait | 4 . ANGELS Randy Travis 51
4 i T.BROWN (C.MAYQ) . © MCA NASHVILLE K_LEHNING (B.MODRE,T.SEALS.H MCNALLEY) ® WORD-CURB/WARNER BROS./WRN !
e PROBABLY WOULDN'T BE THIS WAY LeAnn Rimes 22 TEQUILA MAKES HER CLOTHES FALL OFF Joe Nichols 52
& D.HUFF (J KENNEDY,T.KIDD) ® ASYLUM-CURB B CANNON (G.HAHNAN J.W WIGGINS) UNIVERSAL SOUTH
@ 23 2% BEST | EVER HAD Gary Allan 23 1 (I NEVER PROMISED YOU A) ROSE GARDEN Martina McBride 53 l
e | M.WRIGHT (M.SCANNELL) @ MCA NASHVILLE M.MCBRIDE (J.SCUTH) e et e ROl
24 18 -4 KEG iN THE CLOSET Kenny Chesney 6 INSIDE YOUR HEAVEN Carne Underwood O s2
_B,EANNON,K.CHESNEY {K.CHESNEY,B.JAMES) ® BNA ¢ D.CHILD (A.CARL3SON.PNYHLEN,S.KOTECHA) ®OO ARISTA/RMG
= 5 2 LTH(;SW :}‘DHEARTACHE Trick Pony Yl Ariamsas THAT'S THE KIND OF LOVE I'M IN Jace Everett 52
.- . {R.SCOTT.S.WOLFE) QVAS!LUMCURB Sol.er wrote M.WRIGHT,G.DROMAN (C.BEATHARD.M.PHEENEY) @® EPIC/EMN
@ 26 23 HE OUGHTA KNOW THAT BY NOwW Lee Ann Womack 2 A TWO HEARTS Zona Jones 47
B.GALLIMORE {J.SPILLMAN,C INGERSOLL) © MCA NASHVILLE anc =corded M.JONES,Z JONEE {E.HILL,A.J.MASTERS) © D/QUARTERBACK
a 28 23 | DELICIOUS SURPRISE (I BELIEVE IT) JoDee Messina | 5, WAL KING OF THE CASTLE Matt Jenkins Sy
. B.GALLIMORE,T.MCGRAW (G_BURTNICK.B.HART) ® ﬂR_B_ 1 Whhstaﬁoned . T.BROWN (M.JENLINS) UNIVERSAL SOUTH
ey HILLBILLIES Hot Apple Pie P g AMERICAN BY GOD’S AMAZING GRACE Luke Stricklin :
-D' . a R.LANDIS,G.MCDOWELL (B.SEALS.K.PLUSH,G.MCDOWELL) _@_OREAMWORKS a n Im 't S hlS L.WOOTEN {(L.STFICKLIN,JR SCHULTZ) PACIFIC-TIME 58
a 29 31 | BILLY'S GOT HIS BEER GOGGLES ON Neal McCoy | 5o kGl ' THEY DON'T UNDERSTAND Sawyer Brown — gg
- E_SILVER (M.MOBLEY,PWHITE) ®0 903 v Cha" M.A.MILLER (D.CHANCE T.CHANCE,S.MILLER,J.WDOD) @® CURB
@ 33 29 4TH OF JULY Shcoter Jennings Featuring George Jones 29 appearance LIKE WE NEVER LOVED AT ALL Faith Hill 51
D.COBB.T.BROWN (S.JENNINGS) @® UNIVERSAL SOUTH D.HUFF,FHILL {J.FICH,S.SAX.V.MCGEHE} ©® WARNER-CURB/WRN
T
OATA P30VIOED BY
wE See chart legend for rules and explanations. Yellow indicates recenny tested title,
5 TITLE ind'cates New Release.
.23 ARTIST (IMPRINT / DISTRIBUTING LABEL) ARTIST/THIS/ABEL/(SCOrE @ ARTIST/Ti Ch k
ARTIST/TRle/LABEL/(Score) ARTIST/Title/LABEL/(Scor
s INSIDE YOUR HEAVEN/INDEPENDENCE DAY hart Rank LADEL/(Score) n
CARRIE UNDERWOGD (ARISTA/RMG) O
BT DREAM BIG ¢ : i COURTRY {t's A Heartache AsyLUM-CURB (80.5) 25
2.9 _RYAN SHUPE & THE RUBBER BAND (CAPITOL) Eeatter Life carma (82.4) 34 He Oughta Know That By Now MCA HASHVILLE (81.6) 26
b 25 |F SHE WERE ANY OTHER WOMAN Tequita Makes 4:r Clothes Fafl Off UNIVERS «t SOUTH (86.9) 52 Good Ole Days ARISTA NASHVILLE (77.0) AN
_BUDDY JEWELL (COLUMBIA/SONY MUSIC) . Come A Littte Closer cariToL{80.2) 35
i "RESTLESS Do You Went Fri2s 3 th That curs (87.0) 6 Miss Me Baby capiToL {76.9) 36
_ ALISON KRAUSS + UNION STATIDN (ROUNDER) A Real Fme Place Tc $tart RCA (81 3) 7 ~ Must Be Doin’ Somethin’ Right MERCURY (88.1) 38
50 “HURT ~ Somehing To Be Prud 0f CoLUMB-A{77.6) 12 Skin (Sarabeth) LYRIC STREEY (86.3) 42
_JOHNNY CASH (AMERICAN/LOST HIGHWAY) Somsbody's Hero ool (75.7) 13 She Didn’t Have The Time WERCURY (86.5) 44
IR I uhen o uv suw g e 831 1 At i s 1) 5
— 'F 1 WAS AN ANGEL Georg @ Ra ¥ MCA NASHVILLE (85.0) 18 - Inside Your Heaven ARISTA (84.7) 54
&l =1 MONTY LANE ALLEN & XMAS BALLS (5.0.E.G.) Probably Wowld 1t 3¢ This Way asyLum-cURa (73.3) 22 "My Kind Of Music WARNER BROS. (78.7) _
° m ILD WEST SHOW .
8IG & RICH {WARNER BROS./WRN)
BABY GIRL . 5
o 8 51 SUGARLAND (MERCURY/UMGN) BETWEEN THE BULLETS wajessen@billboard.com
@ YOU’RE STILL HERE L 1 ]
e PR FLATTS’ ‘SKIN’ GETS SECOND CHART LIFE
After a 20-week chart run fom unsolicited album play, Rascal ~ in Memphis.
- ' L H 6 . 1 5 b 5 5 .
Don't miss another important Flatts’ “Skin (Sarabeth)” r=-enters at No. 42 w.th 3.2 million During the track’s first run, it became the highest-charting
" = a e . . . . .
cct, N I I?\’ lVI lj ‘S I (, lj IJ I)A rl: audience impressio:s. album cut in the Nielsen Broadcast
Recently serviced as tke trio’s rew Data Systems era when it peaked at No.
Jsit ww.BillboardRadioMonitor.com to sign up to register for X Y i i 4 i X P
Jour free Country Radio Blast. single, the sobering ba lad about 37 in the April 30 issue. But that record
|3i l I b() a I.cl |? ,‘cl i 0 'V' on it() r.com childhood illness is deiected at 43 was toppled by George Strait’s “Texas”
- o AN monitored signals. It first gained trac- when it rose to No. 35 two weeks agc.
JCT COUMTRY SONGS: 119 country stations are electronically monitored by tion as numercus counk-y stations Ironically, Rascal Flatts’ No. 37 peak
“ddser Brcadcast Data Systems, 24 hours a day, 7 days a week. Airpower award- I
adic s2ngs appearing in the top 20 on both the BDS Airplay and Audience charts conducted “Country Ca-es for St. broke a record set by Strait’s “Murder
“cr the first lime with increases in both detections and audience. © 2005 VNU N
2siness Media, Inc. All rights reserved. COUNTRY SINGLES SALES: © 2005 Jude Kids” telethons to ra se funds for on Music Row,” which stopped at No.
/L) Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved.
a PEI%DICTOR © 2006, Promosquad and HitPredictor are trademarks of Think St. Jude Children’s Res=a-ch Hospital 38 in April 2000. —Wade Jessen
=3t LL
ol _ CHARTS: See Chart Legend for rules and explanations.
>ata for veek of AUGUST 20, 2005 | For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data | 67
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HOT LATINISONGS: A panel of 100 stations (34 Latin ppp, 21 tropical, 51 regional Mexican) are electronically monitorecB24 hours a day, 7 days a week. © 2005 #NU Business Media, inc.
All rights rezerved. TOP LATIN ALBUMS: See Charts Legend for rules and explanations. € 2005, VNU Business Meda, Ihc. and Nielsen SoundScen, Inc. Al righ=s reserved.
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TITLE
PRODUCER (SONGWRITER)

Artist gg
PRODUCER (SONGWRITER) 3
Ricardo Montaner ‘4e

CUANDO A MI LADO ESTAS

E
Artist
IMPRINT / PROMOTION LABEL IMPRINT / PROMOTION L£BEL |
|

Shakira Featuring Alejandro Sanz

O LA TORTURA
S.MEBARAK R.L.MENDEZ (S.MEBARAK R.L.FOCHOA) _EPIC /SONY DISCOS A } PMANAVELLO (R.MONTANER,PMANAVELLO) EMi LATIN .
» 3  NADAES PARA SIEMPRE Luis Fonsi AMOR DEL BUENO Reyli |44
S.KRYS (A.GUTIERREZ) UNIVERSAL LATINO M.DOM!M.R.BARBA (R.BAREA} SONY DISCOS.

LO QUE PASO, PASO Daddy Yankee YO VOY Zion & Lennox Featuring Daddy Yankee 3

w
o

Fonsi scores

- e Ml

'LUNYTUNES.E.LIND (R.AYALA.J.ORTIZ) EL CARTEL/V' /MACHETE : LUNYTUNES (R.AYALA,ZION LENNOX) WHITE LION /SONY DISCOS
REGGAETON LATINO Don Omar his first No. 1 HASTA EL FIN Monchy & Alexandra pg
E LIND (W 0.LANORDN,E LIND) CHOSEN FEW EMERELD /URBAN BOK OFFICE on Latin Pop M.D'LECN (8.MORILLO) o ) J&N
4 4 LA CAMISA NEGRA Juanes g Airplay Singer POBRE DIABLA Don Omar 4
G.SANTAOLALLA,JUANES (JUANES) ) o SUFCO AUNIVERSAL LATINO h . H."EL_BAMBINO" DELGADO (#.0.LAND3ON) - VI /MACHETE
5 § MAYOR QUE YO Baby Ranks, Daddy Yankee, Tonny Tun Tun, Wisir, Yande! % Hector $ as reaCh?d CANTA CORAZCM Alejandro Fernandez 44
| LUNYTUNES (LUNYTUNES,R.AYALA WISIN.YANDEL H. "EL BAMBINO" DELGADO) MAS FLOW /UNIVERSAL LATINO the top twice K_SANTANDER (6.MARCO SONY DISCOS

RAKATA Wisin & Yandel ¢ on Hot Latin DONT STOP " Zion & Lennox 30

.oa - =000

LUNYTUNES (WISIN.YANOEL) - MAS FLOW AUNIVERSAL LATING 5 Songs 'BONES ZION.LENNOX) WHITE LION /SONY DISCOS &
10 9 ERES DIVINA Patrutla 81 o ) VENGADA Ednita Nazario 8
A.RAMIREZ CORRAL_(J.GABRIEL)_ _ . DISA T.TORRES (C.BRANT,0.FREIBERG) SONY DISCOS
TR " YA ME HABIAN DICHO Lupillo Rivera 7 VEN BAILALO Anget & Khriz 34
S PRIVERA L.RIVERA (S.MACIAS SALGAOO,R.RONGUILLD VON HORSTEN) UNIVISION J.TORRES (A.RIVERA,C.COLON,J.TORRES) LUAR/MVP /MACHETE

@ 12 12 VIVEME Laurz Pausini g LA CAMISA NEGRA Control 44
4 0.PARISINI {J.BADIA,L.PAUSINI B ANTONACCH o WARNER LATINA At NO- 4- ) S.DEGO.LADO,R.GONZALEZ [JUANES) . ‘JNIVISIOE
o. 16 1 MI CREDO K-Paz De La Sierra '_.,. Reggaeton BURN IT UP R. Kelly Featuring Wisin & Yandel ‘g
r K-PAZ DE LA SIERRA {FATO) DISA Lan'no" is LUNYTUNES,R.KELLY (R.KEL.Y.LUNYTUNES, WISIN,YANDEL) JVE /Z0VBA
12 8 2 AMAR SIN SER AMADA Thalia 5 Omar's first MIA Paulina Rubio 8
g ESTEFANO,J L. PAGAN (ESTEFAND J.L.PAGAN} EVII LATIN h E.ESTEFAN JR.,R.GAITAN,A.GA AN, T.LAARCIN! (E ESTEFAN.JR..R.GAITAN,A GAITAN.TMARDINL.T.MCWILLIAMS UNIVERSAL LATINO
i ALGO MAS La5AEstacion 5 g art-topper UNA DE DOS Mariana g
Al = _AAVILA (AAVILAN.JIMENEZ) - SONY DISCOS AA ALEA H MARANO (FATO) =  Unavision
115 19 YO QUISIERA Reik 4, NO ME DEJES SOLO Daddy Yankee Featuring Wisin & Yandel 44
L A VAZQUEZ (J AMAﬁS A VAZQUEZ) SONY DISCOS MONSERRATE,FIDO.DJ URBA (R.AYALA, WI3IN YANDEL} o EL CA_RTELIﬂ 'MACHE_TE_.
G. 24 23 NO PUEDO OLVIDARTE Beto Y Sus Canarios 4¢ PARTE DE M1 CORAZON A.B. Quintanilla Ill Presents Kumbia Kings Feat. Noe! |49
- NOT LISTED (C.GONZALEZ) . DISA A.B.OUINTANILLA 11t,C.MARTINEZ ‘N.SCHAJRIS,C.BRANT) EM! LATIN
@ 20 15 ELLAY YO Aventura Featuring Don Omar 4 a1 31 4 YA NO LLORES Ramon Ayala Y Sus Bravos Del Norte 4,
h, E.LINO,L.SANTOS (W.0.LANDRON.A. ROMEQ SANTOS) - PREMILM LATIN_ L i R.AYALA {R.AYALA) FREDDLE_
47 13 10 LA LOCURA AUTOMATICA La Secta Alistar 45 42 2= BANDOLERO Olga Tanon | ¢
ﬁ :.. LA SECTA ALLSTAR (G.LAUREANO} o UNIVERSAL LATING P = J.L.MORIN,O.TANON,M.TE JADA (O TANIN.J.L.MORIN) SONY DISCOS
| TIEMPO Intocable . QUE MAS QUISIERA Banda El Recodo
.ﬁ 18 21 R.MUNOZ,R MARTINEZ {A.MARTINEZ) Eil LATIN 18 a2 2829 A.LIZARRAGA,J.LIZARRACA (0. ALYAREZ) FONOVISA 20
= DUENO DE TI Sergio Vega T, OBSESION (NO ES AMOR) Frankie J Featuring Baby Bash | 4
I_ 1-_9 1414 S.VEGA (L.E.LOPEZ) . SgN\ DISCQOS P ! '_“' %5 24 H.PEREZ {A. ROMEQ SANTCS) COLUMBIA /SONY D"f'ﬂ_S 2
HOY COMO AYER Conjunto Primavera ] SOLO QUEDATE EN SILENCIO RBD 5
o R JGUILLEN (C.VILLALOBOS) _ FINOVISA RBD has two @ e AAVIL (M L.ARRIAGA) - Emi LaTin (12
Ifl 971 SIEMPRE TU A MI LADO Marco Antonio Solis 45 RUH inthe 1 ESTA NOCHE DE TRAVESURA Hector “El Bambino" Featuring Divino 40
y ' M.A SOLIS (M.A.SOLIS) FINOVISA IOp ﬁVe Of 2 ] LUNYTUNES.NELY (H. “EL B*MBINO" U:LGADO.DIVINO_)_ FLOW /UNIVERSAL LATINO
@ 7 4 3 LTV AUN SIGUES SIENDO MIA Conjuito Primavera ,, | the Mexic 47 38 31 PLAY THAT SONG Tony Touch Featuring Nina Sky & B Real 54
e - JSILISII ) GuiLLek (E CORTAZAR,E.CORTAZAR,T. MELENDEZ) e ONOYISA B Xcan DJ BLASS (R LARAINS L PRICE.M MCLAREN,S HAGUE L FREESE N ALBINO.N.ALBINO.J.A HERNANDEL VFELIX} U-+ELEMENT /EM LATIN 5
-; S Y LAS MARIPOSAS Pancho Barraza gy albums chart. e NI EN DEFENSA FROPIA Los Temerarios | 3
1 J.M.FIGUERDA (J.M.FIGUEROA) MUSART ‘BALBDA 58 See page 70. - |_A.AALEA (R ORTEGA)  FONOVISA
24 2 27 QUE IRONIA Andy Andy (g @ EL AUTOBUS Pepe Aguilar ‘43
. ANDY ANDY {J.J.NOVAIRA PMARTINEZ) o WEPA AURBAN BOX OFFICE - PAGUILAR,M CAZARES (FaT0) _ SONY DISCOS
25 27 2% LA SORPRESA Los Tigres Cel Norte 50 45 49 QUE EL MUNDO RUEDE Los Rieleros Del Ncrte g
v LOS TIGRES DEL NORTE {R.E.TOSCANO) FINOVISA £E12) D.ESQU VEL.E.GONZALEZ (LGABRIEL) FONOYISA S50

~OP

LATIN ALBUMS

»

£ o= wt . N [} S
;‘:.;8 ARTIST Title & £3 ARTIST Title & &S ARTIST Title £ =g
E -1 E IMPRINT & NUMBER / DISTRIBUTING LABEL {PRICE) 3 5 IMPRINT & JUMBER / DISTRIBUTING LABEL jPRICE) 5 ;'3 IMPRINT & NUMBER / DISTRIBUTIN LAR PRICE) 8 22

SHAKIRA Fijacion Oral Vol. 1 VARIOLS ARTISTS

1! Hip Hep Nation En Esoanol % 51 '51 ANGEL & KHRIZ Los MVP's 51
EPIC 33700/SONY MUSIC (18.98) & e UNIVIS ON_10508/UG (13.98) ® | LUAR/MVP 375207/MACHETE (14.98) JE——"
GRUPO BRYNDIS Por Muchas Razones Te Quiero 2 27 18 1§ TONY TOUCH The FeggaeTcny Mbum i 52 31 37 ZION & LENNOX Motivando A La Yal: Special Edition 10
DISA 720576 (11,981 % - | U +ELEMENT 73¢02/EMI LATIN (16.98, WHITE LION 95748/SONY DISCOS (16.98)
DADDY YANKEE Barrio Fino g 1 28.. 23 GRUPO MONTEZ DE DURANGO Y Sigue Le MataDando ' 1 o ANA BARBARA/JENNIFER PENA Confesiones 5
EL CARTEL/VI 450639/MACHETE (15.98) N DISA 720464 (12.98) & 3 FONOVISA 35179106 (14.98) ®
= 2 5;77%;9393 QANARIOS Ardientes 2 29 21 17 AKWID / Jf\E-P _ Kickin' t..J intcs 9 50 VARIOUS ARTISTS  Reggaeton Clulb An}hems 16
(1198 % UNIVIS ON :10478/UG (13.98) @ _ ¥ FLOW/MACHETE 290004/UNIVERSAL LATINO (17.98 CD/DVD)
| LUIS FONSI Paso A Paso e | LA 5A ESTACION Florss Ce A quiler i * GRUPO BRYNDIS El Quinto Trago
]P,- S UNIVERSAL LATIND 004881 (14.98) : 30 24 38 SONY DISCIS 62127 (12.98) o !2 ;55 w & DISA 720369 (12.98) ® . -
RBD Rebelde REYLI EaLa Lura VARIOUS ARTISTS  Juntos... Grandes Duetos -
6 &8 7 EMI LATIN 75852 (14.98) ,A,C i 31 16 2% SONY DISCJS 93414 (15.98) "i_ 46 FONOVISA 351942/UG (13.98) @ aie
5 g VARIOUS ARTISTS Chosen Few: EIl Documental " 9 . RY COODER Chawez Ravine 4 = GRUPO BRYNDIS La Mejor...Coleccion 45
& L CHOSEN FEW EMERALD 12061/URBAN BOX OFFICE (13.98 CD/OVD) @ i PERRD VEFDE/NINESUCH 79877/WARVER BROS. (21.98 DISA 720561 (11.98) R
Q | LOS RIELEROS DEL NORTE Y Que Ei Mundo Ruede o LOS CAMINATES Tesoros De Coleccion: Lo Romantico e Los Caminanes 22 58 47 45 DON OMAR The Last Don: Live 0 2
: FONOVISA 351923/UG (13.98) @ B SONY DISC IS 95637 (9.98) . 1 V1 450618/MACHETE (17.98) o -
6 6 ANDY ANDY Ironia 5 VARIOUS ARTISTS Explosion Dumangt ense T 59 52 49 VARIOUS ARTISTS Uttimate Reggaeton Collection 9
WEPA 1060/URBAN BOX QFFICE (9.98 CD/DVD) @ i E ) 0ISA 720557 (12.98) @ L : EVERYWHEREVI 450715/MACHETE (15.98 CO/OVD} ®
THALIA El Sexto Sentido RBD Er Vivo 2 VARIOUS ARTISTS Los Bandoleros: The First Don Omar Production
= (O EMI LATIN 75589 (16.98) @ i EMI LATIN 2382 (15.98) B ~2_3 60 : 393 ALLSTAR/VI 450673/MACHETE {15.96) A 2
g_" | 9 14 LUNYTUNES & BABY RANKS Mas Flow 2 7 5 ANA GABFRIEL Historia De Una 3eina 36 @ 69 66 CUISILLOS El Concierto Del Amor &1
2 ) MAS FLOW 230007/UNIVERSAL LATINO (14.98) I SONY DISE S 92902 (15.98) y } | MUSART 3462/BALBOA (14.98)
JUANES Mi Sangre VARIOUS ARTISTS Reggaeton Cor Gasolira LOS HOROSCOPOS DE DURANGO Y Seguimos Con Duranguense!!! =
=m0 SURCQ 003475/UNIVERSAL LATINO (17.98) ® _MADACY LaTINO 51065'MADACY (7 98) C Eel 00| 72 DISA 720503 {14.98) ® 2
o MARCO ANTONIO SOLIS  La Historia Continua... Parte Il " VARIOUS ARTISTS Los Grardes De Durango En Vivo 12 &3 LUNYTUNES La Trayectoria [ ' 7
FONOVISA 351643/UG (13.98) @ _DISA 720530 (11.98) @ i | MAS FLOW/GOLD STAR 180008/UNIVERSAL LATINO (18.98)
LOS HOROSCOPOS DE DURANGO En Vivo Gira En Mexico 2005 i GRUPO HONTEZ 1E DURANGO PATRULLA B11L0S HOROSCC0S BE BURANGO: L0 Mas Fenchero (e 32 64 56 54 VARIOUS ARTISTS Reggaeton All Stars 14
| DISA 720575 (11.98) @ B 0ISA 720534 (11.98 - PINA 270168/UNIVERSAL LATINO (15.98 CD/OVD) @
CONJUNTO PRIMAVERA Dejando Huella fl ¥ 34 30 VARIOUS ARTISTS The Hitrrakers Of Regzaeton 10 | 88 68 52 LOS TEMERARIOS La Mejor...Coleccion ‘,
FONOVISA 351902/UG (13.98) @ @l V1450713/ 4ACHETE (18.98 CO/OVD) @ k> | =t | DISA 720392 (11.98) i
RAMON AYALA Y SUS BRAVOS DEL NORTE Antologia De Un Rey 13 41 38 32 VARIOBS ARTISTS Reggaeton Expidsicn 2 86 55 - ALEJANDRO FERNANDEZ A Corazon Abierto 2
FREDDIE 1890 (16.98) _— 2 =4l _FLOW 900C34/UnIVERSAL LATINO (14.38 C0,DVD) B I ] | SONY DISCOS 95323 (16.98 CO/OVD) & ]
1 ;aT;‘;!oL;;LJ\z 331) . ) Divinas {7 5 % ﬂ 33 97 Lmtgg‘-‘g:‘:ﬁwsa) ] X el . 67 40 48 kl\j@;ﬂiﬁﬁ;&?&% CD%;'[I.‘I)ai{a: Reggaeton Collection 20
ALACRANES MUSICAL  Nuestra Historia Y Algo Mas i a3 28 2 LA SECTA ALLSTAR Consejo 8 68 72 59 A.B. QUINTANILLA IIl PRESENTS KUMBIA KINGS ~ Fuego + 3 5
UNIVISION 310432/UG (13.98) @ UNIVERSAL LATINO 004577 (14.98) EMILATIN 90595 ('5.98) =
[EZIE] Los RAZOS Al Estlio De Mi Tierra . PATRULLA 81'L PROPEDAD DE DURANGO ALACRAKES MUS CAL La Hefp.. Cokeccion ] m - REIK Reik
_@ IS _"’_“ TCIL sony oiscos 95817 ey ® ik j Lol ?5 21 _DISA 72057 (1C.98 — el 1 182 'SONY DISCOS 95680 (14.98) a 4
@ LOS HURACARES DEL NORTE  Legado Norteno-Corridos | 59 @ JOHN ERIC Peso Completo e 70 57 - MANA Luna g
o ! FONOVISA 351626/UG (13.98) ® - w WHITE LIOE 95938/SONY DISCDS (15.98) i i WARNER LATINA 61045 (18.98) o -
(. VARIOUS ARTISTS MVP 2: The Grand Slam forn VICENTE FERNANDEZ  Tesoros De Coleccicn - _ - MARC ANTHONY Amar Sin Mentiras
Ea K MVP 375206/MACHETE (15.98) . R 24 SONY DISCIS 95241 (9.98) - b 2l ﬂ § & SONY DISCOS 95194 (18.98) O
({3 LOS TEMERARIOS Velntisiete 1 LUPILLD RIVERA El Rey De Las Cartinas CAFE TACUBA Un Viaje
@ 22 24 56 RYSRTd ronovisa 351342/UG (15.98) O 1 R} gai. 35 34 UNIVISION 810380/UG (14.98) J o 00 47 UNIVERSAL LATING 004461 (15.98) @ Ly
g e i T e p— — T ¥ [~ - o

AVENTURA God's Project 5 54 53 GRUPO HANYAK  Duranguense A Todo Lo Cue Da a9 e m | LA MAFIA Tesoros De Coleccion | [as
ig V20BN previum LATIN 94082/SONY DISCOS (13.98) — y 5% e MADACY L_TINO 51037/MAOACY (12.38 i L= | SONY DISCOS 94090 (9.98) E—
E DIANA REYES La Relna Del Paslto Duranguense 24 j@ DUELO En Vivo Desde Vorrerrey 49 74 58 - LOS HOROSCOPOS DE DURANGO Locos De Amor 3
A | MUSIMEX 005158/UNIVERSAL LATINO (11.98) | UNIVISIDN $10352/UG (13.98) @ - =y __PROCAN 720363/DiSA (11.98) - ]
2'5 15 18 VARIOUS ARTISTS Agarron Durango Vs Tierra Caliente § 1 80 48 39 ALACRANES MUSICAL 100% Jriginales 5 VICENTE FERNANDEZ Mis Corridos Consentidos 5

DISA 720548 (11.98) @ UNVISION 310384/UG (13.98) @ SONY DISCOS 95624 (12.98)

Go to www.billboard.biz for complete chart data

68 Data for week of AUGUST 20, 2005 | CHARTS LEGEND on Page 72

www.americanradiohistorv.com


www.americanradiohistory.com

AIRPLAY CHARTS: Panels of 34 Latin pop. 21 tropical, 51 regional Mexcan stations, respectively, are electronically monitored 24 hours a day. 7
)

days a week. © 2005 VNU Business Media, Inc. All rights reserved ALBUM CHARTS: 3ee Charts Legend for rules and explanations

QIRPLAY MONITORED BY SALES DATA COMPILED BY
N N
Nielsen Nielsen

Broadcast Data SoundScan
Systems

LATIN AIRPLAY

E ARTIST {IMPRINT / PROMDTION LABEL)
'k_; NADA ES PARA SIEMPRE
" LUIS FONSI {UNIVERSAL LATINO)
L= 1 LA TORTURA
! SHAKIRA FEATURING ALEJANDRO SANZ (EPIC/SONY OISCOS)
. VIVEME
. _LAURA PAUSINI (WARNER LATINA)
- ALGO MAS
LA 5A ESTACION (SONY DISCOS)
. YO QUISIERA
oy REIK (SONY DISCDS}
5 LA LOCURA AUTOMATICA
LA SECTA ALLSTAR (UNIVERSAL LATINO)
LA CAMISA NEGRA
~ JUANES (SURCO/UNIVERSAL LATIND)
AMAR SIN SER AMADA
THALIA (EMI LATIN)
- AMOR DEL BUENO
% REYLI (SONY DiSCOS)
CUANDO A M! LADO ESTAS
RICARDO MONTANER (EMJ LATIN)
'12. CANTA CORAZON
}_e_ ALEJANDRO FERNANDEZ (SONY 0ISCOS)
13 VENGADA
EDNITA NAZARIO (SONY 01SCOS)
ﬂ,;_ SIEMPRE TU A MI LADO
- ~ MARCO ANTONIO SOLIS (FONOVISA)
11 MIA
PAULINA RUBID (UNIVERSAL LATIND)

‘45 SOLO QUEDATE EN SILENCIO
~~ RBD (EMI LATIN)

TROPICAL

TITLE
ARTIST (IMPRINT / PROMOTION LABEL)
REGGAETON LATINO
~ DON OMAR (CHOSEN FEW EMERALD/URBAN BOX OFFICE)
MAYOR QUE YO
BABY RARKS. DADDY YANKEE TONNY TU TUN, WISH. TAYDEL & HECTOR (WAS LATNG)
" RAKATA

~ | WISIN & YANDEL (MAS FLOW/UNIVERSAL LATIND)
4 LO QUE PASO, PASO

DADDY YANKEE (EL CARTEL/VI/MACHETE)
- ELLAY YO
" AVENTURA FEATURING DON OMAR (PREMIUM LATIN)
I6 - LA TORTURA

" SHAKIRA FEATURING ALEJANDRO SANZ (EPIC/SONY DISCOS)
YO VOY
= ZI0N & LENN(Y FEATURING DADDY YANKEE (WHITE LION/SONY BISCOS)
44 VEN BAILALO
" ANGEL & KHRIZ (LUAR/MVP/MACHETE)

NO ME DEJES SOLO
DADDY YANKEE FEATURING WISIN & YANDEL (EL CARTEL/VI/MACHETE)

. DON'T STOP

~ ZION & LENNOX (WHITE LION/SONY DISCOS)

ESTA NOCHE DE TRAVESURA

HECTOR “EL BAMBING* FEATURING DIVINO (FLOW/UNIVERSAL LATINO)
PLAY THAT SONG
TONY TOUCH FEATURING NINA SKY & B REAL (U+ELEMENT/EMI LATIN)
. BURN IT UP
R. KELLY FEATURING WISIN & YANDEL (JiVE/ZOMBA)
n NADA ES PARA SIEMPRE

~ LUIS FONSI (UNIVERSAL LATINO}

= DONCELLA
ZION & LENNOX (WHITE LION/SONY DISCOS)

TITLE
ABYISY (IMPRINT / PROMOTION LABEL)
ERES DIVINA
PATRULLA 81 (DISA)
. YA ME HABIAN DICHO
. LUPILLO RIVERA (UNIVISION)
M| CREDO
- K-PAZ DE LA SIERRA (DISA)
- NO PUEDO OLVIDARTE
BETG Y SUS CANARIOS (DISA)
‘= TIEMPO
7 INTOCABLE (EM) LATIN)
- DUENO DE TI
" SERGIO VEGA (SONY DISCOS)
;@' Y LAS MARIPOSAS
PANCHO BARRAZA (MUSART/BALBOA)

LA SORPRESA
LOS TIGRES DEL NORTE (FONDVISA)
AUN SIGUES SIENDO MIA
" CONJUNTO PRIMAVERA {FONOVISA)

9 HOY COMO AYER

CONJUNTO PRIMAVERA (FONOVISA)

LA CAMISA NEGRA

I " _CONTROL (UNIVISION)

1" YA NO LLORES
| RAMON AYALA Y SUS BRAVOS DEL NORTE (FREDDIE)
.n QUE MAS QUISIERA
BANOA EL RECODO (FONOVISA)

14 NI EN DEFENSA PROPIA
LOS TEMERARIOS (FONOVISA)

4z QUE EL MUNDO RUEDE
LOS RIELEROS OEL NORTE (FONOVISA)

Data for week of AUGUST 20, 2005 |

2005, WU

Busness Media, Inc, and Nielsen SoundScan, Inc. All ights reserved.
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@ LATiN ALBUMS
— POP

ARTIST
TITLE (IMPRINT / DISTRIBUTING LABEL)

- SHAKIRA

FIJACION ORAL VOL. 1 (EPIC/SONY MUSIC)

LUIS FONSI

PASO A PASO (UNIVERSAL LATINO)

RBD

i REBELDE (EMI LATIN)

THALIA

EL SEXTO SENTIOO (EMI LATIN)

[ JUANES

ML SANGRE (SURCO/UNIVERSAL LATIND)
MARCO ANTONIO SOLIS
LA HISTORIA CONTINUA... PARTE (I (FONDVISA/UG)
LA 5A ESTACION
FLORES DE ALQUILER (SONY DISCOS)

R L

-]

BN

REYLI
EN LA LUNA (SONY 0ISCOS)

1 RY COODER
"> CHAVEZ RAVINE (PERRO VERDE/NONESUCH/WARNER BROS )
g RBD
_ ENVIVO (EMI LATIN)
_ ANA GABRIEL
':‘:l HISTORIA DE UNA REINA (SONY 0iSCOS)
- LA SECTA ALLSTAR
CONSEJO (UNIVERSAL LATINO)

. ALEJANDRO FERNANDEZ
A CORAZON ABIERTO (SONY DISCOS)

~

A.B, QUINTANILLA ill PRESENTS KUMBIA KINGS
FUEGD (EM! LATIN)

. REIK
REIK (SONY DISCOS)

ARTIST
TITLE {IMPRINT / DISTRIBUTING LABEL)

~ ANDY ANDY

IRONIA (WEPA/URBAN BOX OFFICE)
AVENTURA

- _GOD'S PROJECT (PREMIUM LATIN/SONY DISCOS)
; MONCHY & ALEXANDRA

HASTA EL FIN (JAN/SONY DISCOS)

- MARC ANTHONY
VALIO LA PENA (SONY DISCOS)

. JUAN LUIS GUERRA
| PARA TI (VENE/UNIVERSAL LATINO)

' VARIOUS ARTISTS

PUTUMAYO PRESENTS: AFRO-LATIN PARTY (PUTUMAY0)
INDIA

| _GRANDES EXITOS + (UNIVERSAL LATINO}

VICTOR MANUELLE
~EN VIVO DESDE CARNEGIE HALL (SONY DISCOS)

VARIOUS ARTISTS
BACHATAHITS 2005 (JAN/SONY DISCOS)

OLGA TANON
COMO OLVI0AR: LO MEJOR DE OLGA TANON (WARNER LATINA}

. VARIOUS ARTISTS
30 BACHATAS PEGADITAS: LO NUEVO Y LG MEJOR (MOCK & ROLL/SONY DISCOS)

SALVADOR
QUE TAN LEJOS ESTA EL CIELO (WORD-CURB/WARNER BROS )

.~ MANUEL GUAJIRO MIRABEL
BUEKAFSTH SOCA CLUBPRESENTSARUEL GUAIRO MIMBAC 0500 CSCUTMDRESUCHMARNER 3005 )

LA SONORA TROPICANA
. TESOROS DE COLECCION (SONY DiSCOS)

ARTIST
TITLE (IMPRINT / DISTRIBUTING LABEL)

GRUPO BRYNDIS
._POR MUCHAS RAZONES TE QUIERO (DISA)

BETO Y SUS CANARIOS
ARDIENTES (DISA)

LOS RIELEROS DEL NORTE
¥ QUE EL MUNDO RUEDE (FONOVISA/UG)

- LOS HOROSCOPOS DE DURANGO
~_EN VIVO GIRA EN MEXICO 2005 (DISA)

- CONJUNTO PRIMAVERA
*_DEJANDO HUELLA I} (FONOVISA/UG)

- RAMON AYALA Y SUS BRAVOS DEL NORTE
- ANTOLOGIA DE UN REY (FREDDIE)

PATRULLA 81
*_DIVINAS (DISA)

ALACRANES MUSICAL
- NUESTRA HISTORIA Y ALGO MAS (UNIVISION/UG)

LOS RAZOS
* AL ESTILO DE M) TIERRA (SONY DISCOS)

' LOS HURACANES DEL NORTE
LEGAOO NORTENO-CORRIOOS (FONOVISA/UG)

)| ; LOS TEMERARIOS
*_VEINTISIETE (FONOVISA/UG)

DIANA REYES
- LA REINA DEL PASITO OURANBUENSE (MUSIMEX/UNIVERSAL LATINO)

5 VARIOUS ARTISTS
' AGARRON DURANGO VS TIERRA CALIENTE (DISA}

GRUPO MONTEZ DE DURANGO
¥ SIGUE LA MATA DANDO (DISA)

LOS CAMINANTES
" TESOROS DE COLECCION: LD ROMANTICO DE LOS CAMINANTES (SONY DISCOS)

For chart reprints cell 646.654.4633

See chazt legend for Hot Dance Club Play and Hot Dance Si

les Saes niss ang explanabons. & 2005, VNU Business Media. Inc.

and Nisiser SoundScan, Inc. All rights reserved. HOT DANCE AIRPLAY 8 cence stations are electronically monitored by Nielsen
Broadeast Data Systems. See chart legend for rules &ad expanatiows, & 2005, VNU Business Media. Ing. All rights jeserved.

TITLE
ARTIST IMPRINT & NUMBER / PROMOTION LABEL

SUNSHINE J
GEORGIE PORGIE LIVE 001/MUSIC PLANT

MARIAH CAREY ISLAND PROMO/IDJMG
RIDE THE PAIN
JULIET VIRGIN PROMO
g LOOKING FOR A NEW LOVE (REMIXES)
* ., J0DY WATLEY PEACE BISQUIT 007/CURVVE
WHAT A FEELING (FLASHDANCE)
x GLOBAL DEEJAYS SUPERSTAR (MPORT

'4& ACCEPT ME
- Z_ VERNESSA MITCHELL JvM 027

SHOUT
| SISAUNDRA GLOBAL 002/MUSIC PLANT
. BURNIN' OUT
LAUREN HILDEBRANDT HILDY 3003/MUSIC PLANT
LE FREAK (CHRIS COX/ROMAN S. MIXES)
GTS FEATURING NORMA JEAN & LUCI M. AVEX 1207/KING STREE™
FASTLANE
ESTHERO FEATURING JEMENY AND JELLEESTONE REPRISE 42€14
JETSTREAM
NEW ORDER FEATURING ANA MANTRON WARNER BROS. 42813
, | CATER2 U
- DESTINY'S CHILD COLUMBIA 74672
BACK TO BASICS
SHAPE: UK ASTRALWERKS 34106
- NOTHIN MORE TO SAY
': ALYSON PM MEDIA 3081

GOTTA GO GOTTA LEAVE (TIRED)
VIVIAN GREEN COLUMBIA 72898
- g TECHNOLOGIC
i . DAFT PUNK VIRGIN 33351

PREPARE FOR THE FIGHT
THE LOVEMAKERS GHERRYTREE PROMO/INTERSCOPE

| B MORE SHAKE
AFRIKA BAMBAATAA TOMMY BOY SILVER LA3EL 2477/TOMMY BOY

QE WHEN THE BROKEN HEARTED LOVE AGAIN
%z 3

5

DANIELLE BOLLINGER DEFINITIVE PRCMO/ESNTION

. LOSE CONTROL

WSS ELLIOTT FEATURING C1A%A & FAT MAH SC00P THE G0LD KIKD PROVO/ATLANIIC

NEVER WIN

FISCHERSPOONER CAPITOL 30631

~ NO TE QUIERO OLVIDAR (R. ROSARIC MIXES)

|_BETZAIDA FONOVISA PRONMO

DON'T CHA (R. ROSARIO/KASKADE/DJ DAN MIXES)

THE PUSSYCAT DOLLS FEATURING BUSTA RHYMES 4&M 005205/INTERSCOPE

ALl2] SAY HELLO
DEEP DISH DEEP DISH 90736/THRIVE

4 SUMMER MOON
AFRICANISM ALL STARS YELLOW 2484/TDMMY BDY

ALBUMS

ARTIST
TITLE IMPRINT & NUMBER / DISTRIBLTING LABEL

1 GORILLAZ
DEMON DAYS PARLOPHDNE 73838°/VIRGIN

- D.H.T. FEATURING EDMEE

~ LISTEN TO YOUR HEART ROBBINS 750€1
VARIOUS ARTISTS

MOTOWN: REMIXED MOTOWN 003900/UME
TIESTO

I SEARCH OF SUNRISE 4: LATIN AMERICA SONG BIE D OW/BLACK HOLE
ROYKSOPP

THE UNDERSTANDING WALL OF SOUND 11352 */ASTRALWERKS
og M.LA.

=" ARULAR XL 004844"/INTERSCOPE

DEEP DISH

| GEORGE IS ON DEEP DISH 90732/THRIVE

- MOBY

HOTEL V2 27243

LOUIE DEVITO & DJ MOODY

-A LOUIE DEVITO PRESENTS DEEPER & HARDER VL 2 DEE VEE 0014/MUSICRAMA
DJ LIL' CEE
DANCE MIX NYC VOL. 7 TOMMY BOY 1€09
=

8

SCISSOR SISTERS
SCISSOR SISTERS UNIVERSAL 0027727/UMRG
, THIEVERY CORPORATION
2 CDSMIC GAME EIGHTEENTH STREET LGUNGE 0081
- BRAZILIAN GIRLS
BRAZILIAN BIRLS VERVE FORECAST 003229*/NG
12 9 VARIQUS ARTISTS

" |©" FIRED UP12 RAZOR & TIE 89091

KRAFTWERK
= MINIMUM-MAXIMUM ASTRALWERKS 60611*

19 13 VARIOUS ARTISTS

~ " SUPERSTARS #1 MITS REMIXED SONY BMG STRATEGIC MAFKETING GROUP 67288

BAD BOY JOE
- THE BEST OF NYE AFTERKOURS 2: FEEL THE DRUMS MEGAM X 2006MUSICRAMA

8 | 14 15 NEW ORDER
e ~ WAITING FOR THE SIRENS' CALL WARNER BROS. 49307
", ' | VARIOUS ARTISTS
‘@___ * ULTRA.WEEKEND ULTRA 1294

'24_\" og THE RIDDLER & VIC LATINO

2

.‘ﬁ

&

2

e

£l

- ULTRA.DANCE 06 ULTRA 1249
| " HUMAN AFTER ALL VIRGIN 63562*
! 18 7 SASHA
{ VARIOUS ARTISTS
FIREQ UP! RAZOR & TIE 89077
- VERVE//REMIXEO3 VERVE 004166*/VG
THE CRYSTAL METHOD

55 »{ DAFT PUNK
FUNDACION NYC GLOBAL UNDERGROUKD 1* e,
25 17. VARIOUS ARTISTS
COMMUNITY SERVICE 2 ULTRA 1268*

ARTIST 1MPRINT & NUMBER / PROMOTION LABEL
| YOURE MY ANGEL (M. CRUZ FRISCIA & LAMBOY/G. PORGIE MIXES)
| 0J MIKE CRUZ FEATURING NAYOBE ACT 2 009/MUSIC PLANT

24 3 EXODUS 04

~ UTADA ISLAND 004682/IDJMG
THE FIRST TIME
OFFER NISSIM FEATURING MAYA STAR 69 1351
B & TELL IT TO THE MOON
99T STEPHANI KRISE DAUMAN PROMO
- SEND ME AN ANGEL
PEPPER MASHAY WITH DIBITAL TRIP SONIC ADRENALINALIVE DO2/MLSIC PLANT
. BLEED LIKE ME (E. KUPPER MIXES)
GARBAGE ALMO SOUNDS PROMO/GEFFEN
ORDINARY PEOPLE (M. JOSHUA REMIX)
= | JOHN LEGEND G 0. 0.0 PROMO/COLUMBIA
~ KILLIN' ME (WHERE DID | GO WRONG)
= JENNA DREY AUOIO ONE 522401
FASCINATED
, SUZANNE PALMER STAR 69 1310
) MESMERIZED (FREEMASONS B. WATT'D. HERNANDEZ MIXES) !
FAITH EVANS CAPITOL PROMO
APART (PALASH/JACKNIFE LEE MIXES)
ELKLAND COLUMBIA 70171
¥ d EXCITED (BOBBY 0, GUISEPPE D, F. INOA MIXES)

BOBBY 0 RAQIKAL PROMO

| LIKE THE WAY

BODYROCKERS UNIVERSAL 005173/UMRG

| SAVE THE LAST DANCE FOR ME (R. ROSARIO/E. BAEZ MIXES)
MICHAEL BUBLE 143 PROMD/REPRISE

DANCE WITH A STRANGER

LEANA SWEDISH DIVA PROMO/RM

, 2 MINDSTALKING
;& + $ LUNASCAPE NOIR PROMO

I LIKE IT (BUT | DON'T NEED 1T}
VIVIAN GREEN COLUMBIA 80131

4« HOLLABACK GIRL
" GWEN STEFANI INTERSCOPE 004435

YOU WOULDN'T KNOW HOW

SARAH ATERETH BEGUILE PROMO/LIGHTYEAR

. TAKE ME UP

~ BARTON NETSPHERES 003

EVERYTHING U

SUPERCHUMBO TWISTED PROMO

LOVE IN A TRASHCAN (E. BAEZ/PASSENGERZ MIXES)

THE RAVEONETTES COLUMBIA PROMD

NATION

SKB TOMMY BOY SILVER LABEL 2488/TOMMY BDY

rﬁ GIRL (J. VASQUEZ/M. JOSHUA MIXES)

€ _DESTINY'S CHILD COLUMBIA 70384

LIVE YOU ALL OVER

TONY HORAN PRESENTS DEBORAN COOPER [0WMY BOY SILVER LABEL 247A/TOMMY BOY

TITLE
ARTIST (IMPRINT / PROMOTIDN LABEL)
sl WE BELONG TOGETHER ]
RRLLS MARIAH CAREY ISLAND/IDJMG
DON'T CHA
THE PUSSYCAT DOLLS FEATURING BUSTA RHYMES A&M/INTERSCOPE

LISTEN TO YOUR HEART
D.H.T. ROBBINS

DON'T PHUNK WITH MY HEART
THE BLACK EYED PEAS A&M/INTERSCOPE
FORGIVE
REINA ROBBINS
BEHIND THESE HAZEL EYES
" KELLY CLARKSON RCA/RMG

COME RAIN COME SHINE
JENN CUNETTA ULTRA
2'§ INSPIRATION

~ AN VAN DAHL ROBBINS
BE MY WORLD
MILKY ROBBINS
, FEEL GOOD INC
GORILLAZ PARLOPHONE/VIRGIN
ONE WORD
KELLY OSBOURNE SANCTUARY
PON DE REPLAY
RIHANNA SRP/DEF JAM/IDJMG
. BACK TO BASICS
" SHAPE: UK ASTRALWERKS/EMC
AND SHE SAID
LUCAS PRATA YO PAL/ULTRA
AXEL F
CRAZY FROG NEXT PLATEAU/UNIVERSAL/UMRG
50 WAYS TO LEAVE YOUR LOVER
°  PLUMMET 8163
EVERYTHING
KASKAOE OM
~ | LIKE THE WAY
BOOYRDCKERS UNIVERSAL/UMRG

g SAY HELLO
DEEP 0ISH DEEP DISH/THRIVE
" THESE WORDS

NATASHA BEOINGFIELD EPIC
WHEN THE DAWN BREAKS
NARCOTIC THRUST YOSHITLISHI/DEEP DISH
. "MR. BRIGHTSIDE

. THE KILLERS ISLAND/IDJMG
- OH
CIARA FEATURING LUDACRIS SHO'NUFF-MUSICLINE/LAFACE/ZOMBA
NO STRINGS

LOLA SOBE

: " "HOLLABACK GIRL
GWEN STEFANI INTERSCOPE

Go to www.billboard.biz for complete chart data | 69
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JAPAN

~ ALBUMS

(SDUNDSCAN JAPAN)

s, ARASHI
~  ONE (LTD EDITION) J-STORM

AUGUST 9, 2005

KETSUMEISHI
KETSUNG POLICE 4 TOY'S FACTORY

SMAP
SAMPLE BANG! VICTOR

HAWAIIAN 6
BEGINNINGS PIZZA OF DEATH

. 0-ZONE
DISCO-ZORE MEDIA SERVICES/TIME

NAMIE AMURO
QUEEN OF HIP-POP AVEX TRAX

= VARIOUS ARTISTS
WANNABEI SONY MUSIC

DEF TECH
DEF TECH (LTD EDITION) DAIKI SOUND

PUSHIM
" _DAZILES SONG OF SONGS KIOON

VARIOUS ARTISTS
DANCEHALL LOVERS ENCORE TOSHIBA/EMI

JANADA (3

ALBUMS

g@. (SOUNDSCAN)

THE BLACK EYED PEAS
. MONKEY BUSINESS A&M/INTERSCOPE/UNIVERSAL

AUGU§R20, 2005

FAITH HILL

FIREFLIES WARNER BROS. (NASHVILLE)/WARNER
- COLDPLAY
| XY PARLOPHONE/EMI

GREEN DAY
AMERICAN IDIOT REPRISE/WARNER

. THE KILLERS
HOT FUSS ISLAND/UNIVERSAL

JACK JOHNSON
1N BETWEEN DREAMS JACK JOHNSON/BRUSHFIRE/UNIVERSAL

GWEN STEFANI
LOVE. ANGEL. MUSIC. BABY. INTERSCOPE/UNIVERSAL

KELLY CLARKSON
BREAKAWAY RCA/BMG

MARIAH CAREY
THE EMANCIPATION OF MIMI ISLANO/UNIVERSAL

FOO FIGHTERS
IN YOUR HONDR ROSWELL/RCA/SONY BMG

SWEDEN

: SINGLES
s
§§: {GLF).

| AXELF
' CRAZY FROG MACH1 RECDRDS

-

JAUGUST §, 2005

TEMPTATION
ARASH WARNER MUSIC

- LONELY
AKON SRC/UNIVERSAL

STORT LIV
LARS CK & HOVET SONET

- DAS KLEINE KROKODIL SCHNAPPI
SCHNAPP! FT. JOY GRUTTMANN POLYDOR

ALBUMS

IL DIVO
IL DIVD SYCO/SONY BMG

AMY DIAMOND
THIS IS ME NOW BONNIER

BODIES WITHOUT ORGANS
PROTOTYPE CAPITOL

COLDPLAY
X&Y PARLOPHONE

 CAJSA STINA AKERSTROM
DE VACKRASTE DROEN VIRGIN

MEXICO g

ALBUMS

(BIMSA)

- SHAKIRA
__FLIACION ORAL VOL.1 EPIC

AUGUST 8, 2005

THALIA
EL SEXTO SENTIDG EM!

- RBD
~_TOUR GENERACION RBD EN VIV EMI

RBD
CANCIONES DE LA TELENOVELA REBELDE EMI

- CAFE TACUBA
~ UN VIAJE UNIVERSAL

INTOCABLE
X DIEZ EMI

ALEJANDRO FERNANDEZ
A CORAZON ABIERTO SONY BMG

REIK
REIK SONY BMG

- JUANES
~_ MI SANGRE UNIVERSAL

LUIS MIGUEL
MEXICO EN LA PIEL WARNER MUSIC

70 |

UNITED KINGDOM ><

ALBUMS

wﬁ‘
; <Z' (THE OFFICIAL UK CHARTS C0.),

JAMES BLUNT
BACK T0 BEDLAM ATLANTIC

AUGUST 7, 2005

COLDPLAY
X&Y PARLOPHONE

FAITHLESS
FOREVER FAITHLESS GREATEST HITS CHEEKY/SONY BMG

KAISER CHIEFS
EMPLOYMENT B UNIQUE/POLYDOR

JEFF WAYNE

THE WAR OF THE WORLDS COLUMBIA
LEE RYAN

'__LEE RYAN BRIGHTSIDE

. GORILLAZ

-_DEMON DAYS PARLOPHONE
MICHAEL JACKSON
THE ESSENTIAL EPIC

- OASIS
*__DONT BELIEVE THE TRUTH BIG BROTHER

CRAZY FROG
CRAZY HITS MACH1 RECOROS

ITALY

(FIMI/NIELSEN)

MAX PEZZALI

TUYTD MAX ATLANTIC
BIAGIO ANTONACCH
CONVIVENDO PARTE 2 IRIS/MERCURY
NEGRAMAROQ

*  MENTRE TUYTQ SCORRE SUGAR
BACKSTREET BOYS
CANZONI AL MASSIMO JIVE
JAMES BLUNT

BACK TO BEDLAM ATLANTIC
COLDPLAY

X&Y PARLOPHONE
GIORGIA

MTV UNPLUGGED VIRGIN
LAURA PAUSINI
RESTA IN ASCDLTGQ ATLANTIC.

~ TOMMY VEE

FIRST AIRPLANE

u2

HOW TD DISMANTLE AN ATOMIC BOMB ISLAND

AUGUST 842005

AUSTRIA

AUGUST 8, 2005

-
]
. <X (AUSTRIAN IFP/AUSTRIA JOP 40)

RISING GIRL
__RISING GIRL SONY BMG

AXEL F

CRAZY FROG MACH1 RECORDS

LA CAMISA NEGRA

JUANES UNIVERSAL

MARIA

S 5 UNIVERSAL

LA TORTURA
SHAKIRA FT. ALEJANDRO SANZ EPIC

ALBUMS

E”i* BANAROO
T BANAROO'S WORLD UNIVERSAL
&

SOHNE MANNHEIMS
e POWER OF THE SOUND SOHNE MANNHEIMS/UNIVERSAL

- ¢

" "GREEN DAY

~ AMERICAN IDIOT REPRISE
ERSTE ALLGEMEINE VERUNSICHERUNG
100 JAHRE EAV...IHR HABT ES S0 GEWOLLT SONY BMG

PORTUGAL

AUGUST 9, 2005

2 (RiM)
D'ZRT

| DZRT FAROL/NZ

HUMANQS

HUMANOS CAPITOL

5 ADRIANA CALCANHOTO
ADRIANA PARTIMPIM POLYOOR

iL DIVO

1L DIV SYCO/SONY BMG

§ MARIZA
3 ft TRANSPARENTE CAPITOL
' KEANE
HOPES AND FEARS ISLAND
COLDPLAY
X&Y PARLOPHONE
SHAKIRA
: FIJACION ORAL VOL.1 EPIC
| ESCOLINHA DE MUSICA
. _ESCOLINHA DE MUSICA FAROL
MARIA BETHANIA
QUE FALTA VOCE ME FAZ BISCOITO FING

Go to www.billboard.biz for complete chart data

ALBUMS

(SNEP/IFOP/TITE-LIVE)
RAPHAEL
CARAVANE CAPITOL
JAMES BLUNT
BACK TO BEDLAM ATLANTIC

. AMADOU & MARIAM

- DIMANCHE A BAMAKO BECAUSE

IL DIVO

IL DIVO SYCO/SONY BMG

COLDPLAY

X&Y PARLOPHONE

YANNICK NOAH

METISSE SAINT GEORGE/COLUMBIA

. GAGE

. SOUL REBEL WAGRAM

ALANIS MORISSETTE

JAGGED LITTLE PiLL ACOUSTIC MAVERICK/WARNER BROS.
KT TUNSTALL

~ EYE TO THE TELESCOPE RELENTLESS

SHAKIRA

FIJACION ORAL VOL.1 EPIC

S

ALBUMS

AUGUST 9, 2005,

(PROMUSICAE/MEDIA)

. SOUNDTRACK

- PASION DE GAVILANES SONY BMG

EL CANTO DEL LOCO

ZAPATILLAS SONY BMG

~ IL DIVO

iL DIVO SYCO/SONY BMG

COTI

ESTA MANANA Y OTROSCUENTOS UNIVERSAL

SHAKIRA

FLJACION ORAL VOL.1 EPIC

JUANES

MI SANGRE UNIVERSAL

. MAGO DE 0Z

- MADRID LAS VENTAS LOCOMOTIVE MUSIC

'8 5 AMARAL
L3

AUGUST 10, 2005

PAJAROS EN LA CABEZA VIRGIN

BEBE
PAFUERA TELARANAS VIRGIN
A MELENDI
1_?7:3 13» QUE EL CIELO ESPERE SENTAO CARLITO
NORWAY Bj=
nE=
SINGLES
'_K
2t
' S| (VERDENS GANG NORWAY) AUGUST &, 2005
! . AXELF

| & CRAZY FROG MACH1 RECORDS
E TSJERIAU
RAV] & DJ LOV EPIC
.~ WHAT'S IN IT FOR ME
AMY OIAMOND BONNIER
LONELY
AKON SRC/UNIVERSAL
STAY WARM
1 WARLOCKS C&C

ALBUMS

'y RAVI & DJLOV

i DEN NYE ARBEIDSDAGEN £PIC
TRANG FODSEL
DE ALLER BESTE NORSK PLATEPROOUKTION
VAZELINA BILOPPHOGGERS
BEDRE HELL ALL MEDISIN OPAL RECORDS
LIONEL RICHIE
DEFINITIVE COLLECTION UNIVERSAL

- DE LILLOS
FESTEN ER IKKE OVER ER KAKE IGJEN SONET

IRELAND 3

SINGLES

(IRMA/CHART TRACK)

YOU'RE BEAUTIFUL
JAMES BLUNT ATLANTIC

GHETTO GOSPEL

2PAC FT. ELTON JOKN INTERSCOPE
WE BELONG TOGETHER
" MARIAH CAREY ISLAND/DEF JAM
ASS LIKE THAT

EMINEM INTERSCOPE

SINCE U BEEN GONE
KELLY CLARKSON RCA

ALBUMS
. JAMES BLUNT
BACK TO BEDLAM ATLANTIC

MICHAEL JACKSON
THE ESSENTIAL EPIC

3 GREEN DAY
- "7 AMERICAN 1DI10T REPRISE
o KAISER CHIEFS
EMPLOYMENT B-UNIQUE/POLYDOR

COLDPLAY
X&Y PARLOPHONE

AUGUST 5, 2005

Data for week of AUGUST 20, 2005 |
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{MEDIA CORTROL
BANAROO
BANAROD'S WORLD NA KLAR
SOHNE MANNHEIMS
POWER OF THE SOUND SOHNE MANNHEIMS/UNIVERSAL
' SHAKIRA
- FLJACION ORAL VDL.1 EPIC
CHRISTINA STUERMER
SCHWARZ WEISS UNIVERSAL
JUANES
M SANGRE UNIVERSAL
CRAZY FROG
CRAZY HITS MACH1 RECORDS
WIR SIND HELDEN
VON HIER AN BLIND VIRGIN
COLDPLAY
X&Y PARLOPHONE
. NENA
f WILLST DU MIT MIR GEHN WARNER MUSIC
GREEN DAY
AMERICAN IDIOT REPRISE

AUSTRALIA ==

AUGUST 10, 2005

2k
Lu
=2/ (ARIA) AUBUST 7, 2005°
{ JIMMY BARNES

OOUBLE HAPPINESS LIBERATION

THE BLACK EYED PEAS

MONKEY BUSINESS INTERSCOPE

KELLY CLARKSON

BREAKAWAY RCA

AMICI FOREVER

DEFINED SONY BMG

. FOO FIGHTERS

©_IN YOUR HONDR RCA

ROB THOMAS
T0 BE ATLANTIC

m-;sw‘ THE OFFSPRING
i GREATEST HITS COLUMBIA

COLDPLAY

oS 7 X&Y PARLOPHONE
-ﬂ GORILLAZ
DEMON DAYS PARLOPHONE
10 8

MARIAH CAREY
THE EMANCIPATION OF MIMI ISLAND/DEF JAM

WALLO

SINGLES

{PROMUVI)

AXEL F

CRAZY FROG MAGH1 RECORDS
UN MONDE PARFAIT
ILONA MITRECEY SCORPIO
C'EST LES VACANCES
ILONA MITRECEY SCORPID
LONELY

AKON SRC/UNIVERSAL

- T'ES PAS CAP PINOCCHIO
. PINOCEHIO EMI

AUBUST 10, 2005

ALBUMS

4 MICHAEL JACKSON
~ THE ESSENTIAL EPIC
RAPHAEL

CARAVANE CAPITOL

1L DIVO

ILDIVO SYCO/SONY BMG
COLDPLAY

X&Y PARLOPHONE

- MARC LAVOINE
| L'HEURE O'ETE MERCURY

POLAND ™=

. (ZWL.ZEX PRODUCENTOW AUDID VIDED) AUGUST &5, 2005

VARIQUS ARTISTS
| _RADIO ZET TYLKD WIELKIE PRZEBOJE NA LATO WAGIC RECORDS
VARIOUS ARTISTS

I! " 2 BRAVO HITS LATO 2005 MAGIC
a3 CRAZY FROG
iy CRAZY HITS MACH1 RECORDS
4 4 VARIOUS ARTISTS
i THE BEST SMOOTH JAZZ... EVERI VOL.2 EM|

~ ANNA MARIA JOPEK
% SECRET OTHER JAZZ
i KRZYSZTOF KILJANSKI
IN THE ROOM KAYAX

i ATB
- Tr SEVEN YEARS MAGIC RECORDS

BRODKA
ALBUM BMG

“‘g VARIOUS ARTISTS

MINI MINI PARTY MAGIC RECORDS

VARIOUS ARTISTS
DZIECI WIEDZA LEPIEJ POLSKI RADIO

CHARTS LEGEND on Page 72
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EUROCHARTS

EUROCHARTS ARE COMPILED BY BILLBDARO FROM THE NATIONAL SINGLES AND ALBUM
SALES CHARTS OF 20 EUROPEAN COUNTRIES. AUGUST 10, 2005
- AXELF

CRAZY FROG MACH1 RECORDS

UN MONDE PARFAIT

ILONA MITRECEY SCORPIO

BAD DAY

. DANIEL POWTER WARNER BROS.

YOU'RE BEAUTIFUL

JAMES BLUNT ATLANTIC

LONELY

AKDN SRC/UNIVERSAL

LA TORTURA

SHAKIRA FT. ALEJANDRO SANZ EPIC

GHETTO GOSPEL

2PAC FY. ELTON JOHN INTERSCOPE

SINCE U BEEN GONE

KELLY CLARKSON RCA

WE BELONG TOGETHER

_ MARIAH CAREY ISLAND/DEF JAM

MARIA

US 5 UNIVERSAL

. TES PAS CAP PINOCCHIO

PINOCCHIO EMI

OH

CIARA FT. LUDACRIS SHO'NUFF-MUSICLINE/LAFACE/ZOMBA
© SAN OU (LA RIVIERE)

. DEZIL SONY BMG

C'EST LES VACANCES

ILONA MITRECEY SCORPIO

[4s 44 JUMP JUmMP

~ D.J TOMEKK FT. FLER VIRGIN

ALBUMS

AUGUST 18, 2005

| COLDPLAY

X&Y PARLOPHONE

JAMES BLUNT

BACK TO BEDLAM ATLANTIC

"SHAKIRA

' FIJACION ORAL VOL.1 EPIC

IL DIVO

IL DIV SYCO/SONY BMG

CRAZY FROG

CRAZY HITS MACH1 RECDRDS

GREEN DAY

AMERICAN 1D1QT REPRISE

GORILLAZ

DEMON DAYS PARLDPHONE

BANARCO

BANAROO’'S WORLD NA KLAR

“SHNE MANNHEIMS

POWER OF THE SOUND SOHNE MANNHEIMS/UNIVERSAL
THE BLACK EYED PEAS

MONKEY BUSINESS INTERSCOPE

FAITHLESS

-~ FOREVER FAITHLESS GREATEST HITS CHEEKY/SONY BMG
ALANIS MORISSETTE

JAGGED LITTLE PILL ACOUSTIC MAVERICK/WARNER BROS.
U2

HOW TO DISMANTLE AN ATOMIC BOMB [SLAND
JUANES

MI SANGRE UNIVERSAL

MICHAEL JACKSON
THE ESSENTIAL EPIC

N
RADIO AIRPLAY iisen
Music Control
RADIO AIRPLAY INFDAMATIDN FRDM 17 EUROPEAN COUNTRIES AS MONITORED AND
. TABLATED BY NIELSEN MUSIC CONTROL

AUGUST 10, 2005
BAD DAY
" _DANIEL POWTER WARNER BROS.

WE BELONG TOGETHER
MARIAH CAREY ISLANO/DEF JAM

n , YOURE BEAUTIFUL
- JAMES BLUNT ATLANTIC
SPEED OF SOUND
COLDPLAY PARLOPHONE
ALL THE WAY
_ CRAIG GAVID WARNER BROS
SIGNS
SNDOP DOGG FEAT. JUSTIN TIMBERLAKE GEFFEN
5 DON'T PHUNK WITH MY HEART
' THE BLACK EYED PEAS INTERSCOPE

LA TORTURA
SHAKIRA FEAT. ALEJANDRO SANZ EPIC

48 DONTLIE
THE BLACK EYED PEAS INTERSCOPE

e LONELY NO MORE
‘? B ok tHoms ATLANTIC

- LONELY
7 AKON UNIVERSAL
L INCOMPLETE
12 | 12 BackSTREET 80YS JIVE
10” CITY OF BLINDING LIGHTS
. U2ISLAND
WAKE ME UP WHEN SEPTEMBER ENDS
GREEN DAY REPRISE
1 THING
AMERIE COLUMBIA

25

See Chart Legend for rules and explamations. € 2005, 'YNU Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved

ATA COMPILED BY
N
Nielsen

DI
SoundScan . .
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ARTIST
TITLE IMPRINT & NUMBER /-DISTRIBUTING LABEL

CHRIS BOTTI
| WHEN | FALL IN LOVE COLUMBIA 92B72/SONY MUSIC ®
MADELEINE PEYROUX
CARELESS LOVE ROUNOER 613192
PAUL ANKA
ROCK SWINGS VERVE 004751/V8
DIANA KRALL
THE GIAL IN THE OTHER ROOM VERVE 001826/V6 ®
- HARRY CONNICK, JR.
0OCCASION MARSALIS 613313/ROUNDER
JOHN SCOFIELD
THAT'S WHAT | SAY: JOHN SCOFIELD PLAYS THE MUSIC OF RAY CHARLES VERVE 004360V
, VERA LEE
83 AND STILL PLAYING WITH THE BOYS S.0.E.G. 1954

JOHN STEVENS

RED MAVERICK 48937/WARNER BROS.

VARIOUS ARTISTS

. _PLAYBOY JAZZ; AFTER DARK Il CONCORD JAZZ 2751/CONCORD
RENEE OLSTEAD

RENEE OLSTEAD 143/REPRISE 48704/WARNER BROS.
HARRY CONNICK, JR.

~_ONLY YOU COLUMBIA 90551/SONY MUSIC

EDDIE PALMIERI

LISTEN HERE! CONCORD 2276

. JOSHUA REDMAN ELASTIC BAND
 MOMENTUM NONESUCH 79864/WARNER BROS.

5’! TERENCE BLANCHARD
FLOW BLUE NOTE 78273
. VARIOUS ARTISTS
- 20 BEST OF JAZZ MADACY SPECIAL PRODUCTS 5328/MADACY
VARIOUS ARTISTS
PUTUMAYO PRESENTS: NEW ORLEANS PUTUMAYO 0232
JANE MONHEIT
TAKING A CHANCE ON LOVE SONY CLASSICAL 92495/SONY MUSIC
BILL CHARLAP
BILL CHARLAP PLAYS GEORGE GERSHWIN: THE AMERICAN SOUL BLUE NOTE 60669
' DAVID SANBORN
CLOSER VERVE 003095/VG
| ARTURO SANDOVAL
LIVE AT THE BLUE NOTE HALF NOTE 4522 @
KEITH JARRETT
RADIANCE £CM 004314/UNIVERSAL CLASSICS GROUP
ELLA FITZGERALD
JAZ2 BIOGRAPHY SERIES UNITED MULTIMEDIA 5507/UNITED AUDIO
WAYNE SHORTER QUARTET
BEYOND THE SOUND BARRIER VERVE 004518/V6

COOK, DIXON & YOUNG
VOLUME ONE RCA VICTOR 67334

LASS
|-
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL
#1

THE 5 BROWNS RED SEAL 66007/BMG CLASSICS ® E
YO-YO MA WITH ROMA SINFONIETTA ORCHESTRA (MORRICONE)

Y0-YO MA PLAYS ENNIO MORRICONE SONY CLASSICAL 93456/SONY MUSIC ®

| JOSHUA BELL

. ROMANCE OF THE VIOLIN SONY CLASSICAL 87894/SONY MUSIC ®
| MORMON TABERNACLE CHOIR WITH ORCHESTRA AT TEMPLE SQUARE (JESSOP)‘%

CHOOSE SOMETHING LIKE A STAR MORMON TABERNACLE CHOIR 0005

. SOUNDTRACK =
| MASTER AND COMMANDER OECCA 001574/UNIVERSAL CLASSICS GROUP Nl

&
ANDRE RIEU {
TUSCANY DENON 7431 ;
8 ﬁ Y0-YQ MA WITH AMSTERDAM BAROQUE ORCHESTRA (KOOPMAN)
VR VIVALDP'S CELLO SONY CLASSICAL 90916/SONY MUSIC
SOUNDTRACK
THE CHORUS NONESUCH 61741/WARNER BROS.
10 g MORMON TABERNACLE CHOIR =
3 AMERICA'S CHOIR: FAVDRITE SONGS, HYMNS, & ANTHEMS MORMON TABERNACLE CHOIR 6313 =
MORMON TABERNACLE CHOIR
PEACE LIKE A RIVER MORMON TABERNACLE CHOIR 6188
: E LANG LANG & MARIINSKY THEATER ORCHESTRA (GERGIEV)

_ RACHMANINOV: PIANO CONCERTO NO. 2 0G 003902, UNIVERSAL CLASSICS GROUP
ANDRE RIEU

LIVE IN DUBLIN DENON 17293

THE SIXTEEN (CHRISTOPHERS)

RENAISSANCE: MUSIC FOR INNER PEACE DECCA 004531/UNVERSAL CLASSICS GROUP

VARIQOUS ARTISTS

BERNSTEIN: PETER PAN KOCH CLASSICS 7596/KOCH

LEON FLEISHER

TWO HANDS VANGUARD CLASSICS 1551/ARTEMIS CLASSICS

ANONYMOUS 4

AMERICAN ANGELS HARMONIA MUNDI 907326

JOSHUA BELL

THE ROMANTIC VIOLIN DECCA 002783/UNIVERSAL CLASSICS GROUP

RENEE FLEMING/ORCHESTRA OF THE AGE OF ENLIGHTENMENT (BICK

HANDEL DECCA 003160/UNIVERSAL CLASSICS GROUP

ANONYMOUS 4 =
THE ORIGIN OF FIRE: HILDEGARD VON BINGEN HARMONIA MUNDI 907327 _ﬁ

PIOTR ANDERSZEWSKI

SZYMANOWSKI: PIANO SONATA NO. 3 VIRGIN CLASSICS 45730/ANGEL
VARIOUS ARTISTS

KARL JENKINS: THE ARMED MAN-A MASS FOR PEACE EMI CLASSICS 11015/ANGEL
LANG LANG

LIVE AT CARNEGIE HALL DG 002047/UNIVERSAL CLASSICS GROUP
AUSTRALIAN CHAMBER (TOGNETTI)/A. HEWITT
BACH: THE KEYBDARD CONCERTOS HYPERION 67307/HARMDNIA MUNDI

YO-YO MA
THE DVORAK ALBUM SONY CLASSICAL 92858/SONY MUSIC
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ARTIST

TITLE IMPRINT & NUMBER / DISTRIBUTING-LABEG
"3l BRIAN CULBERTSON
IT'S ON TONIGHT GRP 004535/VG
LIZZ WRIGHT E
DREAMING WIDE AWAKE VERVE FORECAST 004069/VG

MIKE PHILLIPS
UNCOMMON OR HIDDEN BEACH/EPIC 27499/SDNY MUSIC

BOBBY CALDWELL
PERFECT ISLAND NIGHTS SIN-DROME 8965

' KENNY G
| AT LAST... THE DUETS ALBUM ARISTA 62470/RMG

RICHARD ELLIOT
METRO BLUE ARTIZEN 10010

HARDCASTLE 4 TRIPPIN "N’ RHYTHM 90517/V2

THE RIPPINGTONS FEATURING RUSS FREEMAN

. WILD CARD PEAK 8527/CONCORD

MESHELL NDEGEOCELLO
THE SPIRIT MUSIC JAMIA: DANCE OF THE INFIOEL SHANACHIE 5755

£
g.
PAUL HARDCASTLE ﬁ

. DOWN TO THE BONE

SPREAD LOVE LIKE WILDFIRE NARADA JAZZ 64356/NARADA

THE CITY GRP 004734/VG

PAUL BROWN E
VARIOUS ARTISTS g

VERVE//REMIXEO3 VERVE 004166*/VG

VARIOUS ARTISTS &
FOREVER, FOR ALWAYS, FOR LUTHER GRP 002426/VG

JONATHAN BUTLER
JONATHAN RENOEZVOUS 5108

PAUL TAYLOR e
NIGHTLIFE PEAK 8528/CONCORD =3

. VARIOUS ARTISTS

HONEY LOVE: SMOOTH JAZZ PLAYS R. KELLY SHANACHIE 5132 :

CHRIS BOTTI r— 4
~ A THOUSAND KISSES OEEP COLUMBIA 90535/SONY MUSIC =]
GEORGE DUKE
. DUKE BIZARREPLANET 5102/BPM @& o -
WALTER BEASLEY el
FOR HER HEADS UP 3100 ik

JAMIE CULLUM
TWENTYSOMETHING UNIVERSAL/VERVE 002273/V6 ®

VICTOR WOOTEN f&
SOUL CIACUS VANGUARD 79785

NORMAN BROWN
WEST COAST COOLIN' WARNER BRDS. 48713

| PAT METHENY GROUP a
" THE WAY UP NONESUCH 79876/WARNER BROS.

DAVE KOZ
SAXOPHONIC CAPITOL 34226

PRAFUL
PYRAMIO IN YDUR BACKYARD N-CODED 4254/RENDEZVDUS

ARTIST

S TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL

MEReasd 1L DIVD SYCO COLUMBIA 93963/SONY MUSIC ©&

P IL DIvO ﬂ
"

" JOSH GROBAN

CLOSER 143 REPRISE 48450/WARNER BROS. ®

y,

AMIC! FOREVER
DEFINED RCA VICTOR 68883

ANDREA BOCELL!

SOUNDTRACK
STAR WARS EPISODE I1I; REVENGE DF THE SITH SONY CLASSIGAL 94220/SONY MUSIC @
gan
ANDREA PHILIPS 003513/UNIVERSAL CLASSICS GROUP E

BOND -
EXPLOSIVE: THE BEST OF BOND MBO/DECCA 004748/UNIVERSAL CLASSICS GROUP®

JULIAN LLOYD WEBBER & SARAH CHANG
PHANTASIA REALLY USEFUL/EMI CLASSICS 58043/ANGEL

"' LADIES IN LAVENDER (SOUNDTRACK) SONY CLASSICAL 92689/SONY MUSIC

NIGEL HESS FEATURING JOSHUA BELL

RENEE FLEMING
HAUNTED HEART DECCA 004406/UNIVERSAL CLASSICS GROUP

AMIC! FOREVER
THE OPERA BAND RCA VICTOR 52739

JOHN WILLIAMS
WAR OF THE WORLDS (SOUNDTRACK) DECCA 004568/UNIVERSAL CLASSICS GROUP

RONAN TYNAN
RONAK DECCA 003863/UNIVERSAL CLASSICS GROUP

SARAH BRIGHTMAN
LIVE FROM LAS VEGAS NEMO STUDIO 57801/ANGEL

Lt e Bt

CLASSIFIED MBO/DECCA 002332/UNIVERSAL CLASSICS GROUP

AMERICA VANGUARD CLASSICS 0005/ARTEMIS CLASSICS

MARIO FRANGOULIS
FOLLOW YGUR HEART SONY CLASSICAL 93803/SONY MUSIC
x BOSTON POPS ORCHESTRA

ANDRE RIEU
AT THE MOVIES DENON 17348

W‘.%‘mm w

MORMON TABERNACLE CHOIR
SING, CHOIRS OF ANGELS MORMON TABERNACLE CHOIR 1063

#

HAYLEY WESTENRA
PURE DECCA 001866/UNIVERSAL CLASSICS BROUP

T
i

CHRISTOPHER Q'RILEY
HOLO ME TO THIS: O'RILEY PLAYS RADIOHEAD WORLD VILLAGE 468034

TAN DUN FEATURING ITZHAK PERLMAN
HERO (SOUNDTRACK) SONY CLASSICAL 87726/SONY MUSIC

BOND
BOND: REMIXED MBO/DECCA DO1117/UNIVERSAL CLASSICS GROUP £

STRING QUARTET
STRING QUARTET TRIBUTE T0 THE KILLERS VITAMIN 8930

i

LONDON SYMPHONY ORCHESTRA (WILLIAMS)
STAR WARS TRILOGY SONY CLASSICAL 93451/SONY MUSIC E

THE IRISH TENORS
HERITAGE RAZOR & TIE 82910
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REAL ESTATE HELP WANTED HELP WANTED

ATLANTA

By Owner
6 BR 5 1/2 Bath 8900 Sq. Ft. Pool/Hot Tub
Professional gym, spa, media room & recording studio $999,500 or
Best Reasonable Offer. Inspection August 20th thru 21st - 10 - 4pm.
Home will be sold Sunday Night to:
HIGHEST BIDDER 404-906-3000

HELP WANTED

Paralegal/Contract Administrator
Job Description: Large independent music publishing company has an immediate opening
within its Business Affairs Department for a paralegal/contract administrator. Position will
draft synchronization, ringtone, true tone and master-use licenses. Position will also be
responsible for creating an electronic database of existing agreements inclusive of full pub-
lishing, co-publishing, administration and sub-publishing agreements.
Job Requirements: Applicants should possess a Bachelors degree and paralegal certificate.
The ideal candidate should be detail-oriented , possess strong organizational skills, be able to
work independently and have the ability to manage and prioritize a heavy workload. Prior
paralegal or contract administration experience at a law firm or music-based entity is a must.
Salary commensurate with experience.
Fax or email cover letter and résumé with salary requirements to:
hr@cherrylane.com or 212-683-2040 (fax). When applying, please put the name of the
position you are applying for in the “subject” field.

FOR SALE

ENTIRE COLLECTION FOR SALE
GEORGE B. LOCKWOOD
4540 KIPLING CIRCLE
SARASOTA, FL 34241-6137
(941) 379-4470

BRIEF RECORD COLLECTION DESCRIPTION

BILLBOARD HOT 100 CHART, 1955 THROUGH 1989, 100% COMPLETE.

BUBBLING UNDER THE HOT 100 SINGLES, 1959-1998, 90% COMPLETE

ADULT CONTEMPORARY (POP) SINGLES, 1950-1989, 79% COMPLETE.
CHRISTMAS CHARTS SINGLES, 1950-1989, 95% COMPLETE.

EXTENDED PLAY CHARTS 1957-1959, 50% COMPLETE.

HOT RHYTHM & BLUES CHART, TOP FIFTY, 1950 THROUGH 1989, 90% COMPLETE.
HOT COUNTRY SINGLES, 1950 THROUGH 2001, 86% COMPLETE.

The collection has a total of 449 boxes; 329 R&R, R&B, POP, AC, BU, etc., and 120 CTY. The
average box holds 160-175 45’s, picture sleeves, EP’'s and boxed sets.

The best part Is that 84% of the collection Is In mint minus condition, and nothing Is under
very good plus.

Contact me at my emall (glackwaood 2fhzameast.net) and/or home address for an Adobe.PDF
or Word document describing the entire collection.

SUBMISSION FOR PROPOSALS

* SUGGESTED MINIMUM BID: $750,000.

TheBillhoardStore

YOUR ONE STOP STORE FOR...

¢ Billboard Directories ® Billboard Merchandise
* Billboard Books ® Magazine Subscriptions
¢ Sale Items ¢ And much more...

NOTICES/ANNOUNCEMENTS

- UNSIGNED BANDS &
i . SINGLE ARTISTS

NOW ‘I'OI.I CAN SPEAK TO THE ENTIRE MUSIC A.HD :
'ENTERTAINMENT INDUSTRY THROUGH THE PﬂﬁEE OF
BILLBOARD. IF YOU ARE LOOKING FOR A MANAGER OR
ENTERTAINMENT ATTORNEY - RUN AN AD IN BILLBOARD'S CLASSIFIED
SECTION BRIEFLY STATING WHAT YOU ARE
LOOKING FOR AND WHAT YOU HAVE TO OFFER. WE'LL GIVE YOou
ONLINE/PRINT EXPOSURE TO ALL THE MOVERS AND SBHAKERS IN THIS
FAST PACED INDUSTRY, LET'S TALK TODAY!

Jeff Serrotte - 1-800-223-T524 - 646-654-4697
or emall jserrette@billboard.com

Director of Integrated Marketing & Brand Development
VNU Business Media publishes over 50 business publications, stages more
than 50 trade shows and conferences and operates approximately 200 busi-
ness-to-business electronic products. We operate around the globe, covering
some of the most powerful industries in the world including entertainment,
retail, media, travel and design.

Billboard, a VNU Publication, is currently seeking a Director of Integrated
Marketing & Brand Development in our New York office. This person will direct
the public relations, marketing, and promotional efforts for the Billboard
Information Group portfolio of products. This individual will also be responsible
for developing new business opportunities working in conjunction with
Billboard’s eMedia and Licensing departments. Additionally this individual will
manage the Billboard brand market message by utilizing both internal and exter-
nal media as well as through the development of partnerships and event promo-
tions. The qualified candidate will be responsible for developing sales tools for the
Billboard world-wide sales tearn as well as assisting the development of new rev-
enue generating ventures by the brand, eMedia and Licensing departments.

We are seeking someone who is adept at managing numerous projects simul-
taneously, able to manage a team of 3 reports, has a strong knowledge of
emerging and traditional media, able to maneuver in both creative and busi-
ness environments, knows advertising and marketing industry operations, is a
skilled copywriter and has a strong knowledge of media sales. Ideal candidate
should have a minimum of 5-7 years experience.

If you possess the attributes we described, please send your résumé and a cover
letter including salary requirements to: entertainrecruit@vnubuspubs.com.

Visit our website: www.vnubusinessmedia.com.

Only candidates selected for interviews will
be contacted. No phone calls or agencies
please. VNU Business Media offers a com-
petitive salary with excellent benefits. VNU
is an equal opportunity employer.

Leading Independent
Digital Music Distributor
seeks Label Acquisition
Manager
This is a unique opportunity to join
a fast growing company in the
emerging digital music space.
Candidates must have minimum of
5 years management experience and
a proven ability to negotiate and
close deals. Please send résumé

and cover letter to: Billboard
Classified, Box 699 770 Broadway

PUBLISHING MANAGEMENT/SONG CATALOGUE
DEVELOPMENT PROFESSIONAL WANTED

Major Music Company (Spanish language) seeks an experienced and
musically creative individual to manage and develop its song catalogue.
This position requires skills in promoting and pitching songs to artists,
managers and corporate clients for the purposes of recording and syn-
chronization.

Must have a thorough understanding of the music industry especially
music publishing and have a successful track record in this capacity.
Company offers full benefits, 401K - Good references, and solid experience
a must. Interested parties should send their résumés and salary history via
email to:

majorspanishlanguagemusiccompany @yahoo.com
or fax to:
818-577-4706

INVESTORS WANTED

NEW RECORD AND MUSIC PUBLISHING COMPANY
being formed on the 5th largest market in the world

TB3 Music is a new record and music publishing company based in Paris,
France (5th Largest market in the world) being formed by leading professionals
in the French record industry with over 40 years of combined experience.

T3's management Team has played a key role in the sale of over 25,000,000
records worldwide. T# Music will be producing and licensing pop productions
designed for both the French and English speaking markets with a focus on the
use of music within new technology
(e.g. mobile phones, mp3 sales and streaming).

T3 Music is seeking investors and strategic partners at this time. 1f interested,

Please contact: T3 Music at - t3music@wanadoo.fr

for more information. Serious inquiries only please.

6th Fl NewYork, NY 10003

MISIEREMA DS TRIBUTION & SARKETING, L1L, NY

| Musicrama, inc., a leading independent national audio and
video distributor located m New York, is seeking a Director of
| Mmust Possess
| experience including familiarity with inventory management, |
systems and data analysis. A broad understanding of the music |
industry is preferable, but clndlums from diverse |
are Great ions skills and |
prnhlam solving abilities are essential. Health henefits |
avaifable. Pleasa forward your resume, references and salary
com.

MUSIC
MERCHANDISE

BUY DIRECT AND SAVE!
While other peopie are raising their prices, we
are slashing ours. Major label CD's, cassettes
and LP's as low as 50¢. Your choice from the
most extensive listings available.

For free catalog call (608) 890-6000.
Fax (609) 890-0247 or write
Scorplo Muslc, inc
P.0.Box A Trenton, N.J. 08691-0020
emall: scorplomus@aol.com

WANTED TO BUY

TOP $ PAID

For: Cds, Lps Cassettes,
Videos & DVDs

Call (201) 986-0909
Fax (201) 986-7755

STORE SUPPLIES

PLASTIC
DIVIDER CARDS

BLANK OR PRINTED

800-883-9104

ALL MAJOR CREDIT CARDS ACCEPTED

1 CAN HELP
YOU..

LOOKING TO HIRE THAT IDEAL
CANDIDATE TO FILL A RECENTLY
OPENED POSITION. ..

1 CAN HELP YOU

ARE YOU TRYING TO GENERATE
NEW BUSINESS FOR THE
COMPANY...

1 CAN HELP YOU
LET ME HELP YOU...CALL
JEFF SERRETTE TOLL FREE
1-800-223-7524 1-646-654-4697
FAX: 1-646-654-4798/99
classifieds@billboard.com
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PROFESSIONAL SERVICES

300 Pa?kabge: s775.oo

Includes: 1-color booklet &
1-color €D label from print-ready
film, jowelbox, shrinkwrap

Includes: 4-color booklet &
2-color €D label from print-ready
film, jewolbox, shrinkwrap

¥ 1000.S2. $1099.00

D.J. VINYL PROMO

FOOO 12” vinvi $1,779.00 reoroer - $1199.00

PACKAGES INCLUDE WHITE JACKET v/ HOLE « MASTERING & FULL PROCESSING »
TEST PRESSINGS ® 2-COLOR LABELS {stock hackground) ® SHRINKWRAP & QUICK TURN AROUND

Sack op the Roal a
Rainbo Reecords co:ovo.vinve. casserre [ E
1738 Berkeley St.» Santa Monica, CA 90404 - (310) 829-3476 =
Fax: (310) 828-8765 * www.rainborecords.com » info@rainborecords.com -t

—

The heart S
TOO 127 vinvt $799.00 additional LPs: $1.30 sach lkff?;“-- “
s the
500 712”7 vinvt $1,249.00 reorper 5699.00 e f\ tres J }

ASK FOR OUR FREE BROCHURE!
—

Nakamichi - world-renowned for
its high-end sound quality, state-of-the-
art design and product dependability in
the music industry.

Standard features for all Nakamichi
Sampling Stations:
* programmable first track
e informative play counter
* auto standby function
w= * dbi pro 705 headphones
e other advanced features

$rbebenrnidracunenanarseersassrsersaaacacanas
Visit our web site to view our wide
range of CD & DVD Sampling

Stations and merchandising fixtures. |~ ; : \
o Sand000ERaEnopaoeR R e oo ooy 4{ We can customize your order

% to suit your specific needs. |
dbiinternational | [/ %
Tel. (807) 468-8494 | 4

: . . MB-K1000 Series Tower
Email us at; info@dbiint.com 5, 12 or 20 Disc Sampling Station

in less than 2 sq.ft. of floor space

Worldwide Distributor of

r aNakamichi

€D & DVD Sampling Stations - %

www.dbiint.com

T-SHIRTS

' CD & DVD SAMPLING STATIONS

iop iostt F-siivis?

Ky,

BACKSTAGE
FASHION

Worldwide Distributors of Licensed.

ROCK & NOVELTY T-SHIRTS,
STICKERS, PATCHES, FLAGS & MORE!
Check out our website catalog:

www.backstage-fashion.com

or call for a free price list/flyer (dealers only):

800-644-ROCK

(outside the U.S. - 520-443-0100)

/
" Vou've Bonid ead

1,000CDs

in full-color jackets for just

Call today for ,
your free catalog!

1-800-468-9353

www.discmakers.com/bb

DUPLICATION/
REPLICATION

=
{
l

CB & DVD Maoulacturing

Only $1999

Inciudes: On Disc Printing « Bar Code
Ful Color Primed Booklets » Cello Wrapping

1-877-633-7661
www.0ddsOnRecording.com
Visa = Mastercard = Amex « Discover

CO » DVD » COROM * SHAPED CD « CASSETTE * PACKAGING

NEED CDs?

the cdwice jis

CRYSTALCLEAR

DISC & TAPE
Trusted experience fer over 30 years.

1000 CDs *» $9991 |

4 {Completet Retail Ready)
P i rino CD Pack » $5991

1000 DVDs » $1499!
{Complete! Retail Ready)

1-800-880:0073

——— www.crystalciearcds.com

HAVE A
POSITION
TO FILL?
WANT TO
REACH HIGHLY
QUALIFIED
PEOPLE FAST?

LOOK
NO
FURTHER
CALL

BILLBOARD
CLASSIFIED

1-800-223-7524
OR CALL
JEFF SERRETTE
AT
646-654-4697
OR FAX
646-654-4798/99

www americanradiohistorv com

— Mileposts

COMPILED BY MARGO WHITMIRE mwhitmire@billboard.com

Bluesman Little Milton Dies

Grammy Award-nominated Mississippi bluesman “Little” Milton Campbell
died Aug. 4 in Memphis from a cerebral hemorrhage resulting from a recent

stroke. He was 70.

Known for his rough-hewn style, the guitarist/singer/songwriter wrote
and recorded the blues anthem “The Blues Is Alright,” which has been

widely ccvered.

The son of a Mississippi Delta blues musician, Little Milton was 18 years

the 1970s.

old when he began recording with Ike Turner for
Sam Phillips’ legendary Sun Records. It was at Sun
during the 1950s that Little Milton experimented
with the traditional blues, incorporating elements
of gospel, soul and R&B.

In 1961, after an A&R stint with Bobbin
Records, he moved to Chicago-based Chess
Records, where he scored the No. 1 R&B hit “We're
Gonna Make It” on Chess subsidiary Checker in
1965. He cut four additional top 10 hits at Chess
before heading to Memphis-based Stax Records in

He released his only major-label album, “Age Ain’t Nothin’ but a Number
on MCA in 1983, then joined Jackson, Miss.-based Malaco Records the
following year. It was at Malaco that he created “The Blues Is Alright.”

In 1988, Little Milton was awarded the Blues Foundation’s W.C. Handy
Blues Award as entertainer of the year. In 1999, his collection of duets with
artists like Lucinda Williams and Susan Tedeschi, “Welcome to Little Milton
was nominated for a best contemporary blues album Grammy.

Little Milton is survived by his wife and three children. Memorial
donations can be made to the Little Milton Campbell Memorial Fund, Tribute
Department, St. Jude Children’s Research Hospital, 501 St. Jude Place,

Memphis, Tenn. 38105.

—Margo Whitmire

CILAGEN BOY: Julien, to Myriam

and Mario Lefebvre. Aug. 2 in
Montreal. Mother is director of
media relations for Montreal's Bell
Center Arena. Father is VP of artist
management company Feeling
Productions.

GIRL: Owen, to Michelle Branch and
Teddy Landau, Aug. 3 in Los Angeles.
Mother is a Grammy Award-winning
recording artist. Father is the bassist

in Branch’s band.

BOY: Wyatt Wesley, to Karyn and Bill
Macky. Father is VP of national
promotion for Epic Records Nashville.

BOY: Landon Joshua, to Ann Marie
and Josh Gracin, Aug. 4 in Nashville.
Father is a recording artist and
former “American Idol” finalist.

DEATHS FiHf “Lucky” Thompson,
81, of dementia, July 30 in Seattle.
Known for his voluptuous tone and
comriand of the tenor saxophone,
the jazz artist played with the greats
of the bop era, including Charlie
Parker and Dizzy Gillespie.

His composition “Blue 'n’
Boogie,” featured on Miles Davis’
1954 hard-bop album “Walkin’,”
became a jazz standard. That album

is still in print, as are two Thompson

albums from the 1960s that feature
him as a leader: “Lucky Strikes” and
“Happy Days.” Not a fun of the seedy
side of the jazz label business in that
era, and mistrustful of producers and
prornoters, Thompson left for Paris

AUGUST 20, 2005

in the mid-"50s. He played and
recorded with European and
expatriate colleagues there and also
in Switzerland.

In the 1970s, Thompson returned
to the United States for teaching
stints at Dartmouth College and Yale
Universily. After 1974, he suddenly
quit playing music entirely. He is
survived by three children.

Al McKibbon, 86, of unspecified
causes, Aug. 5 in Los Angeles. One of
the last great string bass players from
the bop era, McKibbon performed
with such jazz giants as Dizzy
Gillespie, Miles Davis and Thelonious
Monk. Born in Chicago to a musical
family, McKibbon played bass at local
nightclubs while in high school. In
1943 he was hired by bandleader
Lucky Millinder and moved to New
York. There, he played with such
leading jazz figures as saxophonist
Coleman Hawkins. He later appeared
with Gillespie’s big band. Gillespie’s
experiments at combining jazz and
Afro-Cuban rhythms inspired Mc-
Kibbon’s interest in Latin music.

McKibbon moved to Los Angeles
in 1958 and played in the staff
orchestras of CBS and NBC and on
albums by Frank Sinatra, Randy
Newman and Sammy Davis Jr. He is
also featured on Davis' “The
Complete Birth of the Cool”
recordings. In 1971, he appeared on
Monk's final recording and toured
with Monk and Gillespie as the
Giants of Jazz that year and the next.
He is survived by two daughters.
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Hot on the heels of her big-screen debut in top grosser “The

Dukes of Hazzard,” Jessica Simpson is set to launch her

own record fabel. Details are still being finalized, but sources

say the label will not be part of the Columbia Records fam-
ily. Simpson remains signed to Columbia as a solo artist and
is working on her fourth album for the major.

SO NOT COLD
The Rolling Stones entertained 1,100 lucky fans Aug. 10 at
Toronto’s Phoenix Concert Theatre, in the midst of rehearsals
for their upcoming On Stage tour. The group played four cuts from
the new Virgin album “A Bigger Bang,” including opener “Rough Jus-
tice,” the blues-driven “Back of My Hand” and “Infamy,” featuring Keith
Richards on vocals. Other surprises: the oldie “She’s So Cold” and covers of
Bob Marley's “Get Up Stand Up” and Otis Redding's “Mr. Pitiful.”

EDITED BY MICHAEL PAOLETTA

-
FJ3r more INSIDE TRACK go to IM?
www.billboard m

WHAT YOU WAITING FOR?
Could it be that Interscope—currently enjoying much suc-
cess with Gwen Stefani’s “Love. Angel. Music. Baby.”—
is preparing a second solo set from the No Doubt

frontwoman for release later this year? It would
coincide nicely with the singer’s solo tour.

Stay tuned.

ing pop album, “Todo y Nada,” arrives Aug. 16 via EMI Tele-
visa, formerly EMI Latin (see story, page 46).

Peter Frampton has signed with Nashville-based
Vector Management, Track has learned. Lisa
Jenkins, who has been his manager, joins the
Vector staff and will co-manage Frampton with

WELCOME TO THE GROUP Vector president Ken Levitan.

Sharp-eyed readers may have noticed that

the story about Lucian Grainge’'s new man-

agement team (see page 8)—a Biltboard ex-
clusive—mentions London-based Universal Music

Group International. For years, this Universal

Music Group unit, which deals with the cor-

poration’s operations outside the United

States, was named Universal Music In-

ternational. Track understands that the

change was made to put the division’s
name in line with that of its parent.
Staying with UMGI, this summer will see
the company complete the relocation of
all its labels and operations to a single
new building on Kensington High Street
in London. Elsewhere in the city, Virgin

U.K. will be migrating from its Harrow

Road offices to a new site on Ham-

mersmith Road, closer to parent com-

pany EMI Music U.K. Virgin's staff is
expected to be in the new building

for the start of business Sept. 12.

RIFKIN RETURNS TO STREETS

From what Track hears, SRC Records
founder Steve Rifkin is re-entering
the street-team market. For those
with slight memory loss, Rifkin in-
troduced the concept of street
teams to the mainstream in the
'90s. It would appear that he wants
to recapture those gloriously suc-
cessful days.

TWO FOR THE FARM

John Mayer and Buddy Guy have

been added to the lineup for the
20th anniversary of Farm Aid, set for
Sept. 18 at Tweeter Center in Tinley
Park, Jll. By the way, Mayer also ap-
pears on Guy’s new album, due next
month from Jive.

KRACKER’S FORMER UNION
Shipwreck Union, the one-time back-
ing band for Uncle Kracker, will issue
its self-produced debut, “Self Defense,”
Sept. 20 via its management firm, the
Detroit Management Group. Redeye
Distribution will distribute the set in
the United States. .

THE SPIRIT’S IN HIM

Venezuelan singer Ricardo Montaner
is in the process of creating a Christ-
ian music label. Montaner is in distri-
bution talks with EM1 for the label, whica
will be called Saimo. The artist’s upcon-
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RECORD COMPANIES: Sony Urban Music in New

EDITED BY SARAH HAN
York promotes Kawan “KP” Prather to executive VP of
A&R. He was senior VP.

RCA Records in New York taps Sherry Ring to be senior
VP of publicity. She held the same title at Elektra Records.

Virgin Records in New York names Eve Cantelmi as
senior director of marketing. She was director of tour
marketing at Zomba Label Group.

Artemis Records in New York names Brady Brock
VP of publicity. He was director of publicity at Wind-
up Records.

Universal Music Group in New York ups Scott Bel-
mont to executive VP/chief information officer. He was
senior VP of information technology.

| PRATHER

HUBERT

| PUBLISHING: BMG Music Publishing Worldwide in New
York promotes Laurent Hubert to executive VP/COO. He
was international senior VP.

EMI Music Publishing in Los Angeles promotes Dan
McCarroll to West Coast VP, creative. He was West
Coast senior director, creative.

Chrysalis Music Publishing in Los Angeles names Dave
Ayers VP of A&R. He was an independent artist manager.

DIGITAL: Glu Mobile in San Mateo, Calif, names Joe
| Poletto senior VP of worldwide publishing. He was GM
of U.S. advertising sales at MSN Network. Glu Mobile
North America GM Jill Braff also expands her role as
[ senior VP of worldwide marketing.

RELATED FIELDS: Univision Television Group in New
| York ups Jose Luis Padilla to GM of Univision and Tele-
| futura’s Arizona stations. He was general sales manager.
MTV Latin America senior director of music and tal-
© ent Julio Muniz relocates from Mexico to Miami to ex-
pand his responsibilities at MTV Networks’ MTV, VHI
| and Nickelodeon.

NBC Universal Television Distribution in Burbank,
Calif., promotes Nancy Harrison to coordinating pro-
ducer of “Access Hollywood.” She was senior segment
I and field producer of music.

A to Z Music Services in New York names Sandra
Gray senior account executive. She held the same title
at Europadisk.
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REGISTER BY 9/16 & SAVE $100

OFF FULL RATE S$450
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B“ I Idl ng The Billboard Touring Conference
is the premier gathering for the concert industry where

movers & shakers will engage in open dialogue about the state
of she touring industry. Featurimg. . . panels, discussiouns,
networking, parties and awards.

‘ Join Billboard’s seniar editor Ray Waddell at this industry event
g attenced by promoters. agents, managers, venues, Sponsors,
g | 1 produetion professicnals, merchandisers, ticketers and all

touring related businesses.

Pane! Discussions Include...

legal issues, radio, venues, festivals, art of the deal,

' touring and label relations, plus, roundtable discussions _ .
I featuring . . . country, Latin, hip-hop, rock/metal, jam bantig,
jazz/blues, pop, ticketing, international, security insurance,
merchandise, sponsorships, production/travel ,

state of the industry (Subject to char.ge)

The Biliboard Touring Awards
will honor the top touring industry professionals & artists
for the year based on the Billboard Boxscores Chart...
bound to be bigger and better in it’s 2nd year!

Get Face to Face with . . .

Dennis Arfa, Artists Greup International Harvey Leeds, Epic Records T()URIN(J
Charles Attal, Charles Attal Presents Ken Levitan, Vector Management ‘ =112 b Y g
Paul Beard, Bass Performance Hafl Eric Logan, XM Satellite Radio ’ (;()NI LRL\'('L
Jeffery Bischoff, Cinder Block Jay Marciano, Radio City Entertainment ! & A\MARDS
Tim Borror, Face The Music Touring Doug Masterson, Rock-It Cargo i

Matthew Burrows, Lapidus & Haft, LLP Doc McGhee, McGhee Entertainment

Bart Butler, Rock Solid Security Ed McPherson, McPherson & Kalmansohn

Ashley Capps, A.C. Entertainment John Meglen, Concerts West

Mark Cheatham, ICM Merck Mercuriadis, Sanctuary Artists 0

Bill Chipps, IEG Sponsorship Report Jerry Michelson, Jam Productions 0’ ““%
Andy Cirzan, Jam Produezions Heath Miller, Excess dB Entertainment aber 25 26 2

Peter Conlon, Peter Conlon Presents Greg Oswald, William Morris Agency

Tony Conway, Buddy Lez Attractioas Tom Poleman, Clear Channel New York '

Marty Diamond, Little Big Man Booking Kate Ramos, Vivelo! Ra \ - ]

Rod Essig, Creative Arists Agency Michael Rapino, Clear Channel Entertainment aseve It “ote

Liana Farnham, Sony Music Bill Reid, Rising Tide Productions

Harlan Frey, Roadrunner Records Simon Renshaw, Strategic Artist Management

Ricardo Garcia-Mareno, Vinsteed Sechnest & Miniat ¢ Bob Roux, PACE Concerts Gain maximumun exposure at this must attend

Neil Glazer, Madison Hease Inc Jobn Scher, Metropolitan Talent event, call for sponsorship opportunitiss:
David Goldberg, Ticketmaster Jeffrey Singer, Segal McCumbridge Singer & Maheney, Ltd.

Alex Hodges, House of Elues Coacerts Charlie Walker, Clear Channel Entertainment Karl Vontz 415.738.0745

Patterson Hood, Drive-By Truckers. Neil Warnock, The Agency Group
Jettrey M. Insler, Robertson Tayler David Zedeck, Creative Artists Agency
Charlie Jones, Capital Sports & Entertainment AND MANY MORE!

The Roosevelt Hotel 212.661.9600
Special Rate: 8245 Reserve room by Oct 1st.

NEW

soL > cityguide  WWW.BILLBOARDEVENTS.COM TO REGISTER & MORE INFO 646.654.4643
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l BILLBOARD TOF 200
| TOP COUNTRY ALRBUM

PRODUCEL BY BYRON GALLIMORE, DANN BUFF AND FAITH HILL
MANAGEMENT: BORMAN ENTERTAINMENT
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