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For more information and tour dates: 
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OPINION EDITORIALS 
I COMMENTARY , LETTERS 

Transmission Control 
ASCAP's Views On Copyright Law 

BY BRUCE BROUGHTON 

A momentous court decision is about to 
be made regarding the right of public 
performance inherent in all digital trans- 
missions of musical works -including 
song downloads. 

This decision will significantly affect 
my livelihood and that of all songwrit- 
ers and composers who create musical 
works, both today and tomorrow. It will 
also determine whether huge commer- 
cial Internet businesses, which make a 
great deal of money by leveraging the 
artistic works created by composers like 
me, will be successful in their continued 
attempts to chip away at long -established 
copyright laws that protect us. 

While it is ASCAP that is leading this 
legal action, make no mistake: It is music 
creators like me who are ultimately on 
the front line of this struggle. As such, 
ASCAP is speaking with my voice, the 
voice of the music creator. 

Those who run businesses in the dig- 
ital arena are well aware of the tremen- 
dous appeal of our musical works. 
Without it many popular sites and serv- 
ices would have little to attract consumers 
or advertisers, thereby greatly diminish- 
ing their economic value. 

Music creators and those that repre- 
sent us have fought for court and 
legislative actions to, we believe, 

determine the following: 
1. The right of public performance ex- 
ists in every transmission of copy- 
righted music to the public. 
2. A download of a musical work is the 
transmission of a performance of that 
work on the Internet. 
3. A work is performed when it is trans- 
mitted by means of any device or process. 

4. Transmissions of copyrighted works 
are public performances even when the 
public cannot perceive them immediately. 

While this logic and the law is dear and 
compelling to me, businesses like those 
represented by the Digital Media Assn. 
(DiMA) want to build their profits on the 
back of my creative work while shortchang- 
ing my colleagues and me. They therefore 
make the misguided daim that I am "dou- 
ble dipping" by wanting a performance 
royalty as well as a mechanical or synchro- 
nization royalty. The fact and the law are 
that both reproduction and performance 
rights are involved in their transmissions, 
and both should be paid for. 

Let's make no mistake. DiMA and 
the other entities opposing ASCAP in 
this legal action seek to limit their fi- 
nancial liability for the use of the copy- 
righted works of music creators. If they 
prevail, it will mean even less compen- 
sation for composers like me as well 
as all music creators. 

The purpose of downloading music is 
playing music. It seems difficult to dis- 
agree on that point. Without question, 
those who create music have every right 
to be fairly compensated for its use. Sim- 
ilarly, those who build their entire busi- 
nesses around the value that music 
provides have the legal and ethical obli- 
gation to pay for it, and to pay for it fully. 

Bruce Broughton's scores for TV shows have 
been nominated for 22 Emmy Awards and 
won a record 10 times. His film scores 

include the Academy Award -nominated 
"Silverado." He is on the ASCAP board of 
directors and a governor of the Academy of 
Motion Picture Arts and Sciences. 

1= I=1=1) 13AC', IC 
I was pleased to see Billboard's coverage 
of India -it's been a long time coming. 
India really is more than Bollywood. 
Spend time with any kid in Bangalore or 
Calcutta, and they are more interested 
in Jimi Hendrix and Judas Priest than 
Bollywood. 

While author Susan Butler correctly 
stated that Bollywood soundtracks ac- 
count for 70% of the music market, that 

FOR THE RECORD 
In the March 10 issue, the Inside 
Track item about Kobalt Music 
should have stated that the 
company's pipeline royalty ad- 
vance initiative for its clients is 

already operating and is ex- 
pected to launch in its online 
version on Sept. 1. 

In the March 17 issue, the 
feature on Martina McBride 
should have identified the title 
of her new album as "Waking 
Up Laughing." 
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is because it is the only music that has 
any marketing budget behind it. In fact, 
most record companies do not even pay 
for the production of the 
album. Furthermore, Butler 
states that few Western su- 
perstars have a visible pres- 
ence in India, but that is not 
for lack of consumers. 
Rather, it is for lack of mar- 
keting and distribution. 

Ina time when U.S. record 
executives are struggling to gain new au- 
diences they are overlooking a strong 
number: 1.2 billion people inhabit the 
Indian subcontinent, of which 65% will 
be younger than 25 in just 18 months. 
What's more, there is an emerging and 
globally conscious upper -middle class 
that is estimated to be the equivalent of 

the entire U.S. population. This demo- 
graphic is not limited to Bangalore, Bom- 
bay and Delhi. It can be found in 

progressive music markets 
like the northeast of India. 
Danish band Michael Learns 
to Rock attracted 4,000 -7,000 
people in Bombay and Ban- 
galore, but drew 30,000 peo- 
ple (at the same ticket price) 
at its concert in Shillong. 

Enforcement of copyright 
laws and reducing piracy is occurring 
through education and reform, but U.S. 
music executives need to take part in the 
cultural and financial revolution that 
India is experiencing in order to really 
see change. 

Aarti Tandon, Esq. 

New York 
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the copyright in whole or part, for publication. 

Billlsoard 

GROUP EDITORIAL DIRECTOR 
SCOTT McKENZIE 

EXECUTIVE EDITOR /ASSOCIATE PUBLISHER 
TAMARA CONNIFF 

EDITORIAL 
DEPUTY EDITOR: Bill Werde 646- 654 -4680 
SENIOR EDITORS: Jonathan Cohen 646 -654 -5582, Chuck Eddy 646 -654 -4708 
INTERNATIONAL BUREAU CHIEF: Mark Sutherland 011 -44- 207 -420 -6155 
EXECUTIVE DIRECTOR OF CONTENT AND 
PROGRAMMING FOR LATIN MUSIC AND ENTERTAINMENT: Lelia Cobo (Miami) 305- 361 -5279 
EXECUTIVE DIRECTOR OF CONTENT AND 
PROGRAMMING FOR TOURING AND LIVE ENTERTAINMENT: Ray Waddell (Nashville) 615- 321 -4245 
EXECUTIVE DIRECTOR OF CONTENT AND 
PROGRAMMING FOR DIGITAL/MOBILE: Antony Bruno (Denver) 303 -771 -1342 
SPECIAL FEATURES EDITOR: Thom Duffy 646- 654 -4716 
SENIOR COPY EDITOR, SPECIAL FEATURES: Wayne Robbins 646 -654 -4713 
ASSOCIATE EDITOR, SPECIAL FEATURES: Evie Nagy 646- 654 -4709 
SENIOR CORRESPONDENTS: Susan Butler (Legal & Publishing) 646- 654 -4646. 
Ed Christman (Retail) 646- 654 -4723; Brian Garrity (Business) 646 -654 -4721; 
Paul Heine (Radio) 646- 654 -4669. Gail Mitchell (R &B) 323 -525-2289. 
Michael Paoletta (Brand Marketing) 646 -654 -4726. Chuck Taylor (Pop) 646 -654 -4729. 
Tom Ferguson Deputy Global Editor) 011 -44- 207 -420 -6069 
CORRESPONDENTS: Ayala Ben- Yehuda (Latin) 323 -525 -2293. Mike Boyle (Rock) 646 -654 -4727: 
Hillary Crosley (R &B /Hip -Hop) 646 -654 -4647. Todd Martens (Indies) 323 -525 -2292: 
Mitchell Peters 323 -525 -2322; Ken Tucker (Radio) 615- 321 -4286 
INTERNATIONAL: Christie Ellezer (Australia). Larry LeBlanc (Canada), 
Steve McClure (Asia). Wolfgang Spahr (Germany) 
BILLBOARD.BIZ NEWS EDITOR: Chris M. Walsh 646- 654 -4904 
GLOBAL NEWS EDITOR: Lars Brendle 011 -44 -207- 420 -6068 
ONLINE EDITORS: Martel Concepcion (Billboardcom) 646- 654 -4780; 
Katie Hasty (Billboard.com) 646- 654 -4650: Susan Visakowitz (Radio) 646- 654 -4730 
MULTIMEDIA PRODUCER: Rich Kaplinksl 
COPY CHIEF: Chris Woods 
COPY EDITORS: Molly Brown, Wayne Robins 
CONTRIBUTORS: Sam Andrews, Jim Bessman, Fred Bronson, Ramiro Burr, Juliana Koranteng, 
Kerri Mason, Dan Ouellette, Deborah Evans Price, Paul Sexton, Christa Titus, Steve Traiman, 
Anastasia Tsloulcas 

DESIGN & PHOTOGRAPHY 
CREATIVE DIRECTOR: JOSH KLENERT 
ASSOCIATE ART DIRECTOR: Christine Bower 
ASSOCIATE PHOTO EDITOR: Amelia Halverson 

SENIOR DESIGNER: Greg Grabowy 

CHARTS & RESEARCH 
DIRECTOR OF CHARTS /SENIOR ANALYST: GEOFF MAYFIELD (L.A.) 
CHART MANAGERS: Bob Allen (Boxscore. Nashville). Keith Caulfield (Pop Catalog. Soundtracks, 
Compilations. ; Anthony Colombo (Rock. Spotlight Recaps, Video), Mary DeCroce (Kid Audio. 
Blues, Nashv,t :. Raphael George (R&B /Nip -Hop). Wade Dessen (Bluegrass, Country. Christian. 
Gospel. Nashvrre). Geoff Mayfield (The Billboard 200, Heatseekers, LA). ). Gordon Murray 
(Billboard Research. Electronic, Jazz, New Age, World Music, Reggae), Silvio Pletroluongo 
(The Billboard Hot 100. Pop 100. Hot Digital Songs), Paul Pomfret (Hits of the World. London), 
Gary Trust (Adult Contemporary. Adult Top 40) 
CHART PRODUCTION MANAGER: Michael Cusson 
ASSOCIATE CHART PRODUCTION MANAGER: Alex Vitoulis 
ARCHIVE RESEARCH: 646 -654 -4633 

INTEGRATED SALES, EVENTS & BRAND MARKETING 
VICE PRESIDENT, INTEGRATED SALES /ASSOCIATE PUBLISHER: BRIAN C. KENNEDY 646 -654 -4627 
NATIONAL SALES DIRECTOR /DIGITAL & CONSUMER: Derek Sentner 646- 654 -4616 

WEST COAST ADVERTISING DIRECTORS: Aki Kaneko 323-525-2299 Diane Johnson 323 -525 -2237 
EAST COAST ADVERTISING DIRECTORS: Cindy Mata 646 -654 -4710, Janine Taormina 646 -654 -4694 
NASHVILLE: Lee Ann Photoglo 615 -383 -1573 (Labels), Cynthia Mellow 615- 352 -0265 (Touring) 
ADVERTISING DIRECTOR DETROIT: Nancy Cole 313 -510 -2425 
ADVERTISING DIRECTOR EUROPE /U.K.: Frederic Fenuccl 01t- 44- 207 -420 -6075 
INSIDE SALES MANAGER: Arkady Fridman 646 -654 -4636 
INSIDE ACCOUNT REP: Jeff Serrette 646- 654 -4697 
MANAGING DIRECTOR /LATIN: Gene Smith 973 -746 -2520 
LATIN AMERICA/MIAMI: Marcia Oliva! 305 -864 -7578. Fax 305 -864 -3227 
ASIA- PACIFIC /AUSTRALIA: Linda Matich 612- 9440 -7777, Fax 612- 9440 -7788 
JAPAN: Aki Kaneko 323 -525 -2299, CARIBBEAN: Betty Ward 954- 929 -5120 
ADVERTISING COORDINATORS: Mina Gomez 646- 654 -4695: Amy Gavelek 646 -654 -4617 
EXECUTIVE DIRECTOR, CONFERENCES & SPECIAL EVENTS: MICHELE JACANGELO 
SPONSORSHIP SALES DIRECTOR: Karl Vontz 415- 738 -0745 
SPONSORSHIP SALES MANAGERS: Michelle Fine 646 -654 -4718, David Moser 646 -654 -4653 
SPECIAL EVENTS DIRECTOR: Margaret O'Shea 
REGISTRATION SALES MANAGER: Erin Parker 
EVENT CLIENT SERVICES COORDINATOR: Courtney Marks 
ART DIRECTOR, MARKETING & SALES: Melissa Subatch 
MARKETING MANAGER: Mary Woodworth 646- 654 -4634 
ASSOCIATE MARKETING MANAGER: Stephanie Horst 646 -654 -4622 

LICENSING a REPRINTS 
VICE PRESIDENT, LICENSING & EVENTS: HOWARD APPELBAUM 
SPONSORSHIP /BUSINESS DEVELOPMENT MANAGER: Cebele Marquez 
BUSINESS MANAGER, LICENSING & EVENTS: Barbara Grieninger 646- 654 -4675 
MANAGER, LICENSING, SALES & REPRINTS: Angeline Biesheuvel 646 -654 -4677 
FOSTER REPRINTS: Nancy M. Rothman - I -866- 879 -9144 Ext 134 - nrothman(alfostereprints.com 

AUDIENCE MARKETING 
ASSOCIATE AUDIENCE MARKETING DIRECTOR: Frances Davis 
AUDIENCE MARKETING MANAGER (GROUP): Michele Larsen 
INTERNATIONAL AUDIENCE MARKETING DIRECTOR: Stephanie McNamara (London) 
SUBSCRIPTIONS: 818 -487 -46r..ß r._ ,A- .rnada) 44 -1858- 438887 (International) 

PRODUCTION 
PRODUCTION DIRECTOR: TERRENCE C. SANDERS 
ADVERTISING PRODUCTION MANAGER: Chris Dexter 
EDITORIAL PRODUCTION SUPERVISOR /OPS ADMINISTRATOR: Anthony T. Stallings 
SYSTEMS/TECHNOLOGY SUPERVISOR: Barry Bishin 
SENIOR COMPOSITION TECHNICIAN: Susan Chicola 
COMPOSITION TECHNICIAN: Rodger Leonard 
ADVERTISING GRAPHIC ARTISTS: Ray Carlson, Ken Diamond 

PUBLISHING & OPERATIONS 
PUBLISHER: JOHN KILCULLEN 
SPECIAL PROJECTS MANAGER: Kristine Tunzi 
VICE PRESIDENT /GENERAL MANAGER: ANDY BILBAO 
HUMAN RESOURCES DIRECTOR: BILL FINTON 
ONLINE /DIGITAL GROUP BRAND MANAGER: CAROLYN CUNNINGHAM 
LEGAL COUNSEL: ERIC RUBENSTEIN 
DISTRIBUTION DIRECTOR: Lou Bradfield 
BILLING: Liza Perez, CREDIT: Shawn Norton 
VICE PRESIDENT, DIGITAL STRATEGY: John Lerner 
VICE PRESIDENT, MANUFACTURING AND DISTRIBUTION: Jennifer Grego 
VICE PRESIDENT, AUDIENCE MARKETING: Joanne Wheatley 
VICE PRESIDENT, MARKETING SERVICES: Drew DeSade 

NEW YORK: 770 Broadway. 
New York. NY 10003 
Phone: 646- 654 -4500 
Edit. Fax: 646- 654-4681 
Adv. Fax. 646- 654 -4799 

NASHVILLE: 49 Music Square 
W,. NashvJle, TN 37203 
Phone: 615- 321 -4290 
Fax: 615- 320 -0454 

nielsen 
Nielsen Business Media 

BILLBOARD OFFICES 
LOS ANGELES: 5055 Wilshire 
Blvd. Los Angeles. CA 90036 
Phone. 323 -525 -2300 
Fax: 323 -525- 2394/2395 

WASHINGTON, D.C.: 910 17th 
St N.W.. Suite 215, Wash. DC 20006 
Phone: 202- 833 -8692 
Fax 202- 833 -8672 

LONDON: Endeavour House. 
189 Shaftesbury Ave.. London 
WC2H 87J. 
Phone: O11 -44- 207 -420 -6003; 
Fax 011 -44- 207 -420 -6014 

MIAMI: 101 Crandon Blvd.. 
Suite 466. Key Biscayne. FL 
33149 Phone: 305 -361 -5279 
Fax 305- 361 -5299 

PRESIDENT & CEO: Robert L Krakoft CHIEF OPERATING 
OFFICER: Greg Farrar, CHIEF FINANCIAL OFFICER: Kirk Miller, 
SENIOR VICE PRESIDENT, HUMAN RESOURCES: 
Michael Alkea; SENIOR VICE PRESIDENT, TRAVEL, 
PERFORMANCE & MARKETING SERVICES: William J. Cooke; 
SENIOR VICE PRESIDENT, FILM & PERFORMING ARTS/ 
MUSIC & LITERARY: John Kilcullen; SENIOR VICE PRESIDENT, 

CORPORATE DEVELOPMENT & PLANNING: Thomas Kuczynski: SENIOR VICE PRESIDENT, 
RETAIL: David Loechner, SENIOR VICE PRESIDENT, EMEDIA STRATEGY & TECHNOLOGY: 
Toni Nevltt; SENIOR VICE PRESIDENT, MARKETING & MEDIA: Michael E. Parker, SENIOR VICE 
PRESIDENT, BUILDING DESIGN: Joe Randall; SENIOR VICE PRESIDENT, CENTRAL SERVICES: 
Mary Kay Sustek; VICE PRESIDENT, LICENSING & EVENTS: Howard Appelbaum; 
VICE PRESIDENT /PUBLISHER, BURRILL LIFE SCIENCES MEDIA GROUP, LLC: Zachary Dicker, 
MANAGING DIRECTOR, BURRILL LIFE SCIENCES MEDIA GROUP, LLC: Jeff Miller, 
VICE PRESIDENT, CORPORATE COMMUNICATIONS: Deborah Patton 

www.americanradiohistory.com

www.americanradiohistory.com


THE 
LATEST . 

NEWS tel 
FROM 

» >SOURCES: 
BMG MAY 
DROP ZOMBA 
PUB, 19 SONGS 
In a concession to 
the European 
Commission's 
merger concerns, 
Universal Music has 
offered to sell off its 
stakes it Zomba 
Publishing and 19 

Songs when it buys 
Bertelsmann's BMG 
Music Publishing, 
industry sources tell 
Billboard. Vivendi, 
Universal Music's 
parent, suggested 
offloading parts of 
its catalog after the 
EC indicated that 
the merged entity 
might hold an overly 
powerful position in 
the music 
publishing entity. 

» >VIACOM 
SUES GOGGLE, 
YOUTUBE 
Viacom sued 
Google and its 
Internet video - 
sharing site 
YouTube for more 
than $1 billion March 
14 in the biggest 
challenge yet to the 
Web search leader's 
strategy to 
dominate the online 
video market. The 
lawsuit accuses 
Google and its 
popular online 
video unit of 
"massive intentional 
copyright 
infringement." 

>>>HFA 
OVERALL 
COLLECTIONS 
UP 
At the Harry Fox 
Agency, mechanical 
royalty collections 
were down while 
overall collections 
were up for 2006. 
Total collections 
reached $379.4 
million, up 2% from 
the prior year due 
primarily to the 
agency's royalty 
compliance 
examinations of 
licensees' 
accounting records. 
But mechanicals, 
about $349.2 
million, were down 
4% from 2005. HFA 
reports the 
decrease reflects 
the continued 
decline in CD sales. 

STOCKING THE STORES 
Will digital album sales 
affect CD shipments? 

TWEEN TRIUMPH 
l Authority connects 
big with the kids 

FROM gADIO TO TV 
Jane Feltes makes This 

American Life' sing 

II MI 

AVRIL'S EXPERIMENT 
Can a comic book 

replace a killer tour? 

FIRST -WEEK FEAST 
Arcade Fire fais chow 

down in Dallas 

BUSINESS BY LEILA COBO and BRIAN GARRITY 

SIGNED 
FOR SINGLES 
Select Labels Offer Artists Contracts 
For A Song -Or Three-At A Time 

Add Universal Music Latin America to the list of la- 

bels that have begun experimenting with signing 
new acts to limited singles deals, rather than full - 
album deals. 

In select cases, the label is offering pacts that call 
for artists to release one or two singles, which are mar- 
keted and promoted online and at radio, with an op- 
tion for a full album if a song attains enough success. 

In the United States, Universal's Latin label, Uni- 
versal Music Latino (UML), so far has signed three 
artists- Lenny, Baby Boy and JC -to such deals. Their 
singles are slated for release between April and May. 

They all are urban bachata artists, but the label says it 
is not limiting its singles signings by genre. 

Indeed, in Latin America, the acts Universal has been 
quietly signing to single deals since last year -four in 
Brazil and two in Mexico -range from hip -hop to pop. 

"The thrust behind this was to find ways to continue 
to give opportunities to new talent, even if we had less 
resources," explains Jesús Lopez, chairman of Uni- 
versal Music Latin America /Iberian Peninsula, which 
oversees Universal's operations in Latin America, 
Spain and Portugal, along with its Latin operations in 
the United States. 

The concept of signing acts to contracts geared to- 
ward delivering a defined number of tracks, rather 
than albums, is not entirely new. A small handful of 
major and indie labels alike have been dabbling in 
business models centering on singles deals for the 
better part of two years. Most notably, Warner Music 
Group (WMG) has been operating an EP- driven e- 
label called Cordless Recordings for the last 18 months. 

But in a twist from previous efforts, UML's "sin- 
gles" acts are signed to the flagship label as opposed 
to a special imprint. 

"It's a back -to- the -roots approach," UML president 
John Echevarría says. "Remember how it was with the 
Beatles? They would release singles, then the album." 

López says he had toyed with the idea of signing 
acts to singles deals for the past four years, but he 
encountered resistance from artist managers and 
members of his own team, who were dubious on 
how to measure possible success with a single cut 

in the market. 
Now, thanks 

to social net- 
working sites - 
plus mobile and 
digital sales - 
added to tradi- 
tional airplay, 
UML execs say 
it's easier to pre- 
dict success. 

Because digi- 
tal sales are only 
beginning to es- 
tablish them- 
selves in Latin 
America, the 
measure of suc- 
cess is judged 
largely by site traffic around an artist. 

"Sales are not so essential for me," López says. For 
example, if an audience shows interest by visiting a 

MySpace site, "I know I can sell" that artist. 
UML's commitment to its singles acts involves pro- 

motion via the Internet, mobile and radio. A video is 

not automatically part of the deal, but can be included. 
As is the case with most of the label's new signings, 
the deals give UML a percentage of other revenue 
streams, such as touring and sponsorships. 

Of course, UML hasn't stopped signing new acts to 
full -album deals. The vast majority are still signed the 
traditional way. But the new model gives the company 
more mileage for its A &R budget. 

" I f we're able to give an opportunity to three acts in- 
stead of one, well, that's wonderful," Echevarría says. 

Similar thinking has been in play at WMG with 
Cordless, which signs some artists to deliver songs in 
bunches of three called clusters. The deals include op- 

tions for additional clusters and ultimately an album. 
Since launching in 2005, Cordless -which is headed 

by president Jason Fiber and former Elektra Records 
founder Jac Holzman -has singed 20 -plus artists. One 
act, electronic duo Dangerous Muse, has been op- 

LENNY, left, is signed to a limited s ngle deal with 
Universal Music Latin America. DANGEROUS 
MUSE is being upstreamed to Sire after delivering 
two digital EPs last year to Cordless. 

tioned for an album deal with Warner Bros. Records' 
Sire imprint. It is being upstreamed after delivering 
a pair of digital EPs in 2006. Another four Cordless 
acts -Jihad Jerry &the Evildoers, the Residents, Skye 
and Roger Joseph Manning Jr. -have released full al- 

bums via mndie distribution arm Alternative Distrib- 
ution Alliance. 

Sales so far have been negligible, but Warner execs 
say that's not the point. Rather, the focus is on exper- 
imentation with developing artists at various stages 
of their careers. 

Among the :ndie labels that are tinkering with the 
singles model us Cleopatra Records, which has taken 
the approach with veteran artists like Pat Travers. 

Cleopatra owner Brian Perera says, "There is less 
room in stores, so we are focusing more on compila- 
tions and hits and signing bands to do one song of their 
biggest track and issuing it as a digital single." 

Additional reporting by Ed Christman in New York. 

biz or 24/7 news and analysis biz on your c211 phone or mobi'ie device, 
go to: mobiie.billboard.biz. 
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»,REPORT: 
NAPSTER, 
ITUNES MOST 
RECOGNIZED 
DIGITAL BRANDS 
Napster and iTunes 
continue to top the list 
of most recognizable 
digital music brands, 
according to a recent 
Ipsos Insight report, 
while MySpace is 
coming on strong. 
Among U.S. music 
downloaders older than 
12, iTunes brand 
recognition was at 66 %, 

up from 57% in 2005. 
Napster dropped a bit 
from 79% to 68 %. The 
biggest gain was 
MySpace, which 
increased its brand 
recognition as a digital 
music provider from 
16% in 2005 to 54% at 
the end of last year. The 
study was conducted 
before Microsoft 
launched its Zune 
service, which as such 
could not be measured. 

»,SOURCES: 
KIDS LABEL 
SONY WONDER 
GOING UNDER 
Children's audio and 
video label Sony 
Wonder, once the home 
of "Sesame Street" and 
"Rudolph the Red - 
Nosed Reindeer," will 
soon be history. 
Sources say parent 
company Sony BMG 
Music Entertainment is 
shuttering the label to 
focus on its core music 
business. A company 
spokesman declined 
comment, but sources 
say Jim Wilson, the 
division's executive VP 
and GM, is leaving the 
company. 

»,SPRINT 
NEXTEL TO 
DROP SIRIUS 
Wireless operator 
Sprint Nextel has 
informed subscribers in 
a recent billing 
statement that it plans 
to drop the streaming 
music service provided 
by Sirius Satellite Radio 
and replace it with 10 
genre -based channels 
of music from another, 
as -yet- unnamed 
provider. The move 
appears to be part 
of a broader shakeup 
of its mobile 
entertainment products 
and services that also 
involves mobile video 
and TV. 

U P FR() N1' 

RETAIL BY TODD MARTENS 

No RiskTo Discs 
Growing Digital Album Sales Haven't 
Hurt Indie Bands In Stores 

When Arcade Fire's "Neon Bible" de- 
buted this week at No. 2 in the United 
States with 92,000 units sold, 27,000 of 
those were sold digitally, according to 
Nielsen SoundScan. The number 
equaled about 30% ofthe Merge album's 
first -week sales, a stat that the indie com- 
munity is hitting with regularity. 

See the Shins' "Wincing the Night 
Away" (Sub Pop), which also debuted at 
No. 2 recently, with 30% of its 118,000 
first -week sales coming from the 
digital sector, or Bloc Party's "A 

Weekend in the City" (Vice), which 
arrived with digital albums compris- 
ing 33% of its 48,000 first -week 
units. On a smaller scale, Deer- 
hoof's Kill Rock Stars effort "Friend 
Opportunity" sold 33% of its 6,000 
first -week units online. 

Digital sales volume in its many 
configurations now accounts for 15% 

of total U. S music sales. Though 
Nielsen Sound Scan reports CD sales 

down 20.3% this year, to 81.5 million 
as of March 11, album downloads 
have totaled nearly 9 million, a 56.4% in- 
crease over the same period last year. That 
equals nearly 10% of all U.S. album sales. 

Yet despite the figures, a number of 
top indie labels insist that the fast -ris- 
ing digital sector is not affecting their 
manufacturing calculations. 

"We can pretty much count on the 
digital percentage being greater with 
each release than it was last time," Sub 
Pop head of sales Andy Kotowicz says. 
"But right now we still spend most of 
our resources on trying to get people 
into stores and buying the physical 
records we shipped. There's not much 
of a risk in having people not download 
a record. There's much more a risk in 
getting records returned." 

Drag City head of sales Rian Murphy 
concurs. Unlike the majors, which cite 
file sharing as the main culprit for de- 
clining sales, Murphy's label is experi- 
encing a growth spurt. Digital sales, he 
says, rarely enter into the equation in 
setting up an album's retail plan. 

"We're not looking at digital numbers 
to analyze sales prospects," he says. "We 

look at what we've sold, in terms of LPs 
and CDs on the last record, and we for- 
mulate from there. The digital does not 
seem to affect the number of real copies 
we sell. It's a happy thing. Digital is 
growing, but is not necessarily shrink- 
ing the other sides of the market for us." 

And the digital attention surround- 
ing a new indie release is helping indies 
get albums in larger accounts such as 
Target. A sales exec with one indie Bis- 

tro notes that it now places two or three 
titles per month at Target. 

"Three years ago we were only put- 

ting a couple of records a year into Tar- 

get," he says. "That's an interesting phe- 
nomena. They're paying more attention 
to the social networking sites. There's 
some value, if we can articulate the traf- 
fic these sites are seeing in the same way 
accounts used to look at radio." 

Indeed, in setting up the forthcom- 
ing album from indie rapper El -P, De- 

finitive Jux is hoping the artist's success 
in the online world will result in larger 

OPENING ONLINE 
Digital first -week sales as a 

portion of first -week totals 
SOURCE: Nielsen SoundScan 

First Week 

Total: 6,000 

First Week 

Digital: 
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2,000 (33%) 

Deerhoof 

"Friend 
Opportunity" 

2/10/07 

, _ v 

Bloc Party 

"Weekend 

In The City" 
2/25/07 

Arcade Fire 

"Neon Bible" 

3/24/07 

buy -ins from the big -box retailers. 
"To a degree, everyone has worked 

themselves up to a lather over the digital 
world," Definitive Jux CEO Amaechi 

The Shins 

"Wincing The 

Night Away" 
2/10/07 

Uzoigwe says. "But I'm 
more concerned about 
Best Buy and getting them 
to truly understand this 
record. They need to un- 
derstand this record be- 
cause that's where the 

money is. It's not in digital." 
Representatives from Best Buy and 

Target did not return calls by press time. 
The digital retail sector, some labels 

say, won't truly become a factor until 
iTunes gets some hearty competition. 

"The big question is why aren't there 
more record stores online," Vice GM 
Adam Shore says. "The physical stores 
close all the time, but everyone still 
shops at one digital store. It's just crazy. 

I feel a lot of the retail environment will 
change when every Web site is a store. 
Everything you see on a blog, you should 
be able to buy." 

MAJOR LABELS MODIFY THEIR MATH 
In less than a year, the digital format 
has grown from an incremental rev- 

enue stream to a key component in 

forecasting revenue projections and 
building business plans. But as album 
downloads gain as a portion of over- 
all sales (see story, above), major la- 

bels are still debating whether they 
should be used as a factor in calcu- 
lating marketing budgets and deter- 
mining how many CDs to initially 
manufacture of any given title. 

"You have to project both physical 
and digital album sales for each title, 
because when you are making your 
business plans for the year, you have 

to use blended numbers," Universal 
Music Group Distribution president 
Jim Urie says. 

Blended numbers take into ac- 
count the quantity and revenue of 
each format. Since album downloads 
carry a $7 wholesale cost, nearly 40% 
less than the typical $12 labels charge 
retailers for CDs, labels have to proj- 
ect sales in both formats like they 
used to with the cassette and CD. 

But in the '80s and '90s, when the 
CD was growing against cassette 
sales, the result was a higher blended 
wholesale cost. Today, as the digital 
album grows, the blended wholesale 

cost decreases. 
Label executives say they proj- 

ect digital sales versus physical 
sales, including first -week and first - 
month tallies and overall numbers 
for the life of a project. But al- 
though digital projections are in- 
cluded in a title revenue projection, 
not all labels count digital revenue 
when figuring out marketing budg- 
ets, which are generally set against 
a percentage of projected revenue. 

Nine major label sales and distri- 
bution executives polled by Bill- 
board indicate that, while some la- 
bels are separating digital product 
from physical in their marketing 
budgets, for other companies the 
digital component doesn't affect the 
marketing budget at all. One execu- 
tive says his label is debating 
whether digital album sales, digital 
tracks and ringtone revenue should 
be incorporated into calculations, 
so that the marketing budget is set 
against a bigger pot. But others say 

they're using the digital channel as 

a way to prune back marketing 
spending. For example, major label 
executives remain adamant that 
they not repeat the sins of the phys- 
ical world and pay for position on 

the home page of digital retailers. 
Yet, across the board, digital sales 

are certainly used as an element in 

marketing plans for new releases. 
How well a release performs digitally, 
even in select regional markets, is 

considered an early barometer. If ini- 
tial digital sales fall short of projec- 
tions, one head of sales for a major 
label on the West Coast says, he cuts 
back on manufacturing. 

That doesn't mean, though, that 
digital album sales projections are 
consistently taken into account when 
a release is first manufactured. 

"We forecast sales for the ac- 
counts, and I will know their reac- 
tion to our forecasts by what each 
account initially orders," the West 
Coast head of sales says. "The only 
time we get interested in the digital 
piece of it is if there is a digital sin- 
gle a month ahead of the album." 

In contrast, one major label on the 
East Coast "absolutely" uses digital 
sales projections "to help determine 
how much CDs to manufacture," that 
label's head of sales says. "But be- 
cause the digital marketplace is still 
wide open, it's a new day, every day, 

and we are always fine -tuning our 
forecasting." -Ed Christman 
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Shhh. Sounds like applause 
Coke congratulates American Idol on 200 episodes. 

© 200,7 The Coca-Cola Come. y. "rmca-Ccla ' idhe Contour Bottle are registered tr em 
www.americanradiohistory.com

www.americanradiohistory.com


THE 
LATEST 

NEWS 107 
FROM 

»>ASCAP 
PREPS I CREATE 
MUSIC WEEK 
ASCAP is planning a 

week of events in April 
dubbed I Create Music 
Week, aimed to 
celebrate the voice of 
the music creator. The 
events, which run April 
17 -21, include two 
awards shows at the 
Kodak Theatre and the 
second annual ASCAP I 

Create Music Expo, a 

three -day national 
conference dedicated 
to songwriting and 
composing, being held 
at the Hollywood 
Renaissance Hotel. 

» >LAST.FM 
BOOSTS 
CATALOG 
Music -based social 
networking and Internet 
radio service Last.fm has 
increased its music 
catalog through a deal 
with the Orchard, a 

digital distributor of 
independent music. The 
deal brings about 1 

million new licensed 
tracks to the popular 
service, which focuses on 
music recommendations 
and playlists shared by 
its users, estimated at 
about 15 million. Last.fm 
previously has struck 
similar licensing deals 
with Warner Music Group 
and EMI. 

» >B.B. KING 
BLUES FEST TO 
FEATURE GREEN, 
JAMES 
B.B. King, Al Green and 
Etta James will embark 
on a 14 -city trek 
beginning July 24 at the 
Seminole Hard Rock 
Hotel & Casino in Miami 
and wrapping Sept. 9 at 
the Kautz Ironstone 
Vineyards Theatre in 
Murphys, Calif., 
Billboard has learned. 
The trek, dubbed the 
B.B. King Blues Festival 
and packaged by the 
William Morris Agency, 
will mark the first time 
the three legendary 
artists unite for a tour, 
according to organizers. 

Compiled by Chris M. 

Walsh. Reporting by 
Antony Bruno, Susan 
Butler, Leo Cendrowicz, 
Mitchell Peters, Chris M. 
Walsh and Reuters. 

For 24/7 news and 
analysis on your 

. ' IZ mobile device, go to: 
mob i le.bi I I board.biz. 

BY BRIAN GARRITY 

ASNAG FOR 
SLACKER? 
Portable Internet Radio Venture 
Still Needs A Rights Framework 

Slacker Inc., a new venture from the ex- 

ecutives behind MusicMatch, Rio and 
iRiver America, wants to revolutionize 
Internet radio by making it portable. 

But like many companies looking 
to create fresh uses for digital music 
that don't have an existing rights 
framework around them, there's a 

hitch in transforming vision to real- 
ity: The San Diego -based 
startup still must se- 
cure the contractual 
approval of labels and 
publishers for a never- 
before- issued interac- 
tive radio right that 
allows for portability. 

The right Slacker is 

seeking enables many 
hours of interactive 
radio programming 
beamed from PCs, 
wireless networks and 
satellite signals to be 
stored for a limited 
time in the cache of a 

line of handheld devices 
the company is developing. 

In the scheme of rights clearances, 
the rate for such a feature lies some- 
where between PC- tethered interac- 
tive radio and a portable on- demand 
subscription service, sources familiar 
with the situation say. 

So far Universal Music Group, Sony 
BMG Music Entertainment and a 

number of independent labels have 
signed off on the service, which Slacker 
hopes to bow in the second half of 

2007, according to VP of marketing 
Jonathan Sasse. But the company still 
needs to come to terms with publish- 
ers, and with Warner Music Group 
(WMG) and EMI. Given contentious- 
ness over Internet radio costs in the 
wake of a Copyright Review Board rul- 
ing on noninteractive streaming rates 

(see story, page 22), that's 
no small matter. 

At least one digital 
music service operator 
says it has also looked at 
the concept of portable 
customized radio and 
passed on it due to reser- 
vations over licensing 
hurdles. There are also 
concerns that the money 
that can be generated 
from advertising might 
not be enough to cover 
content costs of the free 
ad- supported model 
Slacker is proposing for 
its basic tier of service. 
But Slacker execs say they 

are confident they can secure the 
necessary deals and revenue. 

Sasse claims the company is close 
to an agreement with WMG and at 
least three leading music publishers. 
As for content costs, he points out that 
the company will look to bolster its ad 
revenue with sales of its line of portable 
devices, and fees from technology li- 
censing to third parties and from pre- 
mium services that allow users to listen 
to tracks on demand. . 

360 DEGREES OF BILLBOARD 

TOURING ADVISORY 
BOARD NAMED 
The Billboard Touring Confer- 
ence & Awards has named an 

18- member advisory board 
that will provide input to all 
functions of the event. 

The board includes agents, 
managers, promoters, venue 
operators, label executives and 

ancillary businesses related to 
the touring industry. 

The 18 members are A.C. Pro- 

ductions president Ashley 
Capps; Creative Artists Agency 
agent Marcie Allen Cardwell; 
SMG VP of sports and entertain- 

ment Mike Evans; Columbia 
Records VP of artist develop- 

ment Liana Farnham; Roadrun- 

ner Records VP of touring /artist 
development Harlan Frey; 
I.M.P. /9:30 Club president Seth 

Hurwitz; Michael Marion, GM of 
the Alltel Arena in North Little 
Rock, Ark.; Pam Matthews, GM 

of the Ryman Auditorium in 

Nashville; Crush Management 
partner Bob McLynn; Live Na- 

tion VP Kevin Morrow; Global 
Spectrum COO John Page; Pi- 

oneer Coach CEO Doug Roun- 

tree; Live Nation South Region 

president Bob Roux; Metropol- 
itan Talent co -CEO John Scher; 

RPM Management president 
Scott Siman; AEG Live execu- 

tive VP Larry Vallon; Agency 
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RETAIL BY AYALA BEN -YEHUDA 

Premium Blend 
Starbucks /Concord Deal An Asset For Artists 
With the launch of Starbucks and Con- 
cord Music Group's Hear Music label, 
the two companies are putting a suc- 
cessful model of co- releases to the test. 
Artists and managers are optimistic 
about what the companies' combined 
strengths can offer that a traditional 
label can't. 

Under the joint venture, Starbucks 
will take primary responsibility for 
A &R, while Concord will lead market- 
ing, promotion and distribution of 
Hear Music artists outside the cafes. 

Starbucks Entertainment president 
Ken Lombard says artists' desire to sign 
directly with the coffee chain prompted 
the label's creation. "They're disen- 
chanted and looking for a fresh new 
approach, and that is the commitment 
that both Starbucks and Concord have 
to this new endeavor," Lombard says. 

Product from the new label will be 
available simultaneously at Starbucks 
stores, as well as traditional and digi- 
tal retail. 

"The awareness that's created by Star- 

bucks has a very positive effect in other 
channels," says Concord president Glen 
Barros, whose string of collaborations 
with Starbucks began with Ray Charles' 
"Genius Loves Company" in 2004. 

Hear Music expects to release its 
first album by the end of this year, with 
plans for up to eight releases per year 
from established and emerging artists 

once the label gets going. 
Velour Music president Jeff Krasno, 

who also manages artist Sonya 
Kitchell, says the new label taps into 
Starbucks' curatorial strength and Con- 
cord's ability to sell music by estab- 
lished artists to an adult audience. 

The coffee company's positioning 
of an album by a relatively unknown 
artist near the register "represents 
them going out on a limb," Krasno 
says, adding that more than half of 
Kitchell's debut album's 80,000 units 
sold came from Starbucks. 

Hear Music is also open to deals in 
which artists get to keep their mas- 
ter-an approach used by Herbie 
Hancock in distributing his set "Pos- 
sibilities" in 2005. 

"That's the smart thing, to be flex- 

ible and create new relationships 
with artists," Hancock says, adding 
"What I liked about Starbucks is that 
it doesn't focus on a particular age 
demographic." 

Starbucks and Concord will now 
bring every music project by their re- 

spective companies to Hear Music for 
consideration, but whether releases will 

be distributed jointly under Hear will 

be determined on a case -by -case basis. 
Neither Starbucks nor Concord 

would confirm a New York Post report 
that Paul McCartney is close to sign- 
ing a deal. 

Group CEO Neil Warnock; and 

A -List Agency president Jere- 
miah "Ice" Younossi. 

"I am extremely pleased at 
the quality and diversity of the 
executives who have stepped 
up and supported our Touring 
Conference from the begin - 
ning, "says Ray Waddell, exec- 

utive director of touring and 
live entertainment for Bill- 
board. "This board represents 
the range of creativity, success 

and innovation that the con- 
cert industry is known for, from 
young guns to seasoned pros. 
Their input will be invaluable." 

The fourth annual Billboard 
Touring Conference & Awards 
is set for Nov.15 -16 at the Roo- 

sevelt Hotel in New York. More 

than 500 players from all seg- 
ments of the music industry at- 

tended the 2006 conference. 

MOBILE MEDIA, 
MOBILE MODELS 
On March 26, Billboard will 
host the Mobile Entertainment 
Live conference during the 
CTIA Wireless conference in 

Orlando, Fla. 

Keynote speakers include 
MTV Networks senior VP of 
mobile media Greg Clayman; 
Verizon Wireless VP of mar- 
keting and digital media John 
Harrobin; Nokia VP of multi- 
media Nigel Rundstrom; and 
Kevin Lyman, founder of the 
Vans Warped tour and Taste 
of Chaos Mobile. 

Plenary sessions on the 
main stage will feature the first 
debate between a wireless op- 
erator and content provider on 

the pros and cons of the mo- 
bile entertainment conver- 
gence; a panel of entertain- 
ment producers discussing 
what content works best on 
mobile phones; and a close 
look at how mobile business 
models affect the content cre- 
ated for them. 

Afternoon breakout ses- 
sions will delve deeper into 
such topics as mobile search, 
social networking and place 
shifting; the latest device in- 
novations; target marketing; 
international case studies; and 
survival strategies for compet- 
ing in the mobile market. 

That evening, Billboard 
and the Mobile Marketing 
Assn. will co -host a recep- 
tion where the 88 and David 
Martin will perform. 

ú 
1L 
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NETWORKING. DATA. VOICE. 
Qwest is changing the landscape of business communications. 
No matter the size of your business, thnk Qwest-' for all of your communication needs. We offer a full suite of custom zable business -class products and a 
quality of service that's chosen by 95% of Forzune 500r companies. A I of our products are innovative and scalable, like Cwest0. OneFlex'' Iniegratec .access, 
which dynamically allocates bandwidth to meet the real -time needs of yoar business. Call for a consultation -oday, and fird out which of our adiaiced 
solutions would best fit your business. 

Ask about Qwest OneFlex Integrated Access. 
A dedicated T -1 connection for local, long cistance and data 
Prices starting at $407 a month :with promotional discounts) 
Includes installation and Integrated Access Device 

After bill credits; excludes taxes, surcharges, and ether fees. For gt.a ifying customers with two- or three -year 
commitment. Long distance to non -IA customers i.E additional. 

Get smart business solutions from Qwest. 
888-273 -8990 gwest.ce'n /integrated 

Q IVEST 

BUSINESS 
SOLLITIONS 

Qwest-a 
Spirit of Service' 

Free Integrated Access Device: Offer may be withdrawn at any _ime without r oñice. OneFlex® Integrated Access: OneFlex® Integrated Access is availabe to business customers in seleût areas across :he continental U.S. Minimum one -- ®r term :ommitment 
required. Early terry ination charges may apply. Monthly char:e ar d activation fee based on configuration and contract term selected. Minimum 6 lines rEqúred. Long -distance call; to non Owest Integated Access customers are addi=iona_Additicn9 equipment 
may be required. OTher restrictions may apply. Call for availability and complete details. Free installation and promotional pricing discounts: Offer a ids 3/31/07. 

Copyright © 2007 ]west. All Rights Reserved. 
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® BY MARK WORDEN 

MEETAND GREET 
New Industry Confab Takes Hold In Milan 

MILAN-Europe's music industry calendar has a new entry. 
This September sees the debut of a trade fair moving in on 

a stage previously dominated by MIDEM in Cannes and Pop - 
Komm in Berlin. The Music Events and Entertainment Tech- 
nology conference MEET Milano will take place Sept. 21 -24 at 
the city's Fiera Milano Rho exhibition complex -overlapping 
one day with PopKomm (Sept. 19 -21). 

Although MEET Milano will be open to the public, it will 
heavily feature lighting, soundstage and recording studio tech- 
nology -not a major focus of the content -oriented PopKomm 
or MIDEM. Fabio Majocchi, director -general of organizer Expo 
CTS, says it will also be "a marketplace for business." 

Majocchi says the event will cater to "labels, publishers 
and musical instrument manufacturers" and will feature "con- 
ferences and meetings hosted by [authors body] SIAE and 
other institutions." 

Majocchi insists the proximity to PopKomm is "pure coin- 
cidence." He also notes that MEET Milano is largely a "busi- 
ness to customer" event, while PopKomm's public element is 

confined to the concerts that run alongside its trade 
exhibition /conference. MIDEM, held each January, is a dele- 
gate -only trade show. 

"Our aim is to attract 100,000 visitors over four days," Ma- 

jocchi says. He notes that entry prices are not yet fixed, although 
exhibitors will receive cheap or free trade tickets. Conference 
program details are not yet available. 

PopKomm director Katja Bittner admits to being "curious" 
about MEET Milano. "From what I've seen on its Web site, its 
exact focus isn't entirely clear," she says, "but there's always 
room for a new event if it's a great one." 

Bittner says the calendar clash with MEET Milano is unlikely 
to affect PopKomm attendance. "Berlin and Milan are only 90 
minutes apart by plane," she says, "so European and American 
delegates could theoretically attend both." 

Franco De Gemini, owner 
of Rome indie Beat Records, 
is a member of MIDEM advi- 
sory group the international 
honorary committee. "I'm not 
worried about the idea of an- 
other event," he says. "I don't 
know whether Milan can com- 

pete with Cannes in terms of luxury hotels in close proxim- 
ity -but in format terms, I'd advise the organizers to try and 
be different from MIDEM." 

Basic stand spaces at MEET Milano cost 140 ($184) per 
square meter for areas under 120 square meters. PopKomm's 
cheapest 2007 stand area (for spaces under 36 square meters) 
costs 157.50 ($207) per square meter. MIDEM does not have 
a comparable basic rate. Costs vary according to stand loca- 
tion and decoration. 

MEET Milano will have two main areas. Majocchi says he 
expects about 150 exhibitors to occupy the public- access 
"Music International Village" section. The trade -only "On- 

FABIO MAJOCCHI 
foresees a 'marketplace 
for business' at Milan's 
exhibition complex 
(inset). 

Back Stage" section, mainly 
dedicated to "professional 
technology for entertainment 
and communication," will ac- 
commodate 200 exhibitors. 

In 2006, PopKomm claimed 
817 exhibitors and 15,311 del- 
egates. MIDEM 2007 had 2,376 
exhibitors and 9,452 delegates. 

Majocchi says MEET Milano 
will primarily be an Italian af- 
fair, but hopes that "Milan's ap- 
peal as a trade fair location will 
give the event an international 
identity." The city hosts inter- 
national design, fashion and 
tourism trade events. Expo CTS 

alone is organizing 23 exhibi- 
tions there this year. 

MEET Milano's arrival has 
been cautiously welcomed by 

local music industry figures. "We really don't know too much 
about it yet," says Enzo Mazza, president of IFPI -affiliated la- 

bels body F IMI, "but we'll be having meetings with the organ- 
izers in due course." 

Chuck Rolando, director of Sony ATV Publishing Italy, sees 
the event as having potential, largely due to the public's partic- 
ipation. "I think the organizers see it as a way of educating the 
public about music," he says. "Publishers see it as way of edu- 
cating the public about not stealing music." 

Rolandó s counterpart at Universal Music Publishing Italy, 
Claudio Buja, agrees. "It could be great for promoting aware- 
ness of copyright issues," he says. "A lot of people will be pass- 
ing through." 

i LUVS 
»>MTV EUROPE AWARDS TO MUNICH 
MTV Networks' annual Europe Music Awards is returning 
to Germany. This year's gala will be held Nov.1 at the 
OlympiaHalle Arena in the Bavarian capital, Munich. It will 
be the third time the EMAs have been held in Germany 
following the inaugural 1994 event in Berlin and the 2001 
show in Frankfurt. 

The multipurpose OlympiaHalle was constructed to 
host the gymnastics and handball competitions at the 
1972 Olympic Games. It is a regular concert venue, and in 
the coming months, Beyoncé, Pearl Jam and Aerosmith 
are among the front -line acts booked to perform there. 

-Lars Brandie 

»>V2 CALLS FOR AIM /MOS TRUCE 
London -based independent label V2 has called for a 

truce between its fellow indie label Ministry of Sound and 
Europe's trade bodies. 

In a March 9 statement the London -based indie has 
urged the independent community to show a united 
front, and described MoS' recent berating of U.K. indie 
labels' body AIM and pan- European body Impala over the 
latter's recent deal with Warner Music Group as "a total 
distraction" that fails to "recognize that the war is 

actually being lost on all sides." The letter was issued on 
behalf of V2 Music Group CEO Tony Harlow and V2 U.K. 
managing director David Steele. 

MoS recently resigned from AIM after Brussels -based 
Impala (of which AIM is a member) agreed it would not 
oppose a WMG approach for EMI Group. -Lars Brandie 
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»>DIAM'S' BLANK NIGHT AT VICTOIRES 
The 22nd annual French music industry awards show, 
Victoires de la Musique, saw double wins for Benabar, 
Olivia Ruiz and Grand Corps Malade March 10 at the Paris 
Zenith venue. However, quadruple nominee Diam's -the 
current queen of the French rap scene -went home 
empty- handed. 

Jive Epic "new chanson" singer /songwriter Benabar 
was named best male artist, and his "Le Diner" was best 
song. Polydor /Universal pop /rock singer Ruiz took the 
best female artist and best music show /best tour 
honors, while Anouche Production /AZ /Universal rapper 
Grand Corps Malade collected the awards for best 
breakthrough artist and best album by a newcomer. The 
15 categories are voted on mostly by a 1,000- strong 
industry academy. The best breakthrough artist is 

decided by public votes. 
According to ratings company Médiamétrie, the live 

broadcast of the show on public channel France 2 

attracted an average of 3.5 million viewers. 
-Aymeric Pichevin 

»BRITS HONOR VERNON HANDLEY 
Distinguished British conductor Dr. Vernon Handley will 
receive a lifetime achievement award at the Classical 
Brit Awards 2007, to be held May 3 at London's Royal 
Albert Hall. 

During a prolific career, Handley has recorded more 
than 150 albums, 90 of which feature British composers. 
At the event, Handley will conduct a special performance 

of one movement from Edward Elgar's Cello Concerto, 
featuring Natalie Clein. 

Other performers include the 60- strong Fron Male 
Voice Choir and Chinese pianist Lang Lang. 

-Lars Brandie 

»DIVINE CHOICE IN IRELAND 
Former Parlophone /EMI act the Divine Comedy won the 
Irish music industry's second annual Choice Music Prize 
for its 2006 album "Victory for the Comic Muse." 

The Irish "album of the year" award is modeled on the 
United Kingdom's Mercury Prize. 
It is chosen by a panel of 12 

judges from a shortlist of 10 

albums. Divine Comedy is the 
creation of singer- songwriter Neil 
Hannon, its main and sometimes 
only member. Despite Hannon's 
act being dropped by his label in 
January, it beat competition from 
the likes of Snow Patrol's "Eyes 
Open" (Fiction /Polydor), Duke 
Special's "Songs From the Deep 
Forest" (V2) and David Kitt's "Not 
Fade Away" (Rough Trade). 

Hannon received a check for 10,000 ($13,200). The 
event is funded by labels' body the Irish Recorded Music 
Assn. and authors' body the Irish Music Rights 
Organization. The Feb. 28 ceremony in Dublin's Vicar 
Street venue featured live performances from eight of the 
10 nominated acts and was broadcast live via national 
commercial radio station Today FM. -Nick Kelly 

4L. 

For 24/7 global news and 
analysis, see billboard.biz /global. 
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NOT ALL OF THE HOLLYWOOD 
ACTION TAKES PLACE ON THE SET. 

RATES FROM The all- suites Bel Age Hotel - it's the place to see and be seen. 

165* 

Offering the ultimate view from the top, the Bel Age overlooks 

stunning Los Angeles and the famous Sunset Strip, so close to 

the thriving night life and right in the heart of all of the West 

Hollywood action. Relax on private balconies, sip cocktails 
by the rooftop pool or at the Ten20 Restaurant and Lounge. 

13 H:LAc,E 
W E S T H O L L Y W O O D 

FOR RESERVATIONS PLEASE CALL US AT 866.708.8085 
OR VISIT BELAGEHOTEL.COM /BA 

ßkß 
LUXURY RESORTS 
& HOTEL S 

*Rate valid through 04/30/07 for single /double occupancy and is subject to availability. Rates are per room, per night and are not combinable with ocher 

offers or group rates. Taxes are additional. 
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GLO BY LARS BRANDLE 

FACING 
THE 
MUSIC 
Glastonbury Puts Ticket 
Buyers In The Picture 

LONDON -The United King- 
dom's summer festival center- 
piece, Glastonbury, is back 
after a year off -bulked -up 
and determined to give 
scalpers the boot. 

For the June 22 -24 event, 
Glastonbury founder /pro- 
moter Michael Eavis has 
developed a multi - 
tiered initiative 
with online ticket 
agency SeeTickets 
to defeat scalpers 
and forgers. 

"I really care about 
fans being ripped off by the 
touts," Eavis says. "I went to 
London recently and two peo- 
ple [separately] told me they 
paid £500 [$961] in 2005 for 
a ticket. If I can hear two sto- 
ries when I randomly go to 
London, there must be thou- 
sands out there. So I'm trying 
to stop that." 

The new ticketing proce- 
dure required applicants to 
download a registration form 
and return it with a photo- 
graph to organizers by March 
5. Only those with a valid ref- 
erence number can buy tick- 
ets when they go on sale April 
1 on a "first come, first served" 
basis. Eavis says more than 
400,000 people registered. 

Even with 25,000 additional 
tickets available and capacity 
rising to 175,000, this year's 
event is hugely oversub- 
scribed. That level of interest 
is on a par with previous 
years, says Melvin Benn, 
managing director of U.K. 
promoter /venues operator 
Mean Fiddler Music Group 
(MFMG), which has handled 
Glastonbury's licensing and 
security since 2002. 

Despite Glastonbury's roots 
in the '60s /'70s countercul- 
ture, Eavis says opposition to 

the new ticketing setup has 
been muted. "People have re- 

ally accepted the argument 
about touting," he says. "Inte- 

grating the photo on 
the ticket is only 
costing £1 [$1.93] 
each, and people get 
to keep the ticket for- 
ever. This is the only way to 
stop touting." 

Rival festivals, however, are 
not rushing to follow suit. 

"If this system 
does prove success- 
ful, it's definitely a 

path we will con- 
sider for the future," 

says Geoff Ellis, chief 
executive of DF Con- 

certs, promoters of Scotland's 
giant festival T in the Park. 
"However, we should not have 
to put fans through this 
process. What we really need 
is a change in the law cover- 
ing the resale of tickets." 

Stuart Galbraith is man- 
aging director of Live Nation 
U.K., which jointly owns 
MFMG with Irish promoter 
Gaiety. Solely or through 
MFMG, Live Nation operates 
several annual U.K. festivals 
including the Reading, 
Leeds, Download and Wire- 
less events. 

Glastonbury is "unique in 
the market -place," Galbraith 
says. "It's the only event 
strong enough to cause their 
customers to go through so 
much inconvenience to get 
a ticket." 

If other festivals aped Glas- 
tonbury's system, Galbraith 
suggests, "it would certainly 
affect the commercial income 
of the event." 

"I seem to be the only pro- 
moter who is so concerned 
about this," Eavis says. "I 

don't think the others are in- 
terested in it, provided they 
sell their tickets out." 

Since Glastonbury's 1970 
debut, it has built a reputa- 
tion as Europe's best -known 
outdoor festival. But it has 
clashed with local authori- 
ties through the years, and 

GLASTONBURY has 
built a reputation since 
1970 as Europe's best - 
known outdoor festival. 
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the '80s in particular saw 
several spats with Mendip 
District Council, which li- 
censes the event. 

In the '90s, Glastonbury's 
enormous popularity in- 
creasingly attracted gate- 
crashers and the 2001 event 
did not take place due to re- 
sulting safety concerns, ad- 
dressed by erecting a 

so- called "ring of steel" safety 
fence prior to 2002. 

Glastonbury organizers 
have a significant hurdle of 
their own to clear March 26- 
27, when Benn attends a 

hearing with the council, 
seeking a four -year license 
capping the site's capacity at 
175,000. Some 144,000 of 
that is ticketed; the remain- 
der is largely allocated to 
staff, artists and crew. 

After giving the site a "fal- 
low year" in 2006, Eavis is 

confident that Glastonbury 
2007 will be the best yet. "The 
buzz is fantastic," he says. "I 

turn 72 this year. I'm crack- 
ing on a bit, but I've never en- 
joyed it as much as now. It's 
extraordinary." 

Glastonbury traditionally 
reveals its bill after tickets go 
on sale. Billboard has learned 
that respective nightly head- 
liners this year will be Arctic 
Monkeys, the Killers and the 

Who, with the Kaiser Chiefs, 
the Kooks and Kasabian tak- 
ing second billing. 

Others tipped to appear in- 
clude Arcade Fire, Björk and 
Corinne Bailey Rae. Even a 

performance by a re- formed 
Creedence Clearwater Revival 
has been rumored. 

"If we play Glastonbury 
this year," Kaiser Chiefs front - 
man Ricky Wilson says, "it 
will make our summer." 

At What Price Tickets? 
Government Impasse Angers U.K. Promoters 

LONDON -While Glastonbury prepares its "tout -proof" tick- 
ets (see story, this page), other U.K. live sector voices are ris- 

ing in anger at government inaction on tackling scalpers. 
The secondary sale of concert tickets above face value re- 

mains legal in the United Kingdom. Attempting to change 
that, the live music community has engaged with govern- 
ment since November 2005 in an ongoing series of "ticket- 
ing summits." The most recent, Feb. 8 at the Department of 
Culture, Media and Sport (DCMS) in London, was attended 
by leading live entertainment players including SJM Con- 
certs, Mean Fiddler Music Group (MFMG) 
and Clear Channel Entertainment. 

The live music sector is particularly frus- 
trated that the United Kingdom's primary 
legislation outlawing scalping- introduced 
to reduce public order offenses -covers only 
soccer matches. 

MFMG managing director Melvin Benn 
describes the dialogue with government as 

"a complete and utter waste of time." 
According to Benn, "In terms of the 

government's attempt to try and regu- 
late ticketing, they don't know their arse 
from their elbow." 

In a post- summit statement, Culture Secretary Tessa 

Jowell insisted the government was keen to protect con- 
sumers against "excessive profiteering by touts." The 
DCMS, she added, would work with the industry to ex- 
punge unfair practices, but it would be "unfair" if con- 
sumers were "unable to sell their own tickets ... and get 
their money back." 

Live Nation U.K. managing director Stuart Galbraith ac- 
cuses the government of a "U- turn." 

Jowell "spoke very promisingly initially," Galbraith 
says. "We were working down the route that they would 
bring in legislation making touting of tickets and overt 
profiting from tickets illegal. But now they're effectively 
washing their hands of it." 

Rob Ballantine, director of SJM and U.K. trade body 
the Concert Promoters Assn. (CPA), welcomes Jow- 
ell's comments on profiteering, but adds, "We are frus- 

trated that they have still not acted to 
give us the necessary tools to self -police 
our touts." 

The issue has attracted recent U.K. 
media attention. Weekly music magazine 
NME ran an anti -scalping campaign, while 
consumer rights publication "Which ?" 
warned of ticket prices rising to reflect 
market values if anti -scalper legislation 
was not adopted. 

It has also been reported that promot- 
ers may increasingly invite auction bids for 
their best seats in order to head off scalpers, 
although a CPA source admits its members 

"have very mixed feelings on this." 
The DCMS claims some relief may come with the incor- 

poration into U.K. law (by Dec.12) of the European Union's 
2005 Unfair Commercial Practices Directive. One of its 
aims is to ban "unfair practices" in the ticket market. 

"Let's test out this new law," a DCMS representative 
says, "before we start overlegislating." -LB 
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THE ATLANTA CHAPTER OF THE RECORDING ACADEMY® 

PRESENTS 

HONORS 
Honoring the Outstanding Achievements and Contributions 

of those who have Significantly Enriched the 
Music Community and our Community -at -Large 

2()07 ATLANTA CHAPTER HONOREES 

MIKE CLARK 

CHRIS "LUDACRIS" BRIDGES 

ORGANIZED NoIzE PRODUCTIONS 
(PATRICK "SLEEPY" BROWN, RAYMOND MURRAY, RICO WADE) 

TRISHA YEARWOOD 

FHURSI)AY, APRIL 6, 2O0, 
WESTIN PEACHTREE PLAZA HOTEL 

SPECIAL THANKS TO OUR 
DIAMOND LEVEL SPONSOR 

R 
RICK BAKER 

For ticket information 404.816.1380 E -mail: atlanta@grammy.com www.grammy.com . 
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GIRL AUTHORITY 

IViaking The 13ianc 
MICHAEL PAOLETTA mpaoletta @billboard.com 

Between The Tweens 
Girl Authority Builds A Winning Brand -Without A Major Label 

ine girls make up teen act Girl Au- 
thority. And they are ready for 
their close -up. 

Like the Slumber Party Girls 
another act looking to connect with 

tweens -Girl Authority debuted last year. Un- 
like the Slumber Party Girls, Girl Authority is 

not an integral part of a three -hour block of Sat- 

urday morning TV (CBS). Also unlike the Slum- 
ber Party Girls, Girl Authority does not have the 
backing of a major label, DIC Entertainment 
and AOL kids destination KOL. Yet Girl Author- 
ity has sold more CDs than the Slumber Party 
Girls -much more. 

According to Nielsen SoundScan, the Slum- 
ber Party Girls' launch album, "Dance Revolu- 
tion" (Geffen), has sold 11,000 copies compared 
with 73,000 for Girl Authority's self -titled debut 
(Zoë/ Rounder). 

Scratching your head? You're likely not alone. 
"People think exposure is king," says Tina 

Wells, CEO of teen marketing /consulting 
firm Buzz Marketing Group. "But it's about 
the connection. Girls must relate to the mem- 
bers of the group -of the tribe- otherwise 
there is a disconnect." 

Also, Wells continues, "How good is the 
music? Too many people equate tweens with 
gimmicky. Don't underestimate the smarts of 
this demographic. You can't take anything for 
granted with this age group." 

To illustrate, Wells points to "High School 
Musical." "It's not gimmicky, tweens can re- 
late to it." 

And tweens are apparently relating to Girl Au- 

thority. With the March 13 release of the group's 
sophomore album, "Road Trip" (a mix of origi- 

nals and covers), the relationship, as well as the 
Girl Authority brand, is poised to only grow. 

What makes Rounder execs and Girl Author- 
ity manager Michael Pagnotta, president of 
Reach Media, confident is the group's sturdy 
foundation. "We all agreed Girl Authority should 
succeed as a recording act first," Pagnotta says. 

"You must build the band first -the music and 
the act -and then the brand." 

Don't forget, Pagnotta continues, "branding 
requires an audience to leverage." He should 
know. Up until one year ago, Pagnotta man- 
aged the lucrative careers of Mary -Kate and 
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Ashley Olsen. At their peak, the Olsen twins 
attached their names to more than 50 product 
categories, resulting in hundreds of products 
sold around the world. 

Pagnotta says Girl Authority reminds him of 
the Olsens' early days when there was no mech- 
anism in place. He says it took the Olsens a long 
time to build an audience. "They'd been work- 
ing since they were 6 months old," Pagnotta 
says. "For 15 years, there was real audience - 
building. Branding is about trust. Patience can 
be the best marketing strategy." 

Between albums, Rounder never lost sight 
of extending Girl Authority's reach beyond its 
Boston home turf, says Elissa Barrett, VP of 
strategic marketing at Rounder. "In fact, New 
York is our largest market," she adds. "When 
they're not in school or in the studio, they're 
touring." (Girl Authority recently aligned itself 
with ICM for bookings. "Road Trip" screams 
summer tour.) 

With the "Girl Authority" CD, the group part- 
nered with Saks Fifth Avenue's specialty retailer 
Club Libby Lu. This time around, the act has 
united with the Girl Scouts (a live concert at its 

90th- anniversary celebration in Boston) and pop- 

ular teen book series "Beacon Street Girls" (the 
group will be written into an upcoming book). 

Direct -response TV ads for the new album, 
which includes a bonus DVD, began airing March 

6. The following week, the video for the lead sin- 
gle, the Vince Clarke -penned "Let's Get Together," 

will exclusively premiere on Yahoo. 

Between school, homework and a career in 
music, 14-year-old Girl Authority member and 
ninth grader Jacqueline remains just a girl. 
"Girl Authority differs from other groups be- 

cause we're younger and we make family - 
friendly music," she says. "Our new album is 

even more appropriate for younger kids -and 
their parents can listen to it, too." 

Note to parents: "Let's Get Together" was one 
of the first songs Erasure's Clarke wrote with 
his then -band Depeche Mode. Though the 
modern rock act never recorded it, "Let's Get 
Together" will surely put a smile on your face. 
Just can't get enough, indeed. 

For 24/7 branding news 

.biz and analysis, see 
billboard.biz /branding. 

CUI= S'l'IOIVS 
with JANE FELTES 

"This American Life" producer Jane Feltes says she used to be lucky to run the volume con- 
trols on a BBC documentary. That was in 2003, when she was pouring drinks three nights 
a week at Bar Vertigo in Chicago and interning at public radio station WBEZ. 

She went full time with WBEZ in 2004, working with Ira Glass on the observational -styled 
journalism of "This American Life." Today, she also acts as a music supervisor on the TV 
version, which debuts March 22 on Showtime. She recently discussed her crash course in 

learning the difference between scoring a radio series and a TV show. 

What's the sound of "This American Life" 
to you? 
In radio, we look for something with a pretty 
clear melody and rhythm, and something 
that builds and builds. It'll start kind of quiet 
under some important thing somebody is 
saying, and then at the moment someone has 
a nice little quote, the music will post -there 
will be some change in the music. That's re- 
ally the only requirement, and that it's eas- 
ily loopable since we do all the mixing 
ourselves. We look for the same stuff on the 
television show, but it's mostly unknown 
artists. 

lisher, and they said, "Great, that's $40,000 a 

cue." I don't even know if we had $40,000 to 
make the entire series. 

Are you ever able to talk people down? 
I feel like some of the artists we wanted to 
work with would just rather not deal with this 
side of it. They'll say they really want to be in- 
volved in the [TV] show, but we have to talk to 
the publishing agency. Then we talk to the 
publishers, and often they say, "It's $40,000. 
That's the bottom line." We have to walk away. 

There are some people who call the publisher 
and say, "Well, how about 1% of that ?" We 

were just so used to using 
whatever the heck we want. 
But then we just jump on My- 

Space and click on "elec- 
tronic" and find an act like 
Baikonour, who we used. 

What's been the biggest shift for you in 
learning the new medium? 
We use anything on the radio. We use tons of 
film scores, and a lot of Jon Brion and Mark 
Mothersbaugh and a lot of stuff from Philip 
Glass and David Byrne. But we also use some 
DMX instrumentals, and Ira likes to use the 
instrumentals from Dr. Dré s "Chronic 2000." 
It's across the spectrum. Anything as long as 
it's an instrumental. When we moved into TV, 

we couldn't afford any of that. 

Even a lot of the indie stuff? 
We use a lot of Calexico on radio, for exam- 
ple, and I was talking to them and they were 
like, "Oh, yeah, totally use everything on the 
TV show." We started mixing with their songs 
and then had to get into making up some li- 

cense agreements. We contacted their pub- 

So it challenged you to dig 
deeper? 
We did a piece about [hot dog 
stand] the Weiner Circle in 
Chicago. Towards the end, 
there's this beautiful scene 
where the women working 
there are singing "Shout" by 
Tears for Fears. They're slam- 
ming on the counter and 
singing it really loud and the 
whole crowd is jumping up 
and down. It was exciting 
tape. But to have them 
singing it for 15 seconds was 

going to cost us $30,000. But I have this 
friend Kenny Blue [aka DJ Krash], a hip -hop 
producer in Chicago, and we put his song 
on. We just didn't use the shot where you can 
see people's lips moving. 

Did you think about having someone score 
the series? 
Mark Mothersbaugh called me in the begin- 
ning of the whole TV thing. He said he wanted 
to do the music for the entire series. I said we 
couldn't afford him, and we probably didn't 
want to go that route in that we'd want to mix 
it up a bit. But he sent us his entire libraries. 
He has all these leftover, half -made tracks, 
stuff that was rejected for films. We used a lot 
of those, and he was really nice about letting 
us use them. 
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GUITAR GAINS Gibson on Courts The Latin Market G 

1..c'1t111 Notas 
LEILA COBO Icobo @billboard.com 

Gibson Guitar's plan to cor- 
ner the Latin consumer mar- 
ket? Be everywhere that 
Latin musicians are-and 
make sure they're playing 
Gibson instruments. 

In an effort to make itself 
the brand of choice for famous 
and amateur Latin artists alike, 
Gibson is opening a show- 
room in Miami this month, 
hiring artist relations repre- 
sentatives in Mexico and Brazil 
and negotiating signature 
lines with Latin artists. 

The company, which also 
owns the Baldwin and Wurl- 
itzer piano brands, sponsors 
everyone from pop stars Juli- 
eta Venegas and Luis Fonsi to 
indie darling Kinky. 

Anecdotal evidence from 
dealers suggests Latin buyers 
are responsible for an increas- 
ing share of the company's 
sales, Gibson chairman /CEO 
Henry Juszkiewicz says. 

"The Latin community in 
the U.S. is growing and be- 
coming more affluent," 
Juszkiewicz says. "So they have 
more disposable income and 
can get into higher -quality and 

more prestigious goods, where 
we are particularly strong." 

Rather than rely on tradi- 
tional advertising, Gibson gets 
its name out on Los Angeles' 
Gibson Amphitheatre, which 
hosts most ofthe top Latin acts 
passing through the city -and 
on showrooms like its new 
10,500 -square -foot facility in 
Miami. The showroom will 
host press conferences, VIP 
events and showcases and dis- 
play instruments used by Latin 
artists. Its acoustic guitar room 
will be named after Colombian 
singer /songwriter Soraya, who 
died of breast cancer last year. 

To inaugurate the show- 
room, Gibson plans to put up 
a series of guitar sculptures 
in Miami signed by Latin 
celebrities and auctioned off 
for charity. 

Further, "The more the stars 
play our stuff, the more ordi- 
nary people will want to par- 
ticipate," Juszkiewicz says of 
Gibson's approach to outfit- 
ting artists for tours, photo 

shoots and TV appearances. 
Competitor Fender spon- 

sors Juanes and fashioned a 

Swarovski crystal- covered gui- 
tar for Shakira's World Cup 
closing ceremonies perform- 
ance in 2006. 

But pop- rocker Luis Fonsi 
says Gibson has been unusu- 
ally aggressive in courting the 
Latin market. Fonsi, whose 
first guitar as a college student 
was a Gibson Epiphone, now 
calls an acoustic Emmylou 
Harris model "my baby." 

"I'm really happy with 
the sound live," Fonsi says. 
"It's a normal body but it 
sounds huge." 

The company is also donat- 
ing guitars for an upcoming 
Fonsi concert benefiting can- 
cer research -a cause close to 
the artist's heart since his wife 
was diagnosed with breast can- 
cer two years ago. "Things like 
that," Fonsi says, "make the 
difference between [Gibson 
and] the other guys out there." 

-Ayala Ben -Yehuda 

EN LA RED: For 24/7 coverage of the Latin music world, 
Billboard has partnered with MSN. For a complete roundup 
in Spanish, go to Billboard.Latino.MSN.com. 

Latins Online 
Pew Study Suggests Language, Education, 
Nation Of Origin Indicate Likelihood Of Internet Use 

Increasingly, the Internet has 

become an essential tool to 
market, promote and sell 
Latin music. To that effect, 
multiple studies have been 
conducted on how the Inter- 
net is used by Latins. 

But who exactly is using it? 

A broad study released 
March 14 by the Pew Hispanic 
Center and the Pew Internet & 

American Life Project indi- 
cates that when it comes to 
Latins accessing the Internet, 
language is the key. 

Latins make up 14% of the 
U.S. population, according to 
Census figures published in 

2005. A little more than half of 
them -56% -use the Internet, 
compared with 71% of non -His- 

panic whites and 60% of non - 
Hispanic blacks. The discrep- 
ancy is largely the result of 

language and education. 
Most dramatic, 78% of Lati- 

nos who are English -domi- 
nant and 76% of those who 
are bilingual use the Internet. 
But only 32% of Spanish - 
dominant adults do so. 

"What surprised us most 
was how strong the associa- 
tion is with language," study 
co- author Susannah Fox says. 

Language, of course, is also 

associated with education and 

socioeconomic status. Eighty- 
nine percent of Latin college 
graduates use the Internet 
while only 31% of Latinos who 
didn't complete high school go 
online. Likewise, 76% of U.S. - 

born Latinos go online versus 

43% of those foreign -born. 
And, while Latins of Mexi- 

can origin are the 
largest U.S. Latin 
population, account- 
ing for 65% of the 
total, only 52% of 
them go online. This 
fact held steady, even 
when taking into ac- 

count other factors 
like age, language, in- 

come and nativity. 
Likewise, Latins of 
South American de- 

Percent Online by Language Proficiency and Nativity 

Total 

Native Born 

Foreign Born 

English Dominant 
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cent have the highest rate of 
Internet use -70 % -a number 
that remains relatively con- 
stant even when accounting 
for higher education rates 
among that sector. 

Finally, only 29% of Lati- 
nos have broadband con- 
nections at home. 

The Pew numbers are sig- 
nificant for many reasons, 
chief among them the sheer 
size of the sample, which in- 
cluded more than 6,000 Latin 
adults in all 50 states, and 
gives added credibility and 
objectivity to this study. 

What to glean from a music 
perspective? First and fore- 
most, that the opportunities 
afforded via the Internet are 

enormous, and that advertis- 
ers and content providers 
should be ready to leap on a 

bandwagon whose pace can 
only accelerate. 

"The companies that are 
providing broadband service 
are very hungry for content," 
says Demain Bellumio, pres- 
ident of Hoodiny Entertain- 

ment Group, which owns 
bilingual social networking 
site elhood.com. While Bellu- 
mio admits to being surprised 
at the gap in Internet use be- 
tween Spanish and non -Span- 
ish spea- kers, he believes it 
can be partly attributed to 
lack of quality content. 

"One of the reasons we 
exist is exactly because there 
are not many sites that pro- 
vide the same experience on- 
line for Spanish speakers as 

for English speakers," Bellu- 
mio says. "We have identified 
an entertainment space in 
that gap, and we really want 
to connect users and the 
music industry in a high -qual- 
ity type of setting." 

What happens, then, with 
Spanish -only sites? Judging 
from growing traffic quoted 
for every major site, that per- 
centage of Spanish- dominant 
users is clearly avid for content 
in a world of few choices. 

For 24/7 latin news .biz and analysis, see 
billboard.biz /latin. 

EXPANSION, 
REGIONAL MEXICAN 
STYLE 
Universal Music Latino is fur- 
ther expanding its reach into 
the regional Mexican market 
with the launch of Starmex, a 

new joint- venture label with 
producer Yari Camarena. 
Starmex's first release, due in 

April, is an album by La Banda 
Guasaveña, the group of the 
late singer Valentin Elizalde. 

Los Angeles -based Star - 
mex is Universal's third joint 
venture within the regional 
Mexican realm. Its focus, Uni- 
versal Music Latino president 
John Echevarría says, will be 
youth- oriented fare that can 
appeal to pop and regional 
Mexican listeners. 

"We continue to believe in 

the regional Mexican market 
and in the young regional Mex- 

ican market," Echevarría says. 

Starmex will act as an A &R 

agent, and Universal will mar- 
ket, promote and distribute 
its albums. In recent weeks, 
Universal has remained in the 
top 10 of Billboard's Top Latin 
Albums chart with regional 
Mexican titles by Diana Reyes 
and Elizalde. 

EXPANSION, 
BRAZILIAN STYLE 
In a move to unify its entire 
Latin operation, EMI Music 
Publishing has expanded its 
umbrella to encompass Brazil. 
That country's publishing op- 
eration will now fall under the 
jurisdiction of EMI Music Pub- 
lishing Latin America, led by 
regional managing director 
Nestor Casonú. 

Miami -based Casonú super- 
vises EMI's regionwide opera- 
tions, with offices in Mexico, Ar- 
gentina, Chile and now Brazil. 
The company's U.S. Latin sign- 
ings also fall under Casonú. He 

continues to report to Roger 
Faxon, chairman /CEO of EMI 

Music Publishing worldwide. 
EMI Music Publishing's Brazil 

operation was formerly led by 
managing director Jose Anto- 
nio Perdomo, who will step 
down from his post but will con- 
tinue as a senior consultant to 
Casonú. Perdomo will also con- 
tinue to represent EMI to the 
Brazilian Composer's Union. 

EMI's roster of Latin acts in- 
cludes Kike Santander, Ricardo 
Montaner, Luny Tunes and En- 
rique Iglesias. -Lei /a Cobo 
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LITT!. E STEVEN'S UNDERGROUND c AGE 

Q AI GE )CK 
Our Coolest Song in the World comes gener- 
ally from two categories: contemporary garage 
rock (traditional rock'n'roll) and songs that tran- 
scend all categories and exist under the fringe 
of our as- inclusive -as- possible big wide circus 
tent in the category of simply "very cool." 

It is to the latter category that we welcome 
Arcade Fire's "Intervention," most likely the 
only Coolest Song there will ever be that waits 
a minute and a half for the drums to enter. The 
band is part of the new indie mainstream that 
has been getting popular in spite of probably 
not wanting to as well as being uncategorizable. 
Oh, what the hell, let's try a category anyway: 
It's sort of, give or take, more or less, neo -noir 
romantique /goth -psyche /folk- rock.Intellectu- 
ally sophisticated yet somehow young and in- 

nocent. Emotionally inarticulate, yet deeply 
emotional. Hookless, with occasional unforget- 
table melody. Musically dense but rarely linear. 
In a word, subtly, but unmistakably, doomed. 

It's Arcade Fire, the Decemberists. the 
Shins, Of Montreal, Clap Your Hands Say 

Yeah, Silversun Pickups, Band of Horses, 
Broken Social Scene, Deerhoof, Tapes 'N 

Tapes, Peter Bjorn & John, Bright Eyes, etc. 

There are lots. It's a sensibility that is specifi- 
cally modern. It introduces a new level of isola- 

tion hiding a helpless, sexless desperation. A 

stoic acceptance by an overinformed youth who 
know there is no future. A college kid version 
of punk. Perhaps it's an earlier stage of discov- 

ering one's fate, before the anger. Perhaps it's 
less violent because it's less working -class. 

The general language and attitude of the com- 

munication extends even to the less folksy, more 
poppy stuff like Radiohead and Coldplay, 
across to Franz Ferdinand and Bloc Party. 
You can hear it in the Libertines, or Pete Do- 
herty's and Carl Barat's scolo stuff, all the way 

to the Strokes, Arctic Monkeys, the Killers 
and My Chemical Romance. It all came from 
that late -'70s /early -'80s break with tradition 
from which was born rock's first rootless mu- 
tant offspring- Television, then the Cure, 
Depeche Mode, the Smiths, Joy Division, 
the Jesus and Mary Chain, et al. All absorbed 
and summed up, but not necessarily exempli- 
fied, by U2 and R.E.M. and worshipping Lou 
Reed as its pagan spiritual doomfather with a 

witch or two like David Bowie and Patti Smith 
stirring the brew that must be drunk to erase 
all traces of one's ancestors. 

What can I tell you? It ain't rock'n'roll, but I 

occasionally like it. And by the way, it's big. Indie 
rock is about to take its place alongside pop, 
hip -hop and hard rock /neo -punk as the fourth 
commercial genre. 

Longevity? Only if doom turns to discipline. 
We will see. Of course, even in indieville we're 
still the 2 year old with too much energy trying 
to limb out of the playpen. We're the black sheep 
of our own genre. It's OK. Eventually this gener- 
ation will use up its angst, experience enough 
catharsis any tire of appropriately mourning the 
state of our horrifying world and need an energy 
infusion to party again. And we'll be right here 
waiting. See you on the radio. .. 
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A BECAUSE I'M AWESOME 
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IN THE MODERN WORLD 
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5 RUBY 
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ARCADE FIRE 
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LONG LIVE THE WEEKEND 
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AIN'T NO KING OF ROCK AND ROLL 
Bonnier 
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REYES RECORDS INC. 
MUSIC aISTIFIBUTO(FS 

140 N.W, 22 Avenue Tel: (305) 541-6686 

Miami, Florida 33125 J Fax: (305) 642 -2785 

In tern atioriair superstar Juan Luis Guerra 
r- eturns with his much anticipated ail i.im_ 

MI/TELEVISNMUSIG 
"LA LLAVE L E M1 CORAZO N " 

iEL #88392 In stores 3 -20 -2007 
http://www.reyesrecords.com E- mail., reyesrecords @reyesrecords.com 

TODO EN MUSICA * EVERYTHING YOU NEED IN MUSIC 

I would like to acknowledge Bruce Henderson, and all of the 

tremendously gifted former employees of Urban Box Office, 
Inc. "UBO" for their unsung contribution to the careers of: 

The UBO /Capitol artist MIMS, who is #1 on the 

Billboard Hot 100 this week with the literally unstoppable 

"This Is Why I'm Hot" 

Tony Sunshine, who with Lumidee is roaring up the 

charts with "She's Like the Wind ", and is finally getting the 

attention his extraordinary talent deserves. 

Voz A Voz on the occasion of their recent Latin Billboard 
Award nominat ons for their debut album, the future classic, 
"En Presencia Del Futuro ". 

Tempo, Boy [ "Chosen Few "] Wonder, P -Star, 

Dynasty & Pcdrino, Reynos, Omawi Bling, 
Voice Killaz, Andy Andy, Reychesta Secretweapon, 
LDA, Henry [ "Esto es Merengue "] Jimenez, Ghetto, 
Fuego, and K- narias, who together represent a product 
pipeline of a quality, depth, and diversity that is absolutely 
unparalleled in the history of Urban Latin music. 

I applaud you, 

Adam Kidron 
Former President /CEO 
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MOBILE BY ANTONY BRUNO 

Trading Cards And Trivia Games 
Two Companies Dream Up New Ways Music Can Fit On Your Phone 

For the next few weeks, wire- 
less will be the subject of 
much discussion as the music 
and mobile industries gear up 
for a pair of back -to -back con- 
ferences focused on mobile 
entertainment. 

And while there will be 
many announcements unveil- 
ing new music phones or serv- 
ices from the major handset 
manufacturers and wireless 
operators, Billboard has 
learned of several more 
unique mobile music initia- 
tives under way that show how 
record labels are beginning to 
think considerably farther out- 
side the box when it comes to 
mobile opportunities. 

For instance, at the CTIA 
Wireless conference in Or- 
lando, Fla., the week of March 
26, Warner Music Group will 
be named the first label part- 
ner involved in an artist -based 
mobile trading card applica- 
tion from Hook Mobile, the 
first of which will involve rap- 
per Yung Joc. 

The application is a new 
twist on the traditional mobile 
wallpaper application (usage 
of which has been steadily de- 
clining during the past year, a 

dip that's been largely attrib- 
uted to the increasing popu- 
larity of camera phones). The 
trading -card app works like 
this: Each artist in the pro- 
gram will develop about 10 

digital trading cards that will 
be distributed in random 
packs of three to fans paying 
$3 per week for the service. 

Some of the "cards" will be 
rarer than others, making it 
difficult to collect all 10. Fans 
participating in the service will 

be able to trade cards with one 
another to fill holes in their 

The Sonic Branding Solution service FanJam allows players to piece together bits of a puzzle 
to reveal images of such artists as FAT JOE. 

collections, until they've com- 
piled them all. 

Those with the complete set 
can then redeem them for var- 
ious prizes, such as ringtones, 
signed T- shirts, concert tick- 
ets or even backstage passes. 
The cards can also be assigned 
as a phone wallpaper graphic. 

Sonic Branding Solution is 

also set to announce artist pro- 
motions for a variety of new 
services coming to market in 
the coming months. At the 
CTIA show, the company will 
unveil a mobile trivia game 
called "Name That Music 
Video" that tests players knowl- 
edge about the many elements 
of a given music video. The 
game also allows players to buy 
and download the music video 
itself, as well as the 
ringtone of the song 
or the wallpaper image 
of the artist. 

The trivia game is just 
one of several initiatives the 
company has under way that 

COLD LAMPIN' WITH FLAVOR 
It's a lamp! Its a speaker! It's a home theater system! 

Addressing the apparently burgeoning demand for 
speakers that don't look like speakers, Soundolier has 

introduced a floor lamp that features an omnidirec- 
tional wireless speaker hidden within. If purchased as 

a pair, they can double as surround -sound speakers. 
The included transmitter will project sound from any 

audio device to the lamp within 200 feet. It also fea- 
tures output jacks to accommodate an optional sub - 
woofer or other speaker extension, as well as a re- 

peater module that extends the system's range. 
Oh, and the light works too. 
The Soundolier lamp will become available April 1 

from soundlamp.com for $300. -Antony Bruno 
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brings a fresh perspective to 
how consumers can find, ac- 

quire and interact with music 
on their mobile phones. For 
instance, Sonic Branding's 
ToneMakerDJ product - 
which lets users create their 
own ringtones from a stock 
catalog of sounds -will be ex- 

panding to include new re- 
leases from such artists as 
Paul Wall, T.I. and acts on 
indie label Fueled by Ramen 
such as the Academy Is and 
Cute Is What We Aim For. 

Finally, Sonic is preparing 
a service called FanJam, ex- 

pected sometime in the sec- 
ond quarter. It is a Tetris -like 
game where players must 
piece together bits of a puz- 
zle to reveal artist images 

that correspond with 
constantly shifting 

streamed tracks. At any 
time, the game can be 
paused to allow the player to 
buy a specific song or image. 
It is working withWarner 
Music Group labels to create 
artist -specific versions of the 
game, such as FanJam: Dan - 
ity Kane Edition. 

That smaller developers like 
Hook and Sonic Branding are 
now on the radar of major 
record labels speaks to how 
the music industry is search- 
ing for new ways to address 
the mobile market outside of 
the standard ringtone or full - 
song download. Both compa- 
nies' applications collect 
subscription and a la carte rev- 

enue -all of which is shared 
with the labels as part of the 

4111110 
licensing agreement. 

According to Sonic CEO 
David Danon, the firm took 
a year and a half to strike the 
licensing deals needed for 
its first product -"Name 
That Tune" -but is now get- 
ting deals done in three to 
six months for the FanJam 
application. 

"Yes, it was complicated to 
convince people that we have 
other ideas and other models 
that could have the same suc- 
cess [as ringtones]," Danon 
says. "But it was a downhill 
battle from there." 

One mobile application 
that is fast becoming a hotbed 
of activity for label is mobile 
games. In addition to the 
trading card program, At- 
lantic is building a mobile 
game around the theme of 
Young Joc's upcoming album, 
"Hustlenomics." 

Although it's been more 
than two years since the 
"American Idiot" album 
dropped, Green Day is creat- 
ing a mobile game based on 
the album's story line, due out 
sometime this summer. Other 
artists making mobile games 
include Kid Rock, Missy Elliott 
and Beyoncé. 

Billboard will be exploring 
these and other mobile enter- 
tainment developments at its 
Mobile Entertainment Live 
conference, taking place in 
conjunction with the CTIA 
show. For information on the 
agenda and registration, visit 
billboardevents.com. 

For 24/7 digital news 
INZ and analysis, see 

billboard.biz /digital. 

1311'S &I313II=I=S 
CRUNKISH AND 
SIMLISH 
Electronic Arts has re- 
leased the latest install- 
ment of the hip -hop rum- 
ble series "Def Jam: Icon" 
for the PlayStation 3 and 
Xbox 360, featuring the 
likenesses and music of 
such artists as Big Boi, Lu- 
dacris, Lil Jon and T.I. EA 

has also released the 
soundtrack to virtual real- 
ity game "The Sims 2," fea- 
turing major artists singing 
their songs in the game's 
"Simlish" language. Partic- 
ipating acts include Lily 
Allen, the String Cheese In- 
cident and the Veronicas. 

GET'CHA HEAD IN 
THE GAME 
Disney is getting into the 
videogame, um ... game 
with a karaoke adaptation 
of the hit "High School 
Musical" for Nintendo's 
Wii console. The game will 
follow the story of the 

movie, allowing players to 
sing the songs from the 
soundtrack and be judged 
on their performance. It 
will ship with a special 
microphone device that 
works with the Wii con- 
sole and is the first music - 
based game for the Nin- 
tendo system. 

STREAMED FROM 
STAGE 
Internet video site Dovetail 
has partnered with indie 
music and culture site 
RIOTT to stream concert 
performances from RIOTT's 

"Captured: Online Music 
Festival" event. A dozen of 
the 27 acts that partici- 
pated in the music festival, 
held last November in San 

Francisco, are available 
now, with more being added 
over time. The videos are 
available as both a stream 
or as a downloadable file 
using Dovetail's high - 
definition video service. 
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TITLE 
ORIGINAL ARTIST 

COMPILED SE Nielsen 

#1 
7 WKS 

POPPIN' 
CHRIS BROWN FEATURING JAY BIZ 

CRAZY BITCH 
BUCKCHERRY 

WHAT HURTS THE MOST 
RASCAL FLATTS 

CUPID'S CHOKEHOLD 
GYM CLASS HEROES FEATURING PATRICK STUMP 

CANDY SHOP 
50 CENT FEATURING OLIVIA 

BECAUSE I GOT HIGH 
AFROMAN 

MY HUMPS 
THE BLACK EYED PEAS 

ROCKSTAR 
NICKELBACK 

IRREPLACEABLE 
BEYONCE 

BEST FRIEND 
50 CENT & Di NIA 

14 12 52 

15 15 18 

16 19 123 

17 20 81 

18 18 7 

;19 25 32 

20 22 120 

Beyoncé returns to the top 10 for a ninth week 
as "Irreplaceable" climbs 14 -9. The title's 23% 

increase in downloads is the largest 
within the top 20. 

SUPER MARIO BROTHERS THEME 
KOJI RONDO 

DON'T CHA 
THE PUSSYCAT DOLLS FEATURING BASTA RHYMES 

LOVERS AND FRIENDS 
ILL JON & THE EAST SIDE BOYS FEATURING USHER & LUDACRIS 

NUTHIN' BUT A 'G' THANG 
DR ARE 

STAIRWAY TO HEAVEN 
LED ZEPPELIN 

SWEET HOME ALABAMA 
LYNYRD SKYNYRD 

LOCKED UP 
AKAN FEATURING STYLES P 

WHEN WE RIDE ON OUR ENEMIES 
2PAC 

CHANGES 

BAD BOYS: THEME FROM COPS 

on 
can. S service Viceof N,eI 
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sen Mobile Chart endorsed 
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- The Wireless Association and Mobile Entertainment Forum MEF 
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RED Rock 
Distributor Stays One Step Ahead 
Product presentations and live 

performances highlighted 
RED Distribution's strategic 
business meetings the week of 
March 5. But one of the event's 
ironies was that, while the indie 
distributor held its meeting at 
the headquarters of a major - 
its parent, Sony BMG Music 
Entertainment -the third - 
party labels that have recently 

company's volume comes from 
Sony labels while 90% comes 
from third -party labels. 

While the industry has been 
downsizing since the turn of 
the century, RED has been suc- 
cessful at retaining its revenue 
volume. Depending on 
whether you are talking net or 
total sales, Billboard estimates 
RED's volume at somewhere 

Nettwerk /RCA's 
CHANTAL 

KREVIAZUK 
performs at RED's 
strategic business 

meeting. 

partnered with RED presented 
the most polished acts, while 
the more indie- sounding art- 
ists were on Columbia and 
Epic. All ofwhich helps explain 
why developing acts are going 
through RED in the first place. 

Wednesday's performers in- 
cluded Ari Hest and Jessica 
Hoop, both on Columbia; Ron- 
nie Day on Epic; Until June on 
Provident; and Chantal Kre- 
viazuk on Nettwerk /RCA. The 
next day, Warren Haynes, on 
his own Evil Teen label, did a 

tasty acoustic set while MRI 
artist Constantine Maroulis 
from "American Idol" did four 
songs, and Montage act Little 
Texas rocked the house with 
the full band plugged in. 

So don't get me wrong, I en- 
joyed all the music I heard from 
the majors, too. But outside of 
Kreviazuk, who is already a star 
in Canada, their acts were either 
off-kilter musically or, how can 
I say, in need of some season- 
ing. Bob Morelli, who has just 
been upped to RED president 
from the GM slot, told me at 
the meeting that 10% of the 

between $125 million and 
$175 million last year -on par 
with the past few years. 

Morelli declines comment 
on that estimate, but does say 
that RED has done well be- 
cause it has a good group of la- 

bels. He says RED has "a 
structure that is very progres- 
sive and tries to stay one step 
ahead of what the market 
needs." That philosophy 
played into the timing of the 
meetings. Usually held in the 
fall, the confab was moved up 
to the spring so the company 
can plan how to keep in front 
of the game. 

As part of that, the com- 
pany has just undergone a 

small restructuring. While it 
closed its Chicago office, let- 
ting three people go, Morelli 
also split the company geo- 
graphically. Denise Fanelli, 
previously senior director, 
was named VP for the West 
Coast region, and Paul Reitz, 
previously director, became 
senior director for the East 
Coast region. Also, just before 
the meeting, Lynn Hazen 

DeVaul, senior VP of finance, 
was upped to executive VP/ 
GM for the company. 

WAY COOL: At the RED meet- 
ing, Wicked Cool had its corn- 
ing-out party. Little Steven of 
"The Sopranos" and Bruce 
Springsteen fame, who has 
been championing garage, 
punk and power -pop music for 
a while now on his "Under- 
ground Garage" radio show 
and in the pages of Billboard, 
launched a label last year and 
cut a deal to put records exclu- 
sively into Best Buy. While that 
riled some independent mer- 
chants at the time -who think 
that they, rather than chains, 
are the main supporters of 
those types of music - the deal 
is said to have been done be- 
cause the label didn't yet have 
a distributor. 

In any event, Little Steven 
led Wicked Cool's product 
presentation, which began 
with, naturally, four go -go 
dancers, shaking it for all they 
were worth against a film 
montage of what Little Steven 
might call cool culture. He 
began by acknowledging that 
the bad news is that "we 
picked the most craziest in- 
sane time in the record indus- 
try to start a label. Who knows 
what new horror will next 
come out of the digital Pan- 
dora's steel box ?" 

Wicked Cool plans to re- 
lease records in three cate- 
gories. First, it will reissue 
albums like "The Mindbend- 
ing Sounds of the Chesterfield 
Kings," which first came out 
in 2003 on Sundazed. Sec- 
ondly, it will put together com- 
pilations like "The Coolest 
Songs in the World Vol. 1," 
which features 15 songs that 
are played on his radio show. 
And third, it will issue new 
records from bands like the 
Charms and the Woogles. 

Little Steven closed by not- 
ing, "We are not sure what 
music is going to be fashion- 
able, and we don't know where 
technology is going, and we 
don't give a fuck." - 

For 24/7 retail news 
.biz and analysis, see 

billboard.biz /retail 
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,.PLORICIENTA EN VIVO 
Auditorio Nacional, Mexico City, 44,515 OCESA Presents Feb. 16 -18 ,8 415 f ve shows 

GROSS/ ARTISTAS) 
Venue, Date 

$4,381,499 
$12!. 

$2,710,997 
(25 
pes 

$2,217,115 
$225, ü 
$12750/$8750 

$2,012.158 

Attendance 

Copyright 2007, Nielsen Business Media. 
Inc. All rights reserved Boxscores should 
be submitted to: Bob Allen. Nashville. 
Phone' 615 -32t -9171. Fax 615 321 -0878. For 
research and pricing, call Bob Allen_ 

FOR MORE BOXSCORES GO TO: 
Promoter BILLBOARD.BIZ 

ROD STEWART 
Madison uare Garden, 
New Yorkeb. 8, 14, 21 

45,752 Concerts West/AEG Live 

CELINE DION 
Colosseur at Caesars Palace. 16,273 16692 four Concerts West/AEG Live Las Vegas. March 8 -11 dx-ws three sellouts 

MANA 
American Airlines Arena, Miami. 24.381 
March 8, 1 tnz, seI: utr NYK Productions 

$1,450,878 

$167 

ROD STEWART 
Bell Centrs, Montreal, Feb -24 15,611 sllut Cortcerts West /AEG Live 

$683,271 
$5750 Wells 

Fa go Arena, 
Des Moines, 12,847 

RED HOB CHILI PEPPERS, GNARLS BARKLEY 
Jam Productions 

$1,263,012 
"s' Auditorio Rational, Mexico City. 37,363 $33.36 Feb. 9 -11, 20 38,.32 four shoves 

OCESA Presents 

RICARDO ARJONA 

$1,116,086 

$1,108,916 

$1,092,583 
$ff7$5; 50 

$1,066,678 

$1,056,061 

$1,033,025 

$1,011,660 
ss., 
$39. 

$991,774 
$9ti ).5U 

JUSTIN TIMBERLAKE, FINK 
American Airlines Arena, Miami, 15,621 
Feb. 24 s:_ lout Concerts West /AEG Live, Fantasma Productions 

Live Nation 

Live Nation 

Concerts West /AEG Live, Fantasma Productions 

BILLY JOEL 
John Paul Jones Arena, 
Charlottesville, Va., Feb. 23 

13,159 
s.= out 

BILLY JOEL 
Philips Arena, Atlanta, March 1 15llout ,129 

se 

JUSTIN TIMBERLAKE, PINK 
St. Pete Times Forum, Tampa, 14,453 
Fla., Feb. 22 ,, 

GEORGE STRAIT, ROhhiE MILSAP, TAYLOR SWIFT 
Pepsi Center, Denver, March 3 18¡10t Yarnell Enterprises 

JOSH GROBAN, ANGEUQUE KIDJO 
United Center, Chicago, Feb. 24 15,115 

sel out 

JUSTIN rIMBERLAKE, PINK 
BankAtlanbc Center, Sunrise, 
Fla., Feb. 25 

13,985 
sellout 

JOSH GROBAN, ANGEUQUE KIDJO 
Palace of Auburn Hills, Auburn 14,180 
Hills, Mich., Feb. 23 14,960 

$943,755 

$850,420 

SHAKIRA 
Sportpaleis, Antwerp, Belgium. 16,531 
Jan. 31 15.691 

MANA 
$36 

$800,772 
(8,822,305 
pesos) $41.64 

$795,167 

$790,627 

$775,925 

Toyota Center, Houston, Feb. 24 13,794 
selleut 

Live Nation 

Concerts West /AEG Live, Fantasma Productions 

Live Nation, Palace Sports & Entertainment 

Live Nation 

Live Nation, Latino Event & Marketing Services 

MARCO ANTONIO SOLS 
Auditorio Nacional, Mexico City, 19,233 Showtime Feb. 13 -14 19. 3645 tot shows 

JUSTIN TIMBERLAKE, PINK 
Schottenstein Center, Columbus, 13,136 
Ohio, Feb. 19 sel:out 

JUSTIN TIMBERLAKE, P NK 
HSBC Arena, Buffalo, N.Y., Feb. 18 13,260 

sellout 

ROD STEWART 
Wachovia Arena, Wilkes -Bare, 9,290 
Pa., Feb. 20 sellout 

Concerts West/AEG Live 

Concerts West /AEG Live 

Concerts West /AEG Live 

Live Nation 

$726,539 LIONEL RICHIE 
Sportpaleis, Antwerp, Belgium, 11,431 
Feb. 27 12,708 

$711,655 
$59.50i$495C 

GEORGE STRAIT, RONNIE MILSAP, TAYLOR SWIFT 
Conseco Fieldhouse, 
Indianapolis, Feb. 22 

11,725 
14.000 Yarnell Enterprises 

13 0XS Q,O R E Concert Grosses 

10 

20 

m 
m 

0 

27 

m 
m 
30 

m 

$630,455 RED HOT CHILI PEPPERS, GNARLS BARKLEY 
UI Assembly Hall, Champaign, 11,225 
Ill., March 3 se lout Jam Productions 

$594,580 
$99.50; ;.49.SCì 

$592,053 

$588,607 
($683298 Car,acila^:) 

$42.64 

$579,485 

$'C .d $4.2 

$563,420 

$523,102 
w.. 

$45 

JAMES TAYLOR 
Wilshire Theatre, Los Angeles, 7,584 
Feb. 20 -21, 23 -24 four <e'lorits Goldenvoice /AEG Live 

O.A.R., GOMEZ, MATT NATHANSON 
Madison Square Garden, 
New York, Jan. 27 

18,291 
sellout Live Nation 

LARRY THE CABLE GUY: RENO COLLIER 
Air Canada Centre, Toronto, 
Feb. 28 -March 1 

13,804 
two sellouts Outback Concerts, House of Blues Canada 

JOSH GROBAN, ANGELIQUE KIDJO 
Scotiabank Place, Ottawa, 
Feb. 27 

6,723 
seiiout Live Nation 

MANA 
American Bank Center, Corpus 8,248 
Christi, Texas, Feb. 25 sellout 

Live Nation, Latino Event & Marketing Services, 
in -house 

VIVA ROMANCE: JENNIFER LOPEZ, DAVID BISBAL & OTHERS 
American Airlines Arena, Miami, 7,680 
March 3 10.325 Sunshine Entertainment 

$470,740 
s 5 

JOHN MAYER, MAT KEARNEY 
Nationwide Arena, Columbus, 11,430 
Ohio, Feb. 23 sello_¢ 

Live Nation 

$455,288 LARRY THE CABLE GUY, RENO COLLIER 
Wells Fargo Theatre, Denver, 
Feb. 23 -24 

10,650 
two sellouts Outback Concerts 

$442,548 
4-14, $ 38 10,740 Rupp Arena, Lexington, Ky., Feb. 24 

JOHN MAYER, MAT KEARNEY 

Live Nation 

$372,800 

®$359,413 
,r 5.948,766 
peson $2816 

MICHAEL CRAWFORD, LONG BEACH SYMPHONY, DALE KRISTIEN 
'rerrace Theatre, Long Beach, 
Calif., March 10 

2,709 Long Beach Symphony Assn. 

RAPHAEL 
Auditorio Nacional, Mexico City. 
Feb. 23 -24 

12,761 Erre Ele Asociados 

On The Road 
RAY WADDELL rwaddell @billboard.com 

PushAndPull 
Can Consumers Control The Live Music Picture? 

"Delete fear." That was what über manager 
Terry McBride suggested to a packed ball- 
room during a fascinating opening keynote 
at Canadian Music Week in Toronto. McBride 
sure isn't scared. He is embracing change, 
creating a new music biz paradigm and hop- 
ing people follow his lead. 

McBride's setup for the new Avril Lavi- 
gne release is groundbreaking. As our Todd 
Martens pointed out in his profile of Lavi- 
gne's new release "Best Damn Thing" on April 
17 (Billboard, March 10), marketing of the 

developing acts and smaller, more flexible tours. 
But, for the most part, these kids who like so 
much control can't beckon a tour at their whim. 

McBride maintains they can through digi- 
tal delivery. If the show's in Toledo, Ohio, they 
should be able to watch it in Columbus on the 
Internet. But that's not the same. Computer 
screen, or videowall, for that matter, does not 
a packed, sweaty venue make. And that is why 
the future of touring is secure even if it will al- 
ways be cyclical. People crave the shared expe- 
rience, breathing the same air as the artist, the 

sudden realization that they're in the same 
space as this musician they think so highly 
of. In this digitized world more than ever, 
you have to be there. Something has to be 
real. 

For most acts signed to a record label, 
touring is tied into the release of an 
album and is designed to capitalize on 
media exposure, radio airplay and the 
record company's marketing muscle. 
There is a general consensus among 
music business professionals that tour- 
ing helps sell albums. Even though tour- 
ing is a "parallel" business to selling 
records, artists generally attempt to 
maximize both simultaneously. Track- 
ing figures have demonstrated time and 
again that album sales for an artist spike 
in a given market when the artist plays 
a concert in that market. 

McBride says Lavigne won't tour on this 
upcoming release until February of next 
year, though she'll do plenty of interna- 
tional promotion of the record. By next 
year, McBride says, she'll have a firmer 
idea of how to tour more efficiently, where 
best to play, what size venues, who the au- 

dience is. If the record blows up between now 
and then, there will be huge demand for Lav- 

igne live. But what if it doesn't? As creative as 
the concept may be, a comic book won't re- 
place a killer show in Toledo. 

PAO 
ANO X 

ARE 
IRVING 

record is centered 
around a serial 
Japanese -style 
comic book /mobile 
initiative. McBride 
gave those in atten- 
dance a taste of the 
first "episode," set 
to the instrumental 
track from the song 

"Girlfriend." This seems a very viable mar- 
keting tool for what McBride terms the "pull 
generation," kids who want to dictate what 
their entertainment is, and how, when and 
where they want it. In 2007, McBride says, 
the "dog is firmly wagging the tail," the dog 
being consumers and the tail being entertain- 
ment, and that is a good thing. 

I maintain, however, that touring is somewhat 
impervious to the "pull" mentality, and I pointed 
out as much to McBride when his presentation 
concluded. Routed, strategized touring, by its 
very unwieldy nature, must dictate when and 
where an artist visits a market. Web -based ini- 
tiatives like eventful,com can communicate de- 

mand and could affect routing, particularly for 

20 BILLBOARD MARCH 24, 2007 

NEW VENUES FOR COALITION: Just past 
its one -year anniversary, the Venue Coalition, 
which represents more than 20 North Ameri- 
can arenas as an advocate to bring in more 
events, has added several new member build- 
ings. New to the coalition are the Brick Bree- 
den Fieldhouse in Bozeman, Mont.; Don 
Haskins Center at the University of Texas -El 
Paso; Crown Center in Fayetteville, N.C.; War 
Memorial Coliseum in Fort Wayne, Ind.; 
Hampton (Va.) Coliseum; Rupp Arena in Lex- 

ington, Ky.; United Spirit Arena in Lubbock, 
Texas; First Tier Event Center in Kearney, Neb.; 
and Midwest Wireless Center in Mankato, 
Minn. Originally just nine buildings, Venue 
Coalition now has 12 in Canada and 13 in the 
United States. .. 

For 24/7 touring news 

.biz and analysis, see 
billboard.biz /touring. 
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BY MITCHELL PETERS 

Grand Slam 
Videogame Company 2K Sports Pairs With Tapes 'N Tapes 

Indie act Tapes 'N Tapes has 

scored a home run with 2K 

Sports. Not only has the Min- 

neapolis -based outfit landed 
its song "Insistor" on the 
soundtrack to the new "Major 
League Baseball 2K7" video - 
game, but 2K Sports will also 
sponsor the band's upcoming 
tour, which hits 400- to 1,100 - 

capacity venues across North 
America this spring. 

The pairing exemplifies 
videogame companies' in- 
creased presence in the tour- 
ing business. Since its incep- 
tion in 2003, the annual 
Nintendo Fusion Tour has 
helped boost the profile of 
such acts as Fall Out Boy, My 

Chemical Romance and Panic! 

at the Disco, while other gam- 
ing companies have been 
sponsors at major festivals like 

Lollapalooza, Ozzfest and the 
Vans Warped tour. 

"A couple weeks after we 
agreed to have our song on the 

videogame they asked us what 
we would think about them 
sponsoring us on tour," says 

Tapes 'N Tapes frontman Josh 

Grier, a self -proclaimed gamer. 

"We are all big [Minnesota] 
Twins fans, so it was like, 'Sweet, 

a baseball videogame- that's 
right up our alley.' " 

"The idea," 2K Sports direc- 
tor of brand and lifestyle mar- 
keting Tim Rosa says, "was to 
focus on a band that's on the 
cusp of breaking out." Tapes 'N 

Tapes' 2005 full -length debut, 
"The Loon," has sold 37,000 
copies in the United States, ac- 

cording to Nielsen SoundScan. 

The act's follow -up album, on 

XL Recordings, is tentatively 
scheduled to drop this fall. 

Tapes 'N Tapes kicks off the 
second leg of the 2K Sports Hit - 
n -Run tour, starting April 16 at 

the Blue Note in Columbia, Mo., 

and wrapping May 19 at the Par- 

adise Rock Club in Boston. The 

Hit -n -Run tour is an ongoing ef- 

fort to promote "Major League 

Baseball 2K7," which features a 

heavy alt -rock focus (Billboard, 
March 10). The soundtrack will 
be streaming on 2ksports.com, 
and listeners will have the op- 
tion to purchase the songs via 

iTunes, Rosa says. 

2K Sports is no stranger to 
tour sponsorships, adds Rosa, 

who also handpicks music for 
2K Sports tours and video - 
games. For the past couple of 
years, 2K Sports has spon- 
sored the annual Bounce hip - 
hop tour. 2K Sports will also 
launch a separate videogame 
tour this summer, Rosa says, 

but declined to provide fur- 
ther details. 

For the Tapes 'N Tapes jaunt, 

2K Sports will provide the 
band with financial tour sup- 
port, radio /street team promo 
and exposure through its Web 
site. Venues will also be 
equipped with Xbox 360 and 
PlayStation 3 console lounges, 
which could include preshow 
contests between patrons and 
Tapes 'N Tapes band members. 

"The venues love it be- 
cause it allows them to mar- 
ket their events earlier to get 
people into the doors," Rosa 

says. "It gives people another 
incentive to come out." 

I I= Cä / 131 I_ I_ I3 C)A R I) Tom SPONSORSHIP 
SPONSOR /TOUR ESTIMATED FEE LEVERAGE DEALMAKERS 

Chattanooga State 

Technical Community 

College /Tennessee Valley 

Federal (redit Union 

Riverbend Festival, Chatta- 

nooga, Tenn., June 8 -16 

$100,000 Chattanooga State partnered with Tennessee Valley Federal Credit 

Union (TVFCU) to co- sponsor a stage preáously titled by AmSouth 

Bank. The two parties will leverage the spa-tsorship to promote their 

respective building /construction classes aid home loan products by 

building a Habitat for Humanity house on -site at the event. To help 

cover the $50.000 cost of building the house , the festival and the two 

sponsors reached out to home builder Arne-ice's Home Place, which 

will provide $30,000 worth of materials. The sponsors are running a 

donation drive atTVFCU'ssix local branchesandthe school's student 

center to raise the remaining $20,000 in construction costs. 

Sallie Beckes, marketing /PR di- 

rector, Friends of the Festival 

(River bend's nonprofit pro- 

ducer); Patty Brown, director of 

marketing and communications, 

Chattanooga State; Tammy 

Zumbrun, community relations 

officer, TVFCU 

Chrysler Group /Chrysler, $100,000 

Jeep and Dodge Dealers 

Title, Carnaval on the Mile, 

Coral Gables, Fla., March 2 -4 

For the second year in a row, Chrysler Group teamed with its Miami - 

area Chrysler, Jeep and Dodge dealers to title Coral Gables' Latin jazz 

festival. The company and its dealers used the sponsorship to demon- 

strate their community involvement and ouild visibility before the 

event's 100,000 -plus attendees. "It's a great way to build relations 

with customers, and hopefully they'll put us on their shopping list 

when they're in the market for a new car,' says Kevin McCormick, 

Chrysler Group's manager of diversity and HR communications. 

Carlos Planas, GM, Tamiami 

Chrysler Jeep; Erwin Raphael, di- 

rector of retail sales promotions, 

Southeast Business Center, 

Chrysler Group 

Esurance.com $150,000 

Nuance 

Sasquatch Music Festival, 

May 26 -27, George, Wash. 

Direct -to-consumer insurance marketer partnered with Sasquatch 

to gain visibility, generate leads and build excitement around its 

brand. It also is using the sponsorship to play up its green position- 

ing. The company's participation has allowed the event to purchase 

carbon credits through Sustainable Energy Partners to make the 

festival certified carbon neutral. The insurance company also is ti- 

tling Cool Zones at the festival. 

Matthew Shaw, regional direc- 

tor of sponsorships, Live Na- 

tion- Pacific Northwest; Kristin 

Brewe, director of brand /pub- 

lic relations, Esurance 

Compiled by william Chipps, senior editor, IEG Sponsorship Report 

spansorship.ccm 
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the NMPA: 
The Leading Trade Association 
for U.S. Music Publishers 

2005: 

2006: 

2007: 

Victory in Supreme Court Grokster Case 

Protecting Publishers Ex Songwriters 
in Congress 

Defending Publisher Royalties in 
Copyright Rate Proceedings 

The battle to protect the rights and the livelihoods of 
music's crea.ors never stops. ay joining the NMPA, you 
strengthen our collective voice as we advocate on your 
behalf to protect, uphold and advance the interests of 
music publishers and the songwriters that they represent. 
It's simple to join, and costs only $100 a year. 

JÑMPA 
National 
Music Publishers' 
Association 

For more information and to obtain a membership application, 

go to www.nmpa.org, or call 202 -742 -4375. 

You've earned ¡t14' 

As be premier royalty adhstcE company serving he 

a-ts and entertainment nd:_stries, MT is lead ng 

the way to busi -Ess end crea 'rve freedcm. 

Whether you need access to your rcyatty inco -ne 

innediately, are seeking pro-essionat fllanagement 

fa yat r royalty stream, or pinning fir the futire, 
ART can provide you win tle expert services you 

need to get the nlos front your royalty intone. 

You can pursue yet c -ative goals and Nye 

the income stream Evarable to cc:hieve thEm. 

ART cal Tel: you mai(e it happen. 

ADVANCED ROYAL71r TRACKING 

=or rC e info matron visit 

AdvancedReyaIt}Tracki 1g.com 

or call 

1.888.313.6552 

- Why wait? 

www.americanradiohistory.com

www.americanradiohistory.com


Legal Matters 
SUSAN BUTLER sbutler @billboard.com 

Inside The Webtaster Outcry 
What Will The CRB Hike Really Mean? 
It's 2002 all over again. That's the last time a copyright tribunal 
set royalty rates for streaming sound recordings, and webcasters 
warned that the high rates would run them out of business. After 
the Copyright Royalty Board set new rates earlier this month, the 
outcry is the same. But this time, it's not entirely about the rates. 
It's also about the CRB rejecting a royalty based on a percentage 
of small webcasters' revenue. The RIAA negotiated this revenue - 
based structure with services for 2003 -2005 rates that became the 
Small Webcaster Settlement Act, which expired in 2005. 

Now, the CRB has set the 2006 -2010 compulsory- license roy- 

alty rates that webcasters and simulcasters must pay to perform 
recordings on noninteractive Web sites (section 114 of the Copy- 
right Act). In their 115 -page opinion, the judges explained that the 
rate must reflect one that would be negotiated between a willing 
seller (record labels) and a willing buyer (webcasters) if there were 
no compulsory license. After considering expert testimony, the 
judges decided that the per- stream rate negotiated for interactive 
streams (which are not subject to a compulsory license) between 
services and labels was the best benchmark (see chart, below). 

The CRB rejected a percentage -of- revenue royalty because en- 
suring payment for the value of copyrighted recordings presents 
several problems under this model (see sidebar, below). But the 
judges added that if the services, copyright owners and perform- 
ers ever figure out a way to overcome these problems, a future 
royalty could be based on a service's revenue. 

The decision came after a two -year proceed- 
ing involving 25 parties, including SoundEx- 
change, the group designated by the 
government to administer compulsory non - 
interactive webcast licenses. SoundExchange 
represented labels, recording artists, back- 
ground musicians and vocalists. Other par- 
ties included the Digital Media Assn. (DiMA), 

webcasters (including AOL, Yahoo and Live365), broadcasters 
(including Clear Channel), small broadcasters (including Accu- 
Radio), the Corp. for Public Broadcasting and college -radio groups. 
The judges listened to 33 witnesses during 48 days of testimony 
that filled 13, 288 pages of transcript. 

Several parties are expected to ask for a rehearing or appeal, 
but small webcasters may not have the money to keep fighting 
on the legal front. DiMA and other groups are also expected to 

try negotiating for different rates or rate structures, like a per- 
centage of revenue. 

Copyright owners and performers are not obligated to offer only 
the compulsory rates that the CRB set March 2; they may always 
negotiate directly with services. And SoundExchange could cer- 
tainly negotiate directly with webcasters and offer the terms for 
their members to either accept or reject. They could also negoti- 
ate alternate ways ofreporting performances instead of per stream, 
such as "per aggregated tuning hour" (ATH), which is sometimes 

CRB: As more 
rights are used, 
payments 
should increase. 

BEHIND THE NUMBERS How The New CRB Rates Size Up 

2002 RATES SET BY THE LIBRARIAN OF CONGRESS & 

2004 -2005 NEGOTIATED OR SMALL WEBCASTER SETTLEMENT ACT RATES 

listeners for large 

easier to calculate because it uses average, 
rather than exact, numbers. 

To help compare old versus negotiated 
versus new rates, I created three hypothet- 
ical webcasters: large (e.g., AOL or Yahoo), 
midsize (e.g., Live365) and small (e.g., Ac- 

cuRadio). Since exact figures are not avail- 
able, hypothetical figures for streams and 
and midsize webcasters are derived from 

published comScore Arbitron Online Radio Ratings for three 
months (September- November 2006) that include data on AOL, 

Yahoo and Live365. 
Hypothetical figures for small webcasters are based on a com- 

parison to AccuRadio, which participated in the CRB proceeding. 
AccuRadio president /CEO Kurt Hanson represented to Billboard 
that the webcaster would owe $600,000 for 2006 under the new 
CRB rates. 

A service that pays per -stream is likely to pay about the same per 
ATH. ATH is the total hours of programming to all listeners dur- 
ing a stated time period. One hour streamed to 20 simultaneous lis- 

teners is 20 ATH. If the webcaster has an average number of 20 

simultaneous listeners per hour, then for a month it has 14,600 ATH 

(an average of 20 listeners per hour 
multiplied by 24 hours by 365 days 

divided by 12 months). 

NEW CRB RATES 

COMMERCIAL 
WEBCASTERS 

AND 

SIMULCASTERS 

(SUBSCRIPTION 
AND NON - 
SUBSCRIPTION) 

2002 RATES Per Stream: .07624 per stream per listener, Minimum Fee: $500 per channel 

2004 -2005 NEGOTIATED RATES Non -subscription services have the option to elect per -stream or ATH 

rate; subscription services may also elect revenue -share rate. Persbeam:.0762e per stream per listener 

minus 4% for streams never connected properly; ATH: Webcasts:1.17e per ATH (.0762e x16 songs per hour 

minus 4 %) or, if non -music program, .0762e per ATH (one song per hour); Simulcasts .88e per ATH 

(.0762e x 12 songs per hour due to commercials and talk minus 4 %) or, if non -music program, .0762e per 

ATH; Revenue Share:10.9% of gross revenue, but no less than 274 per subscriber, Minimum fee: Per stream 

or ATH, $500 per channel per year, but no more than $2,500; Revenue share, $5,000 per year. 

2004 -2005 HYPOTHETICAL Large webcaster (like an AOL or Yahoo) would pay $15.3 million or 714 for 

every listener on the service; midsize (like a Live365) would pay $5 million or 594 for every listener; small 

(like an AccuRadio) would pay $406,000 or 564 for every listener. 

Per Stream: .08¢ for 2006, .11e for 
2007, .14e for 2008, .194 for 2009, .18e 

for 2010 

Minimum: $500 per channel or station 
per year 
HYPOTHETICAL In 2007, large 

webcasters might owe $23 million or 
$1.07 for every listener on the service; 

midsize, $7.5 million or 89¢ per listener 

per month; small, $610,000 or 854 per 

month per listener. 

COMMERCIAL 
SMALL 
WEBCASTERS 
(I.E., GROSS 

REVENUE IN 2004 
NOT EXCEEDING 

$1.25 MILLION) 

2002 RATES No different rates for small webcasters; same as 2002 commercial rates above. 

2004 -2005 SMALL WEBCASTER SETTLEMENT ACT Same as above negotiated rates, except for 

revenue share. Revenue share equals the greaterof.10% of the first $250,000 in gross annual revenue, 

12% of revenue in excess of $250,000; or 7% of the webcaster's expenses for the year Minimum Fee: Per 

stream or ATH, $500 per channel per year, but no more than $2,500. Revenue share, $2,000 if gross 

revenue not more than $50,000 for the year, $5,000 if gross revenue more than $50,000. 

2004 -2005 HYPOTHETICAL Revenue is not available for small webcasters; however, AccuRadio claims 

it paid $48,000 in royalties based on $400,000 revenue in 2006 before new rates were set. 

Same as above. 
HYPOTHETICAL In 2007, a small 

webcaster with 4,800 average 
simultaneous listeners per hour from 
6 a.m. to midnight and 60,000 total 
listeners on the service might owe 
$610,000, which is 854 per month for 
every listener on the service. 

NONCOMMERCIAL 

WEBCASTERS 
AND 
SIMULCASTERS 

2002 RATES Per Stream: .02181; Minimum Fee: $500 up to 3 channels. Additional channels pay 

at 2002 commercial rates above. 

2004 -2005 NEGOTIATED RATES Option to elect Librarian of Congress rates or small webcaster rates, 

above. For up to 3 channels, the small- webcaster minimum changed to $500 ($250 if a school of less 

than 10,000 students or news /talk/sports program); For more than 3 channels, rates for additional 

channels charged as if the service were a large commercial webcaster, Streams in excess of 146,000 ATH 

in a month (200 average simultaneous listeners per hour) charged either Per Stream: .021764 or ATH: 

2514 (.02176e x 12 songs less 4 %) or .024 per ATH for news /talk/sports. 

2004 -2005 HYPOTHETICAL College station with fewer listeners than an average NPR station (218 

simultaneous listeners per hour per a 2004 survey) paid $250 -$500. 

$500 flat fee per channel or station plus 

commercial per -stream rate when 

monthly streams exceed 159,140 ATH 

(i.e., 218 simultaneous listeners per hour 

at 80% of NPR stations in 2004). 

HYPOTHETICAL In 2007, a college 
station would owe $500. If more 

listeners than the average NPR 

station, it would owe commercial 
rates for the extra listeners. 

To calculate annual streams by the hypothetical large and midsizeservices, the 
average number of listeners per hour for AOL, Yahoo and Live365 were multi- 

plied by 18 hours (the number of hours used for the comScore Arbitron survey), 

multiplied by 11 (to add an estimated 10 %to account for listeners between mid- 
night and 6 a.m.), multiplied by16 songs (estimated number of songs webcaster 

streams per hour to each listener), multiplied by 365 days for the year. For the 
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hypothetical small webcaster, reverse calculations were made from AccuRa- 

dio dollar figures ($600,000 for 2006 divided by 0.08 cents equals 750 mil- 

lion streams). 
To calculate the number of total listeners for the hypothetical large and mid- 

size services, an average percentage of hourly listeners to total listeners for 
AOL, Yahoo and Live365 were used. For large services, average hourly listeners 

equaled 9.8 %oftota listeners. For midsize services, the rate was 8.4%. For small 

webcasters, average hourly listeners was first calculated (750 million streams per 

year divided by 8,760 hours in a year to equal 85,616 streams per hour; divided 
by16 songs per hour to equal 5,351 streams transmitted to listeners per hour, 90% 

of which would be listening between 6 a.m. and midnight). The rate used for 
average listeners to total listeners was 8 %. 

For 24/7 legal news 
and analysis, see 
billboard.biz /legal. 

FIVE REASONS 
REVENUE WON'T 
DETERMINE RATES 
The Copyright Royalty Judges cited 
the following reasons for selecting 
a per- stream rate over a percent - 
age-of- revenue rate: 

With a per- stream metric, serv- 
ices pay more royalties as they 
stream more music. Since revenue 
can be influenced by factors that 
have nothing to do with music, rev- 
enue should only be a metric when 
it can be clearly defined to corre- 
spond to the intrinsic value of the 
sound recording performance. 

Neither of the revenue -based met- 
rics proposed by SoundExchange and 

the Digital Media Assn. were consis- 
tent with the basic notion that as more 
rights are used, payments should in- 

crease in direct proportion to that use. 

Percentage -of- revenue models 
present measurement difficulties be- 
cause identifying the relevant web- 
caster revenue can be complex, espe- 
cially when webcasters offer content 
unrelated to music. 

The parties in the proceeding did 
not offer an unambiguous definition of 
revenue that properly related the roy- 
alty to the value of the performance 
right being licensed. 

A revenue -based metric can create 
problems for auditing and enforcing 
rights depending on how a service de- 
fines and allocates revenue. A per - 
stream approach, in contrast, is rela- 

tively straightforward. 
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TODD MARTENS tmartens @billbcard.com 

E1Eä'° 
MUSIC & ENTERTAINMENT INDCSTRY 
EDUCATORS ASSOCIATION 

de Fire's Big Release Gets A Grand Opening 

On the menu was a wild mush- 
room risotto with white truffle 
oil and a mixed grill of New 
Zealand lamb chops and beef 
tenderloin. The record release 
party thrown by Good Records 
in Dallas for Arcade Fire's 
"Neon Bible" was a bit more so- 

phisticated than the typical 
midnight -sale fare. 

Held in partnership with 
local restaurant Urbano 
Paninoteca, about 50 diners 
sampled albums that came out 
on the indie -heavy release date 
of March 6 (Air, !!!, RJD2 and 
Gruff Rhys, among others). 

Urban Paninoteca owners 
Mitch and Kristen Kauffman 
approached Good Records, 
which is owned in part by the 
Polyphonic Spree's Tim De- 
Laughter, about staging such 
events in January. Menus are 
double- sided, complete with a 
track list, and the week's new 
releases are displayed -art 
gallery- style -as guests enter 
the restaurant. 

With indie rock kids willing 
to shell out $30 (plus the cost 
of some booze) for a three - 
course meal, no wonder the 
genre is thriving while the rest 
of the industry cries afoul. 

"Neon Bible" landed at No. 

2 on The Billboard 200 after 
moving 92,000 first -week units 
in the United States, accord- 
ing to Nielsen SoundScan. The 
band's 2004 debut, "Funeral," 
has sold more than 327,000 
copies in the States. 

"Neon Bible" was the largest 
release in the 17 -year history of 
the band's label, Chapel Hill, 
N.C. -based Merge Records. 

Head of sales Paul Cardillo 
puts the initial ship -out at about 
220,000 units, and says the label 
booked retail programs beyond 
anything it had done in the past. 

"Neon Bible" was in the Sun- 
day circulars for Best Buy, Cir- 

cuit City and Target. "To 
compete with a release like a 

Norah Jones, and I hate to put 
it that way because we've never 
operated like that before, peo- 
ple need to see it," he says. "We 
did a program where there's a 

poster in every Borders store. 
Just keeping the visibility 
enough is much more impor- 
tant on a record like this. On our 
smaller releases, I feel it's more 
important for people to hear it" 

Merge's marketing /public- 
ity guru Martin Hall says the 
label typically budgets for its re- 

leases to sell somewhere be- 
tween 15,000 and 50,000 units, 
and this time was working on 
an initial budget to sell 300,000. 
But Arcade Fire didn't finish 
the album until late December, 
pushing many marketing plans 
by the wayside. For instance, so 
far no video has been shot. 

"They wanted to do some 
short films that they would dis- 
tribute to their Web site in lieu 
of doing the traditional video," 
Hall says, "but that may not 
happen till April now." 

Sniping at bus stops in major 
cities was considered, but it was 

decided such a tactic wouldn't 
sit well with the heavily -DIY 
band. (Arcade Fire licenses its 
albums to Merge and pays for 
the recordings itself.) 

"We really did talk about 
[sniping] with the Arcade Fire. 

but it's not what the band is 
about," Hall says. "I think they 
would cringe if they saw their 
faces on a telephone pole." 

The band also nixed some 
new -media initiatives. "We ex- 

plored some digital phone stuff, 
but they're not into ringtones," 
Merge label manager Spott 
Philpott says. "It makes it hard 
to find something innovative that 
they're interested in, but that's 
what makes them who they are." 

And yet nothing Merge is- 
or isn't-doing is turning focus 
away from the band. Hall says 
the press -shy act has done only 
a handful of interviews, yet he 
reads daily blog complaints that 
the act is being overhyped. 

"I was just reading some- 
thing online about somebody 
complaining about the Arcade 
Fire being everywhere and why 
can't they say no to an inter- 
view," he says. "They've only 
done, like, three interviews. But 
we can't stop people from writ- 
ing about them. We're not beat- 
ing anyone over the head. The 
band has turned down every- 
thing so far." 

FAILED TO MONITOR THIS: 
A March 10 column about 
digital stores at indie retail- 
ers noted that coalition 
Music Monitor Network will 
launch a new Web site with 
MP3 capability in March. Yet 

it failed to give MMN credit 
for already selling files in the 
Windows digital rights man- 
agement format. 

For 24/7 indies news 

.biz and analysis. see 
billboard.biz/indies 
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CHIEF 
EXECUTIVE 

HMV GROUP 

Simon 
Fox 
In the wake of HMV Group's 
latest profit warning, the U.K. 
retail chief talks about what's in 
store for his company's stores -at 
home, abroad and online. 

Simon Fox's first job as a teenager was a summertime gig "selling ice cream on a beach in 

France." These days, the South Londoner has a rather more challenging role- reviving the 
fortunes of U.K. -based retail giant HMV Group. The 45- year -old Fox has helmed the group 
since Sept. 28 last year, when he replaced exiting chief executive Alan Giles. He was previ- 
ously COO of U.K.-based Pan -European electrical retailing group Kesa Electricals. 

It's been a challenging six months for HMV Group. There's been executive upheaval, notably 
in January when the managing director of the group's market -leading U.K. business, Steve Knott, 
departed. And the business has issued profit warnings -most recently on March 13. 

The latest warning coincided with Fox unveiling a three -year strategic /operational re- 

view, underpinned by cost -cutting aimed at saving £40 million ($77.2 million) per year by 2010. 

The review involves store closures at the group's U.K. book retailing chain Waterstone's 
(which took over smaller rival Ottakars last year), while expanding music specialist HMV 

U.K.'s online operations and introducing its own social networking site (SNS). Fox wants 
online sales of downloads and physical product from the hmv.co.uk Web site to account for 
20% of U.K. revenue by 2010. The group also announced a trading partnership with U.K. mo- 
bile phone network 3 and said it will trial an HMV U.K. "Store of the Future" concept this fall. 

Fox has spent most of his first six months at the group focusing on its core U.K. businesses. 

Currently doubling up as HMV U.K. and Ireland acting managing director, he spoke to Bill- 
board in London the day after the strategic review was announced. 

Will your strategic review mean 
HMV U.K. store closures? 
No. The profits warning was deeply 
disappointing, but was primarily 
driven by poor performance [by] Wa- 

terstone's. About 10% of the Water - 
stone's space is now under review 
-over a period of time, that will 
lead to store closures. 

HMV [U.K. and Ireland] reported 
positive like- for -like sales, which 
now gives us six months of small - 
but nonetheless positive- like -for- 

like increases. So the HMV sales 
performance remains solid. There 
will be eight new stores opening in 
the next year, of which four will be 
in [London] airport locations. 

U.K. store openings have been run- 
ning at a rate of around 20 a year, but 
going forward, we'll only be opening 
a small number each year. Broadly, 

we have full national coverage 
through our 230 stores. We're rechan- 
neling capital expenditure from new 
openings to refurbishment. 

Will you merge HMV and Water - 
stone's back -office functions? 
Yes. Waterstone's and HMV cur- 

rently operate separate but very sim- 
ilar back -office finance and IT 
systems and processes. So we are 
implementing a shared back -office 
function, but the front ends remain 
completely separate brands. 

Has HMV Group been under- 
achieving? 
The last two years have been peri- 
ods of rapid profit decline -there's 
no getting away from that. We 
haven't adapted as quickly as we 
should have to some of the chang- 
ing trends in the market. I need to 

now work very quickly with the team 
to make sure we are meeting the 
needs of today's customer. 

What's the logic behind launching 
an HMV -branded SNS? 

We've recognized that 25% of [Inter- 
net users in] the U.K. are now actively 

using social networking sites, and 
they're dearly influencing their music 
preferences. This is the way that cus- 
tomers are now choosing to learn 
about music, the way they're choos- 
ing to spend time with one another, 
and we can't be on the sidelines . . . 

We'll launch at the end of this year. 

How can you ramp up HMV U.K.'s 

online business to 20% of sales? 

Improving the functionality of the 
site [hmv.co.uk], doubling our on- 
line marketing and better integrat- 
ing our online offer with our store 
offer. This year, onliné s been run- 
ning at 6% of U.K. sales. We were 
slow to start online, but we're grow- 
ing at more than 150% per annum, 
and we've already got 10% of online 
[entertainment] sales in the U.K. 
We're now No. 3 behind Amazon 
and Play.com. 

What's the group's strategy for its 
overseas businesses? 
We do have to be market leader in 
our markets. We clearly have that 
position in Canada, where I think 
our competitors are weakening, and 
we have a number of growth oppor- 
tunities. We're just now rolling 
games out across the chain, and 
we're about to launch our own on- 

line business there. The existing on- 

line [hmv.com] business is linked 
with Amazon, but we will be taking 

that on ourselves from May. 

In Japan, we have a profitable 
business and a market -leading In- 

ternet business [hmv.co.jp], which 
already represents 25% of the sales 
of our Japanese operation. At the 
moment, we're opening stores 
there -on March 23, we opened a 

Japanese version of the "Store of the 
Future" in Yokohama. 

But we have also just launched a 

strategic review of our options in 
Japan, because we are not the mar- 
ket leader there. That review will be 
completed by June. 

My focus is on getting the U.K. 

humming again. We are growing, 
both through store rollouts and or- 
ganically through like- for -like sales. 
But frankly, we've got to improve 
our profit position. 

How are you finding dealing with 
the U.K. music business? 
I've been delighted with the co -op- 

erative nature of the retail /label 
relationship. I've met with many - 
but not yet all -of the heads of the 
major labels. I've been impressed 
by their passion for the product, 

and -despite what one might read 
in the press -the very great aware- 
ness of the structural changes in 
the industry. 

What content will you be provid- 
ing to 3? 

We will work with 3 to broadcast 
music content and music videos 
through a concept we're calling 
Channel HMV. 3 already has very 
strong relationships with labels- 
we'll be looking to supplement that. 
As well as content from labels, 
there's an opportunity to use the live 

performances that we have in- store. 

What will be key to HMV's "Store 
of the Future "? 
We want to combine the best of on- 
line with the best of the retail expe- 
rience, with music being the 
absolute key part of that. Within the 
store, there will be a refreshment 
area, where customers can sit down 
and access the online site while also 
burning tracks to CD. There will 
also be [SNS] access. 

How can your non -entertainment 
background help HMV? 

My last nine years have been spent 
in electricals and the issues facing 
the electrical market are not so dis- 

similar to those facing the music mar- 
ket- namely the very rapid growth 
ofthe mass -merchant channels, and 
the growth of online purchasing, 
combined with price deflation. 

Where do you see HMV Group 
being at the end of your first year? 
I'd like to be looking back on a pe- 
riod of delivery and change. I think 
we've got great brands, great peo- 
ple and lots of opportunity. In the 
next six months, I want to start turn- 
ing that opportunity into action. I 

want to be in a really strong place 
to be ready for next Christmas. 

We haven't adapted as quickly as we 
should have to some of the changing 

trends in the market. 
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IN A SMALL OFFICE on the 
27th floor of Def Jam, Ne -Yo glances over Manhattan's West 
Side. He's wearing his trademark skullie hat, along with jeans 
and sneakers. A modest -sized diamond -studded cleft note 
hangs around his neck and slaps his chest as he plops into 
one of the armchairs. Cracking open a Kiwi Strawberry Snap - 
ple -his favorite -the jubilant Ne -Yo is ready to reflect on 
his recent career growth. 

"I'm kind of important," Ne -Yo jokes, in a mock deep voice 
that emulates newsman Ron Burgundy, played to such spec- 
tacular ridiculousness in the movie "Anchorman" by Will Fer- 
rell. "People know me." 

There must be caffeine in that Snapple: "Tina, come get some 
ham!" blurts Ne -Yo, stealing a line from "Napoleon Dynamite" 
when the protagonist is feeding his grandmother's pet llama. 
"That's got to be the funniest line of 2004. I swear, me and my 
friends just sit around quoting 'Anchorman," 'Nacho Libre' and 
`Napoleon Dynamite.' Those three movies are so funny." 

Ne -Yo might be laughing at himself, but his career -once 
derailed when he was dropped by a major label -is no joke 
these days. Most folks now know him as a recording star. His 
debut album, "In My Own Words," moved 301,000 copies in 
its first week last February and 1.4 million to date, and show- 
cased his deft songwriting touch. He crafted his own heart- 
break into the song "So Sick," which spent two weeks at No. 1 

on The Billboard Hot 100. When his sophomore album, "Know 
Me," drops April 24, few are predicting a slump. 

At least in some part, this is due to Ne -Yo's impressive strength 
as a songwriter. What most in the industry have come to know, 
fans are just realizing: Ne -Yo is off to a prolific start as a go -to 
R &B hit writer. Two of his hits, Beyoncé's "Irreplaceable" and 
Mario's "Let Me Love You," have spent a combined 19 weeks at 
No. 1 on the Hot 100 (see chart, below). Now A- listers like Brit - 
ney Spears, Celine Dion, Alicia Keys, Jennifer Hudson, Chris 
Brown, Nicole Sherzinger and Whitney Houston are all clam- 
oring for a Ne -Yo track. And he's busy writing them. 

Ironically, that might be his biggest problem. 
"Artists like Usher are dying to work with him and in a way 

that's like Ne -Yo competing with himself," says Jennifer Blake- 
man, senior VP of A &R at Zomba Music Publishing and Ne- 
Yo's publisher. "So we have to help him figure out what songs 
to keep and which songs to give other people." 

It's a nice problem to have. 

IF NE -YO'S SONGS of love and loss connect 
with the ladies, it may be because he has so much experi- 
ence -not the nympho sort as suggested in a Vibe article last 
year, but rather a far more wholesome type. Born in Arkansas 
and raised in Las Vegas, Ne -Yo was brought up in a house full 
of women. His father left early on, so Ne -Yo was raised by his 
mother, aunts and grandmother. That estrogen -filled child- 
hood still gives him inspiration for his hit songs. 

"When I wrote ̀ Unfaithful,' I just remembered when my aun- 
tie broke up with [her man] Troy," Ne -Yo says, pulling a scenario 
from the air. "All the 'Fuck that man!'? I was there for all of that." 

Ne -Yo wrote "Irreplaceable" -his biggest hit so far -for Be- 

yoncé. The track exhibits some of Ne -Yo's willingness to ex- 

periment, which may bode well for his ability to deliver hits 
across multiple radio formats: pop, R &B, AC and more. He 
envisioned "Irreplaceable" -with its prominent guitars -as a 

sort of Nashville joint with an R &B twist, assuming that no 

SCORING HITS 

one would sing a Ne -Yo- penned, full- fledged country song. 
The result became the strong -woman anthem of the year, last- 
ing nine weeks at No. 1 on the Hot R &B /Hip -Hop Songs chart 
and 10 weeks on the Hot 100. It remains Beyoncé's biggest 
success on both charts. 

His success is now breeding more success. The ubiquitous- 
ness of "Irreplaceable" peaked the interest of America's sweet- 
heart and AC giant Celine Dion. 

"She said, `I'm going to be the one person that 
doesn't ask you for 'Irreplaceable,' " Ne -Yo says. 
"For someone like Celine, it's about writing a 

song that's timeless. It's not about convincing 
people that you're younger than you are." 

Columbia senior VP of A &R John Doelp 
says Ne -Yo is up to the challenge. 

"He's a classic songwriter and what he 
writes will have a life beyond today," Doelp 
says. "With 'Irreplaceable,' he finds a way to 

write about a relationship ending but in a very 
different way. And he still puts together the 
pieces with incredible melodies." 

Ne -Yo's also writing for Whitney Houston, 
and once again looking to buck expectations. 

"They played me about eight tracks that were all very 'I'm 
Whitney and I've been through some things and now I'm tri- 
umphant,' " Ne -Yo says. "But you can only do that for so long, 
so I said I'll do the same thing for Whitney that I'm doing for 
Celine, which is to bring them to the everyday person." 

And while working with all of these stars has been a great 
experience, Ne -Yo says, at least one recently shorn starlet might 
want to read the following as even more inspiration to get her 
personal life in order. 

"We set up no less than four sessions for Britney to just come 
and listen to the songs I wrote for her," Ne -Yo says. "She never 
showed up. I think they want me to hold these songs that I've 
written until she finishes going through her thing. But a couple 
might be perfect for the Pussycat Dolls' Nicole Sherzinger, so ..." 

That's probably just as well. The composer will have enough 
music swirling through his production company, Compound 
Entertainment. Ne -Yo founded the company in 2004 with his 
two managers, Reynell Hay and Tishaun Gayle, and boasts two 
in -house producers and several writers. Now a few different la- 

bels are courting him for an imprint distribution deal and Ne- 
Yo's demands are simple. 

"I just want creative control," Ne -Yo says, before he dons a 

nebbish cartoon voice and starts joking again. 
"Which shouldn't be a problem because I've 
proven myself to able to write good songs if 
given the opportunity." 

Now Ne -Yo is about to see if he still has 
the right touch on his own tracks, with the 
release of "Know Me." His first single, 
"Because of You," already checks in at No. 
26 on the Hot R &B /Hip -Hop Songs chart. 
It's an ode to Michael Jackson, one of Ne- 
Yo's favorite singers. The layered vocals 
on the bridge are reminiscent of the hooks 
littered throughout Jackson's "Off the 
Wall" album. 

Ne -Yo insists "Know Me" is a mirror into 
his entire personality rather than just his pen skills. 

"The first album was the sweet, sincere and heartbroken Ne- 
Yo," Zomba's Blakeman says. "This new one is more 'Watch 
out, mama, here I come.' " 

Ne -Yo even addresses the nympho charge head -on, with the 
song "Addicted," a hilarious cut where he has a little fun with 
the accusation. 

"I'm not addicted to sex, but girl, if you lay with me then you 
just might be," he sings. 

Another memorable moment -both for Ne -Yo, as well as on 
the album -comes in the form of a Jennifer Hudson duet. Usu- 
ally he writes his hits alone in a studio, but for "Leaving," the 
Academy Award winner showed up with a few girlfriends, mem- 
orized the lyrics in 15 minutes -and proceeded to sing Ne -Yo 

under the table. 
"To be an artist is to crave acceptance, so it's difficult to tell 

people things sometimes," Ne -Yo says. "You almost have to take 
a back seat to the artist, especially if they've had a little bit of 
success. But by the grace of God, Jennifer Hudson is still nor- 
mal. When I asked her to bring out a note, or change some- 
thing, it was done. She out -sung me on my own song. It's 
Jennifer Hudson featuring Ne -Yo." 

The lush strings of "Leaving" and the echoing drums of 
the sultry "Talk to Me" prove that Ne -Yo has moved beyond 
the harpy Stargate sound that's come to define him. The 
Norwegian duo, who produced hits "Sexy Love" and "So 
Sick" on his freshman effort, produced only three cuts on 
"Know Me." 

In terms of spreading the word on the new album, Ne -Yo will 
perform March 29 at Atlanta's Tabernacle venue for the "Cin- 
gular Sounds" wireless campaign. The show will air on Cingu- 
lar phones, two weeks before "Know Me" drops. "Because of 
You" is the commercial theme song for Ice Cube's upcoming 
film, "Are We Done Yet ?," also hitting screens in April. Ne -Yo's 

also filming a series of webisodes, which follow him on tour 
and will air via his Web site. 

Def Jam expects Ne -Yo's singles to push the sales of "Know 
Me" -the company withheld "So Sick" from iTunes and other 
digital music stores until "In My Own Words" dropped, and 
may repeat the strategy this time around. But marketing direc- 
tor Ashaunna Ayars says the label is also going to work to help 
Ne -Yo increase his celebrity. 

"He's such a writer," Ayars says. "He's happy to be in the studio." 
To get him -and his profile -out and about, DefJam says it 

will pair him with Noah Tepperberg, co- founder and partner 
of New York -based Strategic Group, a special events, market- 
ing and public relations firm. 

"He throws all the parties for young Hollywood," Ayars says. 
"This time it's about presenting him as the superstar we know 
that he is." 

After all, even though Ne -Yo would never say it himself, at 
least not with a straight face, he's kind of important. It only 
makes sense that soon even more people will know him. 

THE IDEA OF NE-YO even teasing about cast- 
ing aside the former teen queen would have once seemed 
preposterous. Earlier this decade, Ne -Yo was dropped by Co- 
lumbia Records -along with another (then) little -known 
singer named Alicia Keys. Instead of looking for another artist 
deal, Ne -Yo began writing songs for other R &B artists. Shop- 
ping his wares eventually got him a chance meeting with Tina 
Davis, then Def Jam senior VP of A &R, in 2004. 

"After I heard his demo, I asked him to perform for me," says 
Davis, now manager of Chris Brown. "I immediately thought, 
'This kid needs to be an artist.' I took him to L.A. Reid and told 
Ne -Yo, 'Baby, you're a star.' " 

Signed to DefJam that day, Davis and Reid's intuition proved 
true. Building on the success of his platinum recording career, 
Ne -Yo dropped two films in 2006, playing himself in "Save the 
Last Dance 2" and the character Rich Brown in "Stomp the 
Yard." The latter film claimed the No. 1 spot its opening week- 
end and now Ne -Yo's looking to hop onto the small screen. 

"I was fortunate that my first role in ' Stomp the Yard' was so 
close to my own personality," Ne -Yo says. "But now I'd like to 
do something like `The OC.' There are a few scripts that I'm 
looking at but it needs to fit with my music. I'd actually love for 
my next role to have no singing or dancing." 

Ne -Yo Has Written Six Top 10 Hits With Five Different Acts -s,II chart ingasof March 17chart souR «- N,PI«rl Sounds,an 

TITLE PERFORMED BY DEBUT POSITION DEBUT DATE PEAK PEAK DATE WEEKS ON (HART 

Let Me Love You 

Baby 

Grind With Me 

Your Body 

So Sick 

When You're Mad 

Back Like That 

Unfaithful 

Sexy Love 

Gallery 

Walk Away (Remember Me) 

Irreplaceable 

On The Hotline 

Because Of You 

Mario 

Fabolous Featuring Mike Shorey 

Pretty Ricky 

Pretty Ricky 

Ne -Yo 

Ne -Yo 

Ghostface Killah Featuring Ne -Yo 

Rihanna 

Ne -Yo 

Mario Vazquez 

Paula DeAnda Featuring the Dey 

Beyoncé 

Pretty Ricky 

Ne -Yo 

97 
83 
92 
88 
79 
99 
76 
51 

98 
99 
95 
87 
97 
84 

AArititgeti 

10/23/04 
1/22/05 
4/16/05 
8/6/05 

12/20/05 
3/18/06 
4/15/06 
5/13/06 
6/24/06 
7/29/06 
10/21/06 
11/4/06 
1/6/07 
5/17/07 

1 (9 weeks) 
71 

7 
12 

1(2) 
15 

61 

6 
7 

35 
18* 

1(10)* 
12* 
84* 

1/1/05 
2/5/05 
6/25/05 
10/29/05 
5/18/06 
5/15/05 
7/22/06 
3/29/97 
8/1/98 

10/9/99 
9/23/00* 
7/3/04* 
1/15/05* 
1/6/07* 

36 
9 

22 
20 
25 
20 
10 
20 
22 
20 
22* 
20* 
10* 

1* 

JOHNNY NUNEZ /W1REIMAGE.COM 

www.americanradiohistory.com

www.americanradiohistory.com


INN, ONO, WO 

COMMODITIES 

MEDIA COMPANIES SPENT 
ALMOST $9 BILLION FOR 

ONLINE MERGERS AND 
ACQUISITIONS LAST YEAR - 

AND THE NUMBER OF 
DEALS IS GROWING. 

BILLBOARD PRESENTS 
THE WEB 2.0 O G.' GUIDE. 

B - ` A I\ -2: 

ILLUSTRATION BY ELLEN WEINSTEIN 

JUST HOW RAVENOJS is the appetite among media and 
technology companies for hot Web 2.0 properties? Con- 
sider Ticketmaster, a unit of Barry Diller's IAC, which in De- 
oember paid more than $13 million for a 25% stake in iLke. 
a 4- month -o'd social networking site that allows users to 
share. information about their iTunes listening habits. Tick - 
etmaster is betting that it can also serve as a strategic part- 
ner for promoting concerts and selling tickets. The deal 
sets a value of $50 million on the Seattle -based startup, 
which claims a half -million users. And it sets up iLike, an off - 
shoot of unsigned -band site Garageband.com, as a ripe tar - 
get for full acquisition, either by Ticketmaster or some other 
tuird party. Forget that iLike doesn't yet have a proper 
revenue model or that there are at least a half -dozen other 
startups attempting to do something similar. Media and tech 
heavyweights like News Corp, Google and otiers have de- 
bided that online tools and communities that connect Web 
.aisers, enable them to socialize and allow them to share their 
tastes with each other are the new must -have feature set. 
And they're buying up such properties, which often certer 
around music, TV and user -generated videos, at an ever 
faster rate. Media companies spent more :han $8.9 oil- 
ion on online media mergers and acquisitions in 2006, ac- 
wrding to the Jordan, Edminston Group, a New York -based 
.nvestment bank. That's actually down 26% in total value 
from 2005 wren online media M &A topped $12 billion. But 
the number of transactions was up markedly last year -ris- 
ng 55% to 181 deals. With Google laying out $1.65 billion 

for YouTu'be last October, and venture capital ingesting in 
digital media up more than 66% last year to $4.4 billion, ac- 
cording to Rutberg & Co., there are no signs of 
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a slowdown in the Web 
2.0 arms race among 
leading media players. 

Google alone is sit- 
ting on a cash war 
chest of more than $11 

billion, up from cash 
reserves of slightly 
more than $2 billion 
in 2004, according to 
the company's finan- 
cial statements. 

Already this year has 
seen Electronic Arts 
gobble up online 
karaoke site SingShot 
Media for a small undis- 
closed sum. But much 
bigger deals could be 
coming. Rumors are 
swirling that Viacom is 

mulling paying more 
than $400 million for 
Last.fm, an online radio 

and music recommen- 
dation community. 

"Many companies 
are aiming to be ac- 
quired based on the 
way they are running 
their businesses," 
says Tim Westergren, 
founder of San Fran- 
cisco -based Pandora, 
another privately held 
music recommenda- 
tion service, which has 
raised well more than 
$20 million in venture 
capital (published re- 
ports peg the number 
closer to $50 million.) 

Billboard interviewed 
a dozen venture capi- 
talists (VC), entrepre- 
neurs, analysts and 
label executives about 
the prospects for M &A 
in music -related online 
media in the year 
ahead. The following 
are 10 potential targets 
to watch: 
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LOCATION: London 
CEO: Felix Miller 
Part music recommendation engine, part social networking 
site, part online radio service creates community around 
music fans. Last.fm's radio users can choose either to listen to 
a free custom radio service or pay for a premium subscription 
to listen to personalized music tailored to their music taste. 
The company also has a technology called Audioscrobbler 
that enables Last.fm to personalize users' entire experience 
on their listening habits on such media players as iTunes. 

Index Ventures 
YEAR FOUNDED 2002 
COMPETITOP Pandora, iLike, Mog, iMeem, FineTune 

the story: One of the most buzzed -about music technology 
plays, Last.fm is at the forefront of the crowded social radio 
space. The company has been busy locking up content deals 

with the major labels announcing licensing deals with Warner 
Music Group and EMI in February. 

Viacom, News Corp, Google, 

Microsoft, AOL, Yahoo 
The recent flurry of con- 

tent deal- making has many expecting 
a sale of the company on the hori- 
zon, with Viacom at the head of the 
pack of suitors. To be sure, for com- 
panies looking to tap into the music 
core of the MySpace set, Last.fm of- 
fers strong appeal. "Last.fm has a lot 
of things that people want, like aggrega- 
tion and tool sets," says one East Coast VC 

who thinks leading players in the social radio space are ripe 
to be rolled up by larger companies. "It is a very cool function- 
ality that is here to stay, one way or the other." 

Second Life 
LOCATION: San Francisco 
CEO: Philip Rosedale 
A Web -based virtual 3 -D world where members use dig- 
ital replicas called avatars to buy land and buildings, and 
pay real money to purchase fake clothes, weapons and - 
increasingly- music. 
BACKERS: Globespan Capital Partners, Amazon founder 
Jeff Bezos, Lotus founder Mitch Kapor, the Omidyar Network, 
Catamount Ventures 
YEAR FOUNDED: 2002 
COMPETITORS: Gaia, Doppleganger 
THE STORY: Linden Labs' Second Life has enjoyed a break- 
through in popularity in the last year, with membership sky- 
rocketing from 100,000 at the beginning of 2005 to more 
than 4 million today. Some analysts predict 9 million members 
by June. Adidas, American Apparel, Dell Computer and Toy- 

ota have all established presences to market and promote 
their products. Sony BMG last year opened a Media Island 

where visitors can stream music and most music labels are now 

preparing Second Life strategies. 
STRATEGIC FITS: Viacom, News Corp, Google, Microsoft, 
AOL, Yahoo, Sony, Vivendi 

THE VC TAKE: Acquisition talk on the company is low at 
the moment. But virtual social networking is emerging 
as the next big Web 2.0 trend hot on the heels of social 
networking and viral video. Major media is short on port- 
folio exposure to the business. Second Life appears to 

be approaching a similar inflection point YouTube reached 

last year and MySpace hit in 2005. "It's a new category. It's 

social media meets virtual worlds -it's not really one or the 
other. I'd like to have a couple of other projects in the space," 

one West Coast VC admits, noting that what he finds interest- 
ing about the business is that "it's a little more aspirational. It's 

about who you want to be, not who you are." 

U, 
San Francisco 

Joe Kennedy 
The other major player in next -generation music recommen- 
dation /Internet radio services along with Last.fm, Pandora 

takes a decidedly different approach to programming. Rec- 

ommendations are automated from a technology called the 
Music Genome Project that weighs more than 400 different 
musical attributes and genres when selecting songs to pair in 

a playlist. The service has two subscription plans: a free offer 
supported by ads, and a fee -based subscription without ads. 

BACKER` Walden, Labrador, Crosslink, Garage Technology 

Ventures, Key Principle Partners 
Y; 2000 
COMPETITORS: Last.fm, iLike, Mog, iMeem, FineTune 

the story: Among the Internet's fastest -growing personalized 
radio services, Pandora users have created more than 50 mil- 

lion personal radio stations. The company is also serving as 

the radio engine for Microsoft's MSN Radio. 

Microsoft, AOL, Amazon, Best Buy, 

Clear Channel 
Anyone who is not Apple and in the game of 

offering an online music solution is in the market for better 
connecting consumers with new music and offering related 
commerce opportunities. Pandora is a critical favorite among 
many early adopters. "We took a look at Pandora and in ret- 

rospect should have invested in them," one Bay Area VC says. 

"We still have interest in the space." Recent rulings by the 

Copyright Royalty Board that up the cost of Internet radio 

fees may also up Pandora's urgency to find a buyer. 

Gracenote 
LOCATION: Emeryville, Calif. 

CEO: Craig Palmer 
The leader in CD metadata recog- 
nition, Gracenote (formerly CDDB) 
licenses its technology for use in 
media players from Apple, RealNet- 
works and Microsoft. 
BACKERS: Sequoia Capital, Gracenote founder 
Scott Jones, Bessemer Ventures, Philips Electronics 
YEAR FOUNDED:1995 
COMPETITORS: Audible Magic, Loudeye, Muze, Allmu- 
sic, MusicBrainz 
THE STORY: Beyond its core business, Gracenote recently 
has moved into digital fingerprinting services and is aiding 
the likes of MySpace in filtering unauthorized media from its 

site. The company later this year is also expected to bow a 

new lyrics offering that it will license to retailers. 
STRATEGIC FITS: News Corp, Sony, Microsoft 
THE VC TAKE: With more than 10 years in operation, Gra- 

cenote has been content to go it alone for the long haul. But 
with the company expanding into fingerprinting, lyrics and 
music recommendation, at least one VC polled by Billboard 
thinks Gracenote, which has raised more than $43 million in 

venture backing during the course of five VC rounds, is emerg- 
ing as an attractive play for companies in the market for a 

digital music infrastructure play. "Anything that can help to re- 

claim the existence of someone's content somewhere else 

without stopping the access to it and focuses on monetiza- 
tion has a business there," another East Coast VC adds. 
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Joost 
LOCATION: Luxembourg 
CEO: Fredrik de Wahl 
A new ad- supported Web TV site 

from Niklas Zennström and Janus 
Friis, the developers behind peer -to -peer 

giant Kazaa and Internet telephone sensation Skype. 

BACKERS: Undisclosed 
YEAR FOUNDED: 2006 
COMPETITORS: Bablegum, YouTube, BitTorrent 
THE STORY: The service is still in an early beta phase of 
around 40,000 users, but given Zennström and Friis' pedi- 
gree anticipation is already huge. Using peer -to -peer tech- 
nology to deliver high -quality long -form video content, 
Joost aims to transform You Tube -style clip watching into 
an interactive TV experience. Unlike other video sites, Joost 
already claims content deals with Warner Music Group, 

Nettwerk, MusicNation, Voy and Viacom. 
STRATEGIC FITS: Viacom, News Corp, Google, Microsoft, 
AOL, Yahoo 

=_ ' . = Given that the company is only in its first year 

of existence, a quick flip is a long shot. Even without any 
publicly announced VC backing Zennström and Friis are sit- 
ting on $2.6 billion from the sale of Skype to eBay last Oc- 

tober. But stranger things have happened. The life cycle of 
angel funding to exit has compressed to a window of two 
years and under in many cases. And in the era of PC and TV 

convergence, Joost represents an intriguing bridge. Virtu- 
ally every player in the media and technology space is scram- 

bling to find a foothold in the digital living room. "Video on 

the Web in three years will be at least a $3 billion a year busi- 

ness," one California -based VC says. "It will be just like the 
monetization of search was in 1998 with Google and Yahoo. 

Companies in that space will see explosive growth." Key to 
Joost's proposition, the VC adds, is that it is "a copyright -re- 
specting technology." 

Brightcove 
LOCATION: Cambridge, Mass. 

CEO: Jeremy Allaire 
An Internet TV and viral video specialist that oversees the 

sanctioned distribution of Web clips. 
BACKERS: Accel Partners, Allen & Co., AOL, General Catalyst 

Partners, Hearst Corp., IAC, AllianceBernstein, Brookside 
Capital, Maverick Capital, New York Times Co., Transcosmos 

Investments & Business Development 
YEAR FOUNDED: 2004 
COMPETITORS: Google, Yahoo, News Corp 
THE STORY: Brightcove is helping media companies cash 

in on the Web -based video phenomenon by creating a secure 

ad- supported platform that allows content owners to de- 
cide where and when to release clips online. The likes of Sony 

BMG, Warner Music Group, Viacom and The New York Times 

are already taking advantage of the technology to cash in 

on viral distribution of music videos and original clips. In Jan- 

uary the company closed a $50 million strategic funding 
round that will allow it to further build itself as an Internet TV 

company and expand internationally. 
STRATEGIC FITS: AOL, Time Warner, IAC, NBC, Disney 

THE VC TAKE: Everybody and their brother is looking for 
their own viral video solution in the age of YouTube. Bright - 
cove offers a secure, readymade back -end solution. But with 
more than $50 million in venture funding raised, the growth - 
focused company doesn't have a pressing exit need and a 

purchase won't come cheap. 

Sling Media 
LOCATION: San Mateo, Calif. 

CEO: Blake Krikorian 
Sling allows consumers to remotely watch TV shows stored 

on their digital video recorder at home from any computer and 

select mobile phones with a broadband Internet connection. 

BACK E'35: Mobius Venture Capital, Doll Capital Manage- 

ment, Hearst Media, Allen & Co., EchoStar Communications, 

Goldman Sachs, Liberty Media 

YEAR FOUNDED 2004 
COMPETITORS: MobiTV, Avvenue 

THE STORY: Sling made waves two years ago when it intro- 
duced "place shifting" TV watching. While its strategy has 

so far been linked to a hardware platform called the Sling 

Box, the company is open to licensing its technology plat- 
form to third parties. Sling is eyeing the YouTube crowd with 

a new feature called Clip +Sling that allows users to capture 

short segments of programming, live or recorded, 
and share them with other Slingbox customers, 

as well as on viral video sites. 

STRATEGIC FiT TiVo, EchoStar, Sony, 

Microsoft, Comcast 
THE VC TAKE: Fair. Sling is still building 
its service and has plenty of VC funding. 
The question is when place shifting music 

and video comes of age. As consumers 
increasingly look to remotely access mas- 

sive libraries of music, film and TV content, 
media and technology players are looking to con- 

tinue to have a role in how they access their media. One East 

Coast VC says that "we are at step one" of redefining TV. 

"There's not going to be a price war or a programming war 

because everyone is going to have access to everything. But 

there is going to be a functionality war. So the technologies 

that are really interesting in the future are those that bring un- 

fettered access to video back to the television." 

Napster 
LOCATION: Los Angeles 
CEO: Chris Gorog 
Legendary file sharing brand turned legit retailer of music 
downloads and subscriptions 
BACKERS: Public 
YEAR FOUNDED 1999 

COMPETITORS: Apple, RealNetworks, eMusic, Verizon, Sprint 
THE STORY: It's been a bumpy road for Napster since its 
relaunch as a legitimate service in 2003. Lacking compat- 
ibility with Apple's iTunes and championing a music rental 
model that is yet to connect massively with mainstream 
consumers, the company lately has pushed for ways to 
draw traffic with an ad- supported music sampling serv- 
ice, and worked to create opportunities and partnerships 
in the mobile space. It also picked up AOL's music cus- 
tomer base after the online portal shuttered its MusicNow 
offering. In September Napster announced that it had hired 

investment bank UBS to explore a possible sale. 

Verizon, Sprint, Amazon, Target, 
RealNetworks 

Napster, which has a market cap of around 
$170 million, has had no takers yet. But the company claims 
one of the best -known brands in digital music, close to 1 mil- 
lion subscribers and more than $81 million in revenue through 
the first nine months of its current fiscal year. One investment 
specialist thinks the company may yet work for a wireless 
player looking to solidify its presence in the PC space. 

eMusic 
LOCATION: New York 

CEO: David Pakman 
A digital retailer of independent music catalogs that sells ex- 

clusively in the MP3 format 
BACKERS: Dimensional Associates 
YEAR FOUNDED:1998 
COMPETITORS: Apple, RealNet- 
works, Napster, Verizon, Sprint 
THE STORY: Without a stitch of 
major -label content eMusic has 

emerged as the No. 2 player in 

digital music retail market share 
thanks to the company's appeal 
to independent music fans and the 
service's use of the MP3 to gain a 

foothold among the iPod crowd. 
STRATEGIC FITS: Verizon, Sprint, Amazon, Target 
THE VC TAKE: eMusic, which one source estimates could 
generate upwards of $40 million in revenue this year, is al- 

ready one of the core assets in the digital music portfolio of 
Dimensional Associates, the New York -based private equity 
arm of JDS Capital Management. Dimensional execs say there 

are no plans to sell. But with interoperability becoming an 

increasingly important issue in the digital music marketplace, 

some VCs think the company could emerge as a target for 
larger media players or retailers looking to buy their way into 
the retail space. 

Mog 
LOCATION Kensington, Calif. 

CEO. David Hyman 
A social networking destination specializing in music 
and recommendation 
BACKERS: The Angels' Forum, Finnat Fiduciaria, Great Idea 

Enterprises, Gracenote 
YEAR FOUNDED: 2006 
COMPETITORS iLike, Last.fm, iMeem, FineTune 

THE STORY: Much like iLike and Last.fm, Mog is a social net- 

work for music fans. Mog's software reads all digital tracks 
on members' hard drives and lists what each has played 
lately. Lets other members listen to 30- second samples. 
Hyman is former CEO of Gracenote, which is a technology 
partner of the site as well as an investor. 
STRATEGIC FITS: Viacom, Yahoo, AOL, Google 
THE VC TAKE: VCs say that technologies like Mog that 
help consumers find new music by tracking and report- 
ing the listening habits of other users in a social net- 
work is the future of music discovery. For companies 
looking to harness the power of social recommenda- 
tions for music, Mog figures to see its popularity rise 
among acquisitive media players, especially if Last.fm 
gets snapped up. Ticketmaster's investment in iLike also 
helps Mog's story. 
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WE KNOW WHAT OUR CLIENTS VALUE ABOVE ALL- THEIR TIME. 
WHETHER YOU ARE FLYING TO A PREMIERE IN NY, A WEEKEND IN ASPEN, OR EVEN A BUSINESS TRIP 

ON THE SPUR OF THE MOMENT, WE'RE HERE TO GIVE YOU AN UNPARALLELED TRAVEL EXPERIENCE. FROM THE CHAUFFEURED 

LOS ANGELES 

LIMOUSINE AND FINEST AIRCRAFT, TO THE UTMOST ATTENTION TO DETAIL PROVIDED FOR YOUR COMFORT AND SAFETY, 

IT'S ALL ABOUT YOU. AND THE COMPANIONS YOU SHARE IT WITH. IT'S HOW WE LIVE UP TO OUR NAME. 

* PRIVATE JETS AND TURBO PROPS 

* SAFETY: ARG /US GOLD Ä PLATINUM RATED 

* 24/7 PREMIUM CUSTOMER SERVICE 

* SERVING 1 0,000 AIRPORTS WORLDWIDE 

CALL I -888 -437 -5387 

* No LONG AIRPORT SECURITY LINES 

* GOURMET CATERING ON REQUEST 

* TAKE YOUR PET ON BOARD 

* BLOCK-HOUR DISCOUNTS AVAILABLE 
C ` 

WWW.CELEBRITYJET.COM 

CELEBRITY JET DOES NOT OWN OR OPERATE AIRCRAFT. ALL FLIGHTS ARRANGED THROUGH A 

JET CHARTER 

Above all. 

NETWORK OF QUALIFIED FAA PART 135 LICENSED INDEPENDENT AIR CARRIERS. 
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AS TV'S BIGGEST JUGGERNAUT, `AMERICAN IDOL' 
1/4 

WOULD LIKE TO TEACH THE WORLD TO SING - 
AND THE ENTERTAINMENT INDUSTRY HOW TO SURVIVE 

BY BETH PINSKER 

': R 
. . .. 

rN11H1e' 
1.10A % ,. 

Tying to explain a juggernaut like Fox's 
"American Idol" is enough to drive ex- 

ecutives to distraction. Trying to ensure 
its continued success -that apparently 
requires a massage. 

At least it does for Fox head of alternative 
programming Mike Darnell. 

For several years, Darnell has spent the pre- 
miere night for "Idol" at the Ritz -Carlton, Huntington 
Hctel & Spa in Pasadena, Calif. It started out as a convenience 
(he was there for a press tour already) and has turned into a tal- 
isman. And when he gets a massage, the ratings go up. 

'I'm very superstitious," Darnell says. "This year, I had no 
reason to be there, but I drove all the way to Pasadena because 
I wanted the premiere to do well." 

It's as good a reason as any for the reign of "Idol" over virtu- 
ally everything else currently on broadcast TV or cable. And for 
its substantial and ongoing impact on the music industry. 

On TV, "Idol" has competitors cowering in its wake (NBC 

Ur.iversal president /CEO Jeff Zucker has said it's "the most 
impactful show in television history") and advertisers clamor- 
ing to get a toehold. 

?rom its inception, "Idol" has had Coca -Cola and Ford as 
sponsors, and after 200 episodes can boast returns in the form 
of platinum albums, Grammy Award victors and even an Acad- 
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Star -making machinery: From left are 
judges SIMON COWELL, PAULA 
ABDUL and RANDY JACKSON. 

emy Award winner in Jennifer Hudson. 
Its January premiere brought in its high- 

est ratings yet, with 37 million viewers tuning 
in to see who will become its next success story. 

And two of its executive producers -Nigel Lyth- 

goe and Ken Warwick -have been tapped to produce this 
year's Emmy Awards. 

But the answers behind all the show's success have little to 
do with superstition and everything to do with the mechanics 
of running a TV show in the 21st century. Like no other pro- 
gram, "Idol" has it down to a science. 

"The secret is that there is no secret," says Warwick, who 
along with 19 Television president Lythgoe takes care of the 
show's day -to -day operations. 

The show is the culmination of something that's been build- 
ing since 2000, which is the return of event TV," says TV his- 
torian Tim Brooks, who is executive VP of research at cable 
channel Lifetime. 

"What they have done is take a well -established familiar genre 
with basic appeal and give it a whole new packaging." 

Lythgoe echoes that opinion. "We've repackaged the Amer- 
ican dream and brought it back to this country," he says. 

However, "American Idol" creator and 19 Entertainment 
president Simon Fuller sees the success as more than just pack- 
aging. To him, the key ingredient is in the team he has assem- 
bled, particularly the three judges, Simon Cowell, Paula Abdul 
and Randy Jackson; host Ryan Seacrest; and his production 
crew of Lythgoe, Warwick and Cecile Frot -Coutaz, CEO of Fre- 
mantleMedia North America (FMNA), 19's partner. As one of 
the executive produce-s for "Idol," Frot - Coutaz handles the 
business side of the operations. 

"I have final say, but everyone feels a part of it," Fuller says. 
"That's what makes it a family. It's pretty cool how it works." 

In TV years, this family has been together an eternity. Fuller's 
19 Entertainment group has been around since 1985, and his 
earliest successes came from managing Annie Lennox and the 
Spice Girls. In the late "90s, he came up with the idea of a tele- 
vised talent competiticn for singers, which debuted as "Pop 
Idol" in 2001 in the Un.ted Kingdom. 

Quickly, it became clear that the concept could be exported, 
and "American Idol" debuted as a summer replacement show 
in June 2002 on Fox. Almost immediately it was must -see, water - 
cooler TV, racking up ratings unheard -of on broadcast TV since 
cable and the Internet began draining viewership. 

The second season 
gave Fox its highest 
ratings ever for a non- 

.hl_. 
Additional stories on 
"American Idol" are available 
exclusively at blllboard.blz /Idol. 

www.americanradiohistory.com

www.americanradiohistory.com


TO THE SHOW 

THAT'S IN A UNIVERSE 

ALL ITS OWN... 

HAPPY 200TH AND WARMEST CONGRATULATIONS 

SIMON FULLER, NIGEL LYTHGOE, KEN WARWICK 

AND THE AMERICAN IDOL FAMILY 

FOR CREATING HISTORY! 

CLIVE DAVIS, CHARLES GOLDSTUCK 

AND THE ENTIRE RCA MUSIC GROUP 

O 

www.americanradiohistory.com

www.americanradiohistory.com


B w R Public Relations 
An Ogilvy PR Worldwide Company 

BWR is Honored to have Supported 200 Episodes of the Dream. 

www.americanradiohistory.com

www.americanradiohistory.com


www.americanradiohistory.com

www.americanradiohistory.com


sporting event, and the 
show has soared since. 

Internally, however, 
has been another mat- 
ter. Fuller's family at 19 and FM NA have wrestled with ker- 
fluffles and mild scandals almost since the show's 
inception -from the press calling Cowell's critiques mean to 
allegations that Abdul had an affair with a contestant. 

But the biggest rift came when, in 2004, Cowell created a tal- 

ent search show called "The 'X' Factor" for British TV, and Fuller 

claimed the "Factor" format was too close to "Idol." 
The copyrighting of formats was a subject that intrigued the 

judicial system, but it never got beyond initial hearings. At the 
end of 2005, Fuller and Cowell reached a settlement in the 
United Kingdom. 

"The 'X' Factor" remains on the air, co- produced by a divi- 

sion of FM NA and Cowell's SYCOtv, and Cowell remains at the 
"Idol" judging table with a multiyear deal. 

But Cowell is hardly the only "Idol" participant to use the 
show as a jumping -off point for other ventures. Doors have 
opened for nearly every principal. 

Fuller has Fox's "So You Think You Can Dance," now about 
to begin its third season, and a currently untitled HBO show. 

In addition to producing the Emmys, Lythgoe and Warwick will 
appear in their own Fox reality show about a vineyard the pair 
purchased called "Corkscrewed: The Wrath of Grapes." 

Seacrest, who since "Idol" took off has taken over the na- 
tional radio show "American Top 40," among other hosting 
and music -related jobs, says, "All of us on the show have looked 
at this as a once -in -a- lifetime opportunity. It's not enough for 
any of us to sit back and just do this. We've all got other busi- 
nesses. This fuels those businesses and allows us to capital- 
ize in other ways." 

Frot -Coutaz also has experienced a boost in responsibility. 
She now handles all of FMNA, overseeing a half -dozen shows, 
including CBS game show "The Price Is Right." 

"There are lots of companies, agendas, egos and disputes, 
and it's hard to keep everyone working as a team," she says. 

Keeping everyone onboard and happy is really Fuller's job 
now, and he takes his duties as head of the family seriously. 

"Everyone wants to capitalize on the moment, but there's 
only so much one human can do. The fact is, I think everyone 
knows which side of the bread is buttered." 

Keeping "Idol" fresh does mean knowing who writes the pay- 

checks, but it also requires constant tinkering, with some 
changes more apparent than others. 

Although the show was going strong in its first three sea- 

sons, a major change for season four was -as most everyone 
associated with the show agrees -in order. 

The pacing of the show slowed after audition rounds, and 
some round -winning contestants wouldn't be seen for weeks 

as the numbers were cut to the final 12 contenders. 
That was a waste of time, Lythgoe remembers, saying, "The 

biggest thing about 'Idol' is that you care about the people. So, 

we did a major swing- around." 
For season four, the format was changed to its current boy - 

girl sets of 12 finalists, with two getting the boot each week until 
the group was halved. The new setup allows audiences to grow 
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more attached, more quickly, to indi- 
vidual contestants. 

Since the change, Fox has let the cre- 
ators of "Idol" tweak the show as they 

see fit, even if it makes the executives anxious. 
"Every time you wake up to a rating that's not a 30, you're 

tempted" to intervene, Fox Entertainment president Peter 
Liguori says. But he adds, "There's nothing I can think of that 
I want to change The minor adjustments come from the cre- 
ators. They have a tremendous grasp of the show." 

Other adjustments have been minor, but they have had 
tremendous impact. Season two had producers bringing on 
musical guests to widen the selection of songs -and, hopefully, 
the show's demographics. 

This year, the song base will stretch even further with the ad- 

dition of an online songwriting competition. 
But it all would mean nothing if the show's winners had gone 

on to release flop albums. Although the winner (and some of 
the ru ers -up, on occasion) is guaranteed a record deal, there 

`We've 
packaged the 

American dream 
and brought 

it back to 
this cou 

"Idol" has finally brought 
Fuller what he was looking for 
in creating the show. "Idol" 
was really a means to an end 

for him as a music manager, a shortcut to the problem of launch- 
ing an unknown signer. Fuller says he wanted to have the pub- 
lic already invested in the person by the time an album came 
through a voting process. "By the end of it, it's a self -fulfilling 
prophecy," he says. 

And if "Idol" saves the music industry in the process, then 
that's fine too. A song played on "Idol " -whether as classic as 
a George Gershwin ditty or as retro as a Bee Gees song or as re- 

cent as a Keane hit -translates into sales. 
"It's like with Oprah [Winfrey's show]," Darnell says. "They're 

on 'Idol,' and record sales go up." 
Still, it's not all just about wringing as many dollars as can 

be had from the show, even if that's how it seems at times. The 
three major sponsors from the show's inception- Coca -Cola, 
Ford and Cingular (recently renamed AT &T) -are still with the 
program, and no one's really in the market for anyone else. 

Sponsors these days want more than just to show ads. They 
want a combination of product placement, integration and pro- 
motion, and producers realize that the package, as it were, can 
be too much. 

Frot -Coutaz recalls turning down an opportunity with Fox 

that could have brought in revenue of nearly $40 million. 
"My view was that it was down market," she says. "Some peo- 

ple would argue our show is mass market, [but] it's not down 
market. It was pretty controversial at the time, but I felt we 
shouldn't go there." 

Liguori says, "The most important thing is that we're re- 
pectful. It's nice to have the No. 1 show on TV." 

Now more than halfway through season six, the "Idol" phe- 
nomenon is already on the table for next season's tweaking 
by its producers. Lythgoe wants to rethink having guest judges. 
Warwick wants spectaculars like the performance by Prince 
that ended season five. Frot -Coutaz is looking at technology 
deals for video downloads and mobile videoclips. 

That's a long way from the early days of the show, when 
Seacrest had to demonstrate on the air how to send a text - 
message vote and the show could count on 2,000 messages 
at best. Today, "Idol" has an on -air text -message trivia con- 
test running, giving away $10,000 every week with a $100,000 
grand prize. 

For his part, Fuller is hot on the prospect of "Idol" summer 
camps, the global market, full -song downloads and growth of 
the Web site, plus that online songwriting competition. 

"I'm always thinking about [what's next]," he says. "I'm the 
only person who has crossed every level of 'f Idol,' from the idea, 
to looking after the kids, to taking them on the road. So, I see 
it from inside, outside, front and sideways." 

What it comes down to, in the end, is one reason why it all 
works. As Warwick says, the secret is not much of a secret. 

"The No. 1 reason we're successful is that we have the best 
people working for us," Fuller says. "Whether it's Nigel or Ken 
doing the physical production or Cecile doing the budgeting 
or the tour managers or the music people or the talent -we get 
the best people. That's why the show is as good as it is." 

-NIGEL LYTHGOE, 19 TELE 

was no guarantee the public would go out and buy bums. 
"You can't just put them out there on their own and take for 

granted that just because it's 'American Idol,' it will sell," Bill- 

board director of charts /senior analyst Geoff Mayfield says. 
Fortunately, "Idol" champs have generally proved to be music - 

industry contenders. "The winner basically will sell -based 
upon [a] souvenir album of fan interest -somewhere between 
500,000 and 600,000 copies," says Sony BMG chairman Clive 
Davis, who has appeared on the show. 

Some winners do even better. Six artists discovered through 
"Idol " -winners Kelly Clarkson, Ruben Studdard, Fantasia, 
Carrie Underwood and Taylor Hicks -plus season two runner - 
up Clay Aiken, have sold a combined 23 million -plus copies of 
their albums, according to Nielsen SoundScan. 

"As a franchise, that's pretty solid," Mayfield says. "Most la- 

bels would wish that they had six artists who could sell that." 
And "Idol" stars agree that the show's success boosts their 

careers. "Having 'Idol' as a calling card helps a singer like me 
a lot in terms of generating respect and kind of an instant cred- 
ibility," season four winner Underwood says. 

"Winning on the show has become a seal of quality that pre- 
vents anyone from thinking you may have cheated your way 

into the music industry. It's almost a paying -your -dues thing." 
With that kind of music -industry legitimacy under its belt, 
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. . 
`AMERICAN IDOL' YIELDS 

CHART -TOPPERS, GRAMMY WINNERS 
AND OSCAR HONOREES BY CRAIG ROSEN 

Anyone doubting the impact of "American Idol" on the 
music business need only take a look at the last four 
months of "Idol " -related activity. 

In November, the album "Daughtry," featuring "Idol" 

rinner -up rocker Chris Daughtry, debuted at No. 2 on The Bill- 

board 200. Steady sales of the album would help it stay in the 
top 11 for nine weeks, allowing it to eventually climb to the top 
during a slow sales week in January. 

The album it knocked from the summit was the "Dream - 
girls" soundtrack, featuring another former "Idol" contestant, 
Academy Award winner Jennifer Hudson. (Daughtry returned 
to No. 1 in early March.) 

In January, the show made its sixth -season debut drawing a 

monster 37 million viewers. 
Then in February, on the music industry's biggest night, the 

49th annual Grammy Awards, 2005 "Idol" winner Carrie Un- 
derwood took home the coveted best new artist award as well 
as a trophy for best country vocal performance for "Jesus, Take 
tie Wheel." (The tune was also named best country song.) 

It is safe to assume that the Recording Academy members 
just couldn't ignore the tremendous success of this former 
"Idol, " whose debut album, "Some Hearts," has sold more than 
4.9 million copies, according to Nielsen SoundScan. 

It was not the first time that the Recording Academy has rec- 

ognized an American Idol, and odds are it won't be the last. 

Kelly Clarkson, the first Idol, won two Grammys in 2005 - 
best female pop vocal performance for "Since U Been Gone" 
and best pop vocal album for "Breakaway." 

That album, her sophomore effort, has sold more than 5.7 

This is a ranking of the five 
top -selling albums released by 

"American Idol" contestants. 
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Payoffs: CLARKSON, left, with one of her 
Grammys: DAUGHTRY in concert with 
his band; HUDSON with her Oscar. 

million copies, besting her 2003 debut, 
"Thankful," and quieting the naysayers who 
suggested that Idols were one -trick ponies. 

To date, the "Idol" franchise has racked 
up sales of an estimated 23 million albums, 
according to Nielsen SoundScan. 

Still, Recording Academy president 
Neil Portnow acknowledges that some in 
the industry are put off by the show and 
its trappings. 

" 'Idol' is not just about the music," 
he says. "It's also about the human sto- 
ries, the goofy, humorous, wacky and out- 
landish things that people will do to 
promote themselves and be part of it. 

The fact the "Idol" plays to the public is exactly why it wo 

19 Entertainment chief and "Idol" creator Simon Fuller sa 

01 

Kelly Clarkson, 
"Breakaway' 
5.7 million 

(RCA /RMG) 

2 Carrie 
Underwood, 
"Some Hearts" 

4.9 million 
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3 Clay Aiken, 
"Measure of a 
Man ": 2.8 

million (RCA /RMG) 

Kelly 
Clarkson, 
"Thankful ": 2.6 

million (RCA /RMG) 

Daughtry 
"Daught-y ": 
1.8 million 

(J /RMG) 

rks, 
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"The real idea behind' Idol' is to turn over the process of find- 
ing the talent to the public and make it interactive," he says. 
The "Idol" franchise has turned into a boon for Sony BMG, 
which has exclusive rights to release titles by the contestants. 

"It's a key component to our company's bottom line and will 

points out, the 

be for the foreseeable future," RCA Music 
Group executive VP /GM Tom Colson says. 

Music industry titan Clive Dais, chair- 
man /CEO of BMG U.S., saw "Idol" as a way 

to bring pop music back to TV. 

"It was becoming more and more dif- 
ficult for pop artists to break through in 
radio leading to the total domination by 
hip -hop and pop -rock artists," he says. 
"The game plan of 'American Icb1' was to 
use the history of American pop music as 
its foundation. I liked the idea of it and 
the objectives of it." 

During his four decades in the rrusic busi- 
ness, Davis helped launch the careers of a 

diverse list of talent including Jans Joplin, 
Santana, Aerosmith, Bruce Sprinteen and 
Whitney Houston. Meanwhile, Fuller had 
built his own dynasty, guiding the -areers of 
the Spice Girls and Annie Lennon. 

As 19 Entertainment U.S. chief lain Pine 
company approached the franchise with music 

as the top priority. "The most important thing right from the 
get -go when Simon [Fuller] created 'Pop Idol' [in the United 
Kingdom], was that this should be a vehicle for finding great 
talent and launching real careers," he says. 

The company has the option to sign any of the top 24 con- 
testants of each season to a record contract, to a merchandis- 
ing sponsor deal and a management deal. 

www.americanradiohistory.com

www.americanradiohistory.com
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Paula Abdul, Randy Jackson, Simon Cowell, Mike Darnell and the FOX Broadcasting Co., 
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Congratulations to 
Simon Fuller and 19 

Entertainment 
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undiscovered, and to those 
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Weir 

from »p42 "We base those decisions on the 
artists we have the most confidence in, whether they win 
or they don't," Pirie says. 

Aside from the label, 19 also has a management wing 
that has taken on several "Idol" contestants, including 
Underwood, Daughtry and Fantasia Barrino. 

The initial singles by the winner and the runner -up 
are rush -released to the market. The signings' full al- 

bums are released about six months after the show wraps 
but are also on a tight schedule, especially since the bud- 
ding stars are spending much of the time on the road 
with the "Idol" package concert tour. 

"The A &R challenge was to use A &R in its best form, 
and that is to find songs," Davis says. "We were given a 

window as the A &R team, about a 10 -week period of time 
to come up with songs for the artist, because they go on 
tour right after the show ends until the summer is over 
and album has to be out that year by October or Novem- 
ber the latest." 

Davis adds that it's the A &R process of selecting po- 

tential hits and the subsequent airplay that helps push 
the post -"Idol" releases into platinum sales. 

Even with its pop focus, "Idol" has managed to churn 
out a diverse roster of talent, ranging from pop croon- 
ers Clarkson and Clay Aiken, R &B belters Ruben Stud - 
dard and Fantasia, country queens Underwood and Kellie 

Pickler and rocker Daughtry. 
"Many have developed niches and peeled off to various 

formats now," notes Sean Ross, VP of music and program- 
ming at Edison Media Research. "Katharine [McPhee]'s 
record went to top 40 first. Taylor Hicks' single went to 

AC. What they all have in common is that TV has allowed 
them to circumvent the usually tortuous process of mak- 
ing an artist or record familiar to much of America." 

While the pop and R &B stars are a good fit, country 
has also proved to be a genre that is particularly well - 
suited to furthering the career of an "Idol" artist. 

"You can't force an 'American Idol' into country music," 
Sony BMG Nashville chairman Joe Galante says. "It's not 
a forced situation in the case of both Carrie and Kelly. 

They're two singers that have absolutely grown up on 
country music and love the format, so it's a natural fit." 

Still, some are not convinced that the "Idol" offspring 
will have meaningful and lengthy careers. Especially 
since none of the former Idols write their own songs, 
save for Daughtry, who co -wrote much of the material 
on his band's recent debut effort. 

"What blew the business up was credible artists writ- 
ing their own songs that spoke from their soul. That 
is the antithesis of 'American Idol,' " says Bob Lefsetz, 
author of music industry newsletter /blog The Lefsetz 
Letter. "They're very similar to Barbie or Colorforms. 
These are human beings who have reasonable voices 
upon which they put layers of production. This is Clive 
Davis' dream. They're not going to complain, 'I don't 
want to do this.' They're raw material. They're putty 
in his hands." 

Still even Lefsetz admits that "Idol" makes for good 
TV and applauds Simon Cowell's honesty. Even he 
doesn't think "Idol" is going away anytime soon. "The 
ratings are up from last year, because it's a great train 
wreck, but nothing lasts forever ... It will end and the 
record sales will die before the television show, but 
how many years did 'Star Search' run ?" 

For the record, "Star Search" ran from 1983 to 1995 

and returned in 2003 -2004. 
Corson has no doubts about the long -term poten- 

tial of "Idol." "It's not a fad," he says. "It's a trend that's 
created other trends. It's been incredibly well man- 
aged as a TV show. It's been sanctioned by great artists 
who have sustainable careers that have come out of it 
with a good collaboration between us and the show. 
Because it's been mandated by the public," he adds, 
"the public will not let it fail." 

corn VIDEO: For an exclusive, unplugged performance 
from Ace Young, go to billboard.com /ace. 
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TEXT MESSAGING, LIVE VOTING RESULTS 
AND A MULTILAYERED WEB SIT 

HELP FANS GET THEIR `IDOL' FIX 24/7 BY CARLA MAYBERRY 

While the other broadcast networks look with envy at the iron 
grip Fox's "American Idol" has on audiences, the show's cre- 

ators have ensured that its reach goes well beyond its success- 
ful primetime slot -all in the name of extending the brand and 
feeding its insatiable viewers. 

"When it comes to keeping fans connected, there's just a 

hunger for anything 'American Idol,' " admits Jeff King, VP at 
Fox Interactive Media, who also serves as editor in chief 
of AmericanIdol.com. 

Here's a look at the show's reach in the digi- 
tal realm: 

The show 
is also workin 
to seamlessl 
integrate ori 
and on -air 
elements. 

text their votes, it's no wonder that FremantleMedia direc- 
tor of interactive Jason Turner says "Idol" is behind the pop- 
ularity of text messaging. 

In March 2006, Americanldol.com drew its highest num- 
ber of unique visitors, with 6.2 million staying at the site 
for an average of 12.5 minutes. In January, the numbers 
spiked again to 2.1 million unique visitors, each of whom 

stayed at the site for five minutes. But numbers 
tend to stay high only as long as the show is on 

the air. Without the broadcast, visitor num- 
bers tend to dip below the ability of Nielsen // 
NetRatings to measure them. 

This year, the mobile application has been 
embedded deeper into the show with a 

cross -carrier short message service compe- 
tition, where fans can win cash, a visit to a 

music video shoot and a trip to the show's fi- 
nale. Additionally, with more -advanced ap- 

plications and third -generation -enabled 
phones, subscribers are adding video perform- 

ances from contestants to the more tradi- 
tional wireless downloads of ring - 

tones and wallpapers. 
The show is also working to 

integrate the online and on- 
air elements as seamlessly as 

possible. The Web site will 
allow fans to provide ques- 
tions for host Ryan Seacrest 
to ask on -air, plus give them 
a chance to win show tick- 
ets. "We're incorporating 
anything that gets people 
to do things online that has 

a payoff on- air," King says. 

To continue to acco... 
modate online users, last 
month online video - 
game company King 
.com signed a multi- 
year license for a 

browser -based game 
that will be available 
through Ameri- 
canldol.com, King 
.com and Yahoo. 
Featuring licensed 

songs from the 
show, the game's 
premise is to re- 
create the expe- 
rience of going 
before the "Idol" 
jury. 

Viewers cast a total of 570 
million votes for all of the season 
five contestants, according to 
Telescope, the company that 
counts the phone and text -mes- 
sage votes. 

With 65 million text messages 
sent during season three's final 
episode, and a participation rate 

of more than 40% of Cingular 
customers using the provider to 

Online plans include viewers 
submitting questions for 
host RYAN SEACREST to 
ask of show contestants. 
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LEVELS 
pudic 

Levels Audio Post, the indus= -y's first 5.1 Post Production HD Super - Boutique, is pleased to 

congratulate its partner American Idol, on their 200th episode. 

The number one show needs the number one audio facility. That's why we re.y on Leviils. 

- Nigel Lythgoe, Executive Prcducer, AMERICAN IDOL I THE 59TH PRIMETINE EMPTY AWAF.:S 

There is limp ÿ no better sound faciiiry r-n Hollywood than Levels. I can relax, knowina that my programm? wil' o?. broadcast with the best sound 7ucF'y pos::ih:e. 

- Ken Warwick, Executive Producer, AMERICAN IDOL ( THE 59TH PRIMETIME DWI AWARDS 

MUSIC I TELE /ISIO44 I FILV 
www.levelsaudio.com 1026 N. Highland ve I Hollywood, CA 90038 I _23.`- -51.3 33 
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EVEN AFTER THE SEASON'S CURTAIN DROPS, 
THERE ARE STILL PLENTY OF WAYS 

TO MARKET `IDOL' SINGERS BY WILLIAM CHIPPS 

SM 

HOMESTEAD-MIAMI SPEEDWAY 

For anyone who might think the "American Idol" merchan- 
dising machine stops when the show wraps up each season - 
think again. 

It's just a different, but as extensive marketing machine, driv- 

ing endorsement deals, merchandise licenses and a nation- 
wide tour that kicks into gear to support the newly crowned 
Idol and often the runners -up. 

"The journey starts when the show finishes," says Mark 
Brittain, head of commercial for "American Idol" at 19 Enter- 
tainment, which co- produces the show with FremantleMedia 
North America. 

"We look for extensions that will enhance the brand and ex- 

pand the number of opportunities for people to interact with 
it," he adds. 

Take the tour, known as American Idol Live, which brings 
the winners and some runners -up around the country. It's 
wholly owned by 19 Entertainment, which is able to spearhead 
endorsement deals through its management of "Idol" perform- 
ers. Since its inception five years ago, the tour has put on more 
than 200 performances, grossing $88 million, according to Bill- 

board Boxscore. 
"We're incredibly proud of the tour. Last year we played more 

than 60 dates and reached more than 600,000 people, and tick- 

ets sold out in a matter of hours," Brittain says. "It's a great op- 

portunity for viewers to interact with the performers and launch 
the artists into the next phase of their careers." 

The tour also serves as a lucrative profit center for selling 
corporate sponsorship. For example, Kellogg's Pop -Tarts brand 
has served as the tour's presenting sponsor for each of the last 
five years -an impressive run given that most annual enter- 
tainment tours churn through new partners every year. 
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Market reach, clockwise from top 
left: 'American Idol' tour; HICKS 
backed by Ford; UNDERWOOD 
with choice of Skechers. 

On top of its estimated low- seven- 
figure annual sponsorship fee, Kel- 

logg's provides the tour with 
valuable exposure through its retail 
activation programs. The company 
last year ran a promotion offering 
access to webisodes that provided a 

behind- the -scenes look at the Amer- 
ican Idol Live tour. 

Kellogg's touted the promo on 
product packaging, in -store pro- 
motions and through other market- 
ing initiatives. 

Additional sponsors for the 2007 tour should be announced 
by 19 Entertainment this spring, Brittain says. 

Elsewhere, the company extends the "Idol" brand through 
endorsement deals with the show's performers. For exam- 
ple, last year Ford Motor partnered with season five winner 
Taylor Hicks while hair care and cosmetic product marketer 
Sexy Hair Concepts teamed with that season's runner -up, 
Katharine McPhee. 

Footwear company Skechers USA aligned with season four 
winner Carrie Underwood on a global endorsement deal fol- 

lowing the 2005 season. 
The Creative Artists Agency assists 19 Entertainment in se- 

curing corporate partners for the tour and endorsement deals. 
The TV show's growing popularity, combined with Fox Broad- 

casting's contract extension through 
2010, have allowed the producers to 
cast a wider net when it comes to se- 
curing corporate partners, Brittain 
says. 

In their most recent post -show 
initiative, last month FremantleMe- 
dia and 19 Entertainment an- 
nounced the inception of Idol 
Camp, a noncompetitive perform- 
ing arts camp for kids aged 12 -15. 
For $2,900, the camp offers a 10- 

day outing featuring performing arts classes, performances by 
former "American Idol" contestants, music celebrities and other 
industry professionals. 

"That's a great example of how we can take the 'American Idol' 
brand beyond the television show and create a significant brand 
extension that will enhance the 'American Idol' experience," 
Brittain says. 

To Brittain, the "Idol" brand is all -and whatever light it casts 
on products and endorsements is really representative of the 
American dream. 

"American Idol" isn't just a TV show, he says. "It's a journey 
about transformation that celebrates everyday people that can make 
it. For that reason the brand stands for something that exists out- 
side the television show." 
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Best bets at the Winter 
Music Conference 

Sick Puppies' creative 
route to rock stardom 

Once Black Sabbath, 
now Heaven and Hell 

Franco De Vita on 
singing, songwriting 

More inspirational 
hymns from Alabaria 
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POP BY CHUCK TAYLOR 

All Grown Up 
Duff Gets Personal On 
Dance- Driiven New Album 

As multimedia momentum goes, no one need teach 19 -year- 

old Hilary Duff a thing. For the past decade, she has built a ca- 

reer that began on TV, peaking in 2001 with her title role in 
Disney's 65- episode "Lizzie McGuire," making her a name 
brand among tweens. 

Two years later, she recorded a full -length studio album, 
"Metamorphosis," which catapulted to No. 1 on The Billboard 
200, and the single "Come Clean" hit The Billboard Hot 100's 
top 40. The project sold 3.7 million copies -and a MTV star 
was born. 

With her upcoming "Dignity," due April 3 via Hollywood, 
Duffis coming out with the majesty of a high -class debutante. 
Duff co -wrote all songs on the album with A- lister Kara Dio- 
Guardi, including the uptempo single "With Love." The artist 
is also promoting her new Elizabeth Arden fragrance, With 
Love, in addition to a clothing line, Stuff by Hilary Duff, avail- 

able at mass- market retailers Wal-Mart, Kohls and Target. 
"I know how lucky I am, but I've worked hard," Duff says. 

"Who could complain? I've traveled the world multiple times 
with so many rewards." 

For the new album, Duff insisted on being more involved. 
"I knew I couldn't do it myself, but working with Kara allowed 
me to talk about things on my mind. It was one big therapy 
session." During the songwriting process, Duff endured the 
full scope of a relationship -true love, doubt, breakup and res- 
olution -all of which play out during the course of the set's 
14 tracks. 

"People don't know a lot about my life, but these songs are 
self -explanatory. It was crazy to be in the midst of a loving re- 
lationship, then not knowing why you're still there, then not 
being in it. I cover these emotions and the feeling of being in 
the dark," she says. 

Even so, the melodic template of the album is refreshingly 
dance /pop. "It's so different from my other albums, which 
were pop /rock," Duff says. "I didn't necessarily plan the album 
to sound like this, but it was so easy to write to." 

Hollywood has a flush of promotion in place to ensure that 
"Dignity" reconnects fans who have grown up alongside the 
teen. Duffis co- hosting MTV's "TRL" the week before release, 
in addition to a three -episode reality special following promo- 
tion in Italy, Madrid and London. Yahoo also sent a crew to 
record a multi- episode series surrounding the project, focus- 
ing on Duff's musical maturity and refined womanly image. 
TV includes "Good Morning America," "Jimmy Kimmel Live" 

and "The Ellen DeGeneres Show," as well as commentary on 
VH1's "Maxim's Top 100" countdown. Duffis also a spokes- 
woman for Verizon's Pink Chocolate phone. 

Hollywood GM Abbey Konowitch predicts that Duffis a 

bull's -eye for success with a sound that addresses pop radio's 
"overlooked middle." He says, "She offers balance between 
hip -hop and rock -and she's already an iconic pop star cross- 
ing into a new generation, versus someone who simply has a 

nice song for radio." 
"Dignity" will also be available as a special edition that in- 

cludes a DVD interview with Duff discussing her comprehen- 
sive career path. "It's a chance for fans to see that she is for 
real and what happens as a woman grows up," Konowitch says. 

Buena Vista Music Group chairman Bob Cavallo adds, "This 
record is pivotal and Hilary delivered. It's the first time she 
has co- written, and she's gone in a new musical direction. 
Her new look is reflective of all of this -confident, beautiful 
and edgy." 

Meanwhile, radio is warming to "With Love," which debuted 
at No. 37 in early March at top 40 radio. Among the first sta- 

tions to add the song is powerhouse top 40 WHIZ (Z100) New 

York. PD Sharon Dastur says, "My first reaction watching the 
video for 'With Love' was, 'This is exactly the kind of song she 
should be doing.' Hilary's more mature look completed the 
package. Her sound and image are a natural progression." 

Duff will support "Dignity" with a headlining tour, while 
she plans for further branding, including a line of eyeglass 
wear and youthful bedroom furniture to enhance Stuff by Hi- 

lary Duff. She also wants to develop "fashion -forward" cloth- 
ing attuned to her age group. 

But most of all, Duff hopes to maintain stance as a role 
model, based on the title track of her new project. "I don't in- 

sinuate that I have a ton of dignity -come on, I'm 19 -but it's 
something I strive to possess and important in how you treat 
others, how you handle your job and treat yourself," she says. 
"It's also something that can be easily lost. I hope I can hold 
on to dignity as I move forward." 
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> »KARMA POLICE 
R.E.M., Green Day, 
Christina Agullera, Snow 
Patrol, trie Postal Service, 
Corinne Bailey Rae, Jack 
Johnson and Regina 
Spektor have covered 
John Lennon songs for 
Vie charity album 
"instant Karma: The 
Campaign to Save 
Darfur." The set Is due 
June 12 via Warner Bros. 
The first single, R.E.M: s 

take on "#9 Dream," is at 
digital retailers now. All 
proceeds will benefit 
Amnesty international's 
efforts to halt the human 
rights horrors in Darfur. 

-Jonathan Cohen 

a »KELLY'S 
COMEBACK 
Kelly Rowlland's 
sophomore album has 
had two title changes and 
three unofficial releases 
since last year, but "Ms. 
Kelly" Is finally set to 
drop June 26, according 
to Music World /Columbia 
Records, and the former 
Destiny's Child member 
assures she's put "her 
heart and soul Into this 
record." First single "Like 
This" features Eve, while 
Snoop Dogg guests on 
"Ghetto 

-Marie/ Concepcion 

» >IN JEFF'S 
MEMORY 
To mark the 10th 
anniversary of Jeff 
Buckley's death, 
Columbia /Legacy will 
release a single -disc 
best -of and a DVD of the 
documentary "Amazing 
Grace" on May 22. The 
compllat'ion, "So Real: 
Songs From Jeff 
Buckley," rounds up 
tracks from various 
studio and live releases. 
Also included is a 

previously unreleased 
live cover of the Smiths' 
"I Know It's Over" from 
an April 6,'1995, radio 
broadcast. 

-Jonathan Cohen 

» >DOIE RE MI 
Singer /songwriter John 
Doe Is flanked by the 
Black Keys' Dan 
Auerbach, pedal steel 
player Greg Leisz and 
duet partners Aimee 
Mann, Jill Sobule and 
Kathleen Edwards on his 
next album, "A Year In the 
Wilderness." Due June 12 

via Yep Roc, the album 
also Includes a track, 
"Darling Underdog," with 
lyrics from Doe's X 

partner, Exene Cervenka. 
-Jonathan Cohen 

I3eatbox 
KERRI MASON kmason @billboard,com 

Everybody Dance Now 
The Winter Music Conference Isn't Just For Insiders Anymore 

Winter Music Conference (WMC): Nec- 

essary evil, obsolete distraction or the 
event of the year? The dance music in- 

dustry has long debated the relevance 
of the annual Miami gathering, which 
during its 22 years has become associ- 
ated more with spring breakers, sky- 
high nightclub cover charges and 
sleepless six -day benders than business. 

But each March -March 20.25 this 
year -the vast majority of label heads, 
DJs, producers, promoters, PR mon- 
gers, booking agents and managers 
still head south, armed with promos, 
posters and SPF 30. Things definitely 
ain't the same, but there's new life for 
dance in the differences. 

In its mid -'90s golden days, WMC 
was known as where the records of the 
year -or the next five years -were bro- 
ken. Pete Helier's "Big Love" and Ar- 
mand Van Helden's "U Don't Know 
Me" were "records of the conference" 
that went on to international acclaim 
and sizable sales. But there were fewer 
events back then and a core group of 
tastemaker attendees. Now there's a 

party in every hotel lobby, with more 
vacationing clubbers than industryites. 

"There are too many events going 
on at the same time to really pinpoint 
the most important ones," says Olga 
HalJns of Unmanageable Artists, who 
manages DJs Roger Sanchez and 
Tom Stephan. "Thus it's almost im- 
possible to generate WMC break- 
through records." The days of a 

clued-in dancefloor standing in wait 
for a marquis DJ to christen the next 
classic are done. 

But as the conference shifts from se- 

lective, on -the -cusp soiree to massive 
proletarian dance party, it gains a new 
type of potency. "WMC is less impor- 
tant for breaking new music than it 
was, but certainly as important as ever 
for promoting and marketing dance 
releases," says Patrick Moxey, presi- 
dent of Ultra Records. 

On Ultra's pro- 
motional slate 
is the two -day 
Ultra Music 
Festival; a new 

What's Hot 
In Miami 

album from the world's most popular 
dance artist, Tiesto; and past releases 
from Ferry Corsten and David Guetta. 
Moxey is taking the consumer route, 
with street teams, radio advertising and 
display advertising in local papers. 

In addition to fans, dance music has 
another audience during WMC week: 
corporate America, a fair -weather yet 
powerful friend to various dance initia- 
tives. "WMC is our outlet to engage in 

co- branding experiments that usually 
lead to long-term relationships," says 
Aurelia Entertainment's Lainis Copi- 
cotto, who has brokered deals between 
indie -dance entities like Star 69 

Records and Juicy Music, and 
brands like Armani Exchange 
and Pioneer. 

Scion, Sony Ericsson, Vitamin Water 
and XM Satellite Radio are throwing 
their capabilities and coffers behind 
club events to reach the young, open 
wallets flooding South Beach. "The 
idea was to reach our target where it 

comes to our products: 18- to 30 -year- 
olds who are very interested in music," 
says Marren Wrigley, head of corpo- 
rate PR for Sony Ericsson. 

Yes, WMC isn't what it was. It's some- 
thing else now -a show of dance 
music's power. The genre doesn't al- 

ways move units. It rarely produces 
stars. But it does fill venues worldwide 
on a weekly basis, and once a year, it 

can gather a good portion of its very 
sellable fan base in one tropical place. 

While international conferences like 
the Amsterdam Dance Event 
might eventually eclipse WMC for 

pure business -to- business work, 
Miami in March is more impor- 
tant now than it's ever been, for 
the very reason the cognoscenti 

have come to disdain 
it -the masses. 

Winter Music Conference Highlights 

"It's important to go [to the Winter Music Confer- 
ence] with two minds," DJ /producer James Za- 
biela says. "The first, of course, to promote your 
artistry, and the second, to have fun and enjoy the 
experience. One without the other doesn't seem 
to work." Below Billboard highlights some of the 

artists and events attempt- 
ing to have it both ways. 

Zabiela will be pushing 
his multipronged collabo- 
ration with fellow young, 
buzz -heavy Brit jock Nic 
Fanciulli called One +One. 

The two are releasing a mixed compilation on 
Ministry of Sound and hitting 18 U.S. cities on a 

uniquely formatted club tour. They'll tag -team 
on a new one -of -a -kind DJ mixing console built 
for two. To promote the partnership at WMC, 
they're playing a private boat party and a tradi- 
tional club event, and recording an Essential Mix 
for BBC's tastemaking Radio 1. 

On the other hand, Dubfire is celebrating the sin- 

gle life. He'll be supporting the excellent "Global 
Underground Taipei" (GU Music), his first mixed 
compilation without longtime Deep Dish partner 
Sharam. "Doing comps before, there were always 
two cooks in the kitchen -you end up in a tug of 

war, 

and who- 
ever argues 
the longest wins," he 

says. "For this one, I had 
total say, so I wanted to go 
back to that sound that a lot 
of people associate with classic Deep 

Dish. That's my sound." In addition to the req- 
uisite big -room Deep Dish gig, Dubfire is also host- 
ing a release party for "Taipei" at upscale lounge 
Mynt and getting a tattoo on- camera for Discovery 
Channel reality series "Miami Ink." 

Ultra Music Festival, the Lollapalooza of dance 
music, is extended from one to two nights this year. 

In a unique one -off performance, dormant alterna- 
tive favorite the Cure will close out night two. "Dance 
festivals always bring the same few major dance 
bands every year. It gets kind of old, constantly re- 

cycling the same acts," Ultra creator /director Rus- 

sell Faibisch says. "Ultra is taking the next step by 
bringing in major bands that have strong roots to the 

dance community and incorporating them into a 

killer [electronic dance music] lineup." 
In what might rank as the strangest combination 

of the week, Sony Ericsson is hosting Night Tennis, 

a two -night event featuring a black -light tennis 

match, fashion show and DJ 

sets of dance classics from 
Murk, Masters at Work and Paul Oaken - 

fold. It's a byproduct of the Sony Ericsson 
Open being in Miami at the same time as WMC and 

a follow -up to a similar Madrid event last Novem- 
ber (also during an SE Open). The goal is to 
"bring tennis to a younger crowd, and move it 

into an arena where it wouldn't normally go," 
says Merran Wrigley, head 
of corporate PR for SE. 

Also in town: Jody Wat- 
ley, singing for sometimes - 
producer King Britt's Art of 
Seduction party; David 
Guetta, supporting original 

album "Guetta Blaster" (Ultra) with press and a 

Spec's in- store, and DJ'ing his annual F-ck Me I'm 
Famous shindig (with Bob Sinclar and Fatboy Slim); 
the newly reassembled Nervous Records crew, fol- 
lowing up its infamous after -hours parties at the local 
Denny's with a multi -DJ daytime event, simulcast on 

XM Satellite Radio's "BPM" show; MySpace pin -up 
Tila Tequila making the party rounds to push her in- 

dependently released single "I Love U "; and "Amer- 
ican Idol" contestant Kimberly Locke promoting 
remixes of new single "Change" (Curb). - 
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Joe R Athiin 
After Four Years Away, R &B Singer /Songwriter 
Returns With Songs You Can Feel 

It's been a minute since Joe was last seen on 

the R &B charts. Well, going on four years to be 

exact. That's when Jive released his last album 
( "And Then ... " in late 2003) and the singer 
scored a No. 22 R &B /hip -hop single with "Ride 
Wit U" featuring G -Unit. 

During his break from the scene, the singer/ 
songwriter (born Joe Thomas 35 years ago this 
year) has been devoting time to various per- 
sonal ventures. These include real estate, an up- 

scale clothing line called J Thomas and his own 
brand of tequila called Sojo. 

"I want to branch out and be more than just 
someone who comes out and sings," Joe says 

over a meal and mojitos at Los Angeles' Luna 

Park restaurant. "So it made sense to take a 

break. I haven't even been working on any out- 
side music projects." 

But now he's back and revving up for an- 

other promo tour. This time it's on behalf of 
his sixth Jive album, "Ain't Nothin' Like Me" 
(April 24). While the album's first single, 
"Where You At" with rap newcomer Papoose, 
didn't gain strong traction, Joe is climbing the 
Adult R &B chart with the Stargate- produced 
midtempo groove "If I Was Your Man" (No.16 
this week). 

His career dates back to 1993, when the 
preacher's son released his debut album, 
"Everything," on Mercury. That album spawned 
the No.10 R &B single "I'm in Luv." Signing with 
Jive, Joe broke out of the pack in 1997 with "All 

That I Am." Hits like "All the Things (Your Man 

Won't Do)" and Don't Wanna Be a Player" 
pushed the album to 1.2 million, according to 
Nielsen SoundScan. 

He doubled that number in 2000 with "My 
Name Is Joe" (2.6 million), and from that album 

enjoyed several top- charting R &B /pop cross- 

over hits: "I Wanna Know," "Stutter" and a fea- 

tured role on Mariah Carey's "Thank God I 

Found You." Fourth album "Better Days" (2001) 

and "And Then ...," both of which went gold, 
round out his discography. 

Joe says the intent behind this album is no 

different from that for his other five. "I just 
want to do better songs each time. Songs peo- 
ple can feel and visualize, like Prince's 'The 
Most Beautiful Girl in the World.' Quality music 
and lyrics had been taking a back seat but 
they're coming back. They had to." 

One of the album's most visual tracks is "Feel 

for You.." A signature Joe ballad, the song is 

based on a breakup the singer experienced 
after dating one of the dancers in his show. 

Collaborating songwriter /producers on the 
release include Tim & Bob, Sean Garrett, 
Bryan -Michael Cox, Johnta Austin, Cool & Dre 

and Jermaine Dupri. Besides Papoose, rap fan 

Joe has tapped such guests as Chamillionaire, 
Nas, Fabolous, R &B newcomer (and fellow 
Kedar Entertainment labelmate) Algebra and 

Young Buck. 
The night before the interview, Joe says he 

and the A &R team discussed which songs 
would make the cut. Noting that there's "no 
time for me to make mistakes now," Joe also 

underscores he's not stressed about going up 
against Ne -Yo and others in the next -generation 

R &B ranks. 
"The old school like Marvin Gaye set a cer- 

tain pace and rhythm, then passed the baton. 
I'll also pass it off," he says. "But I've jumped 
back in the race and am still holding it. If you 
bring good music to the table, it will always 
be in style." 
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ROCK BY MICHAEL PAOLETTA 

Rock Group Hug 
Viral Video, Design Interns Make Sick Puppies Well 

"I'm an emotional and physical wreck," says Shimon Moore, front - 
man for Australian indie -rock trio Sick Puppies. "We are not men- 
tally prepared for everything we now have to undertake." 

The "we" he is referring to extends to his bandmates, bassist 
Emma Anzai and drummer Mark Goodwin (the lone American 
of the group). "We have a single at radio, a video all over YouTube, 
an album ready to come out and we're on tour." Pausing, he adds 
with a laugh, "Now we have to be rock stars. It's all very daunting." 

RMR/Virgin issues the act's debut album, "Dressed Up As Life," 

April 10. The set's lead single, "All the Same," is being embraced 
by several key rock stations, including KROQ Los Angeles; KFMA 
Tucson, Ariz.; WOCL Orlando, Fla.; WHRL Albany, N.Y.; WBCN 
Boston; and WLUM Milwaukee. 

According to KROQ music director Lisa Worden, it was one of 
the first songs the stations added in January. "We had all just got- 
ten back from the holidays, and we were listening to tons of new 
music," she says. "We had an unmastered version of ̀ All the Same,' 
and we saw the video on YouTube. We liked what we heard and 
saw, so we added it." Two months later, Worden says the song is 

doing well, with "lots of requests from KROQ listeners." 
The video Worden is referring to has been watched more than 

10 million times on YouTube alone, resulting in a worldwide vir- 

tual group hug. 
Directed by Moore, the video stars local Sydney eccentric Juan 

Mann, who maintained a presence at a shopping mall with a hand- 
written poster offering unconditional free hugs. The local coun- 
cil, though, tried banning Mann from the street, citing a public 
liability issue, Moore says. What followed was a groundswell of 
support for the hug -happy man. The council backed down when 
it was presented with a 10,000 -signature petition. The music video 
is the group's tribute to Mann. 

Moore says he worked on the video for 12 hours and posted it 
to YouTube about six months ago. 

With a hot video on their hands, Sick Puppies found themselves 
in the middle of a label bidding war -with labels, Moore happily 
points out, that had ignored the band in the past. "See what a lit- 

tle hug can do," he says. 
With a wealth of activity surrounding the band, Capitol Music 

Group president Lee Trink stresses the importance of creating a 

thread throughout the campaign. "We are connecting the dots be- 
tween the single, the video and the tour -all the while keeping the 
focus on the band." 

Before the majors and indies came calling, Sick Puppies real- 
ized they needed some outside assistance in the design and mar- 
keting departments. "We suck at design and marketing," Moore 
says. "We needed help." 

Enter the Deutsch agency and its Musical Arts Program for col- 

lege interns. Deutsch brought in 12 Fashion Institute ofTechnol- 

ogy students last October and gave them full exposure to the agency. 
The students were split into five groups. Each group was respon- 
sible for creating a top -to -bottom branding campaign for Sick Pup- 
pies, encompassing CD packaging, a logo and merchandise design. 

The band chose the winning team, which was helmed by FIT 
student Jordan Roland. The team's concepts /designs will be fea- 
tured throughout the campaign for "Dressed Up As Life." 

Deutsch copywriter Mike Leibowitz, art director Eric Rojas and 
other agency creatives oversaw the work being done by the interns. 
Rick Stone, senior VP /GM of Jeff McCluskey & Associates, and 
the band's manager Paul Palmer were instrumental in partnering 
band and agency. 

The cost for the label and band: zero. 
"We do it because we get exposed to some amazing talent," 

Rojas says. "The students, meanwhile, receive real agency ex- 

perience. As for the label, they get a great marketing plan." 
Pro bono. 

TOM FERGUSON 

Th eRakes' P 
London Alt -Rock Band Reaches Beyond The U.K. 
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Despite their name, British alternative rock 
quartet the Rakes spend little time tidy- 
ing the garden. Currently the act -named 
because its members are all "skinny as 

rakes" -has more pressing matters to at- 
tend to. 

Sophomore album "Ten New Messages" 
is released worldwide by V2 March 19, when 
the band also hits the road for its biggest 
U.K. tour to date. A U.S. release has yet to 
be confirmed. 

London -based V2 head of international 
Mark Bond says the album has been well re- 
ceived at U.K. radio. It is, he says, "every bit 
as socially relevant as Bloc Party's new 
album, and there are three or four [poten- 
tial] big singles." 

Bond says the band is one of V2's current 
international priorities. The United King- 
dom is its biggest sales market, but Japan 
and continental Europe are also being tar- 
geted. "We built an excellent base in Eu- 
rope on [August 2005 album "Capture /Re- 
lease"] through early touring, backed by 
very strong promotion," he says. France be- 
came a particularly strong market, Bond 
says, after the track "Open Book" featured 
in a French TV ad campaign during the 2006 
soccer World Cup. 

The Rakes play European shows April 
18 -May 7, booked by Free Trade Agency. 
U.S. dates through William Morris are 
under consideration. Publishing is by 
Warner /Chappell. -Steve Adams 

BORNE IN THE U.S.A.: Online exposure for 
Australian self -styled "poetic indie 
rock" quartet Borne is building its U.S. 
profile. 

After forming in 2003 in Melbourne and 
signing a recording /publishing deal with 
local independent Jellyfish Records, 
Borne garnered domestic airplay with the 
EPs "Borne" (June 2005) and "Souls on 
Satellite" (July 2006). But its key break- 
through came with a November 2006 
booking to play an Apple Australia media 
function in Sydney. That set impressed 
Apple international marketing executives, 
and four months later, Borne was on 
iTunes in 22 territories. 

Debut album "Loss of Signal" was re- 
leased exclusively through iTunes Feb. 13, 

with one track, "Guide," becoming a free 
"single of the week" in eight territories, in- 
cluding the United States. Band manager 
Harvey Russell says "Guide" was down- 
loaded 500,000 times that week. "Loss of 
Signal" subsequently entered Billboard's 
Top Digital Albums chart at No.13 on March 
3. Russell reports subsequent interest from 
U.S. and U.K. labels and U.S. booking agen- 
cies. Jellyfish issues the album domestically 
in May. 

Other U.S. doors are opening. Album 
track "Don't Go Now" appears in sports- 
wear manufacturer Nautica's TV ad cam- 
paign this April, while Russell reports in- 
terest in using Borne's music from a U.S. 
clothes firm and a Hollywood film stu- 
dio. "We're astounded at the response 
to a band that's hardly out of the 
garage," he says. 

The band hopes to play May European 
and U.S. shows, following a South by South- 
west appearance March 14. Domestic book- 
ings are through Premier /Harbour. 

-Christie Eliezer 
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ROCK BY GARY GRAFF 

Highway To 
Heaven And Hell 
Black Sabbath's Dio Lineup Hits 
The Road Under Another Name 

The reunion of the Ronnie James Dio- fronted 
version of Black Sabbath has been a long 
time coming. But it's not likely to be a long- 
term affair. 

In fact, Dio says, "We've approached this as 

really having an ending period. We all have other 
commitments, and we've had a lot ofturmoil in 
the past. So maybe this is the way to avoid it." 

But guitarist and Sabbath mainstay Tony 
Iommi sounds a more optimistic note. "We 

haven't locked the doors," he says. "It's one of 
those 'Let's just see how it goes' [situations]." 

This much is known: the quartet -Dio, 
Iommi, bassist Terry "Geezer" Butler and drum- 
mer Vinnie Appice, who last worked together 
in 1992 -is touring the world this year, start- 
ing March 11 in Vancouver, with a March 30 

show at New York's Radio City Music Hall and 
a full -scale U.S. trek starting April 22 in 
Phoenix. Megadeth and Machine Head are 
opening the U.S. dates. 

A compilation album, "Black Sabbath: The 
Dio Years," comes out April 3 on Rhino with 
three new songs, and Rhino Handmade will 
release the limited edition 1981 concert doc- 
ument "Black Sabbath: Live at Hammersmith 
Odeon" on May 1. 

The wrinkle, however, is that when the band 
hits the road it won't be called Black Sabbath. 
Instead it will be dubbed Heaven and Hell, which 
was the title of Dio's 1980 debut with Sabbath. 

The change was made so as not to confuse 
this lineup with the reactivated original Sab- 

bath- featuring singer Ozzy Osbourne and 

drummer Bill Ward -that intends to record a 

new album and tour in 2008. 

"I'm quite glad, actually, because it really is a 

different kind of music," Butler says. "I'd have 

loved to have changed it back then when Ron- 

nie joined the band actually. It does make it a bit 

complicated now, but the people who follow us 
will understand." 

Dio says that the 2006 Rock and Roll Hall 
of Fame induction of the original Sabbath 
lineup established a clear identity for that 
band. "We wanted to put a bit more final- 
ity on Black Sabbath with Ozzy," he says, 
"and go with something a bit fresher for 
this endeavor. It made more sense to ap- 
pease everyone in this instance and go with 
Heaven and Hell." 

But the switch means that some "education" 
has been in order for promoters and the public, 
according to Pinnacle Entertainment's Scott 
Sokol, Heaven and Hell's booking agent. 

"Once people were told it was Ronnie James 
Dio, Tony Iommi ... a little light went on and 
everybody kind of got it," Sokol says. 

Sokol says the "Heaven and Hell" album 
cover is being used in ad mats for the shows, 
while "a lot of publicity" for the tour and the 
"Dio Years" anthology will also identify the 
band. And so far confusion seems minimal. 
Sales for the 11 Canadian dates have been "very, 

very strong" while the Radio City show sold 
out in 30 minutes. 

"People haven't seen them in 15 years," Sokol 

says, "and people are always excited to see what 
they haven't seen in a long time." 

Iommi says the tour will feature 
songs only from the Dio periods of 
the band, which included three stu- 
dio albums -the platinum "Heaven 
and Hell," which Ward played on, 
1981's gold "Mob Rules" and 1992's 
"Dehumanizer" -and the 1982 con- 
cert set "Live Evil." Heaven and Hell 
plans to film and record at least one 
show on this year's tour for a future 
release as well. 

The guitarist says the reunion is 

going well so far, and that's why the 
group came up with three new songs 
rather than just the two Rhino re- 

quested. Any past animosities, ac- 
cording to Iommi, have been put to 
rest as well. 

"These things, they get blown out 
of proportion," he says. "When you 
see each other everything gets sorted 
out, especially with this lineup. We've 

always sort of got on very well, and 
it's like we haven't been away from 
each other. So there's no point in 
holding grudges against anybody, I 

don't think -certainly not at our 
bloody ages." 

I 

HEAVEN AND HELL 
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with FRANCO DE VITA 

Venezuelan singer /songwriter Franco De 
Vita is often described as a "Latin Elton 
John" thanks to his memorably piano - 
propelled story songs. With an arsenal of 
compositions that have virtually served 
as the soundtrack for generations, De Vita 
has redefined the scope of the Latin 
singer /songwriter tradition, remaining 
relevant for more than two decades with 
lyrics as poetic as they are colloquial. Fol- 
lowing the 2006 release of his live album, 
"Mil y Una Historias" (A Thousand and 
One Stories), on Sony BMG, ASCAP will 
recognize De Vita with its Latin Heritage 
Award on March 21. De Vita spoke with 
Billboard about songwriting, his fans' 
taste and more. 

Are you an author or a singer first? 
Both. If I weren't a songwriter, I wouldn't 
be a singer. If I couldn't write my own 
songs, I probably would have done some- 
thing else with my life ... I never thought 
to be a singer. I always thought to be a 

singer /songwriter. 

Have you sung other people's songs? 
I had to sing everybody's songs. When I 

started, I had a cover band, and we played 
everything: Tom Jones, Led Zeppelin, Billos 
Caracas Boys. We would play little rock 
shows which were always shut down by the 
police because we had long hair, and we had 
to run out, hiding stuff inside our instru- 
ment cases. 

Did you include your own songs? 
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Yes. We would play things that, sadly, I never 
recorded. They got lost along the way. I wrote 
a song about a very famous Venezuelan the- 
ater located just behind my home. The Cara- 
cas Theater. It was emblematic because I 

would sneak in there when I was a little kid 
to watch rock shows. I would plead with the 
ushers to let me in. And one day, a construc- 
tion company tore it down. I wrote a song 
called "El Teatro Murió" (The Theater Died). 
I must have been 18. And I don't remember 
it anymore. It's a shame. 

What was your breakthrough song? 
"El Buen Perdedor" (The Good Loser). And 
it still is. Most of my shows end with that 
song. I haven't been able to remove it from 
the playlist. It wasn't written for anyone in 
particular. In fact, when I wrote that song, I 

was living a beautiful relationship and I 

wrote many songs, simply by imagining that 
I could lose this wonderful thing. 

With your last tour, you made a point 
of sponsoring new singer /songwriters 
and inviting them onstage on your dif- 
ferent stops. As an established star, is 
this a duty? 
It's about helping them, and helping peo- 
ple hear them and hopefully having some- 
thing happen. The truth is, they're good, 
and music has to keep going and it's a 

tremendous loss if we don't rescue them 
and we don't help people hear what they 
have to say. Most are songwriters. Some are 
still developing their songwriting. It's not 
an obligation. But it encourages and excites 
me greatly to hear these people. I'm opti- 
mistic, and I help them because I think 
they're the future of the industry. A lot of 
people can do electronic music. But few peo- 
ple can craft music that has true emotion. 

You've been doing this for more than 
20 years now. What does that tell you 
about people's musical taste? 
The genre has a lot to do with it. It's pop, 
and it's timeless. Of course, sounds change, 
forms change, and you have to change too. 
If you maintain the same writing you used 
20 years ago, it's hard to last. Every album 
has to offer something different. But main- 
taining a simple language that everyone can 
understand and relate to, that isn't trite, mak- 
ing up new phrases, a hook phrase. We all 
speak about love and loss, but you have to 
find a way to say it that doesn't sound like 
someone else, or like you yourself said it 15 

years ago. 

IeaI iIII( 
HILLARY CROSLEY hcrosley @billboard.com 

Clips ForThe Net 
Racy Rap Videos For The Post-'Uncut' YouTube Age 

Is it just me or has YouTube become the 
newest way to make sure hip -hop fans don't 
forget your face? And I don't mean random 
candid -camera personality clips or the Inter- 
net reality shows that Diddy especially went 
too far with. Diddy's show had a few high- 
lights, the brightest among them being him 
stepping out of the delivery room just after 
his twin girls were born to address his Web 
fans. But in the past few weeks, funded by ei- 
ther label budget or personal wealth, 50 Cent, 
Cam'Ron, Kanye West and Prodigy have 
all released videos aimed at the Internet. Each 
MC has an album coming this year so clips 
are expected. However, the content of their 
latest videos -naked women and /or heavy ar- 
tillery- suggests their airing would once have 
made the most sense on BET's former racy 
video show "Uncut." But since "Uncut" was 
cancelled last year, I can only assume these 
clips are Internet -specific, almost like stand- 
alone webisodes. 

50 Cent's "Funeral Music" was the first clip 

that caught my attention. It featured Austin 
Powers -esque bikini -clad models brandish- 
ing handguns and appeared to be filmed at 
50's Connecticut home. The clip hit YouTube 
in February, the week after 50's on -air spat 
with Cam'Ron at WQHT New York. In re- 
sponse, Cam shot his own video, "Curtis," ti- 
tled after 50 Cent's given name, Curtis 
Jackson. Shot around Cam's own Harlem 
neighborhood, the clip even featured a par- 
ody PSA, essentially describing 50 and his 
friends "from the streets" as "assholes." The 
clip was released on the Internet about two 
weeks after 50's, and I haven't seen either on 
BET, MTV or their side channels. The videos 
parallel MCs trading disc songs via mixtapes, 
instead of mainstream radio playlists. 

The third example is West's video for his 
remix of Rich Boy's "Throw Some D's." 
Often rappers concoct personal and some- 
times unauthorized remixes of hit songs. 
And with "Throw Some D's" on its way to 
No. 1 on the Hot R &B /Hip -Hop songs chart, 

COUNTRY BY DEBORAH EVANS PRICE 

Alabama, Inspired 
Country Vets Follow Up A Successful Gospel Album 

NASHVILLE -Fans of veteran country band 
Alabama had to wait nearly two decades for the 
band to deliver its first gospel album, but they 
aren't waiting long for the follow -up. On the 
heels of last year's successful "Songs of Inspi- 
ration," RCA Records is issuing `Songs of In- 
spiration, Vol. II" on March 27. 

Alabama lead vocalist Randy Owen says 
the group had long wanted to record a gospel 
collection, and he was thrilled at the album's 
reception. "These are songs that have been 
hits for hundreds of years," Owen says of the 
gospel classics they chose for both volumes. 
"You're stepping onto hallowed ground when 
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ascends into the heavens in KANYE WEST'S video. 

hearing several new versions is no surprise. 
But West, or rather West dressed as his own 
"old -ass cousin" as the video reveals, shot a 

creative and comical clip twisting the origi- 
nal song's material on its ear. Instead of 
throwing dubs on a car, West rhymes about 
throwing D -cup breasts on a woman he's dat- 
ing. Apparently, they're a better use of his 
dollar. My favorite part is his high praise of 
Alicia Keys, who resisted the celebrity pres- 
sure to get larger breasts. 

"That's why I respect Alicia Keys, she said, 
'Fuck getting them D's, l'ma just ride with 
these!' " West raps as a Keys' photo is praised 
like the famous painting of Jesus, rising into 
the heavens. 

Prodigy, who is releasing a mixtape -like 
album through Koch called "Return of the 
Mac" on March 27, has a few un -B ET- friendly 

videos circulating the Internet. The clip for 
his joint "Mac 10 Handle" starts off with him 
pointing a knife at the camera and rhyming, 
"I'm sit alone in my dirty -ass room staring at 
candles, high on drugs." Although his lyrics 
are reminiscent of the same violent Mobb 
Deep hip -hop that fans love, it's probably not 
going to make the mainstream video rotation. 

Personally, I loved videos in the '90s. Folks 
like Busta Rhymes, who impersonated Eddie 
Murphy in the 1988 comedy "Coming to 
America" for his single "Put Your Hands 
Where My Eyes Can See," routinely had cre- 
ative videos that I would watch over and over. 
But lately, videos have become dry artist por- 
traits instead of the well- disguised marketing 
tools they should be. So if videos like West's 
"Throw Some D's" come out of this new self - 
marketing scheme, I'm excited. - 

you are recording music that has been done 
so beautifully. 

"I wanted to make it authentic and very much 
like the way I heard [these songs] when I was a 

kid, when my daddy and mama and aunts and 
uncles would all sing together," he says. 

"Songs of Inspiration" was released last fall 

and was Alabama's first new album in more 
than five years. It debuted at No. 1 on Billboard's 
Top Country Albums, Top Christian /Gospel Al- 

bums and Top Current Contemporary Christ- 
ian charts. It marked the first time an Alabama 
title debuted at No. 1 since the inception of 
Nielsen SoundScan in 1991. The project has 
sold 157,000 units, according to SoundScan. 

The albums are distributed to the general 
market via Sony BMG and being worked to 
Christian retail through Sony BMG's Christ- 
ian arm Provident Music Group. Though it 
might seem unusual to release a second vol- 

ume just a few months later when there is still 
so much life in the first release, RCA Records 
VP of marketing /artist development Jon Elliot 
says the plan was a "one -two punch. We wanted 
to get one release out in time for Thanksgiv- 
ing /Christmas last year and this one out in time 
for Easter this year and give them the whole 
year to sell." 

Gospel albums by country artists are selling 
extremely well these days. Alan Jackson's 2006 
"Precious Memories" has been certified plat- 
inum, and the compilation "Believe," featur- 
ing country artists doing faith -based songs, has 
moved 90,000 units, according to Nielsen 
SoundScan. "With the success of the Alan Jack- 

son album we knew there was a fan base out 
there of country music fans that want gospel 
music," Elliot says. "So the timing has been re- 

ally good for Alabama." 
Sales of the band's first gospel project were 

boosted by an appearance on QVC, and the sec- 

ond volume will get the same exposure. Plans 
call for an hourlong special on the channel to 

air March 15. Owen has also been highly visi- 
ble as a judge on this season's "Nashville Star" 
talent competition on USA Network. He re- 
cently taped "Front Row Live," an hourlong con- 
cert featuring music from the "Inspiration" 
projects that will air on the Gospel Music Chan- 
nel, and he was a guest during a recent taping 
for Southern gospel patriarch Bill Gaither's pop- 
ular DVD series as well. 

"Songs of Inspiration, Vol. II" includes sev- 

eral classics along with two originals. Special 
guest Riders in the Sky j oins Alabama on "Love 

Lifted Me" and the Del McCoury Band appears 
on "Will the Circle Be Unbroken." 

Owen says the gospel albums were a joy to 
produce. "To work with the greatest musicians 
in the world and have them understand your 
vision immediately, what your feelings are and 
what direction you want to take the project, it's 
really a unique situation," he says. 

After a lifetime as the frontman for Alabama, 
Owen is working on his first solo album. It will 

be a country record, and he says longtime man- 
ager Dale Morris is looking for a label home for 
the project. "It's another great opportunity," he 
says. "It's something that I have wanted to do 
for 25 years." 

Jazz Notes 
DAN OUELLETTE douellette @billboard.com 

Improvisational 
Economics 
Six Months After Their Big Seller, Metheny And Mehldau 
Release Another Album 

For a jazz album, the first -time collabora- 
tive recording by consummate improvisers 
Pat Metheny and Brad Mehldau has faired 
quite well. Released Sept.16 on Nonesuch - 
the home label for both artists -"Metheny 
Mehldau" has already sold more than 30,000 
copies, according to Nielsen SoundScan, and 

"considerably north of 100,000" worldwide, 
according to label president and album ex- 
ecutive producer Robert Hurwitz. 

In a subgenre -instrumental mainstream 
jazz -where CDs typically sell in the high 
three -figure and low four -figure range, 
that's a landmark achievement. In 2006, of 
the 32 jazz titles that sold 30,000 or more 
copies, most were from the contemporary 
jazz chart, while on the traditional chart 
the big sellers included such jazz margin - 

als as Michael Bublé, Diana Ross and 
Gladys Knight. 

Equally remarkable is that on March 13, 

a mere six months after the first Metfheny- 
Mehldau album, Nonesuch released "Quar- 
tet," another disc recorded during the 
same session -also with Mehldau's trio 
mates, bassist Larry Grenadier and drum- 
mer Jeff Ballard. Doesn't this fly in the face 
of sound economics when it comes to sell- 
ing albums these days? Hurwitz dismisses 
that line of thought. 

"That's not an issue," he says. 

"This music comes from an in- 

credibly collaborative experi- 
ence. We're talking about peo- 
ple who in three days recorded 
this music that will continue to 
sell for the next 20 -30 years." 

Metheny agrees. "All of my 
albums have high sales figures, 
and these two records that I've 

done with Brad will be the 
same," he says. "My first album, 
'Bright Size Life' [1976, ECM], 
sold 1,200 copies the first year. 

It's sold hundreds of thousands 
since. These days people tend 
to react hysterically if a record 
doesn't sell a lot of copies in 

the first month. Everyone is 

panicking because the corn - 
pass of the music world is 

pointed too much on a busi- 
ness level. I'd like to see the 
compass pointing back toward 
the value intrinsic in the notes 
that are played." 

Music with "good notes," 
Metheny says, works in favor 
of albums that can have long 
legs in the marketplace. 

"Look at Bach," he says. "The 

appreciation of his music at the time he was 

composing it was very small. That didn't stop 
him from creating one of the world's great- 
est bodies of work. That's how we work: ap- 
proaching notes with timeless diligence. And 
that's what Bob Hurwitz believes in. He pro- 
duces music that may fly under the radar, 

but in the end becomes very successful." 

KENNEDY LEGENDS: On March 3, the 
Kennedy Center in Washington, D.C., kicked 
off its weeklong Jazz in Our Time festival by 
honoring 35 jazz artists with its newly cre- 
ated Living Legends Award. The ceremony 
included performances by Wynton Marsalis 
and Dave Brubeck, both of whom were 
among the 32 honorees who attended. "We 
wanted to honor the greats who have given 
so much to jazz the past 50 -60 years," 
Kennedy Center president Michael Kaiser 
says. "It was a special night for all these mu- 
sicians to spend time together." 

Dr. Billy Taylor, who is the center's artistic 
director, says, "This was a first for me, ever, 

to see everyone in one place at once. Usu- 

ally we're all out on the road." As for the 
award, a one -time -only celebration, Taylor 
says, "Many of us are more highly recognized 
in Europe and Asia. It's nice to smell the flow- 
ers at home." 
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B R Q A D C S T D A T A S Y S T E M S 

BDSCertified Spin Awards February 2007 

800,000 SPINSA 
In The End/ Linkin Park /WARNER BROS. 
It's Been A While/ Staind /ELEKTRA /ATLANTIC 

600,000 SPINS__ 
oak Up The Sun/ Sheri Crow /A &M 

You And Me/ Lifehouse /GEFFEN 

500,000 SPINS 

SPI\ 
AWAR 

ISTA/RMG 

400,000 SPINS 
Bad Day/ Daniel Powter /WARNER BROS. 

Irreplaceable, oeyonce /MUSIC WORLD / COLJMBIA 
For Away/ Nickelback /ROADRUNNER /LAVA /ATLANTIC 
SexyBack/ Justin Timberlake /JIVE /ZOMBA 
Who Wouldn't Wanna Be Me/ Keith Urban /CAPITOL NASHVILLE 
Savin' Me/ Nickelback /ROADRUNNER /LAVA,ATLANTIC 
Caught Up/ Usher /LAFACE /ZOMBA 
Soldier/ Destiny's Child /MUSIC WORLD /COLUMBIA 
How To Save A Life/ The Fray /EPIC 

Recipients: 

200,000 SPINS 
Waiting On The World To Change/ John Mayer /AWARE /COLUMBIA 
Too Little Too Late/ JoJo /DA FAMILY /BLACKGROUND /UNIVERSAL MOTOWN 
Hell Yeah/ Montgomery Gentry /COLUMBIA 
If You're Going Through Hell (Before The Devil Even Knows)/ Rodney Atkins /CU 
Diary/ Alicia Keys /J /RMG 
Better Life/ Keith Urban /CAPITOL NASHVILLE. 

100,000 SPINS 
Runaway Love/ eau s Feat. Mary J. Blige /DEF CON II /IDJMG 
You/ Lloyd Feat. Lil Wayne /THE INC. /UNIVERSAL MOTOWN 
It's Not Over/ Daughtry /RCA /RMG 
What Goes Around...Comes Around/ Justin Timberlake /JIVE /ZOMBA 
Watching You/ Rodney Atkins /CURB 
It Just Comes Natural/ George Strait /MCA NASHVILLE 
Amarillo Sky/ Jason Aldean /BROKEN BOW 
It Ends Tonight/ All- American Rejects /DOGHOUSE /INTERSCOPE 
Break It Off/ Rihanna Feat. Sean Paul /DEF JAM /IDJMG 
Nothing Left To Lose/ Mat Kearney /AWARE/COLUMBIA 
Tim McGraw/ Taylor Swift /BIG MACHINE 
I Call It Love/ Lionel Richie /ISLAND /IDJMG 
Suddenly I See/ KT Tunstall /RELENTLESS /VIRGIN 
Me And My Gang/ Rascal Flatts /LYRIC STREET 
The Real Thing/ Bo Bice /RCA /RMG 
Take You Back/ Jeremy Camp /BEC /TOOTH & NAIL 
S.E.X./ Lyfe Jennings /LAVA 
Untitled (How Can This Happen To Me ?)/ Simple Plan /LAVA 
Back Then/ Mike Jones /WB /SWISHAHOUSE /ASYLUM 

50,000 SPUtamm, 
Ice Box / utrnurwri /T.U.G. /COLUMBIA 
This Is Why I'm Hot/ MIMS /CAPITOL 
This Ain't A Scene, It's An Arms Race/ Fall Out Boy /ISLAND /IDJMG 
The Sweet Escape/ Gwen Stefani Feat. Alton /INTERSCOPE 
Stupid Boy/ Keith Urban /CAPITOL NASHVILLE 
Keep Holding On/ Avril Lavigne /RCA /RMG 
Face Down/ Red Jumpsuit Apparatus /VIRGIN 
Lost Without U/ Robin Thicke /STAR TRAK /INTERSCOPE 
Poppin'/ Chris Brown Feat. Jay -Z /JIVE /ZOMBA 
Throw Some D's/ Rich Boy /ZONE 4 /INTERSC'DPE 
Anyway/ Martina McBride /RCA 
You'll Always Be My Baby/ Sara Evans /RCA 
The Way I Live/ Baby Boy Da Prince / UNIVERSAL REPUBLIC 
Into The Ocean/ Blue October /UNIVERSAL MOTOWN 
Let Love In/ Goo Goo Dolls /WARNER BROS. 
Made To Worship/ Chris Tomlin /SIXSTEPS /SPARROW /EMI CMG 
Heroes/ Shinedown /ATLANTIC 
Mountain Of God/ Third Day /ESSENTIAL /PLC 
To Be Loved/ Papa Roach /EL TONAL / GEFFENN 
Love And Memories/ O.A.R. /EVERFINE /LAVA 

www.bdsonline.com 

N. Nielsen 
Broadcast Data 
Systems 
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TH E 13ILLBOARD I 
AI_13 U IVI S 
WILLIE NELSON, 
MERLE HAGGARD, 
RAY PRICE 
Last of the Breed 
Producer: Fred Foster 
Lost Highway 
Release Date: March 20 

As if these three luminar- 
ies joining forces for the 

first time to record a two -disc 
set of classic songs weren't 
enough, producer Fred Foster 
is also onboard. Legendary mu- 
sicians Buddy Emmons, Boots 
Randolph, Johnny Gimble and 

the Jordanaires also add their 
exceptional talents. Likewise, 
Vince Gill -with Price on 
"Heartaches by the Number" - 
and Kris Kristofferson -on 
(what else ?) "Why Me Lord ?" 

with Nelson and Price -make 
appearances. Name -checking 
aside, the trio's handling of 
everything from "I'll Keep On 
Loving You" to "Pick Me Up on 
Your Way Down" to "Sweet 
Memories" is nothing less than 
outstanding. And two new 
songs -Nelson's "Back to 
Earth" and Haggard's co -write 
with Kenny Vernon on "Sweet 
Jesus" -fit right in with the clas- 

sics. If there's a disappointment, 
it's that time may keep these 
three from ever recording to- 
gether again. -KT 

ROCK 

TED LEO & THE 
PHARMACISTS 
Living With the Living 
Producer: Brendan Canty 
Touch & Go 

Release Date: March 20 

© The first half of "Living 
With the Living" offers 

well more of everything that's 
made Leo and his Pharma- 
cists such post -punk studs: 
melody- kissed stomp (the 
hand -clappy, torrential "The 
Sons of Cain "), unabashed 
melody ( "La Costa Brava "), 
more Clash ( "Who Do You 

Love ? ") and especially more 
cynical rage (the satisfyingly 
unsubtle "Bomb. Repeat. 
Bomb. "). The less cohesive 
second half offers dub style 
on "The Unwanted Things" 
and a Queen -worthy bom- 
bastic breakdown called "An- 
nunciation Day /Born on 
Christmas Day." As usual, the 
lively state of world affairs dic- 
tates Leo's game plan, but 
rather than just throw dirt 
around, he's looking for clo- 
sure ( "Everyone wants body 
counts, and I just want to cry," 

he sings). He nearly finds it on 
"The Toro and the Toreador," 
a surprisingly soulful power 
ballad with a guitar solo you 
might expect Slash to pull off 
in a desert somewhere. -JV 

LCD SOUNDSYSTEM 
Sound of Silver 
Producer: James Murphy 
DEA /Capitol 
Release Date: March 20 

CISarcasm is the calling 
card ofJames Murphy's 

music as LCD Sounasystem, 
even when his disco beats are 
speaking for themselves. The 

EL -P 
I'll Sleep When You're Dead 
Producer: El -P 

Definitive Jux 
Release Date: March 20 
Talk about bleak. El -P's latest could 
have been a soundtrack to Alfonso Cuaron's 2006 film 
"Children of Men," delivering a near apocalyptic vision 
of a not -so- distant war -torn future. The sci -fi night- 
mares of 2002's "Fantastic Damage" are present here, 

but now they hit a little closer to home. Even a cruise 
around Brooklyn on "Drive" is cause for a panic attack, 
as the car isn't looking out at the world so much as 

shielding the MC from it ( "You call them windows, I call 
them asbestos- lesseners "). Elsewhere, on the almost 
romantic "Habeas Corpses," boy meets "prisoner 
247290," and the two are forced to "live inside each 

other's head." But he's not angry so much as wistful, 
telling a young girl, "You deserve the ignorance and 

bliss that I still wish I had." Fans know El -P lost his inno- 
cence years ago, and listeners are still benefiting. -TM 

Releases deemed by the review editors to deserve special attention 
on the basis of musical merit and /or Billboard chart potential. 
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MODEST MOUSE 
We Were Dead Before the Ship 
Even Sank 
Producer: Dennis Herring 
Epic 
Release Date: March 20 
Modest Mouse is in top form on 

2004's commercial breakthrough 
the follow -up to 
"Good News for 

People Who Like Bad News." The band welcomes orig- 
inal drummer Jeremiah Green back into the fold and 

also benefits from the contributions of ex- Smiths gui- 
tarist Johnny Marr. "We Were Dead" doesn't stray too 
far from the trademark Modest Mouse sound: frontman 
Isaac Brock spitting lispy, sporadically abrasive lyrics 
in cadence with sinewy rock grooves occasionally 
accompanied by beautiful melody. But there's more 
melody than usual to be found here, including on the 
airy, uptempo rocker "Florida" and back -porch nauti- 
cal anthem "Missed the Boat," both of which feature 
the Shins' James Mercer. Even more entrancing are the 
eight- minute adventure "Spitting Venom" and the 
pleasantly menacing "Fly Trapped in a Jar," in which 
Brock channels all his nervous energy into intoning 
"one wing wasn't even enough /to live. " -TC 

rhythms work on the level of 
pure dance music but also 
carry air quotes, looking 
backward to their first meet- 
ings with buzzing guitars and 
art -school attitude in the '70s 
and '80s. The lyrics brim with 
grouchy wit: "North Ameri- 
can Scum" mocks both Euro- 
peans who believe the Ugly 
American stereotype and the 
ugly Americans themselves. 
The title track centers on a 

chant about wanting to feel 
like a teenager -until you re- 
member what your emotions 
were really like then. The sin- 
gle nondance track, "New 
York I Love You But You're 
Bringing Me Down," wallows 
in self- conscious nostalgia for 
the "filthy but fine" city of 
decades ago. Nice to know 
the curmudgeon in the night, 
club is alive and well. -JMC 

EMI 
MUSIQ SOULCHILD 
Luvanmusiq 
Producers: various 

Atlantic 
Release Date: March 13 

Romancing is Musiq 
Soulchild's game, so it's 

refreshing that a label shift 
(Def Jam to Atlantic) hasn't 
changed his ways. Instead, the 
soul singer's fourth effort, 
"Luvanmusiq," offers more 
gentlemanly tunes, served 
sunny side up. Sampling the 
'80s dance hit "Heartbeat," 

the trumpet -blaring lead sin- 
gle "B.U.D.D.Y." endorses pla- 
tonic friendship over ro- 
mance. The remaining tracks 
rest mostly on the downbeat, 
with tender ballads like "Lul- 
laby" and "Greatestlove." On 

"Teachme" and the Raphael 
Saadiq- crafted "Betterman," 
Musiq waxes poetic about the 
benefits of a good woman, 
and the groovy "Ms. Philadel- 
phia" finds the sucker for love 

infatuated with a hometown 
honey. Though it's his staple, 
the chatty double -time flow 
can get tedious at times 
( "Thequestions "), but "Luvan- 
musiq" finds Musiq comfort- 
ably in his lane. -CH 

MARQUES HOUSTON 
Veteran 
Producers: various- ___________ 

Universal Motown 
Release Date: March 20 

CIFor all his earned stripes 
(roughly 15 years in the 

music biz), ex -boy band heart- 
throb Marques Houston has yet 

to advance beyond the R &B 

Everyman archetype to be- 
come a real trendsetter. With 
no narrative thread, his third 
solo work, "Veteran," gets mud- 
dled in sentimentalism. On the 
Bryan -Michael Cox production 
"Circle," the love -as -karma 
theme is recycled, while the 
Yung Joc- featured "Like This" 
falls into familiar rap -collabo 
terrain. Still, with Houston, lis- 

teners always get playlist- 
worthy burners, like the sim- 
ple yet oh -so- genuine "Fa- 
vorite Girl," with a tender 
falsetto on the side. Also com- 
mendable are sweet ballads 
like "Always & Forever" and 
"Kimberly." Unfortunately, 
seniority doesn't breed qual- 
ity. But with little ground- 
breaking, Houston has at least 

managed to stay consistent 
for his fan base. -CH 

REGGAE 

STEPHEN MARLEY 
Mind Control 
Producers: Stephen Marley, 

Paul Fakhourie 
Universal 
Release Date: March 20 

Stephen Marley's "Mind 
Control" continues the 

successful pattern that caught 
fire with brother Damian Marley 

and his 2005 hit "Jamrock," 
which Stephen co- wrote. First 

single "Traffic Jam," featuring 
Damian and a mean beatbox 
beat, is an undeniable party 
track. "Inna Di Red" is a quiet 
cut that showcases Marley's 
textured vocals over conga 
drums and a light organ. The 
estranged Mos Def pops up on 

"Hey Baby" for a verse, while 
Marley explains why he's free 
from his baggage. The 11 songs 
here are half features and half 
just Stephen. But the collec- 
tion's guests don't overshadow 
Marley or convey that he needs 

their appearances to sell 

records. "Mind Control" is a 

genuine jam session, mixing 
roots, reggae, rock and fla- 
menco into commercially vi- 
able dance joints. -HC 

RICKY SKAGGS & 
BRUCE HORNSBY 
Ricky Skaggs & Bruce 
Hornsby 
Producers: Ricky Skaggs, 

Bruce Hornsby 
Sony BMG /Legacy 
Release Date: March 20 

Historically the piano 
has been shut out of a 

bluegrass setting, dominated 
by stringed instrumentation 
as befitting its Appalachian 
mountain roots. But that 
hasn't stopped Hornsby from 
collaborating with country 
wiz Skaggs on a delightful 
self -titled CD. Highlights in- 
clude a toe -tapping jaunt 
through "Across the Rocky 
Mountains" and even a rip- 
pling cover of Rick James' 
"Super Freak," complete with 
fiddle breaks and banjo ca- 
dences. Featuring Scaggs' 
top -notch bluegrass band, 
Kentucky Thunder, the CD 

bursts out of the gates with 
the lighthearted Hornsby 
original "The Dreaded 
Spoon," setting a clipper pace 

for the duration. The album 
exudes pure fun and even 
opens a new window on 
Hornsby's hit, "Mandolin 

continued on »p60 

JOSS STONE 
Introducing Joss Stone 
Producer: Raphael Saadiq 
Virgin 
Release Date: March 20 
If Stone was a whip -kid prodigy on 

her first two albums, "Introducing" brings us the 19- 

year -old Brit as a confident vocalist demanding some 
R- E- S- P- E -C -T. She makes that reference directly on 

"Headturner," a sassy, muscular head of steam with a 

big beat and a Prince -style swagger. Elsewhere, Stone 

channels the Supremes ( "Girl They Won't Believe It "), 
the Jackson 5 ( "Baby, Baby, Baby ") and plenty of 
Sister 'Re, but don't mistake "Introducing" as a mere 

collection of homages. Raphael Saadiq's production 
is brimming with horns and seriously in- the -pocket 
rhythm sections, but there are also enough hip -hop 
touches and contemporary arrangements to keep the 

tracks in the now. And while Stone shows her ability 
to shout bama -lama with the best of her forebears on 

"Headturner," she also shines when things quiet down 
( "I'm Falling," and "Music," which features a rare 

guest rap by Lauryn Hill). -GG 
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Rain," which the pair re- 
makes to fit the lyrics' blue- 
grass bent. -DO 

THE McCLURKIN 
PROJECT 
We Praise You 
Producers: Donnie 
McClurkin, Stanley Brown 
Gospo Centric /Zomba 
Gospel 
Release Date: March 73 

aSeven years after the 
five -sibling McClurkin 

Project's self -titled debut be- 
came a springboard to solo 
stardom for Donnie McClurkin, 
the now -famous brother re- 
unites with his four gifted sis- 

ters for a project of genuinely 
classic proportions. Brother 
Donnie's influence is still pro- 
nounced and profound -as co- 

producer, writer of seven of the 
13 songs and lead vocalist on 

two -but it's his sisters' stun- 
ning prowess, as both lead and 
ensemble singers, that trans- 
forms "terrific" into "transcen- 
dent." The title track (co- 
written by Andrea) is an 

explosive, celebratory tour de 
force, and "You Are an Awesome 
God" (by Olivia and daughter 
Crystal Fythe) a joyous, R &B 

gem. As the McClurkin Project 
soars on Donnie's devastating, 
anthem -for -the -ages "As Long 

As There's You," it becomes 
clear that "We Praise You" is a 

landmark achievement. -GE 

TINARIWEN 
Aman Iman: Water Is Life 
Producer: Justin Adams 
World Village 
Release Date: March 20 

ElThis is the third album 
from this Tamashek 

group and, in terms of produc- 
tion values, its strongest disc. 
Producer Justin Adams, who 
produced Tinariwen's 2006 

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

CONTRIBUTORS: Troy Carpenter, 
Hillary Crosley, Gordon Ely, Gary 
Graff, Clover Hope, Todd Martens, 
Jackie McCarthy, Dan Ouellette, 
Charles Perez, Deborah Evans Price, 
Wayne Robins, Chuck Taylor, Ken 
Tucker, Philip Van Vleck, Jeff Vrabel. 

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

album, "Amassakoul," returned 
to helm this project. The sound 
remains as sparse as the desert 
that fostered these musicians, 
but there's a weight and clar- 
ity to the mix that adds an at- 

--tractive g-rav-ity to the Tinari 
wen vibe. The music remains 
mesmerizing and the perform- 
ance, though not impromptu, 
has a loose feel that's very 
much a desirable aspect of 
their sound. The opening track, 
"Cler Achel," a song of exile 
all too familiar to the Toureg 
people, rocks most beautifully. 
The tune "Tamatant Tilay," 
written by Alhassane Ag 
Touhami, one of the founding 
members of Tinariwen, works 
a fierce groove, while "Assouf" 
is nothing less than a great 
rock number. -PVV 

Iß',71: 7Ti1 4'E(t1ari a 
THE FRATELLIS 
Costello Music 
Producer: Tony Hoffer 
Ch e rry tre e/l n to rs cop e 

Release Date: March 13 

Manic yet charming, re- 
lentless yet affable, this 

Glasgow, Scotland, trio cre- 
ates its own little universe on 
"Costello Music," released last 
fall in the United Kingdom. 
Jon, Mince and Barry Fratelli 
are brothers like the Ramones 
were -in other words, not re- 
ally. Jon delivers their enter- 
taining inside jokes in the free - 
flowing narrative style of 
Arctic Monkeys, while the 
tracks bounce with the fervor 
of Franz Ferdinand. The video 
for single "Flathead" was a 

"TRL" mover that could make 
the most jaded head swivel, 
while "Chelsea Dagger," 
"Vince, the Lovable Stoner" 
and "Ole Black 'n Blue Eyes" 
have energy and melody to 
spare. There is a little too much 
tra- la- la -ing, but it's a pleas- 
ure to hear a new band having 
so much infectious fun. -WR 

corresponding format. 

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

All albums commercially available in 

the United States are eligible. Send 
album review copies to Jonathan 
Cohen and singles review copies to 
Chuck Taylor (both at Billboard, 770 
Broadway, Sixth Floor, New York, 
N.Y.10003) or to the writers in the 
appropriate bureaus. 

60 
I 

BILLBOARD I MARCH 24, 2007 

i 
SINGLES 
POP 

GOOD CHARLOTTE 
FEATURING M. 
SHADOWS & 
SYNYSTER GATES 
The River (3:29) 
Pr" "er Don Gilmore 

Writers: B. Madden, J. Madden 

Publishers: EMI Blackswood/ 
Madeedden Brothers, BMI 

Daylight /Epic 
laOn fourth album "Good 
Morning Revival," Good 

Charlotte tones down signa- 
ture pop -punk banner and 
etches a more straight -ahead 
rock stencil, albeit with iron- 
clad melodies that would 
bob grandpa's head to the 
beat. Following late -2006 in- 
troductory viral MySpace sin- 
gle "Keep Your Hands Off My 

Girl," the band gets down to 
business with "The River," a 

fist -pumping, guitar blood- 
letting anthem featuring 
Avenged Sevenfold's throaty 
lead M. Shadows and gui- 
tarist Synyster Gates, along- 
side G.C. lead Joel Madden. 
Rock -radio worship is indis- 
putable, but Epic is pulling 
out all stops to propel the 
group to top 40 ubiquity (so 
far, the band's biggest pop 
hit is 2003's No.18 "Girls and 
Boys "). "River" is best -suited 
to invoke staple status at the 
former format, but it's only a 

matter of time, given multi- 
faceted "Revival," before 
these boys make Good Char- 
lotte the best it can be. -CT 

ELLIOTT YAMIN 
Wait for You (3:13) 
Producer: Stargate 
Writers: P "Taj" Jackson, 
M.S. Eriksen, T.E. Hermansen 
Publishers: Stellar /Water/ 
EMI /Sony /ATV 
Hickory 

Will Elliot Yamin be- 
come the 27th "Amer- 

ican Idol" finalist to join ranks 

on a Billboard chart? The 
beloved season five No. 3 

runner -up enters the fray - 
teeth thankfully capped and 
hair restyled -with a com- 
manding R &B ballad reminis- 
cent of compadre Mario 
Vazquez's hit "Gallery." Old - 
soul midtempo, hand -clapping 
production from Stargate 
(Nelly Furtado, Ne -Yo, Ri- 
hanna) and rapid -fire, R. 

Kelly -esque verses adeptly 
mesh with a muscular, emo- 

tive vocal. Considering that 
Yamin cites Stevie Wonder 
and Donny Hathaway as in- 
fluences, the template is 

hands -down convincing. 
The singer suffered from a 

lack of overt Star quality on 

the show, but "Wait for You" 
boasts amplitude of a radio - 
ready headliner. Look for a 

full -length debut March 20. 
The indie release on Hickory 
already has finer fragrance 
than major -label milque- 
toast debut from Taylor 
Hicks and frigid urban out- 
put from Katharine McPhee. 
Yamin could well be the ulti- 
mate victor. -CT 

T -PAIN FEATURING 
YUNG JOC 
Buy U a Drank (3:49) 
Producer: T -Pain 

Writers: F. Najm, J. Robinson 
Publishers: Zomba /Nappy 
Pub 

Nappy Boy /Konvict /Jive/ 
Zomba 

T -Pain delivers a cer- 
tain second -quarter 

hit with "Buy U a Drank," the 
first single from sophomore 
release "Epiphany." Utilizing 
a vocoder and keyboard, 
never has purchasing a shot 
at the bar to entice a woman 
to accompany you home 
sounded as sexy. The 
smooth R &B track lacks lyri- 
cal depth, but who really re- 
members their conversation 
from last night after a cou- 

AVRIL LAVIGNE 
Girlfriend (3:38) 
Producer: Dr. Luke 
Writers: A. Lavigne, L. Gottwald 
Publishers: Avril Lavigne /Almo/ 
Kasz Mnne_y_gSCAP- 

- - - - - -- - -- 

RCA /BMG 
Avril Lavigne's soundtrack pit stop "Keep Holding 
On" from "Eragon" -top 10 at adult top 40 and top 20 
at mainstream top 40 -shows the softer side of the 
artist ... and basically a lady -in- waiting before re- 
igniting her full -on persona via third full -length "The 
Best Damn Thing," due April 17. Its launch single, the 
signature pop -punk anthem "Girlfriend," spits beats 
per minute like a chainsaw, as Lavigne fires off, "Hey! 
Hey! You! You! /I don't like your girlfriend /I think you 
need a new one /Hey! Hey! You! You! /1 could be your 
girlfriend." Although she has been logging hits since 
teen time, Lavigne is only 22, and her return to sk8te 
land is by no means a stretch. The track, which blitzed 
The Billboard Hot 100 with a No. 5 debut last issue, 

will seduce the pop audience into unified submission, 
arriving just as weather warms and car windows peel 
down. A heavy hitter and the first of many triumphs 
from a sublimely versatile new set. -CT 

AVRIL LAVIG 

Y (,IRLFRIENO 

ple of rounds of Patron? 
With help from platinum 
rapper Yung Joc, T -Pain 
conjures a track destined to 
be a finger- snapping lust 
connection for the clubs. Mr. 

Pain has had a busy first 
quarter, already charting 
with R. Kelly's "I'm a Flirt" 
and Bow Wow's "Outta My 

System" -but now he's 
prepped for headlining 
glory, destined to follow 
previous top lOs "I'm 
Sprung" and "I'm in Luv (Wit 
a Stripper). " -CP 

BEYONCÉ & SHAKIRA 
Beautiful Liar (3:13) 
Producer: Stargate 
Writers: B. Knowles, M. Eriksen, 
T. Hermansen, A.I. Dench 

Publishers: various 
Columbia 
Perhaps not since Donna Summer 

BEYONCE 
SHAKIRA 

f7EA0TIF! I. I.IAR 

and Barbra 
Streisand joined forces in 1979 has there been a more 
inspired pop force field. "Beautiful Liar" (from the 
April 3 rerelease of Beyoncé's "B'Day" that includes 
five new songs and six in Spanish) integrates signa- 
ture styles of Sony divas Beyoncé and Shakira, with 
enterprising threading of an R &B rhythmic pulse and 
Latin horns, alongside fiery Middle Eastern instrumen- 
tal hooks. Personalities play off like schoolyard buds - 
this is no Mariah Carey vs. Whitney Houston duet, 
where either appears interested in bulldozing the 
other. The accompanying video, featuring the pair 
practically doing a lap dance, is flamethrowing hot. 
"Beautiful Liar" is an of- the -moment A- lister accord 
destined to fuel a fast clip to top 40's finish line. -CT 

COUNTRY 

BRAD PAISLEY 
Ticks (3:58) 
Producer: Frank Rogers 
Writers: B. Paisley, K. Lovelace, 

T. Owens 

Publishers: various 
Arista Nashville 

alPaisley previewed this 
clever uptempo number 

at last month's Country Radio 
Seminar during the label's an- 
nual showcase cruise aboard 
the General Jackson riverboat. 
If the roar of laughter coming 
from country programmers in 

attendance was any indication, 
here is Paisley's next No.1. The 

lyric chronicles a guy's bar- 
room come -on to a pretty 
girl -and his approach is defi- 
nitely novel. Paisley and co- 
writers have come up with 
what may be the most coun- 
trified way ever of expressing 
lust: "I'd like to see you in the 
moonlight /To kiss you way 
back in the sticks /To walk you 
through a field of wildflowers 
and I'd like to check you for 
ticks." Leave it to Paisley to re- 

define romance, while making 
country listeners laugh out 
loud. The first single from his 

next album, due June 12, builds 
on multiplatinum momentum 
to deliver sensitive, serious bal- 
lads and apropos clever ditties. 
"Ticks" will whet appetites to 
see what he has up his creative 
sleeve next. -DEP 
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A WEEKLY ROUND( P 

OF NOTABLE CHAT 
ACHIEVEMENTS 

`SCORE ,, 

Makes waves 3sits 
"Five Score and Seven Years Ago" 
debuts at No. 6 on The Bi'beard 
200 with 64,000. It's the best rank 
and sales week for the group, whit 
also debuts at No. 1 on Top Christi 
Albums. The pop /rock baud's 
previous best week came when its 

last studio set, 2004's "MMHMM," 
debuted and peaked at N 3.. 5 on 
The Billboard 200 (S1,000). 

Nearly 16 years after the first 
"MTV Unplugged" album lit The 
Billboard 200, Korn claims its 
eighth top 10 hit with its 
contribution to the series at No. 
9. The set is the 26th charting 
album to include "Unplugged" ir. 

its title, stretching backtc the 
debut of Paul McCartne,f'F. 
"Unplugged -The Official 
Bootleg" on June 22,1991. 

Over the Counter 
GEOFF MAYFIELD gmayfield@billboard.com 

Third No. 1 For B.I.G.; Arcade Fire Rises Higher 
Turns out "Life After Death," the title to 

the Notorious B.I.G.'s 1997 set, was 
prophetic. A new compilation, "Great- 
est Hits," bows stop The 3illboard 200, 

marking Biggie s thi -d N:. 1. 

l EATEsr funs 

OSCAR GOES 
DANCING "011 

Jennifer Hudson can fay cla m to 
yet another triumph-her first 
Billboard No.1 single. Remixes of 
the Academy Award winner's And 
I Am Telling You I'm Not G Sing" 
push the song to No.1 o-1 be Hot 
Dance Club Play chart thisweek. 
Other Oscar winners who lave als 
hit No. l on the Club chart nclude 
Barbra Streisand, Prince aid Cher; 

C l-I A Ri 
13EAT 

» An Academy Award? Yeah, 
it looks great on the mantle, 
but it doesn't compare to 
having your first No. 1 3n a 

Billboard chart. That must be 
how Jennifer Hudso i; feeling 
this week, as "And I An Telling 
You I'm Not Going" tMusic 
World /Columbia) assLmes 
pole position on Hol Cance 
Club Play. Hudson is tf e first 
"American Idol" finalist to top 
this chart, and she givas the 
franchise its 112th N3.1. 

» Fred Bronson also eports 
on Fergie's "Glamorous" life 
atop The Billboard Hat 100, 
where she is the sixth solo 
female to pull two or more No. 
1 songs from a debut e!bum in 
the last 20 years. PLJs. there is 
news of Kenny Chesney's latest 
No. 1 on Hot Countri Songs. 

C Read Fred Bronson 
every week at 
bi l l board.corr /fred. 

Eaca of those we--e pos humous feats. 
His death happened jt. n t before that 
eerily titled sophonnare album arrived. 
"Life" sold 690 00C in its first full week 
of sales. 

Mind you, this start o'99,000 copies 
is the ightest opening week for a B.I.G. 
album since his de tut S21 began with 
56,000 in 1994. His third and fourth col- 

lections each Legaii nor-1 of 400,000. 
Meanwhile Arcade Fire becomes 

the second intLe hand tc. debut at No. 2 

in this young yea:. The band's "Neon 
Bible," primed h., a "Saturday Night 
Live" stop, begins with 92,000 copies. 

rs 

The Shins' "Wincing the Night Away" 

bowed at the same rank in the Feb. 10 

issue, opening at 118,000. 
Arcade Fire's 2004 album, "Funeral," 

never sold as many as 8,000 in any week. 
Also joining the top 10 are country 

man Gary Allan (No. 5, 70,000), Chris- 
tian act Relient K (64,000) and veteran 
band Korn (No. 9, 51,000), marking the 
first frame since the Thanksgiving track- 

ing week that five new albums start in 
the top 10, albeit this time with much 
lower sums. 

POP LIFE: Every once in a while, your 
intrepid columnist must pull himself 
away from the piles of charts and data 
that stack up on his desk and roam 
through the pop culture that lies out- 
side the music industry. This would be 
one such occasion. 

After all, even the most avid music 
consumer finds more diversions than 
ever tugging at the wallet and vying for 
the precious commodity that is leisure 
time. Your competitor isn't just the store 
down the street or the rival label on the 
other coast, but a popular new TV show 
or a Web site that's about to captivate 
your kids. 

With that in mind, while the music 
industry pines for more verve among 

album releases, did you notice the thud 
that greeted "23," Jim Carrey's latest 
movie? Even with its leading man visit- 
ing "Today" and "Late Show With David 
Letterman," the film opened to a mea- 
ger $14.6 million. 

Carrey obviously missed warning 
signs from the small screen, as new TV 

shows with numbers in their titles 
struggled since they arrived in the fall. 

"Six Degrees" and "The Nine" didn't 
make it to November. "Studio 60 on the 
Sunset Strip" barely made it into Jan- 

uary, recently falling off NBC's sched- 
ule. "30 Rock" has puled iffy ratings 
despite critical acclaim. 

Kiefer Sutherlanc must be glad 
Fox didn't wait until now to launch the 
popular "24," although I sure can't ex- 

plain why the film "300' got off to such 
a fat start. 

I've enjoyed three of those troubled 
series, which is why a new TV season 
reminds me of my dating life before I 

courted my wife. I hesitate to like a new 
one because I'm almos- certain it won't 
work out. 

RADIO WAVES: Can't remember if I 
was listening to ESPN Radio or one of 
the Los Angeles area's public outlets, 
but I noticed the station's ID mentioned 

not just the call letters, but the station's 
HD radio option and Web site address. 

That, my friends, is quite a mouth- 
ful. Think listeners get fatigued sifting 
through all that verbiage? 

Meanwhile, since L.A. talk pioneer 
KABC failed to retain the man wno 
called himself Mr. KABC, I have reas- 
signed one of the first buttons I p-o- 
grammed on my car radio when I moved 
here 16 years ago. 

Once a station that thrived on diver- 
sity of opinion -from the likes of po- 

litical strategist Susan Estrich on the 
left to the thoughtful Dennis Prager 
on the right -the station is new wall - 
to -wall conservative. KABC's current 
idea of diversity? A lineup that includes 
an African -American consery ative, a 

gay conservative and, on the weekend, 
a lesbian conservative. 

Meanwhile, I recall a gadfly president 
of a major label telling me two years ago 

that satellite radio and the Internet had 
displaced broadcast radio's significance, 
but guess what. Radio remains the short- 
est distance to a hit -proved any time 
you see a big radio track like Beyoncé's 
recent chart -topper "Irreplaceable" in- 
vigorate album sales. 

And that label president? I'm not sure 
what he's doing now. 

!VIarIcet Watch A Weekly National Music Sales Report 

Weekly Unit Sales Year -To -Date 
ALBUMS 

DIGITAL 

ALBUMS' 

DIGITAL 

TRACKS 

This Vi eek 8663,000 
Last Week 8,497,000 

Change 2.0% 

This Vhek Last Year 10,744,000 

Change -19.4% 

839,000 15,475,000 

817,000 16,238,000 

2.7% -4.7% 

591,000 10,973,000 

42.0% 41.0% 
'Digital album sales are akooJntec within album sales. 

Weekly Album Sales (Million Units) 
35 

30 

25 

20 

15 

10 

0 

- 200: 

J F M A M J J A S O N D J 

2006 2001 (FUNGI 

OVERALL UNIT SALES 
Albums 108,520,000 

Digital Tracks 112,377,000 

Store Singles 699,000 
Total 221,596,000 

Mums Wilk' 119,757,700 

90,730,000 

173,426,000 

450,000 
264,606,000 

108,072,600 

For week ending March 11, 2007 Figures are rounded. 
Compiled from a national sample of retail store and rack Nielsen 
sales reports collected and prov,ded by Sounc Scan 

2006 2007 CHANGE 

YEAR -TO -DATE SALES BY ALBUM CATEGORY 

65,496,000 53,759,000 -179% 

43,024,000 36,971,000 -14.1% 

29,832,000 26,326,000 -1 ".8% 

-16.L% Current 

54.3% 

-35.6% 

19.4% 

-9.8% 
'Includes track equivalent album sales (TEA) with 10 track downloads equivale st 
te one shoes sale. 

ALBUM SALES 

'06 

'07 

108.5 million' 

90.7 million 

SALES BY ALBUM FORMAT 

CD 

Digital 

Cassette 

Other 

102,278,000 

5,732,000 

315,000 

195,000 

81,496,000 -20.3% 

8,967,000 56.4% 

85,000 -73.0% 

182,000 -6.7% 

Catalog 

Deep Catalog 

CURRENT ALBUM SALES 

'06 fis S tmtttAmtlrt 

'07 53.8 million 

CATALOG ALBUM SALES 

'07 37.0 million 

Nielsen Soundscan counts as current only sales within the first 18 months cf an 
album's release (12 months for classical 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 opt more than 
36 months. 

Go to www.billboard.biz for complete chart data 61 
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2007 

SALES DATA COMPILED BY 

Nielsen 
SoundScan 

xE ARTIST 
IMPRINT & NUMBER - DISTRIBUTING LABEL PRICE, 

O IES1 1 

fl ® 
3 1 

O 3 ©® 
O ® 

7 2 

8 1 3 3 

O ® 
10 5 

11 6 

Title 

THE NOTORIOUS B.I.G. 
BAO BO' 

Greatest Hits 

O 15 13 69 

13 

15 

16 

17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

32 

33 

34 

35 

36 

o 
38 

39 

11iß 

41 

o 
43 

44 

46 

47 

o 
49 

50 

23 20 

26 27 

34 3- 

40 49 

31 26 

46 48 

27 30 

35 28 

42 

14 

7 

49 

14 

3 

13 

20 

58 

7 

7 

27 

20 

® 
30 33 ® 
41 41 a 

ARCADE FIRE 

DAUGHTRY 

AKON 
0:',1 SRC'UNIVERSAL MOTOWN 007968"UMRG (13 98, 

Neon Bib 

Daughtry 

Konvicted 

GARY ALLAN 
MCA NASHVILLE 008196 /055N (13.98) 

Greatest Hits 

RELIENT K 
0592/CAPITOL (18.98) (0 

Five Score And Seven Years Ago 

NORAH JONES 
. -.. ..._. '.8_98)±ì Not Too Late 

FALL OUT BOY 
F'.- _ nI,D 008109'IOJMG (13.98) 

Infinity On High 

KORN 
VIRGIN obi MTV Unplugged 

ROBIN THICKE 
STAR TRAK 0061 -0 

JUSTIN TIMBERLAKE 

The Evolution Of Robin Thicke 

FutureSex/LoveSounds 

GREATEST 
GAINER 

CARRIE UNDERWOOD 
ARISTA/ARISTA NASHVILLE 71197 RMO (18.98) 

FERGIE 
.VIEL 1. :.M, A&."4 007490/ INTERSCOPE (13.98) 

Some Hearts 

The Dutchess 

SEVENDUST 
7BROS 100437/ASYLUM (18.98) Alpha 

CORINNE BAILEY RAE 
CAPITOL 66361 (12.98) Corinne Bailey Rae 

NICKELBACK 
ROADRUNNER 18300 (18.98) 

All The Right Reasons 

NELLY FURTADO 
MOSLEY /GEFFEN 006300` /INTERSCOPE (13.98) 

Loose 

DIXIE CHICKS 
COLUMBIA 80739 SONY MUSIC (18.98)') Taking The Long Way 

GWEN STEFAN! 
INTERSCOPE 008" - The Sweet Escape 

CELTIC WOMAN 
MANHATTAN 7511C 6.6 a81 

JOHN MAYER 
AWARE /COLUMBIA 79019`/SONY MUSIC (18.98) 

A New Journey 

Continuum 

VARIOUS ARTISTS 
GRAMMY 03827/SONY BMG CMG (18.98) 

Grammy Nominees 2007 

RASCAL FLATTS 
L1 - I REET 165075 /HOLLYWOOD (18.98) 

SOUNDTRACK 
MUSIC WORLD /COLUMBIA 88953 /50619 MUSIC (18.98) 

GERALD LEVERT 
ATLANTIC 100341/AG (18.981 

KIDZ BOP KIDS 
RAZOR 8 TIE 89141 (18.98) 

YOUNG JEEZY 
CORPORATE THUG2/DEF JAM 007227'/IDJMG (13.98) 

TAYLOR SWIFT 
BIG MACHINE 120702 (18.98) 

Me And My Gang 

Dreamgirls 

In My Songs 

Kidz Bop 11 

The Inspiration 

Taylor Swift 

HINDER 
UNIVERSAL REPUBLIC 005390 /UMRG (9.98) 

Extreme Behavior 

THE SHINS 
SUB POP 705' (15.98) 

Wincing The Night Away 

FINGER ELEVEN 
WINO.UP 13112 (18.98) Them Vs. You Vs. Me 

PRETTY RICKY 
BLUESTAR /ATLANTIC 94603/AG (18.98) 

Late Night Special 

BEYONCE 
COLUMBIA 90920' /SONY MUSIC (18.98) 

SOUNDTRACK 
WALT DISNEY 661698 (18.98) G' 

B'Day 

Hannah Montana 

GYM CLASS HEROES 
OC,,, n50, 886 /FUELED BY RAMEN (13 98) 

As Cruel As School Children 

KEITH URBAN Love, Pain & The Whole Crazy Thing 

EVANESCENCE 
The Open Door 

VARIOUS ARTISTS 
, TI SIC MARKETING GROUP /EMI /UNIVERSAL, ZOMBA 01750/5055 MUSIC (18.981 

NOW 23 

LILY ALLEN Alright, Still... 

AIR 
OGY 8/_' ' IRALWERKS (17.98) 

Pocket Symphony 

RED HOT CHILI PEPPERS 
Nn -.R BROS. 49996' (22.98) 

Stadium Arcadium 

29 43 

75 89 '8 

32 31 

38 10 

56 64 

37 

43 47 

CHIMAIRA 
FERRET 078 (13.98) C0' 

Resurrection 

THE FRAY 
EPIC 93931/SONY MUSIC (18.98) TE 

How To Save A Life 

CIARA 

PACE 
SETTER 

THE PUSSYCAT DOLLS 

SOUNDTRACK 
..., -HEY 000117 (18.981 

3 
TOBYMAC 
FOREFRONT 70379 (17 98) 

18 
SUGARLAND 
MERCURY 007411 /UMGN (13.98) 

Ciara: The Evolution 

47 30 SECONDS TO MARS 
IMMORTAL 90995916516 (12.98) A 

1 

2 

3 

14 

4 

1 

1 

1 

3 

Act 3asiy =, 

notches it 

best week 
ever 

(92,000). ItE 

"Funerar 
debut never 

reacted 

8,000 in any 

week. 

Set Earns a 

big jLmp (up 

33 %I after 

she 
perfc4med 
Marci 7 on 

the "Americas 
Idol" -esults 

show. 

4 

II 1 

19 

B 6 

2 

31 

1 

B I 

35 

s 

B 

B 

20 

40 

The film's No 

1 boer at .he 

U.S. and 

Canada box 

office ($71 

millior, March 

9 -11) aids 

album's 
-1,000 debut. 

lo-le`p, that's lot 
9M =yam' 
w alou 

No. 57. 

ngth 

, 

a 

-song 
The 

II- length 

assadaga 

crops 
F.xil 10. Ai 

Jump In! 111 

(portable sounds) 11 
Enjoy The Ride II II 

111 
A Beautiful Lie 

20 MY CHEMICAL ROMANCE 
41111"18E 49947 WARNER BR05 115''8) 

THE BILLBOARD 200 ARTIST INDEX 
30 SECONDS TO MARS .49 

TRACE ADKINS 
1 

CHRISTINA AGUILERA ..51 
AIR 40 

AKON 4 

JASON ALDEAN . :26 
THE ALL- AMERICAN 

REJECTS .. '09 

GARY ALLAN 5 O 
LILY ALLEN 39 BIRDMAN & LIL WAYNE 66 

ANBERLIN .. 97 THE BEATLES 63 

ARCADE FIRE ... 2 

RODNEY ATKINS 54 

AUGUSTANA 112 

AVENTURA. 140 

BECK 
TONY BENNETT 

DIERKS BENTLEY 
BEVONCE 

186 

90 

104 

33 

B.G. AND THE CHOPPER 

CITY BOYZ 87 

The Black Parade Be 
MARY J. BLIGE .. .53, 56 VALENTINE .191 

BLOC PARTY 138 
BLUE OCTOBER 71 1111111111101111111111 
JAMES BLUNT 145 J.J. CALE & 
ANDREA BOCELLI 149 ERIC CLAPTON 163 

BOW WOW 78 LOS CAMINANTES ....102 
BREAKING BENJAMIN 98 MARY CHAPIN 

BRIGHT EYES 57 CARPENTER .... ...59 
BROOKS & DUNN 88 JASON MICHAEL 

CHRIS BROWN 115 CARROLL ... 69 

BUCKCHERRY 111 JOHNNY CASH _.161.184 
BULLET FOR MY CASTING CROWNS ..175 

62 Go to www.billboard.biz for complete chart data 

T-e debut of 

tr? CW s 
The 

P- ssycat 
Dolls Present 

the Search 
_a 

the Ned 
Ddl" fuels 

52% gan. 

CELTIC WOMAN _ _ 551, 79 
KENNY CHESNEY ... 174 

CHIMAIRA .42 

!!! (CHK CHK CHK) 195 

CIARA 44 
HARRY CONNICK, JR. 128 
CONSEQUENCE 113 

RY COODER 168 
LOS CREADOREZ DEL 

PASITO DURAGUENSE DE 

ALFREDO RAMIREZ . 171 

BILLY CURRWGTON 187 

51 

52 

53 

54 

55 

56 

V° - t; 
o 

1115 ARTIST 
53 a 3ó IMPRINT & NUMBER ' DISTRIBUTING LABEL (PRICE) 

CHRISTINA AGUILERA 49 54 

36 25 

39 32 

33 38 

50 57 

42 45 

® ® 
58 59 65 

m ® 

94 

Title d6 

Back To Basics II , 

LUCINDA WILLIAMS 
LOST HIGHWAY 006938* (13.98) 

MARY J. BLIGE 
MATRIARCH /GEFFEN 0081128/INTERSCOPE (13.981 

RODNEY ATKINS 
CURB 78945 (18.98) 

West 14 

Reflections (A Retrospective) 

If You're Going Through Hell 3 

JOSH TURNER 
MCA NASHVILLE 004744,UMGN (13.98) 

MARY J. BLIGE 
MATRIARCH /GEFFEN 0 INTERSCOPE (13.98/8.98) 

Your Man B 2 

The Breakthrough El 1 

BRIGHT EYES 
SADDLE CAE Oh 

THREE DAYS GRACE 
JIVE 8", 18 98) 

Four Winds (EP) g{ql 

One - X 5 

MARY CHAPIN CARPENTER 
ZOE 43 117.981 

The Calling 59 

60 47 40 
la JOSH GROBAN 

!',ABNER BROS. (18.98) O 

61 44 39 
KATHARINE MCPHEE 

983,RMG (18.98) 

62 62 69 
THE RED JUMPSUIT APPARATUS 
YIRGI;.,, (12.98) 

THE BEATLES 63 

64 

65 

66 

67 

68 

69 

70 

71 

72 

57 

52 

55 

60 

58 

51 

45 

56 

52 

62 

61 

60 

42 

44 

73 58 

65 71 

61 51 

73 64 53 ® 
75 

76 

77 

78 

80 

69 75 

72 74 

53 46 

76 81 

86 96 

54 34 

m ® 
82 

83 

84 

85 

86 

87 

88 

74 70 

60 100 

67 59 

83 63 

87 99 

21 - 

81 88 

70 58 

118 93 

94 - 

68 55 

84 78 

90 134 

78 66 

91 84 

71 19 

100 111 

RR AT 

APPLE I'1 

Awake I 2 

Katharine McPhee 2 

Don't You Fake It 25 

Love II 4 

VARIOUS ARTISTS 

mBRAD PAISLEY 
ARISTA NASHVILLE 696:2 SRN 

BIRDMAN & LIL WAYNE 
CASH MONEY/UNIVERSAL MC109 '. J07563` /UMRG (13.98) 

NAS 
DEE JAM /COLUMBIA 007229',I0JMG (13.98) 

ASHLEY TISDALE 
WARNER BROS. 44425 (18.98) 

JASON MICHAEL CARROLL 
ARISTA NASHVILLE 01487 SEE (12.98) 

Eminem Presents: The Re -Up 2 

Time Well Wasted B 2 

Like Father, Like Son 3 

Hip Hop Is Dead 1 

Headstrong 

Waitin' In The Country 

REGINA SPEKTOR 
IRE 44112 WARNFR 15 98) 

5 

'8 

Begin To Hope 20 

BLUE OCTOBER 
... :, MRG (9.98) 

Foiled II 29 

VAN MORRISON 
!S) 

Van Morrison At The Movies 35 

LUDACRIS 
- IO TMG (13.98) 

Release Therapy I 1 

SOUNDTRACK 
-AEA BROS. (18.98) 

DIDDY 
G (18-98) 

THE KILLERS 
`AG (13.98) 

JOHN LEGEND 
COLUMBIA 80323/SONY MUSIC (18.98) 

BOW WOW 
^5O /SONO MUSIC (18.98) 

CELTIC WOMAN 
AI IAN 60233/BLG (18.98) 

300 74 

Press Play 1 

Sam's Town III 2 

Once Again 3 

The Price Of Fame 6 

Celtic Woman 53 

SOUNDTRACK 
ATLANTIC 94676/AG (18.98) 

SON VOLT 
TRANSMIT SOUND 03232/LEGACY (15.98) 

Tyler Perry's Daddy's Little Girls 

The Search 

11 
OMARION 
TU.G. /EPIC /COLUMBIA 81038'/SONY MUSIC (18.98) 

19 KELLIE PICKLER 
¿,. RNA 01797/SBN (18.98) 

VARIOUS ARTISTS 
` VERITY /WORD.CURB /EMI CMG 02499 /ZOMBA (19.98) 

SOUNDTRACK 
WARNER SUNSET /ATLANTIC 101537/A5 (18 98) 

SALIVA 
iiiiISLAND 008107 /IDJMG (13.98) 

21 

Small Town Girl 

WOW Gospel 2007 

Music And Lyrics 

Blood Stained Love Story 

B.G. AND THE CHOPPER CITY BOYZ 
CH5PPA CITY 5700 /KOCH (17.98) 

BROOKS & DUNN 
'« NASHVILLE 69946/SBN (18.98) 

We Got This 

Hillbilly Deluxe 

89 SNOOP DOGG 
DOGGYSTYLE /GEFFEN 008023' -INTERSCOPE (13.98) 

TONY BENNETT 

91 

92 

93 

94 

95 

96 

97 

98 

99 

1:: ® 
]AUGH -RY ......... 3 

'AULA DEYNDA 133 

BIDET' 75 

7ISTLRBEE 182 

3IXIE CHIC'S ..... 18 

'/ALENTÓ 
ELIZAL]E 116.120 

EMINEM .. ...146 

_: RPM /COLUMBIA 80979/5059 MUSIC (18.98) 

Tha Blue Carpet Treatment 

Duets: An American Classic 

MARCO ANTONIO SOLIS 
F0605158 353066/UG (12.98) G 

JAY -Z 
-..EF JAM 008045' /I0JMG (19.98)16 

U2 
ISLAND 008027 /INTERSCOPE (13.98) + 

JOE NICHOLS 
UNIVERSAL SOUTH 004796 (13.98) 

VARIOUS ARTISTS 
SONY BMG /WARNER MUSIC GROUP 03828 (18.98) 

TRACE ADKINS 
CAPITOL NASHVILLE 56731 (18.98) +O 

ANBERLIN 
TOOTH 8 NAIL 73673 (15.98) ) 

La Historia Continua... Parte III 

Kingdom Come 

U218: Singles 

III 

Totally Country 6 

Dangerous Man 

Cities 

BREAKING BENJAMIN 
HOLLYWOOD 162607 (18.98) 

SOUNDTRACK 
WALT DISNEY 861426 (12.981 

VARIOUS ARTISTS 
PROVIDENT -INTEGRITY /EMI CMG 

BILLENGVALL 132 NELLY FURTADO 17 

EVANESCENCE 37 ALBERT 
EXPLOSIONS IN 0 HAMMOND, JR 117 
THE SKY 169 THE GAME 101 HELLOGOGDBYE .106 

GNARLS BARKLEY 123 TAYLOR HICKS ...136 
AL GREEN 164 HINDER ..29 

PATTY GRIFFIN 124 VANESSA HUDGENS .. 125 FALLOUT FALL OUT B© 
FANTASIA 121 

FERGIE 13 

FINGER ELEVEN 31 

FLYLEAF . ....,... 154 
THE FRAY 43 

JOSH GROBAN 60 

GYM CLASS HEROES _35 
IL DIVÖ 
INCUBUS 119 

Data for week of MARCH 24, 2007 

Phobia 

High School Musical 

WOW Hymns 

00x18 9 

ALAN JACKSON 'S 1. 170 

JAY -Z 92 O 
JIBES 173 TRACY LAWRENCE ...139 
JIM JONES 156 JOHN LEGEND 77 

NORAH JONES 7 GERALD LEVERT ...25 
LIL SCRAPPY 148 

111111111111111131111/111.111 LITTLE BIG TOWN 167 

MAT KEARNEY 152 LDVEDRUG 162 

KIDZ BOP KIDS . 26 LUDACRIS 73 

THE KILLERS 7C 

CHARTS LEGEND on Page 76 
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AIRPLAY MONITORED BY SALES DATA COMPILED BY 

Nielsen 
Broadcast Data 
Systems 

LEGEND FOR HOT 100 AIRPLAY LOCATED BELOW CHART. HOT DIGITAL SONGS: Top selling paid download songs compiled from Internet sales reports collected and provided by Nielsen SoundScan. This data 
is used to compne Goth The Billboard Hot 100 and Pop 100. ADULT TOP 40 /ADULT CONTEMPORARY /MODERN ROCK: 79 adult top 40 stations, 108 adult contemporary stations and 72 modern rock stations are 

electronically monitored 24 hours a day, 7 days a week. See Chart Legend for additional rules and explanations. G 2007. Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved. 

Nielsen 
SoundScan 

Y TITLE 
`11 3ó ARTIST (IMPRINT! PROMOTION LABEL) 

2 9 
THIS IS WHY I'M HOT 

c 

2 20 voli 
LLOYD FEAT. LIE WAYNE (THE INC UNIVE RSA(,. MnTOW'.( 

5 15 
LOST WITHOUT U 
ROBIN THICKE (STAR TRAK/ INTERSCOPL, 

4 4 16 
SAY IT RIGHT 
NELLY FURTADO (MOSLEY / /GEFFEN) 

8 7 
DON'T MATTER 
AXON (KONVICT /UPFRONT'SRC /UNIVERSAL MOTOWN, 

6 7 15 
ICE BOX 
OMARION (T U G. /COLUMBIA) 

9 14 WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE (JIVE /ZOMBA) 

8 3 17 
RUNAWAY LOVE 
LUDACRIS FEAT. MARY J. BLIGE (DTP; UEF .TAM. IOJML 

IT'S NOT OVER 
DAUGHTRY (RCA /RMG) 

o 10 12 

10 6 21 

12 12 

12 11 14 

14 8 

13 13 

21 8 

16 15 26 

18 6 

18 16 17 

19 NJ 16 

28 9 

21 17 25 

22 24 25 

23 23 17 

31 4 

27 26 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

THE SWEET ESCAPE 
GWEN STEFAN( FEAT. AXON (INTERSCOPE) 

ON THE HOTLINE 
PRETTY RICKY (BLUESTAR,ÍATLANTICI e LAST NIGHT 
BIDDY FEAT. KEYSHIA COLE (BAD BOY Al 

THROW SOME D'S 
RICH BOY FEAT. POLOW OA DON (ZONE 4 IN I EHSCOAL ( 

C) C) 
GLAMOROUS 
FERGIE (WILL AMiA &M /INTERSCOPE) 

HOW TO SAVE A LIFE 
THE FRAY (EPIC) 

LR'S GIVE IT TO ME 
TIMBALAND (MOSLEY /BLACKGROUNDINTERSCOPE) 

BREAK IT OFF 
RIHANNA A SEAN PAUL (SRP /DEF JAM/IDJMG) 

*II 
ï? 

POPPIN' 
CHRIS BROWN FEAT. JAY BIZ (JIVE /ZOMBA) 

BUDDY 
MUSID SOULCHILD (ATLANTIC) 

I WANNA LOVE YOU 
AEON FEAT. SNOOP DOGG IKONVICTNPFRONTSRC/UNIVERSAL MOTOWN 

WAITING ON THE WORLD TO CHANGE 
JOHN MAYER (AWARE :'COLUMBIA I 

MAKE IT RAIN 
FAT JOE FEAT. LIL WAYNE (TERROR SUUAO /IMPERIAL/VIRGIN) 

CUPID'S CHOKEHOLD 
GYM CLASS HEROES (UECAYDANCF Furl FD BY RAMFN'AT( ANTIC'LAVA 

WALK IT OUT 
UNK (B1G 00MPKOCH( 

Y 
W Ww 

Y3 á3 3á 
26 

`EpI 

28 

42 

yRiï 

44 

C 
46 

49 

36 

29 

22 

19 

5 

TITLE 
ARTIST (IMPRINT PROMOTION LABEL) 

PROMISE 
CIARA (LAFALE /MBA, 

I'M A FLIRT 
n. KELLY OR BOW WOW (FEAT. T.I. & T -PAN) ¡COLUMBIA JIVE. ZOMBA) 

30 CHASING CARS 
SNOW PATROL (POLYDORIA&M:INTERSCOPE) 

MY LOVE 
JUSTIN TIMBERLAKE FEAT. T.I. (JIVE /ZOMBA) 

28 

30 9 

33 7 

24 4 

8 

£ 23 

GO GETTA 
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGA/DEF JAMIDJMG) 

IF EVERYONE CARED 
NICKELBACK (ROADRUNNER /LAVA) 

BECAUSE OF YOU 
NE -YO (DEE JAM /IDJMG) 

BEER IN MEXICO 
KENNY CHESNEY (RNA) 

WE FLY HIGH 
JIM JONES (KOCH) 

7 LAST DOLLAR (FLY AWAY) 
TIM MCGRAW (CURB) 

STUPID BOY 
KEITH URBAN (CAPITOL NASHVILLE) 

27 12 

,%0 27 

22 13 

-1 6 

ê8 18 

9 c) 

12 

51 4 

42 9 

48 4 

45 8 

e 52 5 

e 57 3 

c 60 6 

O 64 3 

BEFORE HE CHEATS 
CARRIE UNDERWOOD (ARISTA /ARISTA NASHVILLE) 

LADIES LOVE COUNTRY BOYS 
TRACE ADKINS (CAPITOL NASHVILLE) 

WASTED 
CARRIE UNDERWOOD (ARISTA /ARISTA NASHVILLE) 

WATCHING YOU 
ROONEY ATKINS CURB( 

KEEP HOLDING ON 
AVRIL LAVIGNE FAX A,RM G) 

ANYWAY 
MARTINA MCBRIDE (RCA NASHVILLE) 

2 STEP 
ERR (BIG COMP /KOCH) 

THIS AIN'T A SCENE, IT'S AN ARMS RACE 
FALL OUT BOY (FUELED BY RAMENISLANDROJMG) 

STAND 
RASCAL FLATTS (LYRIC STREET) 

SHE'S LIKE THE WIND 
LUMIDEE FEAT. TONY SUNSHINE (TVT) 

SETTLIN' 
SUGARLAND (MERCURY) 

ROCK YO HIPS 
CRIME MOB FEAT. LIL SCRAPPY (CRUNE ROE. REPRISE) 

FACE DOWN 
THE RED JUMPSUIT APPARATUS (VIRGIN) 

PLEASE DON'T GO 
TANK (GOOD GAME BLACKGROUNDIUNIVERSAL MOTO)': . 

1080 stations, comprised of top 40, adult contemporary. R &B /hip -hop, 
are electronically monitored 24 hours a day, 7 days a week. This data is 

corntry, pock, gospel, smooth jazz, Latin, and Christian formats, 
used to compile The Billboard Hot 100. 

t Amur TO 
N^ 

TITLE 
,3 53 3C ARTIST (IMPRINT PROMOTION LAHEI_I 

O 1 15 

2 2 40 

o 4 16 

4 3 39 

Q 7 13 

o 9 12 

7 6 30 

8 5 38 

9 8 18 

10 11 20 

11 .2 46 

`4 6 

13 10 33 

14 15 17 

15 16 14 

e 
e 

JOHN MAYER (AWARE- COLUMBIA( 

GRAVITY 

eBEFORE HE CHEATS 
{¡r/ CARRIE UNDERWOOD )ARISTA ARISTA NASHVILLE RI 

LEAVE THE PIECES 
THE WRECKERS IAA':! III, N WARNER BROS I ® 

21 15 
SNOW ((HEY OH)) 
RED HOT CHILI PEPPERS ¡WARNER BROS , 

itr 

23 8 WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE LJIVE'ZOMBA) 

23 22 14 WELCOME TO THE BLACK PARADE ,Ú7 
MY CHEMICAL ROMANCE a(1'. 

25 11 
THIS AIN'T A SCENE. IT'S AN ARMS RACE 
FALL OUT BOY 

6 
;, U + URHAND 

PINK 

18 9 

17 7 

#1 
4w5s 

IT'S NOT OVER 
DAUGHTRY ,LA (I SAL.' 

CHASING CARS 
SNOW PATROL (POLYDOR: A5M- INTERSCOPEI 

KEEP HOLDING ON 
AVRIL LAVIGNE (FOX( RCA, RMG) 

HOW TO SAVE A LIFE 
THE FRAY ¡EPIC) 

SAY IT RIGHT 
NELLY FURTADO (MOSLEY /GEFFEN) 

IF EVERYONE CARED 
NICKELBACK (ROAORUNNERATLANTIC LAVA) 

SUDDENLY I SEE 
KT TUNSTALL (RELENTLESS VIRGIN) 

WAITING ON THE WORLD TO CHANGE 
JOHN MAYER (AWARE; COLUMBIA) 

IT ENDS TONIGHT 
THE ALL -AMERICAN REJECTS (DOGHOUSE INTERS( 

INTO THE OCEAN 
BLUE OCTOBER (L':I'J'_ 

NOTHING LEFT TO LOSE 
MAT KEARNEY (AZ. AID 

LITTLE WONDERS 
ROB THOMAS 

LIPS OF AN ANGEL 
HINDER IUNIVERSAI RE PUHL',LI 

WORLD 
FIVE FOR FIGHTING IAWA RE. COLUMBIA) 

IRREPLACEABLE 
BEYDNCE (COLUMBIA) 

THE SWEET ESCAPE 
GWEN STEFAN( FEAT. AXON (INTERSCOPE 

LOOK AFTER YOU 
THE FRAY (EPIC) 

19 

24 

20 20 

7 

t3 

18 

1T 

11 

itf 

0.11 
( 

TITLE 
s3 wS ARTIST ¡IMPRINT r PROMOTION LABEL, 

O 7 6 

O 2 7 

3 1 3 

4 3 2 

5 6 8 

6 4 8 

7 5 10 

16 

9 8 13 

10 9 3 

11 12 17 

15 8 

29 3 

14 14 22 

15 13 13 

16 16 19 

41) 26 7 

18 19 25 

19 17 20 

27 25 

25 11 

22 21 22 

23 11 26 

34 3 

39 26 

10 

GLAMOROUS 
FEDE FEAT. LUDACRIS (WILL( AM; ABM /INTERSCOPE) 

DON'T MATTER 
AKON (KO' VICTUPFRONT SRC (WIVE RSA; MOTOW',I 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

GIRLFRIEND 
AVRIL LAVIGNE (RCA. RIA 

CUPID'S CHOKEHOLD 
SYM Aa$S IEREA RAI. PERU STUMP 

THIS AIN'T A SCENE. IT'S AN ARMS RACE 
FALL DUT BOY (FUELED B1 

THE SWEET ESCAPE 
GWEN STEFAN( FEAT. AXON (INTERSCOY)1 

IT'S NOT OVER 
DAUGHTRY (RCA ROC) 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE (JIVE: ZOMBA) 

BREAK IT OFF 
RIHANNA & SEAN PAUL (SRP DEF JAM'ID,IMG) 

SAY IT RIGHT 
NELLY FURTADO (MOSLEY /GEFFEN) 

IF EVERYONE CARED 
NICKELBACK (ROADRUNNER/ATLANTIC/LAVA) 

CANDYMAN 
CHRISTINA AGUILERA (RCA /RMG) 

WALK IT OUT 
UNK 111IG OOMP'KOCH) 

RUNAWAY LOVE 
LUDACRIS FEAT. MARY J. BLIGE (DTP /DEF JAM IDJMG( 

MAKE IT RAIN 
FAT JOE FEAT UL WAYNE (TERROR SOHO IMPERIA W IRGIN 

THE WAY I LIVE 
BABY BOY DA PRINCE FEAT LIE BOOSIE (UNIVERSAL REPUXLI('. 

FERGALICIOUS 
FERGIE (WILL. LAMA &M- INTERSCOPE) 

IRREPLACEABLE 
BEYDNCE (COLUMBIA) 

FACE DOWN 
THE RED JUMPSUIT APPARATUS (VIRGIN) 

ICE BOX 
OMANION (T U.G. /COLUMBIA( 

WE FLY HIGH 
JIM JONES (KOCH) 

NOT READY TO MAKE NICE 
DIXIE CHICKS (COLUMBIA( 

LAST NIGHT 
DIODY FEAT KEYSHIA COLE ROY ATLANTIC) 

BEFORE HE CHEATS 
CARRIE UNDERW00D (AR I,ITA NAtiHVILLEI 

s3 
x x TITLE 

`3 ö ARTIST (IMPRINT i PROMOTION LABEL) 

26 '2 24 
SMACK THAT 
ANON FEAT. EMINEM 

27 18 2C 
HERE (IN YOUR ARMS) 
HELLOOOOOBYE IDFIUE TH /, A -':CT ,;FT 

Cw 
29 

4 
GO GETTA 
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGL SEI IAA) 

28 23 
BOSTON 
AUGUSTANA (EPIC) 

30 24- 17 
I WANNA LOVE YOU 
ANON FEAT. SNOOP DON 

31 20 5 
YEAR 3000 
JONAS BROTHERS 

41 3U +URHAND 
PINK ILAFACE /Z001101 

KEEP HOLDING ON 33 23 l'- AVRIL LAVIGNE IF OX RCG1 

34 20 15 
SNOW ((HEY OH)) 
RED HOT CHILI PEPPERS (WARNER BROS ) 

a0 35 WAITING ON THE WORLD TO CHANGE 
JOHN MAYER (AWARE/COLUMBIAI 

eiN HOME 
W 2 

DAUGHTRY !RCA /RMGI 
62 

37 32 

O1 

38 

25 WELCOME TO THE BLACK PARADE 
MY CHEMICAL ROMANCE (REPRISE. 

2G 
JUSTIN TIMBERLSEXYBACK AKE '.'. ZOMBAI 

6 
OVER IT 
KATHARINE MCPHEE RMGI 

6 
LOST WITHOUT U 
ROBIN TRICKE .: 

12 
PUT YOUR RECORDS ON 
CORINNE BAILEY RAE (CAPITOL) 

HOW TO SAVE A LIFE 
36 4E 

THE FRAY (EPIC( 

56 2 
BUY U A DRANK (SHAWTY SNAPPIN') 

D , TITLE 
=3 3 3ó. ARTIST (IMPRINT PROMOTION LARE_. 

C54 4 
SHE'S LIKE THE WIND 
LUMIDEE FEAT TONY SUNSHINE IT'c' 

52 33 26 
MY LOVE 

53 49 34 

Q 65 2 

58 35 

El 

T -PAIN FEAT YUNG JOC (KONVICT NAPPY BOY(JIVE' ZOMBA) . /. 

TOP BACK S.3 
44 S 

T I I GRAND HUSTLE ATLANTIC) 

45 42 7 ON THE HOTLINE 
PRETTY RICKY IOLUESTARATLANTI( 

B 47 12 
INTO THE OCEAN 

Cr 
48 

BLUE OCTOBER (UNIVERSAL MOTO "'. C' 

2 STEP 
UNK (BIG COMP -KOCH) 

ti8 )r YOU 
LLOYD FEAT. LIC WAYNE (THE INC UNIVERSAL MI' I.. 

50 35 

1 WASTED 
CARRIE UNDERWODD ¡ARISTA/ARISTA 'IAS-HVII . 

1C 
PAIN 

THREE DAYS GRACE (JIVE, ZOMBA, 

56 

58 

51 8 

59 9 

52 24 

JUSTIN TIMBERLAKE FEAT_ T.I. (JIVE AA. 

LIPS OF AN ANGEL 
HINGER (UNIVERSAL O)' /OWN( 

THROW SOME D'S 
RICH BOY FEAT. POLOW DA DON (ZONE 4 INTERSCOcFI 

SUDDENLY I SEE 
KT TUNSTALL (RELENTLESS, VIRGIN, 

FIDELITY 
REGINA SPEKTOR (SIRE. WARNER BROS ( 

STUPID BOY 
KEITH URBAN (CAPITOL NASHVILLE( 

IT ENDS TONIGHT 
THE ALL -AMERICAN REJECTS (DOGHOUSE I'. I -. 

CRAZY 59 53 44 
GNARLS BARKLEY f00WNTAWN ATLANTIC LAVA 

60 55 43 

1 

62 57 6 

1i - 1 

64 87 39 

65 33 21 

66 54 9 

67 50 3 

68 36 18 

CHASING CARS 
SNOW PATROL 1 .'.BM IN TERSCOPE) 

FLATHEAD 
THE FRATELLIS "=EEIOROP THE AIIN III AND INTF- 

KING KONG 
JIBES (SEAS(:. _ =EN) 

I'M A FLIRT 
R. KELLY ARROW WOW (FEAT TI. & T-YUNI lull/AT- 

HIPS DON'T LIE u 
SHAKIRA FEAT. WYCLEE JEAN (EPII 

TELL ME 
OIODY FEAT. CHRISTINA AGUILERA (BAD BOY AI L,.. 

NOTHING LEFT TO LOSE 
MAT KEARNEY (AWARE COLUMBIA) 

I'M SHIPPING UP TO BOSTON 
DROPKICK MURPHYS (HELLCAT,'E PI TAPIS 

WALK AWAY (REMEMBER ME) 
PAULA DEANDA FEAT. THE DEY ( 

ARISTA. RMGI /^ DON'T CHA 
1. THE PUSSYCAT DOLLS (AMA INTERSCOPE) 

70 61 6 

74 40 

Vr' 1 

e - 3 

t 

- 38 

SMILE 
LILY ALLEN ICAPITOL) 

LIFE IS A HIGHWAY 
RASCAL FLATTS (WALT l'IF'.( YI 

POP, LOCK AND DROP IT 
HUEY ¡HITZ COMNIII I 

IN THE END 
LINKIN PARK (WARNER BRO: 

OUTTA MY SYSTEM 
BOW WOW FEAT T -PAIN & JOHNTA AUSTIN (COLON'. 

BUTTONS 
THE PUSSYCAT DOLLS FEAT SNOOP DOGS (00M' INTERS( ::.'(PI 

cC ADt11:1' 
4 C;ONT1=IVI PORARYTM 

3 á3 3ó 

O 28 

© 3 21 

© 2 46 

O 6 22 
CHASING CARS 
SNOW PATROL I _, l' - 

5 4 54 

6 5 43 

7 7 63 

8 8 38 

TITLE 
ARTIST (IMPRINT PROMOTION LABEL) si 

WAITING ON THE WORLD TO CHANGE 
JOHN MAYER ')V _: ( 

,'..: 
A 

HOW TO SAVE A LIFE 
THE FRAY 

WHAT HURTS THE MOST 
RASCAL FLATTS 

UNWRITTEN 
NATASHA BEDINGFIELD 

THE RIDDLE 
FIVE FOR FIGHTING AWARE COLLMe(A) 

BAD DAY 
DANIEL POWTER (W 'AR. 

PUT YOUR RECORDS ON 
CORINNE BAILEY RAE P:/ 

O HURT 
CHRISTINA AGUILERA (RCA F c 

STREETCORNER SYMPHONY 
ROB THOMAS ' 1,1A(Á1 L 

BLACK HORSE & THE CHERRY TREE 
KT TUNSTALL 

12 9 29 HAVE YOU EVER SEEN THE RAIN It, ROO STEWART 'ZI 

11 

11 22 

-'3 

10 

23 

45 

Lt 

ttr 

f 

e 15 28 
FAR AWAY 
NICKELBACK (ROADRUNNER; ATLANTIC LAVA) 

14 12 33 
CRAZY 

7 GNARLS BARKLEY (DOWNTOWN ATLANTIC LAVA( 

15 14 26 
YOU ARE LOVED (DON'T GIVE UP) ,tI 
JOSH GROBAR (143, REPRISE) 

16 10 
SUDDENLY I SEE 

LEI KT TUNSTALL (RELENTLESS. VIRGIN) 

17 17 10 
OUR COUNTRY Itr JOHN MELLENCAMP (UNIVERSAL REPUBLIC ACRI 

e 18 9 IRREPLACEABLE itr BEYDNCE )i lILL!Jd 

9 
8 

CHANGE 
KIMBERLEY LOCKE (CURB REPRISE) 

20 7 
RAINCOAT 
KELLY SWEET (RAZOR & TIE( 

21 21 7 

® 22 6 

® 23 3 

24 6 

25 5 

ORDINARY MIRACLE 
SARAH MCLACHLAN (SONY CLASSICS_ 

MY LITTLE GIRL 
TIM MCGRAW (CURB REPRISE) 

FOOLED AROUND AND FELL IN LOVE 
ROO STEWART (J' HMG) 

SO NOT OVER YOU 
SIMPLY RED ISIMPLYRED -CON 

JUST TO FEEL THAT WAY 
TAYLOR HICKS ( /T- t 

IVIODERN ROC.KTM 

ó 
1 1 L 

2 2 20 

O 3 21 

4 14 

7 4 

4 

6 5 10 

7 6 20 

O '1 9 

O 12 9 

10 8 34 

11 10 10 

e 14 8 

TITLE 
ARTIST (APBINI PROMOTION LABEL) 

PAIN 
THREE DAYS GRACE JIVE; ZOMBA) 

STARLIGHT 
41(15 

FROM YESTERDAY 
30 SECONDS TO MARS ¡C: ML I'SL A,':- 

FAMOUS LAST WORDS 
MY CHEMICAL ROMANCE (-EP01S1 1 

SURVIVALISM 
NINE INCH NAILS . (I'.'F R,I'III'/ 

DASHBOARD 
MODEST MOUSE LI/) 
SNOW ((HEY OH)) 
RED HOT CHILI PEPPERS I.. M(')E(i I 

BREATH 
BREAKING BENJAMIN (HOLLYWOOD) 

DIG 
INCUBUS (IMMORTAL EPIC) 

FACE DOWN 
THE RED JUMPSUIT APPARATUS (VIRG '.1 

READ MY MIND 
THE KILLERS (ISLANOIIDJMG) 

FOREVER 
PAPA ROACH (EL TONAL /GEFFENI 

13 15 
PRAYER OF THE REFUGEE 
RISE AGAINST (GEFFENI 

1l 

Itt 

14 9 16 
THIS AIN'T A SCENE, IT'S AN ARMS RACE 
FALL OUT BOY (FUELED BY RAMER. ISLAND 1040G) Ai 

18 9 

16 16 14 

17 15 23 

e 19 6 

LAZY EYE 
SILVERSUN PICKUPS IDANGERBIRDI 

PHANTOM LIMB 
THE SHINS MID 0./PI 

ANNA -MOLLY 
INCUBUS 11 "'MORTAL E ?ICI 

WELL ENOUGH ALONE 
CHEVELLE EPICI 

W 

T 

18 17 27 WELCOME TO THE BLACK PARADE ,- 
MY CHEMICAL ROMANCE (REPRISE 

20 12 

21 21 8 

® 24 6 

(1:1 23 9 

@ 26 8 

25 25 11 

IT'S NOT OVER 
DAUGHTRY (RCA,RMG) 

SILLYWORLO 
STONE SOUR IROADRUI,NER 

RUBY 
KAISER CHIEFS (H- ,(Ill:.; L'.. --SAL M0T0V15I 

NAIVE 
THE KOOKS /,STRALWER',ì' 

I STILL REMEMBER 
BLOC PANTY - 

LADIES & GENTLEMEN 

Ltl 

Data for week of MARCH 24, 2007 For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 65 
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0 
3 

4 I 

5 4 4 

9 1E 

8 5 H. 

9 10 12 

10 6 

41/1:1 11 2 

12 12 1-. 

11) 
14 13 21 

14 9 

19 15 

23 33 

17 15 25 

18 16 19 

19 20 51 

20 21 15 

22 2 25 

_6 16 

:, 26 

38 6 

28 

29 14 

28 25 25 

a. 

33 9 

112 37 6 e 39 10 

r 
33 28 22 

42 27 

31 21 

t 35 35 23 

36 27 23 

7 32 19 

40 6 

39 26 26 

40 30 25 

1.41 17 26 

48 

43 7 

46 5 

41 6 

46 44 20 

65 2 

45 22 

' 50 16 

57 3 

SEE BELO`Y FOR COMPLETE LEGEND INFORMATION. 

MAR 3 i 
wW TITL 
;13 'c` ARTIST 

0 GLAMOROUS 
FERGIE FEAT. =ACME (WILLIMVA&AVB4TERSCOPE) 

DON'T MATTER 
AKON (KONVICT /UPFRONT /SRC /UNIVERSAL MOTOWN) 

THE SWEET ESCAPE 
GWEN STEFANI FEAT. AKON (INTERSCOPE) 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE (JIVE /ZOMBA) 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

CUPID'S CHOKEHOLD 
GYM CLASS HEROES (DECAYDANCE/RIELEE BY RAMEWAILAMKa4AVA) 

IT'S NOT OVER 
()AUGURY (RCA /RMG) 

SAY IT RIGHT 
NELLY FURTADO (MOSLEY /GEFFEN) 

THIS AIN'T A SCENE, IT'S AN ARMS RACE 
FALL OUT BOY (FUELED BY RAMEN /ISLAND /IDJMG) 

BREAK IT OFF 
RIIIANNA á SEAN PAUL (SRP /DEF JAM /IDJMG) 

GIRLFRIEND 
AVRIL LAVIGNE (RCA /RMG) 

RUNAWAY LOVE 
LUDACRIS FEAT. MARY J. BUGE (DTP /DEF JAM /IDJMG) 

IF EVERYONE CARED 
NICKELBACK (ROADRUNNER /LAVA) 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

ICE BOX 
OMARION (T,U.G. /COLUMBIA) 

FACE DOWN 
THE RED JUMPSUIT APPARATUS (VIRGIN) 

WALK AWAY (REMEMBER ME) 
PAULA DEANDA FEAT. THE DEY (ARISTA/RMG) 

I WANNA LOVE YOU 
AXON FEAT SNOOP DOGG (NOFMCTNPFì0ND5RC/UNKRRSAL MOTOAAO 

HOW TO SAVE A LIFE 
THE FRAY (EPIC) 

KEEP HOLDING ON 
AVRIL LAVIGNE (FOX/RCA/RMG) 

CANDYMAN 
CHRISTINA AGUILERA (RCA/RMG) 

FERGALICIOUS 
FERGIE (WILL.I.AM/A&M/INTERSCOPE) 

U + UR HAND 
PINK (LAFACE/ZOMBA) 

HERE (IN YOUR ARMS) 
HELLOGOODBYE (DRIVE- THRU /SANCTUARY) 

LAST NIGHT 
BIDDY FEAT. KEYSHIA COLE (BAD BOY /ATLANTIC) 

MY LOVE 
JUSTIN TIMBERLAKE FEAT. T.I. (JIVE /ZOMBA) 

YOU 
LLOYD FEAT. LIL' WAYNE (THE INC /UNIVERSAL MOTOWN) 

SMACK THAT 
AKIN FEAR EMBER (140FNKTARRE4TAàRGUMVERSAL MOTOWN') 

BEFORE HE CHEATS 
CARRIE UNDERWOOD (ARISTA/ARISTA NASHVILLE/RMG) 

SHE'S LIKE THE WIND 
LUMIDEE FEAT. TONY SUNSHINE (TVT) 

GIVE IT TO ME 
TIMBALAND (MOSLEV/BLACKGROUND/INTERSCOPE) 

THE WAY I LIVE 
BABY BOY DA PRINCE FEAT. UL BOOSIE (UNIVERSAL REPUBLIC) 

WE FLY HIGH 
JIM JONES (KOCH) 

TELL ME 
DIDDY FEAT. CHRISTINA AGUILERA (BAD BOY /ATLANTIC) 

BOSTON 
AUGUSTANA (EPIC) 

WALK IT OUT 
UNK (BIG OOMP /KOCH) 

MAKE IT RAIN 
FAT JOE FEAT. UL WAYNE (TERROR SOUADAMPERIAL/VIRGIN) 

OVER IT 
KATHARINE MCPHEE (RCA/RMG) 

WELCOME TO THE BLACK PARADE 
MY CHEMICAL ROMANCE (REPRISE) 

IT ENDS TONIGHT 
THE ALL -AMERICAN REJECTS (DOGHOUSETNTERSCOPE) 

NOT READY TO MAKE NICE 
DIXIE CHICKS (COLUMBIA) 

LOST WITHOUT U 
ROBIN THICKE (STAR TRAK/INTERSCOPE) 

ON THE HOTLINE 
PRETTY RICKY (BLUESTAR /ATLANTIC) 

GO GETTA 
YOUNG JEEZY FEAT R KELLY (CORPORATE THUG71DEFJMMIDMIC) 

YEAR 3000 
JONAS BROTHERS (HOLLYWOOD) 

SNOW ((HEY OH)) 
REO HOT CHILI PEPPERS (WARNER BROS.) 

HOME 
DAUGHTRY (RCNRMG) 

SHORTIE LIKE MINE 
BOW WOW FEAT. CHRIS BROWN A JOHNTA AUSTIN (COLULI/ 

INTO THE OCEAN 
BLUE OCTOBER (UNIVERSAL MOTOWN) 

BUY U A DRANK (SHAWTY SNAPPIN') 
T -PAIN FEAT. YUNG JOC (KONVICT /NAPPY BOY /JIVE / ZOMBA) 

TOP BACK 
T.I. (GRAND HUSTLE /ATLANTIC) 

MONEY MAKER 
LUDACRIS FEAT, PHARRELL (DTP /DEF JAM /IDJMG) 

THROW SOME DS 
RICH BOY FEAT. POLOW DA DON (ZONE 4 /INTERSCOPE) 

2 STEP 
UNK (BIG OOMP /KOCH) 

47 12 PAIN 
THREE DAYS GRACE (JIVE/ZOMBA) 

61 5 

93 2 

5-4 13 

4 

53 14 

63 5 

64 10 

58 9 

1 

1111 76 3 

86 2 

11-62 7 

0 87 3 

C198 

71 21 

59 25 

1111 67 30 
` 

4 

`r' 4. 74 

as 92 

'W 66 

CI 
78 

24 

2 

2 

20 

79 69 0 

80 

81 86 17 

82 81 20 

BETTER THAN ME 
HINDER (UNIVERSAL REPUBLIC) 

WASTED 
CARRIE UNDERWOOD (ARISTA/ARISTA NASHVILLE /RMG) 

NOTHING LEFT TO LOSE 
MAT KEARNEY (AWARE /COLUMBIA) 

FLATHEAD 
THE MAIMS (CHERHYIREE/DROP THE GUNVSLAN AMERSCOPE) 

FIDELITY 
REGINA SPEKTOR (SIRE /WARNER BROS.) 

LOOK AFTER YOU 
THE FRAY (EPIC) 

STUPID BOY 
KEITH URBAN (CAPITOL NASHVILLE) 

KING KONG 
JIBES FEAT. CHAMILUONAIRE (BEASTNGEFFEN) 

I'M A FLIRT 
R KELLY OR BOW WOW (FEAE TJ á TEAM) (COLUMBWDJE/20BA) 

STOLEN 
DASHBOARD CONFESSIONAL (VAGRANT /INTERSCOPE) 

OUTTA MY SYSTEM 
BOW WOW FEAT. T -PAIN á JOHNTA AUSTIN (COLUMBIA) 

SMILE 
LILY ALLEN (CAPITOL) 

POP LOCK AND DROP IT 
HUEY (RITZ COMMITTEE /JIVE /ZOMBA) 

LIKE A BOY 
CIARA (LAFACE / ZOMBA) 

WAIT A MINUTE 
THE PUSSYCAT DOLLS FEAT. TIMBALAND (A &M /INTERSCOPE) 

HURT 
CHRISTINA AGUILERA (RCA/RMG) 

MANEATER 
NELLY FURTADO (MOSLEY /GEFFEN) 

READ MY MIND 
THE KILLERS (ISLAND /IDJMG) 

WHITE & NERDY 
WEIRD AL YANKOVIC (WAY MOBYNOLCANO / ZOMBA) 

ROCK YO HIPS 
CRIME MOB FEAT. Lit SCRAPPY (CRUNK/BME /REPRISE) 

GRACE KELLY 
MIKA (CASABLANCA/UNIVERSAL REPUBLIC) 

JIMMY CRACK CORN 
EMINEM á 50 CENT (SHADY /INTERSCOPE) 

WIND IT UP 
GWEN STEFAN! (INTERSCOPE) 

92 

95 

96 

97 

98 

uIi_ 

2 

49 2 

_ 2 

_ 1 

73 3 

85 6 

95 7 

96 26 

2 

2 

CIRCLE 
MARQUES HOUSTON (T.U.G. /UNIVERSAL MOTOWN) 

ANYWAY 
(TARTINA MCBRIDE (RCA NASHVILLE) 

WATCHING YOU 
RODNEY ATKINS (CURB) 

SHE'S EVERYTHING 
BRAD PAISLEY (ARISTA NASHVILLE) 

THE RIVER 
GOOD CHARLOTTE (DAYUGHT /EPIC) 

BEAUTIFUL LIAR 
BEYONCE á SHAKIRA (COLUMBIA) 

WOULDN'T GET FAR 
THE GAME FEAT. KANYE WEST (GEFFEN) 

THE SECOND COMING 
JUELZ SANTANA + JUST BLAZE (NIKE) 

TEARDROPS ON MY GUITAR 
TAYLOR SWIFT (BIG MACHINE) 

PROMISE 
CIARA (LAFACE / ZOMBA) 

TIM MCGRAW 
TAYLOR SWIFT (BIG MACHINE) 

TELL ME 'BOUT IT 
JOSS STONE (VIRGIN) 

LISTEN 
BETONCE (MUSIC WORLD /COLUMBIA) 

MOVIN' ON 
ELLIOTT YAMIN (HICKORY) 

DASHBOARD 
MODEST MOUSE (EPIC) 

WITH LOVE 
HILARY DUFF (HOLLYWOOD) 

FREAK ON A LEASH (UNPLUGGED) 
KORN FEAT. AMY LEE (VIRGIN) 

SAY OK 
VANESSA HUDGENS (HOLLYWOOD) 

FAMOUS LAST WORDS 
MY CHEMICAL ROMANCE (REPRISE) 

LEAVE THE PIECES 
THE VAEAaB NAVE:IpJWAArKA epos. (NASA VE1EZAWR WROSMAM 

MR. JONES 
MIKE JONES (SWISHAHOUSE /ASYLUM /WARNER BROS.) 

DOE BOY FRESH 
THREE 6 MARA FEAT UKBAUJ DAME (HYPNOTIZE MNDSCOWMBIA) 

POP 100: The top Pop singles 8 tracks, according to mainstream top 40 radio audience impressions measured by Nielsen 
Broadcast Data Systems, and sales compiled by Nielsen SoundScan. See Cnart Legend for rules and explanations. © 2007, Nielsen 
Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved. POP 100 AIRPLAY: Legend located below chart. SINGLES 
SALES: This data is used to compile both the Billboard Hot 100 and Pop 100. See (dart Legend for rules and explanations. CO 2007, 
Nielsen Business Media, Inc. All rights reserved. HITPREDICTOR: See Chart Legend for rules and explanations. 
s 2007, Pramosquad and HitPredictor are trademarks of Think Fast LLC. 
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SAY IT RIGHT 
NELLY FURTADO (MOSLEY /GEFFEN) 

IT'S NOT OVER 
DAUGHTRY (RCA/RMG) 

THE SWEET ESCAPE 
GWEN STEFANI FEAT. AKON (INTERSCOPE) 

DON'T MATTER 
AKON (KONVICT /UPFRONT /SRC/UNNERSAL MOTOWN) 

RUNAWAY LOVE 
LUDACRIS FEAT. MARY J. BLIGE (DTP /DEF JAM /ID. 

BREAK IT OFF 
RIHANNA á SEAN PAUL (SRP /DEF JAM /IDJMG) 

ì`W 

GLAMOROUS 
FERGIE FEAT. LUDACIRS (WILL.I.AM/A&MANTERSCOPE) 

CUPID'S CHOKEHOLD 
TM CLASS HEROES (OECAHDAKERK.IDBY Ft eHARANIL1P'.. 

GIVE IT TO ME 
TIMBALAND (MOSLEY /BLACKGROUND /INTERSCO' 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

WALK AWAY (REMEMBER ME) 
PAULA DEANDA FEAT. THE BEY (ARISTA/RMG) 

IF EVERYONE CARED 
NICKELBACK (ROADRUNNER /LAVA) 

HOW TO SAVE A LIFE 
THE FRAY (EPIC) 

MY LOVE 
JUSTIN TIMBERLAKE FEAT. T.I. (JIVE /ZOMBA) 

ICE BOX 
OMARION (T.U.G. /COLUMBIA) 

THIS AINT A SCENE, ITS AN ARMS RACE "I 
FALL OUT BOY (FUELED BY RAMEN /ISLAND /IDJMG) 

TELL ME 
GIDDY FEAT. CHRISTINA AGUILERA (BAD BOY /ATLANTIC) 111 
YOU 
LLOYY FEAT. LIL' WAYNE (THE INC./UNIVERSAL MOTOWN) 

SHE'S LIKE THE WIND 
LUMIDEE FEAT. TONY SUNSHINE (TVT) 

I WANNA LOVE YOU 
11 ANON FEAT. SNOOP DDIAJ PsAmV i0NNSIKAAA4ASeL MOTOWN) 

111 

FACE DOWN 
THE RED JUMPSUIT APPARATUS (VIRGIN) 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

KEEP HOLDING ON 
AVRIL LAVIGNE (FOX/RCA /RMG) 

U + UR HAND 
PINK ( LAFACE/ZOMBA) 

26 19 22 

27 24 i3} 

28 26 ($ 

29 27 33,_ 

37 6 j 
31 30 ?6 
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35 6 

32 ?g 

36 6 

28 -7 

44 2 

39 4.0 

38 7 , 

33 9 

47 2 

43 3 
D 41 4 

NSF 1 
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IT ENDS TONIGHT 
THE ALL-AMERICAN REJECTS (DOGHOUSEANTERSCOPE) 

HERE (IN YOUR ARMS) 
HELL0000DBYE (DRIVE -THRU /SANCTUARY) 

SHORTIE LIKE MINE 
BOW WOW (COLUMBIA) 

FERGALICIOUS 
FERGIE (WILL.I.AM /A &M /INTERSCOPE) 

LAST NIGHT 
DIDDY FEAT. KEYSHIA COLE (BAD BOY /ATLANTIC) 

SMACK THAT 
ANN RAI DAM BB)WiCTNPRION/SRCA%ERSAL MOTOWN) 

OVER IT 
KATHARINE MCPHEE (RCA /RMG) 

CANDYMAN 
CHRISTINA AGUILERA (RCA/RMG) 

MONEY MAKER 
LUDACRIS FEAT. PHARRELL (DTP /DEF JAM /IDJMG) 

BEFORE HE CHEATS 
CARRIE UNDERWOOD (ARISTNARISTA NASHVILLEARMG) 

WELCOME TO THE BLACK PARADE 
MY CHEMICAL ROMANCE (REPRISE) 

BEAUTIFUL LIAR 
BEYONCE á SRAKIRA (COLUMBIA) 

ON THE HOTLINE 
PRETTY RICKY (BLUESTAR /ATLANTIC) 

BOSTON 
AUGUSTANA (EPIC) 

WE FLY HIGH 
JIM JONES (KOCH) 

LOST WITHOUT U 
ROBIN THICKE (STAR TRAK/INTERSCOPE) 

BETTER THAN ME 
HINDER (UNIVERSAL REPUBLIC) 

WITH LOVE 
HILARY DUFF (HOLLYWOOD) 

LOOK AFTER YOU 
THE FRAY (EPIC) 

STOLEN 
DASHBOARD CONFESSIONAL (VAGRANT/INTERSCOPE) 

BECAUSE OF YOU 
NE -YO (DEF JAM /IDJMG) 

THE WAY I LIVE 
BABY BOY DA PRINCE (UNIVERSAL REPUBLIC) 

GIRLFRIEND 
AVRIL LAVIGNE (RCA/RMG) 

WAIT FOR YOU 
ELUOTT YAMIN (HICKORY) 

NOTHING LEFT TO LOSE 
MAT KEARNEY (AWARE /COLUMBIA) 
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THROW SOME D'S 
RICH BOY FEAT. POLOW DA DON (ZONE 4 /INTERSCOPE) 
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ALL MY LIFE 
BILLY JOEL (COLUMBIA) 
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LISTEN 
BEYONCE (MUSIC WORLD /COLUMBIA) 

UNTIL YOU COME BACK TO ME 
CRYSTAL DOVE STARRING DICE GAMBLE (KINGS MOUNTAIN) 

LET'S FALL IN LOVE AGAIN 
RACHEL BROWN (URBAN MUSIC GROUP /FACE2FACE) 

MADE TO LOVE 
I DBYMAC (FOREFRONT) 

TO GO HOME 
M. WARD (MERGE) 

GET TO THE MONEY 
REEC (BULLS EYE /FACE2FACE) 

EVERY DAY IS EXACTLY THE SAME 
NINE INCH NAILS (NOTHING /INTERSCOPE) 

KOOL AID 
LIL BASS FEAT JI MONEY (PIPELINE) 

SOMEWHERE OVER THE RAINBOW/MY DESTINY 
KATHARINE MCPHEE (RCA/RMG) 

AINT NO LOVE SONG 
CORYLAVEL FEAT. PHIZEK (LEWIS ENTERTAINMENT) 

18 

28 11 

22 24 1E 

CD30 6 

25 23 f! 

19 2 

17 7 

29 109 

22 5E 

COME CLOSE 
3D (BODY HEAD) 

DO I MME YOU PROUD/EAKIN' R TO THE STREETS 
TAYLOR HICKS (ARISTA/RMG) 

BUDDY 
MUSIO SOULCHILD (ATLANTIC) 

CALL ON ME 
JANET I NELLY (VIRGIN) 

('M ON IT 
LENARD FEAT. PAPA REU (CLEARVISION) 

PLEASE HEAT THIS EVENTUALLY 
OMAR RODRIGUEZ -LOPEZ á DAMO SUZUKI (GOLDSTANDAROLABS) 

HURT 
CHRISTINA AGUILERA (RCA/RMG) 

WE WILL BECOME SILHOUETEES/BE STILL MY HEART 
THE POSTAL SERVICE (SUB POP) 

JUMP 
MADONNA (WARNER BROS.) 

HEAD LIKE A HOLE 
NINE INCH NAILS (RYKODISC) 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 
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See chart IeRerxt for rules and explanations. Yellow Indicates 
ested title, indicates New Release. 
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Pace Down TIN (65.1) 

Keep Holding On RMG (69.0) 

U + Ur Hand ZOMBA (65.1) 

Over It RMG (69.7) 

Candyman RMG (66.8) 

Boston EPIC (68.9) 

Bet er Than Me UNIVERSAL REPUBLIC (77.0) 

With Love HOLLYWOOD (68.0) 

Forever GEFFEN (70.3) 

Pain ZOMBA (72.5) 

ULT TO 40 

k After You EPIC (68.4) 1i 
Before He Cheats RMG (78.5) 13 

Snow ((Hey Oh)) WARNER 

32 

38 

32 

What Goes Around...Comes 
ound ZOMBA 75.7) 

This Ain't A Scene. Its An Arms Race 

71DJMG (65.8) 

U + Ur Hand ZOMBA (79.8) 

E eher Than Me UNIVERSAL REPUBLIC 178.7) 

Read My Mind IDJMG (69.5) 

Not Ready To Make Nice COLUMBIA (73.1) 

Time After Time EPIC (71.1) 

ULT CONTEMPORARY 

Suddenly I See VIRGIN (71.5) 

I replaceable COLUMBIA (65.5) 

My Little Girl CURB,REPRISE (82.6) 

Just To Feel That Way RMG (71.8) 

9EVONC 
M MC 

IA 

21 

21 

2i 
21 

34 

31 

Never MORE SFG (71.7) 

MODERN ROCK 

2v 

It's Not Over RMG (65.9) 

Naive ASTRALWERKS (68.3) 

I Still Remember ATLANTIC (65.8) 

Paralyzer WINO-UP (68.9) 

River EPIC (66.1) 

21 

21 

Data for week of MARCH 24, 2007 I CHARTS LEGEND on Page 76 

www.americanradiohistory.com

www.americanradiohistory.com


SALES DATA COWILED BY 

weisen 

TOP o R &13 /I -IIP -1-10 P ALBUMS.,., 

I 

- 

ARTIST 
IMPRINT & NUMBER / DISTRIBUTING LABEL (PRICE) 

#1 THE NOTORIOUS B.I.G. 
BAD BOY 101830/AG (18.98) 

SAE Charts L=genc for rules and explanations. 2007. Nilsen Business Media. Inc. and Nielsen SoundScan. Inc. Al rights eseved. 

Tltle}I 

Greatest Hits 

ROBIN THICKE 
STAP TRAK 005146' /INTERSCOPE (9 98) 

© '7 
GREATEST AKON 
GAINER KONVICT /UPFRONT /SRC /UNIVERSAL MOTOWN 007968` /UMRG (1 

GERALD LEVERT 
ATLANTIC 100341/AGj118.98) 

JUSTIN TIMBERLAKE 
JIVE 88062' /ZOMBA (18.98) 

YOUNG JEEZY 
CORPORATE THUGZ/DEF JAM 007227/IDJMG (13.98) 

CORINNE BAILEY RAE 
CAPITOL 66361 (12.98) 

PRETTY RICKY 
BLUESTAR /ATLANTIC 94603/AG (18.98) 

SOUNDTRACK 
MUSIC WORLD /COLUMBIA 88953 /SONY MUSIC (18.98) 

B.G. AND THE CHOPPER CITY BOYZ 
CHOPPA CITY 5700 /KOCH (17.98) 

SOUNDTRACK 
ATLANTIC 94676/AG (18.98) 

CIARA 
LAFACE 03336 /ZOMBA (18.98)C) 

BIRDMAN & LIL WAYNE 
CASH MONEY /UNIVERSAL MOTOWN 007563 /UMRG (13.981 

NAS 
DEF JAM /COLUMBIA 007229' /IDJMG (13.98) 

MARY J. BLIGE 
MATRIARCH /GEFFEN 008112' / INTERSCOPE (13.98) 

BEYONCE 
COLUMBIA 90920' /SONY MUSIC (18.98) 

OMARION 
T.U.G. /EPIC /COLUMBIA 81038*SONY MUSIC (18.98) 

JAY Z 
ROC- A- FELLNDEF JAM 008045* /IDJMG (19.98) O 

DIDDY 
BAD BOY 83864/AG (18.98) 

TYRESE (AKA BLACK -TY) 
J 78963/RMG (18.98) 

FANTASIA 
J 78962/RMG (18.98) 

BOW WOW 
COLUMBIA 87932/SONY MUSIC (18.98) 

JILL SCOTT 
HIDDEN BEACH 00019 (18.98) 

MARY J. BLIGE 
MATRIARCH /GEFFEN 005722 " / INTERSCOPE (13.98/8.98) 

SLIM THUG PRESENTS BOSS HOGG OUTLAWZ 
BOSS HOGG OUTLAWZ 5526 /KOCH (17.98) 

JOHN LEGEND 
G.0.0.0. /COLUMBIA 80323 /SONY MUSIC (18.98) 

CONSEQUENCE 
G.O.O.D. /COLUMBIA 94805/RED INK (12.98) 

TRICK DADDY 
SLIP -N- SLIDE /ATLANTIC 83815`/AG (18.98) 

SNOOP DOGG 
DOGGYSTYLE /GEFFEN 008023' / INTERSCOPE (13.98) 

TAMIA 
PLUS 1 3784 /IMAGE (15.98) 

THE GAME 
GEFFEN 007933' / INTERSCOPE (13.98) 

LUDACRIS 
DTP /DEF JAM 007224 /IDJMG (13.98) 

VARIOUS ARTISTS 
SHADY 007885 /INTERSCOPE (13.98) 

LIL SCRAPPY 
BME/REPRISE 48568/WARNER BROS. (18.98) 

CHRIS BROWN 
JIVE 82876 /ZOMBA (18.98) 

UNK 
BIG OOMP 5973/KOCH (17.98) 

SUNSHINE ANDERSON 
MUSIC WORLD 010 (15.98) 

LIL' BOOSIE 
TRILL 68587 /ASYLUM (18.98) 

CHRISTINA AGUILERA 
RCA 82839/RMG (22.98) 

BRIAN MCKNIGHT 
WARNER BROS. 44468 (18.98) 

MONICA 
J 78960 /RMG (18.98) 

JIM JONES 
KOCH 5964 (17.98) 

T.I. 
GRAND HUSTLE/ATLANTIC 83800' /AG (18.98) O 

JIBBS 
BEASTA/GEFFEN 007855 / INTERSCOPE (10.98) 

PROJECT PAT 
HYPNOTIZE MINDS /COLUMBIA 90910/SONY MUSIC (18.98) 

KIRK FRANKLIN 
FO YO SOUL /GOSPO CENTRIC 71019 /ZOMBA (18.98) 

LYFE JENNINGS 
COLUMBIA 96405 /SONY MUSIC (18.98) 

ELISABETH WITHERS 
BLUE NOTE 68171 /BLG (17.98) 

RICK ROSS 
SLIP -N -SLIDE /DEF JAM 006984 /IDJMG (13.98) 

2PAC 
AMARU 008025` / INTERSCOPE (13.98) 

GNARLS BARKLEY 
DOWNTOWN 70003 /ATLANTIC (13.98) O 
FAT JOE 
TERROR SQUAD 78122 /IMPERIAL (18.98) 

YOUNG JEEZY 
CORPORATE THUGZ/DEF JAM 004421'/IDJMG (13.98) 

AL GREEN 
HI 82040 /CAPITOL (18.98) O+ 

VARIOUS ARTISTS 
SONY BMG STRATEGIC MARKETING GROUP /EMI /VNIVERSAL/ZJMBA C1750 /SOW MU 
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The Evolution Of Robin Thicke 

Konvicted 

In My Songs 

FutureSex/LoveSounds 

The Inspiration 

Corinne Bailey Rae 

Late Night Special 

Dreamgirls 

We Got This 

Tyler Perry's Daddy's Little Girls 

Ciara: The Evolution 

Like Father, Like Son 

Hip Hop Is Dead 

Reflections (A Retrospective) 

B'Day 

21 

Kingdom Come 

Press Play 

Alter Ego 

Fantasia 

The Price Of Fame 

Jill Scott Collaborations 

The Breakthrough 

Serve & Collect 

Once Again 

Don't Quit Your Day Job 

Back By Thug Demand 

Tha Blue Carpet Treatment 

Between Friends 

Doctor's Advocate 

Release Therapy 

Eminem Presents: The Re -Up 

Bred 2 Die - Born 2 Live 

Chris Brown 

Beat'n Down Yo Block 

Sunshine At Midnight 

Bad Azz 

a 21 

111 

111 

111 

111 

111 

C 

Back To Basics 

The Makings Of Me 

Muster's R.O.M.E. (Product Of My Environment) 

King U 1 

Jibbs Feat. Jibbs 8 

Crook By Da Book: The Fed Story 10 

Hero 4 

The Phoenix 1 

It Can Happen To Anyone x,32 
Port Of Miami 

Pads Life 

St. Elsewhere 

Me, Myself & I 3 

Let's Get It: Thug Motivation 101 1 

1 

The Definitive Greatest Hits 19 

SIC (18.98) 
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/DISTRIBUTING LABEL (PRIG _ 

mum 

SOUNDTRACK 
MUSIC WORLD /COLUMBIA 02012,SONY MUSIC (25.98) 

Dreamgirls: Deluxe Edition 

LIONEL RICHIE 
ISLAND 006484 /IDJMG (13.98) O+ 

PATTI LABELLE 
UMBRELLA 970109 /BUNGALO (15.98) 

Comino Home, 

24 

The Gospel According to Patti aBellei 

YUNG JOC 
BLOCK/BAD BOY SOUTH 83937`/AG (18.98) 

New ,.oc City 

JR WRITER Diplomat Records And DukeDaGod Present: Writers 3lock 4 
DIPLOMATIC MAN 100461 /ASYLUM (18.98) 

NE YO 
DEF JAM 004934 /IDJMG (13.98) 

In My Own Words 

LIL WAYNE 
CASH MONEY /UNIVERSAL MOTOWN 005124 /UMRG (13.98) 

Tha Carter II 

YOUNG DRO 
GRAND HUSTLE/ATLANTIC 83949`/AG (18.93) 

MARY MARY 
MY BLOCK/COLUMBIA 77733 /SONY MUSIC (18.98) 

Best Thang Smokin' 

Mary Mary 

KELLY PRICE 
G05PO CENTRIC 88167 /ZOMBA (18.98) 

This Is Who I Am 

DJ CLUE 
ROC- A- FELLA/DEF JAM 006163' /IDJMG (13.98) 

DJ Clue ?: The Profesdonal 3 

SMOKIE NORFUL 
EMI GOSPEL 33347 (17.98) 

Life Clanging 

JAMIE FOXX 
J 71779'/RMG (18.98) (8) 

Unprecictable 

DJ DRAMA & LIL WAYNE 
STARZ 62206 (9.98) 

Dedi.:ation2 

LUTHER VANDROSS 
LEGACY /EPIC /J 97700/SONY MUSIC /RMG (15.98) 

RUBEN STUDDARD 
J 78961 /RMG (18.98) 

The Ultimate Luther Vandross 

The Return 

STYLES P 
RUFF RYDERS 005707 / INTERSCOPE (13.98: 

Time Is Money 

MOS DEF 
GOODTREE MEDIA/GEFFEN 007515*/INTERSCOPE (13.98) 

Trua Magic 

CHERISH 
SHO'NUFF 54077 /CAPITOL (12.98) 

Unappreciated 

75 19 PITBULL 
FAMOUS ARTISTS 2820`/TVT (18.98) 

EI Mariel 
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t I I 5 61' ETTA JAMES 

31P -0 /CHRONICLES 004010 /UME 

11 
KEB' MO' 

9 3'_ 
OIE HAVEN /EPIC 77621/RED INK I 6 5 
THE DEREK TRUCKS BAND 
COLUMBIA 92844/SONY MUSIC 

nt., o 

COCO MONTOYA 
AL_IGATOR 4913 

2 
THE ROBERT CRAY BAND 

Mima 

NOZZLE/VANGUARD 79815/WELK 

11 
B.B. KING 
GPFEN /CHRONICLES 003) 

ED 6 
TOMMY CASTRO 
BLND PIG 5111 

RUTHIE FOSTER 
BLUE CORN 70602 . 

7` 
NG 

THE HOLMES BROTHERS 
ALLIGATOR 4912 

24 

WILLIE CLAYTON 

IF 
M ACACO 7529 

SUSAN TEDESCHI 
VERVE FORECAST 005111NG 

ARTIST Ti I 

^a',' .+'.,"-. - , .NGtA .,._. .. . ... ....,. - -.. 

1 SOUNDTRACK 

- KENNY WAYNE SHEPHERD 
TEPRISE 49294 WARNER BROS. . 
STEVIE RAY VAUGHAN AND DOUBLE TROUBLE 
_ESACY /EPIC 81511 /SONY MUSIC 

Black Snake Moan 

10 Days Out: Blues From The Eackroais 

The Real Deal: Greatest -lits Vol 1 

The Definitive collection 

Suitcase 

Songlinas 

3irty Deal 

Live From Across The Pond 

The Ultimate Collection 

Painkiler 

The Phenomenal Rutile Fasirr 

Push Comes To Shone 

State Of Grace 

Gifted 

Hope Aid Desi e 

BETWEEN THE BULLETS rgeorge /ábillboard.com 

TRUTH AND CONSEQUENCES 
W1L1e the Notorious B-I.G. earns a -bird 

poA.hlunous No. 1, Kanye West's protégé 

Consequence checks in at No. 27 on Top 

R&B /Hip -Hop Albums. "Don't Quit Your Day 

Joe' moves a soft 7,000 units to 

deiut at No. 113 on The Bill- 

board 200. but the former ghost - 

wr-tr takes solace by earning 
No 1 on Top Heatseekers. 

Fa sure the quiet opener is off 

f3opa the big bang that followed 

other artists on West's G.O.O.D. imprint, ïke 
Common and John Legend. Consego ence ctes 
a dispute with the label leading to tie album's 

release (Real Talk, Billboard, Feb. 24). To jump - 
start the project, he made a series 

of in -store appearances March 15- 

16 in New York. 

Looking to the next issue, a tat- 
tle brews as albums from Musiq 

Soulchild, Rich Boy and Lloyd will 

vie for No. 1. -Raphcel Geage 

Go to www.billboard.biz for complete chart data I 6.7 
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MAKE IT RAIN 
FAT JOE FEAT LIL WAYNE (TERROR SQUAD /IMPERIALNIRGIN) 

BE WITH YOU 
ELISABETH WITHERS (BLUE NOTENIRGIN) 

See Charts Legend for rules and explanations. All rights reserved. HOT R &B: HIP -HOP AIRPLAY: 159 stations are electronically monitored 24 hours a day, 7 days a week. This data is used to 
compile the Hot R &B /Hip -Hop Songs chart. ,C 2002. Nielsen Business Media. Inc. and Nielsen :3oandScan, Inc. Legend information continue; at bottom of page. 
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19 
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LOST WITHOUT U 
ROMDICKE (STAR TRAK/INTERSCOPE) 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

YOU 
LLOYD FEAT. LIU WAYNE (THE INC. /UNIVERSAL MOTOWN) 

BUDDY 
MUSH! SOULCHILD (ATLANTIC) 

ICE BOX 
OMARION (T.U.G. /COLUMBIA) 

POPPIN' 
CHRIS BROWN FEAT. JAY BIZ (JIVE /ZOMBA) 

I'M A FLIRT 
R. KELLY OR 80W WOW (FEAT. SLAT-PAIN) (COLUMBIA/JIVE/ZOMBA) 

THROW SOME D'S 
RICH BOY FEAT. POLOW DA DON (ZONE 4 /INTERSCOPE) 

PROMISE 
CIARA (LAFACE /ZOMBA) 

ON THE HOTLINE 
PRETTY RICKY (BLUESTAR /ATLANTIC) 

GO GETTA 
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGZ /DEF JAM /IDJMG) 

LAST NIGHT 
BIDDY FEAT. KEYSHIA COLE (BAD BOY /ATLANTIC) 

PLEASE DON'T GO 
TANK (GOOD GAME /BLACKGROUND /UNIVERSAL MOTOWN) 

AND I AM TELLING YOU I'M NOT GOING 
JENNIFER HUDSON (MUSIC WORLD /COLUMBIA) 

RUNAWAY LOVE 
LUDACRIS FEAT. MARY J. BLIGE (DTP /DEF JAM /IDJMG) 

2 STEP 
UNK (BIG COMP /KOCH) 

14 1ST TIME 
YUNG JOC FEAT. MARQUES HOUSTON TREY SONGZ (BLOCK/BAD BOY SOLITH/ATLANTIC) 

111 

111 

I 

14 

34 

4 

10 

33 

23 18 21 

24 17 34 

ROCK YO HIPS 
CRIME MOB FEAT. LIL SCRAPPY (CRUNK/BME/REPRISE/WARNER BROS.) 

WALK IT OUT 
UNK (BIG OOMP /KOCH) 

LIKE A BOY 
CHUM (LAFACE / ZOMBA) 

IN MY SONGS 
GERALD LEVERT (ATLANTIC) 

TAKE ME AS I AM 
MARY J. BLIGE (MATRIARCH /GEFFEN / INTERSCOPE) 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

TOP BACK 
T.I. (GRAND HUSTLE /ATLANTIC) 

110 
1:1 21 

IN 
Fr 16 

1:42 
28 32 

Ill 46 7 
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hilt 32 26 

Ill 40 10 II 33 16 
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34 

24 
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26 
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TITLE 
ARTIST (IMPRINT r PROMQTII 

BUY U A DRANK (SHAWTY SNAPPIN') 
T -PAIN FEAT. YUNG JOC (KONVICT /NAPPY BOY /JIVE / ZOMBA) 

BECAUSE OF YOU 
NE -TO (BEE JAM /IDJMG) 

DON'T MATTER 
ANON (KONVICT /UPFRONT /SRC /UNIVERSAL MOTOWN) 

25 

43 72 

38 

50 

30 

13 

ONE 
TYRESE (J /RMG) 

UPGRADE U 
BEYONCE FEAT. JAY -Z (COLUMBIA) 

WOULDN'T GET FAR 
THE GAME FEAT. KANYE WEST (GEFFEN) 

CHANGE ME 
RUBEN STUDDARD (J /RMG) 

POP LOCK AND DROP IT 
HUEY (RITZ COMMITTEE /JIVE /ZOMBA) 

OUTTA MY SYSTEM 
BOW WOW (COLUMBIA) 

I WANNA LOVE YOU 
AKON FEAT. SNOOP DON (KONVICT /UPFRONT /SRC /UNIVERSAL MOTOWN) 

IF I WAS YOUR MAN 
JOE (JIVE / ZOMBA) 

CAN'T GET ENOUGH 
TAMIA (PLUS 1 /IMAGE) 

30 SOMETHING 
JAY -Z (ROC- A- FELLA/DEF JAM /IDJMG) 

LET'S STAY TOGETHER 
LYFE JENNINGS (COLUMBIA) 

WHEN I SEE U 
FANTASIA (J /RMG) 

WE RIDE ((I SEE THE FUTURE)) 
MARY J. BLIGE (MATRIARCH /GEFFEN) 

CIRCLE 
MARQUES HOUSTON (TU.G. /UNIVERSAL MOTOWN) 

COME WITH ME 
SAMMIE (ROWDY /UNIVERSAL MOTOWN) 

BE WITHOUT YOU 
MARY J. BLIGE (GEFFEN /INTERSCOPE) 

MY LOVE 
JUSTIN TIMBERLAKE FEAT. T.I. (JIVE / ZOMBA) 

SIDELINE HO 
MONICA (J /RMG) 

WE FLY HIGH 
JIM JONES (KOCH) 

KING KONG 
JIBES FEAT. CHAMILLIONAIRE (BEASTA/GEFFEN) 

LISTEN 
BEYONCE (MUSIC WORLD /COLUMBIA) 

HCrr R&13_/IIP-IOP 
SINGLES SALES 

O2 12 

TITLE 
ARTIST !IMPRINT PROMOTION LABEL) 

THROW SOME D'S 
RICH BOY FEAS POLOW 0A DON ZONE 4,INTk I; 

LET'S FALL IN LOVE AGAIN 
RACHEL BROWN (URBAN MUSIC GROUP /FACE2FACE) 

UNTIL YOU COME BACK TO ME 
CRYSTAL DOVE STARRING DICE GAMBLE (KINGS MOUNTAIN! 

LISTEN 
BEYONCE (MUSIC WORLD /COLUMBIA) 

AINT NO LOVE SONG 
CORYLAVEL FEAT. PHIZEK (LEWIS ENTERTAINMENT) 

COME CLOSE 
3D BODY HEA 

KOOL AID 
LIE BASS FEAT. JT MONEY (PIPELINE) 

I'M ON IT 
LENARD FEAT. PAPA REU (CLEARVISION( 

LEAN 
B.O.M.B. (MONEY IN DA BANIVFACE2FACE) 

THIS IS WHY I'M HOT 
MIMS (CAPITOL) 

GET TO THE MONEY 
REEC (BULLS EYE/FACE2FACE) 

TONIGHT (TONIGHT IS THE NIGHT) 
SILVA JAGUAR (SILVA JAGUAR /RPM CONSULTING) 

I AM NOT MY HAIR 
INDIA.ARIE (UNIVERSAL MOTOWN) 

WOULDN'T GET FAR 
THE GAME FEAT. KANYE WEST (GEFFEN) 

CALL ON ME 
JANET & NELLY (VIRGIN) 

JUST ANOTHER BOOTY SONG 
SUGAR MINE FEAT. DREA (KOLOR BLIND /STREET PRIDE) 

MR. JONES 
MIKE JONES (SWISHAHOUSE /ASYLUM /WARNER BROS.) 

BING BING BAM BAM!!! 
2 GUTTA (OKTOPUS) 

MIENLIKE THIS 
KELLY ROWLAND FEAT. EVE (COLUMBIA) 

1/11 BUDDY 
MUSID SOULCHILD (ATLANTIC) 

MI®U 

SHOULDA SEEN HER ON MYSPACE 
RID NESTER (ABSTRACT WORKSHOP) 

Mill DANCE, DANCE, DANCE TEE -N -TEE (TEE -N -TEE) 

®INSIDE OUT 
TEMAR UNDERWOOD (KINGS MOUNTAIN) 

IlRUN IT! 
CHRIS BROWN (JIVE /ZOMBA) 

MONEY IN THE BANK/OH YEAH (WORK) 
LIL SCRAPPY FEAT. YOUNG BUCK (BME/REPRISE/WARNER BROS.) 

20 

23 

68 I Go to www.billboard.biz for complete chart data 
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ARTIST S'' HT.' PRG)')OIIG'! J ABEL! 
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THIS IS WHY I'M HOT 
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rZO 1/ 28 
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III 27 8 
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DON'T MATTER 
AKON -.JNVICT /UPFRONT /SRC /UNIVERSAL MOTOWN) 

YOU 
LLOYD FEAT. LIE WAYNE (THE INC. /UNIVERSAL MOTOWN) 

ON THE HOTLINE 
PRETTY RICKY (BLUESTAR /ATLANTIC) 

ICE BOX 
MARION (T.U.G. /COLUMBIA) 

RUNAWAY LOVE 
WOACRIS FEAT. MARY J. BLIGE (DTP /DEF JAM /IDJMG) 

SAY IT RIGHT 
NELLY FURTADO (MOSLEM /GEFFEN / INTERSCOPE) 

LAST NIGHT 
BIDDY FEAT. KEYSHIA COLE (BAD BOY /ATLANTIC) 

MAKE IT RAIN 
FAT JOE FEAT. LIL WAYNE (TERROR SQUAD /IMPERIAL/VIRGIN) 

THROW SOME D'S 
RICH BOY FEAT. POLOW DA DON (ZONE 4 /INTERSCOPE) 

GIVE IT TO ME 
TIMBAIAND FEAT NELLY FURTADO a JUSTIN TIMBERLAKE (MOSLEY /BLACKGROUNO/INTERSCOPE) 

WE FLY HIGH 
JIM JONES (KOCH) 

THE WAY I LIVE 
BABY BOY DA PRINCE FEAT. LIL BOOSIE (UNIVERSAL REPUBLIC) 

GLAMOROUS 
FERGIE FEAT. LUDACRIS (WILL.I.AM /ASIA / INTERSCOPE) 

WALK IT OUT 
UNK (BIG OOMP /KOCH) 

BECAUSE OF YOU 
NE -Y0 (DEE JAM /IDJMG) 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE (JIVE /ZOMBA) 

LOST WITHOUT U 
ROBIN THICKE (STAR TRAK/INTERSCOPE) 

I WANNA LOVE YOU 
AEON FEAT. SNOOP DON (KONVICT /UPFRONT /SRC /UNIVERSAL MOTOWN) 

POPPIN' 
CHRIS BROWN FEAT. JAY BIZ (JIVE / ZOMBA( 

GO GETTA 
YOUNG JEEZY FEAT. R. KELLY (CORPORATE THUGZ /DEF JAM /IDJMG) 

BREAK IT OFF 
FORAM A SEAN PAUL (SRP /DEF JAM /IDJMG( 

OUTTA MY SYSTEM 
BOW WOW (COLUMBIA) 

SHE'S LIKE THE WIND 
LUMIDEE FEAS TONY SUNSHINE (TVT) 

e 

MIL +. é 

!Pt c_ 

10 

13 

ID 18 

1 

22 

111111k9 

ID 27 2 

2T 5 

11: 25 

21 23 T 

3D 3 

4 

ARTIST (IMPRINT' PROMOTION LABEL) 

LOST WITHOUT U 
ROBINTHICKE IJIAR ' =AK: INTER_ 

IN MY SONGS 
GERALD LEVERT (ATLANTIC) 

TAKE ME AS I AM 
MARY J. BLIGE (MATRIARCH /GEFFEN/INTERSCOPE) 

AND I AM TELLING YOU I'M NOT GOING 
JENNIFER HUDSON (MUSIC WORLD /COLUMBIA) 

3' PLEASE DON'T GO 
TANK (GOOD GAME /BLACKGROUND /UNIVERSAL MOTOWN) 

14- BUDDY 
{i MUSID SOULCHILD (ATLANTIC) 

CHANGE ME 
RUBEN STUDDARD (J /RMG) 

1 

IRREPLACEABLE 
BEYONCE (COLUMBIA) 

CAN'T GET ENOUGH 
25 TAMIA (PLUS 1 /IMAGE) 

BE WITH YOU 
2S,ÿ 

ELISABETH WITHERS (BLUE NOTE/VIRGIN) 

USED TO BE MY GIRL 
BRIAN MCKNIGHT (WARNER BROS.) 

LISTEN 
BEYONCE (MUSIC WORLD /COLUMBIA) 

4 STRUGGLE NO MORE (THE MAIN EVENT) 
ANTHONY HAMILTON, JAHEIM A MUSID SOULCHILD (ATLANTIC) 

6 
MAKE YA FEEL BEAUTIFUL 
RUBEN STUDDARD (J /RMG) 

12 
MORE THAN FRIENDS 
FREDDIE JACKSON (ORPHEUS) 

IF I WAS YOUR MAN 
JOE (JIVE / ZOMBA) 

SEPTEMBER 
KIRK FRANKLIN (STAX/CONCORD) 

WHEN I SEE U 
FANTASIA (J /RMG) 

DEEPER STILL 
RICK JAMES (STONE CITY) 

SHOO BE DOO (NO WORDS) 
MACY GRAY (WILL.I.AM /GEFFEN) 

HEAVEN 
JOHN LEGEND (6.0.0.D./COLUMBIA) 

SIMPLE THINGS 
ELISABETH WITHERS (BLUE NOTE /VIRGIN) 

FORCE OF NATURE 
SUNSHINE ANDERSON (MUSIC WORLD) 

18 
UM GOOD 
SMOKIE NORFUL (EMI GOSPEL) 

ENOUGH 
HOWARD HEWETT FEAT. GEORGE DUKE (GROOVE) 

28 

DATA PROVIDED BY 

Sae chart legend for rules and explanations. Yellow Indicates recently tested title. 
indicates New Release. 

ART;SS/f itle/LABEU(Score) 

R&tJ411P-HOP A1RP. 

Chart Rank 

I'm A Flirt ZOMBA (761) 
Go Getta IDJMG (65.5) 

Last Might ATWm6 (662) 

Rock Yo Hips WARNER BROS (73.8) 

Like A Boy ZOMBA (73.1) 

Guy You h Drank (âhaBM Sneppin) ZOMBA (84.0) 

One RMG (80.5) , 

s Ely System COLUMBIA (69.3) 

When I See You WAG (82.3) 

Circle UNIVERSAL IIOFOwN 

Come With Me UNIVERSAL MOTQM91(62.i)_.,, 

R. M611ITEI15CDPE (83.2) 

Q'1EY'ONCE ; BeautUol Liar coUnReui(87.6) 

ßr fAtO,. Just Wanna Know monk pEPWLrC(&5.6) 

HYTHMIC AIRPLAY 

Ice Box COLUMBIA (76.0) 

BT. Me INTERSCOPE (80.3) 

Because Of You IDJMG (77.1) 

What Goes AZ000d...Comes Around ZOMBA (78.7) 

Lost Without If 

JUS 
R 
YC JqCtA gzz. 

UN - 
. 'AT. AK 

T TRAIN FEAT. YUNG JOC 

(65.5) 

1 Tried INTERSCOPE (70.3) 
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16 
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33 

You A Drank (Shawry Snappin) zOMBA(72.5) 34 

35 

Beautiful Liar COLUMBIA (16.1) 

Hips WARNER EROS.(67.7) 

l Need 1472.1) 

ADULT R&B AND RHYTHMIC AIRPLAY: 72 adut R&B stations and 70 rhythmic stations are 
electronically monitored by Nielsen Broadcast Data Systems, 24 hours a day, 7 days a week. 
© 2007 Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. HOT R84/HIP-HOP 
SINGLES SALES: this data is used to compile Hot R&B/Hip -Hop Songs. © 2007 Nielsen 
Business Media, Inc. and Nielsen SoundScan, Inc. HITPREDICTOR: © 2007, Promosquad 
and IH11Predictor are trademarks of Think Fast LLC. 
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MAR 
24 

HOT 

C,OUNI RYMSONCaS 

3 1 

4 STUPID BOY 
F HUFF,K.URBAN (S.BUXTON.D.BRYANT,O.BERG) 

5 2 WATCHING YOU 
HEWITT,R.ATKINS (R.ATKINS,S.DEAN,B.G.WHITE) 

O - WASTED 
'A. BRIGHT (T.VERGES,M.GREEN,H.LINDSEY) 

L3 6 9 ANYWAY i/ 11 MCBRIDE (M.MCBRIDE,B.WARREN,B.WARREN) 

12 STAND 
D. HUFF,RASCAL FLATTS (B.DALYD.ORTON) 

g 11 
SETTLIN' 
B. GALLIMORE,K. BUSH.J.NETTLES (J.NETTLES,K.BUSH,T.ONENS) 

41) ' 1 13 I'LL WAIT FOR YOU 
B.CANNON (H.ALLEN,B.ANDERSON) 

TITLE 
!'RODUCER (SONGWRITER) 

BEER IN MEXICO 
B.CANNON,K.CHESNEY (K.CHESNEY) 

LAST DOLLAR (FLY AWAY) 
GALLIMORE,TMCGRAWD.SMITH (W.K.ALPHIN) 

LADIES LOVE COUNTRY BOYS 

IMPRINT & 

F il OGERS ( J.JOHNSON,G.TEREN,R.RUTHERFORD) 

12 14 
HIGH MAINTENANCE WOMAN 

KEITH (T.KEITH,T.WILSON,D.SIMPSON) 

13 16 
LONG TRIP ALONE 
B. BEAVERS (S.BOGARD,B.BEAVERS,D.BENTLEY) 

O 15 15 
YOU'LL ALWAYS BE MY BABY 
S. EVANS,M.BRIGHT (S.EVANS,TMARTIN,T.SHAPIRO) 

It 14 18 
A FEELIN' LIKE THAT 
M.WRIGHT (D.L.MURPHYLDEAN,K.TRIBBLE) 

O 17 21 
GOOD DIRECTIONS 
C CHAMBERLAIN (LBRYAN,R.THIBODEAU) 

6 16 17 
HILLBILLY DELUXE 
1 BROWN,R.DUNN,K.BROOKS.J.SPENCE (B.CRISLER,C.WISEMAN) 

18 20 
A WOMAN'S LOVE e A. KRAUSS (A.JACKSON) 

Ll 19 19 i- J STOVER IA WINKLER,R HANSON,LGARVEYM KING,M ROODEN,B HOWES) 

LIPS OF AN ANGEL 

23 24 13 
AIR 
POWER 

MOMENTS 
J.LEO,T.GENTRY (A.TATE,S.TATE,B.BERG) 

Artist 
NUMBER r' PROMOTION L5BLi B 

Kenny Chesney 
O BNA 

Tim McGrav: 
O c,' 

Trace Adkin 
O CAPITOL NASHVI_. 

Keith Urban 
0 CAPITOL RAW /I 

Rodney Atkins 
0 C, 

Carrie Underwooc 
0 ARISTA/ARISTA NASHVII. 

Martina McBride 
O Rr 

Rascal Flatts 
0 LYRIC STRE 

Sugarland 
e MERCL' 

Joe Nichols 
O UNIVERSAL SOL 

_- 

Toby Keith 
OO SHOW DOG NASHV.cs 

Dierks Bentley 
0 CAPITOL NASHVII 

Sara Evans 
0 h. 

Gary Allan 
0 MCA NASHV.r 

Billy Currington 
O MERCL 

Brooks & Dunn 
BD ARISTA NASHV'.I. 

Alan Jackson 
OOO ARISTA NASHVII 

Jack Ingratt 
O BIG MACH I. 

Emerson Drive 
e MIDAS /NEW REVOLUTION 

20 23 
ME AND GOD 
F ROGERS (J.TURNER) 

1?i 
21 25 

DON'T MAKE ME 
Gil B ROWAN (M. CANNON- G00DMAN,D.BRYANT,D.BERG) 

e 22 22 'FORE SHE WAS MAMA 
H. STEGALL (C.BEATHARD,PO'DONNEL) S 24 26 
FIND OUT WHO YOUR FRIENDS ARE 
T. LAWRENCE,J.KING (C.BEATHARD,E.HILL) 

CD 23 29 
LUCKY MAN 
. "J.WRIGHT,R.RUTHERFORD (O.C.LEE D.TURNBULL) 

STARTIN' WITH ME 
L RITCHEY (J.OWEN,K.MARVELL,J. RITCHEY) 

Q Tì 3° 
LOST IN THIS MOMENT 
J. RICH,B.KENNY (K.ANDERSON,R.CLAWSON,J.D.RICH) 

DIXIE LULLABY 
D. GEHMAN,J.POLLARD (P.GREEN,PDAVIS,J.POLLARD) 

I KEEP COMING BACK 
M.WILLIAMS (S.ROBSON,J.STEELE) 

JOHNNY CASH 
'T KNOX (J. RICH.V.MCGEHE,R. CLAWSON) 

30 33 

GREATEST 
GAINER 

TICKS 
PROSEAS B.PAISLEY,K,LOVELACE,TOWEN 

Josh Turner 
O MCA NASHVILLr: 

Blake Shelton 
O WARNER BROS AS 

Clay Walker 
O ASYLUM-CrS' 

Tracy Lawrencrn 
00 ROCKY COMFORT,C'. 

Montgomery Gentry 
O COLUM.I; 

Jake Owen 
O R, 

Big & Rich 
WARNER BROS BN1 . 

Pat Green 
e B-. 

Josh Gracin 
LYRIC STRE' 

Jason Aldean 
BROKEN N 

Brad Paisley 
ARISTA NASHVILLE 

ö 

W 
V TITLE 30 

s3 3 á 30 'eoiJuLEr SONGWRITER). 

9 

10 

Seger cracks 

the top - 0 for 

a sevenfi 
time. Sang 

draws 23.3 
Trillion 
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at all 123 
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stations. 

= radian 
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rpOWe- In 
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eek. Slnole 
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dttring trick- 
ing perìof. 
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With play at 

81 monitored 

stations, 'ead 

single fm 
forthconing 
new altuni 
takes Greatest 

Gamer (tn 
5.2 million 

impresscros). 

ISN'T THAT EVERYTHING 
T.L.JAMES )I.PECK,T.L.JAMES.B.DALY) 

A DIFFEf1ENT WORLD 
M. A.MILLERD.OLIVER (M.NESLER,J.HANSON.T.MARTIN) 

TEARDFOPS ON MY GUITAR 
N.CHAPMAN (T.SWIFT,L.ROSE) 

GUYS L KE ME 
J.JOYCE (E CHURCH,D.RUTTAN) 

Artist t = 
IMPRINT & NUMBER ( PROMQION 

Danielle PeCK "' eq 
O BO MACHINE 

Bucky Covington 
LYRIC STREET 

Tayor Swift 
O B3 MACHINE 

Eric Church 
O CAPITOLNASHVILLE 

I WONDER Kellio Pickier 
B.CHANCE' K. PICKLER ,C.LINDSEYA.MAYO,K.ROCHELLE) O BNA 

COME TO BED Gretchen Wilson 
M. WRIGHT,JAICH,G.WILSON (J.MCGEHE,J.RICH) COLUMBIA 

ISN'T SHE Carolina Rain 
C.BLACK,CAIOLINA RAIN (R.BOYER,P.DOUGLAS,R.HARBIN) O EQUITY 

I GOT MORE Cole Deggs And The Lonesome 
M.WRIGHT, R RUTHERFORD (J.IOLLINS,R. RUTHERFORD) COLUMBIA 

COME LN RAIN Steve Holy 
O.JOHNSOr D.JOHNSDN,P.BUNCH) 0 CURB 

THAT KIND OF DAY Sarah Buxton 
O.HUFF,C.Ve EMAN (S.BUXTON,J.STOVER,G.BARNHILL) LYRIC STREET 

MISSING YOU 2007 Alison Krauss And John Waite 
AITE y, tr GGETT (J. WAITE,M.LEONARD.C. SANFORD) a ROUNDER 

WRAPF ED WA " George Strait 
1 

T BROWN,6ETRAIT (B ROBISON) O MCA NASHVILLE 

ALL MN FRIENDS SAY 
J. STEVENS (I.BRYAN,J.STEVENS,L.WILSON) 

SAY YEë 
D.DRAKE.BDCKER (B.JAMESW.SCHLITZ.J.TURNER) 

HOUSE LIKE THAT 
R. TERMINLIJ.WALKER,JR. (DJOHNSON) 

Lul¢ Bryan 
el CAPITOL HASHVILLE 

Dusty Drake 
O BI: MACHINE 

Donovan Cullman 
0 CATEGORY 5 

A LITTLE MORE YOU Little Bg Town 
W.KIRKPATF I:K.LITTLE BIG TOWN (W.KIRKPATRICK,K. ROADS, P.. .SWEET,K.FAIRCHILE.J.WESTBROOK) El EQUITY 

SPOKEV LIKE A MAN Blaine Larser 
T.JOHNSON R L.FEEK (D.FRASIER,E.HILL,J.KEAR) 0 GIANTS AYER /BNF. 

WHAT I DID LAST NIGHT Catherne Britt 
B.BEAVERS 4X.BRITT,B.PINSONI RCA 

TENNESSEE The Weckers 
J. LEVENTHFLR.DEPOFI (J.HAR°) O MAVERICK/WARNER wOS./WRN 

TOUGH Craig Morgan 
C.MORGAN,' TDONNELL,K.STEGALL (M.CRISWELL,J. LEATHERS) O BROKEN BOW 

DIRTY G RL Teri Clark 
G.FUNDIS (F. ìUTHERFORD,T.SHAPIRO) BRA 

52 47 7 
TAKE IT ALL OUT ON ME 
B.JAMES (JV3LLINS,W.MOBLEi) 

O 
56 

q CALLING ME 
" D. HUFF (C.PBEMAN,A.ROBOFF) 

Mak Wills 
3 EQUITY 

Kenny Rogers Featuring Don Henley 
O CAPITOL IASHVILLE 

SHE Alit T RIGHT 
D.JOHNSON (J.THRASHER,M.DULANEY,W.MOBLEY) 

55 58 
BOMSHEL STOMP Bbmshel 
C.HOWARD, '.PITTARELLI (BUF.KRISTY O.. E.PITTARELLI,C.CLARK) 00 CURB 

Lee Brice 
ASV UM -CURB 

I GET Ti 
B.PINSON,BILE COUNTY (S.AUSTIN,S.J.WILLIAMS,W.NANCE) 

CITHESE AARE MY PEOPLE 
T. HEWITT (RFUTHERFORO.D.BERG) 

58 54 
ONE MORE GOODBYE W R. FOSTER (FIOGERS.C.INGERSOLL) 

49 
MORE 

69 B. CHANCEY ;F.LYNNE,D.MORGAN) 

LIVIN' CUR LOVE SONG 
D.GEHMAN [LAI CARROLL,G.MITCHELL,TGALLOWAY) 

RE-61TIY 

Blue County 
O ASYi UM -CURB 

Rodney, Atkins 
O CURB 

Randy Roges Band 
O MERCURY 

Rookie Lynne 
O UNIVERSAL SOUTH 

Jason Michael Carroll 
O ARISTA NASHVILLE 

ARTIST/TiOe LF.BEÜ)SCOT 

COUNTRY 

TIM MC 

CARRIE 

MARTIN 

RASCAL 

SUGAR 

JOE NICn 

Beer In Mexico BRA (79.9) 

Last Dollar (Fly Away) CURB (82.7) 

Wasted ARISTA NASHVILLE (81.9) 

Anyway RCA (80.7) 

Stand LYRIC STREET (87.9) 

Settlii' MERCURY (89.6) 

I'll Wait FOE You UNIVERSAL SOUTH (91.5) 

2 

6 

7 

8 

9 

10 

ARTIST/TitleiLAREti (Score) 

DATA PROVIDED E' 

O 
See chart legere ter rules and explanaluuns. Yellow indicates recently tested title, 

indicates New Release. 

Chart Rank ARTIST TitlerSUHEL (Score) 

IERKS 

ARA E 

ARY 

ILLY C 

LAN JACK' 
MERSON D 

LAKE SHEL 

High Maintenance Woman SHOW C oG NASHVILLE (78.7) 

Long Trip AIOr e CAPITOL JASHVILLE (82.6) 

You'll Always Be M) Baby RCA180,5) 

A Feelin' Like That MCA NASHVLLE 181.1) 

Geed Directions MEFCIRn (907) 

A Woman's Low ARISTA N4 :HV'LLE 88.4) 

Morneits MIDA: (81.8) 

Don't Make Me WARNER et OS. (87 7) 

11 

12 

13 

14 

15 

17 

19 

21 

Chart Rank 

Find Out Who Your Friends Are ROCKY COMFORT (88.4 

Lucky Man COLUMBIA (94.7) 

Startin' With Me RCA 188.2) 

A Different World LYRIC STREET (76.7) 

I Wonder BRA (B4.81 

Dirty Girl BRA (79.9) 

23 

24 

25 

32 

35 

51 

Don't miss another important 

R &R COUNTRY I)AI I Y 

L1 12 I) A'I I. 
Vi ;it www.radioandrecords.com to sign up for your free daily 
Cc untry Radio Blast. 

RaclioanclRec;orcls.c;om 
HCT COUNTRY SONGS: 123 country stations are electronically monito-ed by 
Niel -e, Bradcast Data Systems, 24 hours a day, 7 days a week. Airpower award - 
ec to sonÇS appearing in the top 20 on both the BDS Airplay and Audience ctarts 
for tie fist time with increases in both detections and audience. r© 2007 Nielsen 
Business Media, Inc. All rights reserved. 
HITPREDICTOR: © 2007, Promosquad and HitPredictor are trade-narks of Thiilc 
Fast LW 
ALL CHARTS: See Chart Legend for rules and explanations. 

BETV, THE BULLETS estes- nillboarci 

CHESNEY LOGS 11TH CHART- TOPPER 
High atop Hot Country S Jngs, Kenny Chesney 

logs his 11th trip to the summitw_th "Beer in 

Mexico" (32.7 million impressions). Czesney's 

No. 1 feat occurs in just 13 chart weeks, the 

quickest trip to No. 1 since George Strait's 

"Give It Away" also took 13 frames last fall 

(Billboard, Sept. 30, 2006. It is a_ses C- -tesney's 

quickest ascent since "Summer -ime" took 11 

weeks to reach the top in June 2006. 

Speaking of Strait, the country kingpin 

bows at No. 42 w :th "Wrapped," his 104th 

new entry on that list. The third single from 

Strait's "It Just Comes Natural" album starts 

with 2.1 million audience impressions at 47 

of the 123 country stations monitored by 

Nielsen BDS. While a lofty debut, "Wrapped" 

isn't Strait's highest entry on Hot Country 

Songs. In his 25 -plus -year career, he achieved 

his highest bow to date when the t tie track 

from "It Just Comes Natural" opened at No. 

30 on the Oc:. 14, 2006, chart. 

-Wale lessen 

Data for week of MARCH 24, 2007 1 For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 71 
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SOLA 
H DELGAi - 

PADILLA. H. L. DELGADO) 

TITLE 
PRODUCER (SONGWRITER) 

Arl ist 

2 4 

6 8 

15 19 

5 7 

7 23 

4 1 

13 12 

8 14 

4, - 2 

11 9 

9 11 

10 5 

3 15 

2 

16 13 

14 10 

19 6 

21 

18 - 

20 18 

22 26 

21 22 

24 20 

28 25 

TU RECUERDO 
TORRE, 1-- 'I RES) 

LA LLAVE DE MI CORAZON 
L GUERRA (J.L.GUERRA) 

MANDA UNA SENAL 
: OLVERA.A. GONZALEZ (FOLVERA) 

AMAR ES LO QUE QUIERO 

Conjunto Pnmaver, 

Hector "El Father 1 

VI / MACHE H 

Ricky Martin Featuring La Mari 1 

SONY BMG NOR' L 

TE LO AGRADEZCO, PERO NO 
G SANZ .L. PEREZ (A.SANZI 

Juan Luis Guerra Y 440 
EMI TELEVIS. 

Mana 
WARNER LAT Os 

David Bisbal 
6 

UNIVERSAL LATINI 

Alejandro Sanz Featuring Shakira 
WARNER LATI'.> 

LA NOCHE PERFECTA 
E PEREZ (R. RUBIO) 

IGUAL QUE AYER 

GREATEST 
GAINER 

DETALLES 
,US TIGRES DEL NORTE ,N HERNANDET. 

DIME QUIEN ES 
;IL..HUL DEL NORTE (C.BRANT.G. FLORES) 

PEGAO 
.YISIN 8 YANDEL,NESTY (J.L MORERA,L.VEGUILLA) 

BENDITA TU LUZ 
11 1.VERA A GONZALEZ (F.OLVERA,S.VALLIN) 

CADA VEZ QUE PIENSO EN TI Los Creadorez 
- PANIIREZ CGRRAL (E.RODARTE) 

El Chapo De Sinaloa 
VIS; 

Rakim & Ken -Y 

Los Tigres Del Norte 

Los Rieleros Del Norte 

Wisin & Yandel Featuring Los Vaqueros 
WY 'MACH :1'i 

Mana 
WARNER LAZO.- 

Del Pasito Duraguense De Alfredo Ramirez 
DISA /EDIMON` A 

SHORTY SHORTY 
5 TEJADA (S.TEJADA) 

ANTES DE QUE TE VAYAS 
A. SOLIS )M.A.SOLIS) 

ME MUERO 
AVILA (N.JIMENEZ) 

PAM PAM 
NY TUNES,TAINY )J.L.MORERAL VEGUILLA. F. SALDANA,M. E. 

QUE LLOREN 
Ni PESANTE (M.I.PESANTEI 

SI NOS QUEDARA POCO TIEMPO 
GENTIL (Y,HENRIOUEZ 

COMO YO NADIE TE HA AMADO 
CALDER(. sVBORA,D.CHILD) 

DON'T CRY 
. PEREZ (M. DE ;EZ,M.JHAVIS,J,DE JESUS PINEDA RA 

LOBO DOMESTICADO 
-N) 

Xtreme 2 

LA CALLE /UNIVISIC'. 

Marco Antonio Solis 
FONOV`., 

La 5A Estacion 
10 

SONY BMG NORD. 

Wisin & Yandel 1 

MASTS) MACHE'. 

Ivy Queen 
17 

UNIVISIO'. 

MOS,E.PEREZ.NEW WRITER) 

QUE HICISTE 
h1 ANTHONYJ.F 'IOMERO.M.ANTHO`P, 

Chayanne 
SONY BMG NOR-, 

Yuridia 
SONY BMG NOR1 E 

Toby Love 
SONY BMG NORTE 

Valentin Elizalde 
UNIVERSAL LATINO 

18 

16- 

13 

21 

Jennifer Lopez 
20 

EPIC /SONY BMG NORTE 

COMO ENTENDER 
KARS J r PENA.U.BERMUDEZ) 

Jennifer Pena 
25 

UNIVISIFFO 

Beyonce 

struts onto 

the chart with 
diva duet. 

Event single 

will be 

added to 

special 

"B'Day" edi- 

tion April 3. 

At No. 8, El 

Chapo De 

Sinaloa nabs 

his first top 

10 hit. His 

previous three 

hits missed 

the top 20. 

With a whop- 
ping 99% 

increase in 

audience, Los 

Tigres Del 

Norte scores 

its 19th top 

10 hit 

(No. 10). 
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31 40 

30 33 
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NOT SHOT 
DEBUT 

33 32 38 

34 26 30 

35 29 29 

36 34 45 

37 33 24 

Q 40 34 

49 

0 = 
41 39 36 

O 45 49 

Q 50 44 

© © 
45 35 28 

48 44 42 

m 
48 43 35 

© 
0 = 

TITLE 
ONGWRITER) 

Artist 
IMPRINT / PROMOTION LABEL 

TODO SE DERRUMBO 
__NA) 

Pepe Aguilar 
23 

IRREEMPLAZABLE Beyonce 4 

3.SMITH.B. KNOWLES. M. S. ERIKSEN,T. E. HE .? A.BJORKLUND) __ 

SIENTE EL BOOM Tito 'El Bambino" Featuring Randy 
28 

9 EL BAMBINO. R. ORTIZ, DE LA GHETTO.JOWELL.DJ GIANNI EMI TELE. 

TAL VEZ 
ANO (O.VILLARREAL) 

SI TU NO ESTAS 
EIRO IP - 

NO SE DE ELLA (MY SPACE) 

Los Primos De Durango 29 
MAR INTERNACIONG 

Sin Bandera 
18 

BEAUTIFUL LIAR BELLO EMBUSTERO 
- 18.KNOWLES,M.FREDERIKSEN,T.E 

UN IDIOTA COMO YO 
O I. IREVIN0.0 LOPEZ P. PÉREZ, R. TREVIZO) 

MI CORAZONCITO 
A SANTOS,L SANTOS (A. SANTOS) 

INVIERNO 
K. CIBRIAN (C,BRANT,M. PORTMANN) 

FLACA O GORDITA 
M,TEJADA (0 TA'. '.'nL1:: NOS SANTOS) 

I WANNA LOVE YOU 

Don Omar Featuring Wisin & Yandel 
20 

Beyonce & Shakira 
.HERMANSEN,A.GHOST,LDENCH) GOLUM::- 

TUS PALABRAS 
.... _'. 1. P ILLDIAZ) 

TU AMOR NO ES GARANTIA 
NAVAIRA,M. PUPPARO) 

NADA PUEDE CAMBIARME 

CUANDO BAJA LA MAREA 
:.,RAII60 M CYREI 

EL HOMBRE DE NEGRO 

CHICA VIRTUAL 

ERES PARA MI 

Duelo 
UNIVI u , 

Aventura 
PREMIUM LAI '. 

Reik 
SONY BMG NOR- `. 

Olga Tanon 
UNIVISr: 

Akon Featuring Snoop Dogg 
KONVICTIUPFRONT /SRC /UNIVERSAL MOTO.', 

Banda El Recodo 
F55501. . 

Anais 
UNIVL. ,'. 

Paulina Rubio 
UNIVERSAL LAT 'I: 

Diana Reyes 
MUSIMEX /UNIVERSAL LA 

Los Huracanes Del Norte 

Arcangel 
FLOW /UNIVERSAL LAI I', 

Julieta Venegas 
SONY BMG NOR I 

- IsIARTIN,R.TAVARE T.TORRES) 

LA MAESTRA 

Ricky Martin 
SONY BMG N011 

Sergio Vega 
SONY BMG NOá l'. 

HOY TENGO GANAS DE TI 

Y SI VOLVIERA A NACER 

ME ENCANTARIA 
H. GARCIA (J.V R 

LA OTRA 
,OT LISTED (NOT LISTED) 

Ricardo Montaner 
EMI TELEVI::: 

Alegres De La Sierra 
EDIMAL . 

Banda Pequenos Musical 
FSNOVIA 

Ilegales Featuring Monchy Y Alexandra 

32 

32 

26 

11 

34 

16 

29 

39 

21 

32 

42 

43 

44 

25 

42 

4T 

33 

42 

40 

TOP 

LATIN ALBUMS.. 

r3 °3 3á 3ó 

0 2 

© J 5 

3 2 3 

4 3 1 

5 5 4 

o - 5 

7 6 2 

8 9 9 

9 8 6 

11 

® 13 10 

12 12 12 

13 10 7 

m 

18 

19 

20 

21 

23 

24 

25 

HOT SHOT 
DEBUT 

15 30 

18 23 D 

ARTIST 
OBER J DISTRIBUTING LABEL (PRICE) 

Title 

MARCO ANTONIO SOUS La Historia Continua.. Parte Ill 
ONOVISA 353066US I12 961 -+ 

LOS CAMINANTES La Historia.. Le Mas Chub. Chulo. Chulo 
9MG AORTE 05302 ' 2 o 

VALENTIN ELIZALDE Lobo Domesticado 
-L LATINO 008478 (11.98) 

VALENTIN ELIZALDE Vencedor 

AVENTURA K.O.B.: Live 
-EdIUM LATIN 20560; SONY BOG NORTE (18.98 CD /DVD) 6/ 

MANA Amar Es Combatir 
.VORNER LATINA 63661 (18.98) 

IDS CREADOAEZOEL PASRG OJRAGUENSE DE ALRIEOORV..IFL a Reso M's ()Sedia, . 

DON OMAR 
2 MACHLIE (15 98) 

RBD 
:5352 (13.98) 

LEO DAN 
-'E 02936 (14.98) 

King Of Kings 

Celestial 

La Historia 

VARIOUS ARTISTS WY Records Presents: Los Vaqueros 
ETE (13.98) HE 

LOS TUCANES DE TIJUANA El Papa De Los Pollitos 
-- I11 13 98) 

DIANA REYES Te Voy A Mostrar 
112 9, 

LOS ORIGINALES DE SAN JUAN Ojala Que La Vida Me Alcance 
TEE ECISA 8629 -, 9 11Jm.98.4 _ 

XTREME Haciendo Historia 
340011/UG (13 98) 

MARCO ANTONIO SOLIS La Historia Continua... Parte II 

Ei':OVISA 3516431UG 1'. ` -- + 

ALACRANES MUSICAL La Mejor... Coleccion 

1 

2 

2 

3 

2 1 

1 

1 

14 15 WISIN & YANDEL Pal Mundo 

21 19 

MACHETE 561402 118-°° . 
BRONCO i LOS BUKIS i LOS TEMERARIOS BBT 
:IINOVISA 

9 17 
LUNY TUNES & TAINY Mas Flow: Los Benjamins 
MAS FLOW 230013 /MACHETE (15.98) 

16 

30 18 

22 

20 14 

26 21 

JENNIFER PENA Dicen Que El Tiempo 

YURIDIA Habla El Corazon 
SG:JY EMS NORTE A. (14.98) 

LOS CUATES DE SINALOA Puro Sierreno Bravo 
PONY Bh'1; '. : I (11.98) 

VARIOUS ARTISTS NOW Latino 2 
- :.onlVa SAL 00e0Mt7dvERSAI'_u 

HECTOR "EL FATHER" 
MALT .A 

The Bad Boy 

26 24 29 

27 17 13 

28 29 25 

ß 43 39 

© ® 
31 25 16 

32 31 20 

33 27 22 

Q 36 27 

35 28 24 

Q 38 40 

37 32 26 

5 38 

39 

15 Q 66 - 2 

SO ARTIST 
, = ISTRIBUTIN6 LABEL (PRICE) 

Title 

RAKIM & KEN -Y Masterpiece: Nuestra Obra Maestra Ü ',- 270183 /UNIVERSAL LATI`,0 (15.98) 

VALENTIN ELI2ALDE La Historia Homenaje A "El Gallo De Oro' 
1NV BMG NORTE _ ' 1.98) 

JOSE LUIS RODRIGUEZ La Historia Del Puma 
- PORTE 18.98) 

RICARDO MONTANER Las Mejores Canciones Del Mundo 

2 

17 

7 

1 

16 

14 

22 

2 

2 

41 

42 

© 
44 

m 
m 
47 

48 

49 

35 33 

34 32 

59 

37 

59 

CONJUNTO PRIMAVERA 
`1000V 352971,U6 11298/ 

Flow La Discoteka 2 

El Amor Que Nunca Fue 

P6 OUINWILAB PRESENTS KUMBIA AU. STAR' Fra,, Kunba bines To KumbaAA Starr 

I.II TELEVISA 7359 - '.8) 

MARCO ANTONIO SOLIS Trozos De Mi Alma 2 
':OVISA 35. '. 

o 
._... 

RICKY MARTIN Ricky Martin: MN Unplugged 
u,v BMG NORTI 0 981 

ANA GABRIEL La Reina Canta A Mexico 
/G NORTE 01;1 (15.98) 

LA 5A ESTACION El Mundo Se Equivoca 

VALENTIN ELIZALDE En Vivo Vol. II L 

ALEGRES DE LA SIERRA Lagrimas En La Sierra 
RCAL! ATINO 

MONCHY & ALEXANDRA Exitos 

PACE 
SETTER 

Tno NIEVES Canciones Clasicas De Marco Antonio Solis 
,uu22 /UG )13.98) 

RAMON AYALA A SUS BRAVOS DEL NORTE 30 Condos: Historias Nortenas 

LOS BUKIS 
:OVISA 352638/ÚG (11.98) 

30 Recuerdos 

KINTO SOL 
)12.98) 

JULIETA VENEGAS 
14 98) 

Los Hijos Del Maiz 

Limon Y Sal , 

® JOE IOPEZ 1 JIM1IMY GONZAIII Y GRUPO MASS The Last Darse: Mao Raman Raon 
H UlE 1E -.dl 

ALEJANDRO SANZ El Tren De Los Momentos 
:.:RNER LATINA 64002 (17.98) 

44 36 

41 31 

42 34 

49 50 

65 69 

GIPSY KINGS Pasajero 
.INESUCH 79959 /WARNER BROS. (18.98) 

SIN BANDERA 
BMG NORTE 01965 (16.98) 

CALLE 13 
- ".IV BMG NORTE (15.98) 

JOSE FELICIANO Jose Feliciano Y Amigos 
AChO r 1 GEE 

Pasado 

Calle 13 

4 

W TIST 
3¢ 3ó IMPRARINT 8 NUMBER DISTRIBUTING LABEL (PRICE) 

DADDY YANKEE Barrio Fino: En Directo 
OPE (12.98) J 

ANA GABRIEL Historia De Una Reina 

55 

40 37 

20 53 47 44 

23 54 51 48 

55 52 46 

4 56 48 43 

58 50 45 

1 0 72 62 

9 

13 CD 64 

Title 

ANDREA BOCELLI 
SUGAR /VENEMUSIC 

VICENTE FERNANDEZ 
SONY BMG NORTE (13,98) 

Amor 
VAL LATINO (18.98) 

La Tragedia Del Vaquero 

K -PAZ DE LA SIERRA 
SIDA 720970 (11.98) 

Conquistando Corazones 

La Muerte Del Soplon LOS TIGRES DEL NORTE 
- 
-. 7922/UG (15.98) 

INTOCABLE Crossroads: Cruce De Caminos 
58875 (15.98) 

LOS ORIGINALES DE SAN JUAN Linea De Oro 
In 996.0.1G (5.98) 

LOS HOROSCOPOS DE DURANGO Desatados 

1 

5 

2 

7 

6 

4 

60 47 
R.K.M. & KEN -Y Masterpiece: Sold Out 7 

.1. VERSAL LATINO (12.98) G 

21 

40 

16 

6 

30 

45 

EL CHAPO DE SINALOA La Noche Perfecta 

46 42 AVENTURA God's Project 
,2' SONY BMG NORTE (13.98) 

71 - LOS HUMILDES VS. LA MIGRA Los Humildes Vs. La Migra 
16.98) 

45 

65 57 53 

Q 
0 = 
68 56 51 

69 61 .54 

70 58 

3 71 53 52 

® 
12 73 55 58 

12 

6 74 70 61 

VARIOUS ARTISTS Duranguenses De Corazon: Mi Amor Por Ti 

JENNI RIVERA Parrandera, Rebelde Y Atrevida 
FONOVISA 352165/UG (13.98) O+ 

DUELO La Mejor... Coleccion: 30 Super Hits 
UNIVISION 311122íUG )10.98) 

OLGA TANON Soy Como Tu 
SION 33P. :;G rí4.98) 

LOS BUKIS La Mejor... Coleccion 

ALACRANES MUSICAL Linea De Oro 
_'. G 5.181 

LIBERACION 30 Aniversario Duetos 
DISA 721012 ' 

LOS RIELEROS DEL NORTE 
FONOVISA 352, 

Linea De Oro 

JAE -P 
JNIVis 

LOS BUKIS 

The Best... 20 Exitos 
(12.98) 

Linea De Oro 
(5.98) 

JAVIER SOLIS La Historia De Javier Solis 
SONY BN16 NORTE 88292 (14.98)!+: 

66 
VALENTIN ELIZALDE Soy Asi 
UNIVERSAL LATINO 004663 (9.98) + 

22 

63 

1J 

10 

66 

23 

33 

53 

45 

72 

26 

53 
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www.americanradiohistory.com

www.americanradiohistory.com


AIRPLA` CHARTS: Panels of 27 Latin pop, 12 tropical, 13 Latin rhythm, 5.1 regional Mexican stations, respectively, are electronically monitored 24 

hors a day.: days a week. s 2007 Nielsen Business Media, Inc. All rights reserved.ALBLM CHARTS: See Charts Legend for rules and explanations. 
2007, Nielsen Business Media Inc. and Nielsen SoundScan. Inc. Al rights reserved. 

RPLAY MOIITORED BY 

I1/4' 

Nielsen 
Broa7cast Data 
Sys' -,ns 
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LATIN AIRPLAY 

POP 

s3 

1 

2 

3 

TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

MANDA UNA SENAL 
MANA ( WARNER LATINA) 

TU RECUERDO 
RICKY MARTIN FEATURING LA MARI (SONY BMG NORTE) 

TE LO AGRADEZCO, PERO NO 
ALEJANDRO SANZ FEATURING SHAKIRA (WARNER LATINA) 

6 
AMAR ES LO QUE QUIERO 
DAVID BISBAL (UNIVERSAL LATINO) 

4 
ME MUERO 
LA 5A ESTACION (SONY BMG NORTE) 

. 
O7 SI NOS QUEDARA POCO TIEMPO 

CHAYANNE (SONY BMG NORTE) 

7 8 

8 5 

10 

COMO YO NADIE TE HA AMADO 
YURIDIA (SONY BMG NORTE) 

BENDITA TU LUZ 
MONA ( WARNER LATINA) 

QUE HICISTE 
JENNIFER LOPEZ (EPIC /SONY BMG NORTE) 

9 
TODO SE DERRUMBO 
PEPE AGUILAR (EMI TELEVISA) 

el 14 

12 12 

=13 11 

13) 18 

15 15 

LA LLAVE DE MI CORAZON 
JUAN LUIS GUERRA Y 440 (EMI TELEVISA) 

SI TU NO ESTAS 
SIN BANDERA (SONY BMG NORTE) 

INVIERNO 
REIK (SONY BMG NORTE) 

NADA PUEDE CAMBIARME 
PAULINA RUBIO (UNIVERSAL LATINO) 

FLACA O GORDITA 
OLGA TANON (UNIVISION) 

TROPICAL .M 

TITLE 
ARTIST (IMPRINT / PROMOTION LABEL) 

SOLA 
1 

HECTOR "EL FATHER" (VI /MACHETE) 

PEGAO 
WISIN & YANDEL FEATURING LOS VAQUEROS (WY /MACHETE) 

4 IGUAL QUE AYER 
RAKIM 8 KEN -Y (PINA /UNIVERSAL LATINO) O 9 QUE LLOREN 
IVY QUEEN ( UNIVISION) 

PAM PAM 
WISIN 8 YANDEL (MACHETE) 

6 7 
DON'T CRY 
TOBY LOVE (SONY BMG NORTE) 

7 10 
LOS INFIELES 
AVENTURA (PREMIUM LATIN) 

SHORTY SHORTY 
XTREME (LA CALLE / UNIVISION) 

5 
NO SE DE ELLA (MY SPACE) 
DON OMAR FEATURING WISIN 8 MANDEL (VI /MACHETE) 

1D 8 DIME (TELL ME) 
PITBULL FEATURING KEN -Y (FAMOUS ARTISTS/TVT) 

f1 11 
FANTASMA 
ZION (BABY) 

25 
BEAUTIFUL LIAR /BELLO EMBUSTERO 
BEYONCE A SHAKIRA (COLUMBIA) 

19 
SIENTE EL BOOM 
TITO EL BAMBINO" FEATURING RANDY (EMI TELEVISA) 

14 12 
CHICA VIRTUAL 
ARCANGEL 1 

FLOW /UNIVERSAL LATINO) 

15 15 
NOCHE DE ENTIERRO (NUESTRO AMOR) 
LBS WNWeORALWON L GINO, 0YO4 YAMIE BEIM IL F101131 ZONMASFLOANIACFETI 

RI_CaIO\AI_ IVII_\ICANTM 

W TITLE iii ,3 ARTIST (IMPRINT / PROMOTION LABEL) 

1 4 

8 

3 2 

4 3 

5 1 

6 5 

LA NOCHE PERFECTA 
EL CHAPO DE SINALOA (DISO) 

DETALLES 
LOS TIARES DEL NORTE ( FONOVISA) 

ESE 
CONJUNTO PRIMAVERA (FONOVISA) 

DIME QUIEN ES 
LOS RIELEROS DEL NORTE ( FONOVISA) 

CADA VEZ QUE PIENSO EN TI 
LOS CRFADORLZ Oa PAM gAdW BWE OE WHEW RPMEE1 (DBgECRgN54) 

LOBO DOMESTICADO 
VALENTIN ELIZALDE (UNIVERSAL LATINO) 

O 6 
TAL VEZ 
LOS PRIMOS DE DURANGO (MAR INTERNACIONAL) 

MAS ALLA DEL SOL 
7 

12 11 

e 16 

;<4 14 

115 13 

JOAN SEBASTIAN (MUSART /BALBOA) 

UN IDIOTA COMO YO 
DUELO ( UNIVISION) 

TUS PALABRAS 
BANDA EL RECODO ( FONOVISA) 

DE RODILLAS TE PIDO 
ALEGRES DE LA SIERRA (VIVA) 

CUANDO BAJA LA MAREA 
DIANA REYES )MUSIMEX/UNIVERSAL LATINO 

EL HOMBRE DE NEGRO 
LOS HURACANES DEL NORTE ( UNIVISION) 

LA MAESTRA 
SERGIO VEGA ï SONY BMG NORTE) 

Y SI VOLVIERA A NACER 
ALEGRES DE LA SIERRA (EDIMAWIVA) 

(;) LATIN AI_ßUIVIS 

POP,. 
t21ARTIST 

TITLE {IMPRINT / DISTRIBUTING LABEL) 

O 
O 

MARCO ANTONIO SOLIS 
LA HISTORIA CONTINUA... PARTE III (FONOVISA/UG) 

MANA 
AMAR ES COMBATIR (WARNER LATINA) 

3 RBD 
CELESTIAL (EMI TELEVISA) 

4 4 

5 6 

6 5 

112 10 

8 7 

9 9 

LEO DAN 
LA HISTORIA (SONY BMG NORTE) 

MARCO ANTONIO SOLIS 
LA HISTORIA CONTINUA... PARTS II (FONOVISA/UG) 

JENNIFER PENA 
DICER QUE EL TIEMPO (UNIVISION /UG) 

YURIDIA 
HABLA EL CORAZON (SONY BMG NORTE) 

VARIOUS ARTISTS 
NOW LAMA 2 (SOME BMG SIAMETIC ANEMIC tlQPRMMH6NAIMTL9/ ULM) 

See chart .s eid for Hot Dance Club Play and Hot Dance Singles Saes rule and explanations. C, 2007, Nielsen Business Media. Inc. 
and NY. -sen SoundScan, Inc. All rights reserved. HCT DANCE A.RPLA° 7 dance stations are electronically monitored Ly Nielsen 

Brosoctst Data Systems. See chart legend for rules and explanations // 2007. Nielsen Business Media, Inc. All nghts reserved. 
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_ MAR 

24 

ffek HOT 

QV DANCE CI_UI3 PLAI'.. 

3 

9 

2 1/ 

TITLE 
4'3 ARTIST /IPRINT 8 NUMBER / PROMOTION LABEL 

RAND I AM TELLING YOU I'M NOT GOING 
JENNIFER HUDSON 4111 L .1, ` 9_4 '44 

SAY IT RIGHT 
NELLY FURTADO MOSLEY PROMO /GEFFEN 

JOSE LUIS RODRIGUEZ 
LA HISTORIA DEL PUMA (SONY BMG NORTE) Q 

1F 
RICARDO MONTANER 
LAS MEJORES CANCIONES DEL MUNDO (EMI TELEVISA) 

A.B. QUINTANILLA III PRESENTS KUMBIA ALL STARZ 
FROM KUMBIA KINGS TO KUMBIA ALL STARS (EMI TELEVISA) 

11 

12 8 

lé 

(D 1 

15 13 

MARCO ANTONIO SOLIS 
TROZOS DE MI ALMA 2 (FONOVISA/UG) 

RICKY MARTIN 
RICKY MARTIN: MTV UNPLUGGED (SONY BMG NORTE) 

LA 5A ESTACION 
EL MUNDO SE EQUIVOCA (SONY BMG NORTE) 

JULIETA VENEGAS 
LIMON Y SAL (SONY BMG NORTE) 

TROPICAL_ 

© 
3 

rzg. ARTIST 
5s TITLE (IMPRINT / DISTRIBUTING LABEL) 

DON OMAR 
KING OF KINGS (VI /MACHETE) 

1 

2 

3 

4 

5 6 

o 
o 

VARIOUS ARTISTS 
WY RECORDS PRESENTS: LOS VAQUEROS (WY /MACHETE) 

WISIN & YANDEL 
PAL MUNDO (MACHETE) 

LUNY TUNES & TAINY 
MAS FLOW: LOS BENJAMINS (MAS FLOW /MACHETE) 

HECTOR "EL FATHER" 
THE BAD BOY (VI /MACHETE) 

5 RAKIM & KEN -Y 
MASTERPIECE: NUESTRA OBRA MAESTRA (PINA/UNIVERSAL LATINO, 

9 

7 

8 

DJ NELSON 
FLOW LA DISCOTEKA 2 (FLOW /UNIVERSAL LATINO) 

8 6 

7 1C 

6 8 

13 5 

18 4 

M1 10 1< 

14;12 9 15 

15 7 

17 7 

20 7L 

21 5 

22 6 

23 5 

114 11 9 

26 4 

ICD 27 4 

28 6 

23 16 12 

30 4 

ANGELICUS 
DELERIUM FEAT. ISABLE BARYAKDARIAN NETTWERE PROMO 

I NEED SOMEONE 
RALPH FALCON NERVOUS 20613 

LOVE ME OR HATE ME (F * *K YOU!!!!) 
LADY SOVEREIGN DEF JAM PROMO /IDJMG 

U SPIN ME 
INAYA DAY SILVER LABEL PROMO/TOMMY BOY 

PUMP 
CHRIS THE GREEK PANAGHI SUB DEEP HAVEN PROMO 

IRREPLACEABLE 
BEYONCE COLUMBIA PROMO 

DISCOTECH 
YOUNG LOVE ISLAND PROMO /IDJMG 

RISE 
SAMANTHA JAMES OM PROMO 

RUNAWAY 
JAMIROQUAI COLUMBIA PROMO 

MINIMAL 
PET SHOP BOYS RHINO PROMO 

EMBRACE ME 
LEONA SWEDISH DIVA PROMO 

YOU ARE WHY 
DAWN TALLMAN SLAAG PROMO 

THE CREEPS 
CAMILLE JONES SILVER LABEL 2486/TOMMY BOY 

SOME GIRLS 
HENRI DAUMAN 20884 

TIME AFTER TIME 
KOISHII 8 HUSH FEAT. CATHERINE MCQUEEN CORDLESS 47 

ROCK TO THE RHYTHM 
OJ DAN AUDACIOUS PROMO 

AND I AM TELLING YOU I'M NOT GOING 
JENNIFER HOWDAY WIDE ROSABEL SILVER LABEL PROMO/TOMMY BOY 

DRUMS IN THE CLUB 
GJBUSS HAMS FEAT. DJ KEN B BM1 BAN BUDDHA ESMpN SUERROMO 

ITS MY LIFE 
S -BLUSH CJ PROMO 

MAKE IT HAPPEN 
MAYA AZUCENA KULT PROMO 

IT'S JUST SEX 
BILLIE MYERS FRUITLOOP PROMO 

KINTO SOL 
LOS HIJOS DEL MAIS (UNIVISION /UG) 

CALLE 13 
CALLE 13 (WHITE LION /SONY BMG NORTE) 

DADDY YANKEE 
BARRIO FINO: EN OIRECTO (EL CARTEL/INTERSCOPE) 

10 
R.K.M. & KEN -Y 
MASTERPIECE: SOLD OUT (PIRA /PR /UNIVERSAL LATINO) 

ß(E7 
O JAE -P 

THE BEST... 20 EXITOS (UNIVISION /UG) 

3 
TITO "EL BAMBINO" 
TOP OF THE LINE: EL INTERNACIONAL (EMI TELEVISA) 

14 12 
VARIOUS ARTISTS 
JON UMAR PRESENTA: LAS BANDOLEROS RELOADED (ALLSTAFVMACfETE) 

4 11 
TOBY LOVE 
TOBY LOVE (SONY BMG NORTE) 

R1=CaIO\AI_ IVI1=\ICA\ ., 

5 

ARTIST 
TITLE (IMPRINT I DISTRIBUTING LABEL) 

_OS CAMINANTES 
LA HISTORIA... LO MAS CHULO CHULO, CHULO 

'JALENTIN ELIZALDE 
LOBO DOMESTICADO (UNIVERSAL LATINO) 

(SONY BMG NORTE) 

'JALENTIN ELIZALDE 
VENCEDOR ¡UNIVERSAL LATINO) 

LOS CREADOREZ DEL PRSR'0 DUURAGUENSE OE AUSEDO RAMIREZ 

RECIO, RECIO MIS CREADOBEZ (CESA) 

LOS TUCANES DE TIJUANA 
EL PAPA DE LOS POLLITOS (UNIVISION /UG) 

DIANA REYES 
TE VOY A MOSTRAR (UNIVERSAL LATINO) 

LOS ORIGINALES DE SAN JUAN 
OJALÁ DUE LA VIDA ME ALCANCE (EMI TELEVISA) 

ALACRANES MUSICAL 
LA MEJOR... COLECCION (UNIVISION /UG) 

10 9 

11 7 

12 11 

13 12 

14 13 

15 10 

BRONCO / LOS BUKIS / LOS TEMERARIOS 
BBT (FONOVISA/UG) 

LOS CUATES DE SINALOA 
PURO SIERRENO BRAVO (SONY BMG NORTE) 

VALENTIN ELIZALDE 
LA HISTORIA: HOMENAJE A IL GALLO DE 0R0" (SONY BMG NORTE) 

CONJUNTO PRIMAVERA 
EL AMOR 00E NUNCA FUE (FONOVISA/UG) 

ANA GABRIEL 
LA REINA CANTO A MEXICO (SONY BMG NORTE) 

VALENTIN ELIZALDE 
EN VIVO BOL. II (UNIVERSAL LATINO) 

ALEGRES DE LA SIERRA 
LAGRIMAS EN LA SIERRA (UNIVERSAL LATINO) 

Cota for week of MARCH 24, 2007 I For chart reprints call 646.654.4633 

GHOST 
DEEPSKY ANO JES BLACK HOLE PROMO 

STARS ALIGN 
KASKADE ULTRA 1477 

ARTIST 
TITLE IMPRINT & NUMBER / DISTRIBUTING LABEL 

AIR 
POCKET SYMPHONY nNICJA91JXYKA61' /ASIMLW RO 

GNARLS BARKLEY 
ST ELSEWHERE DOWNTOWN 70003' / ATLANTIC0 

IS! (CHK CHK CHK) 
MYTH TAKES WARP 154` 

2 7 THE GOOD, THE BAD & THE QUEEN 
THE GOOD. THE BAD 8 THE QUEEN PARLOPHONE 73067AIFGIN 

THE RIDDLER & TREVOR SIMPSON 
ULTRA.DANCE OB ULTRA 1485 

IMOGEN HEAP 
SPEAK FOR YOURSELF RCA VICTOR 72532 

VARIOUS ARTISTS 
FOREVER FREESTYLE RAZOR 8 TIE 89147 

GORILLAZ 
DEMON DAYS PARLOPHONE 73838/VIRGIN 

DEPECHE MODE 
ENE BEST R BMW MOOS VOLIMEI %WESER% M2i8WAAN3IBIMCe 

THE COUNTDOWN SINGERS 
FOREVER DISCO MADACY SPECIAL PRODUCTS 52379/MAOP Y 

DJ SKRIBBLE / VIC LATINO 
THHIVEMIXD3 THRIVEDANCE 90758/THRIVE 

14 19 

MADONNA 
CONFESSIONS ON A DANCE FLOOR WARNER BROS. 4949 

AMON TOBIN 
THE FOLEY ROOM NINJA TUNE 121 

YOUNG LOVE 
TOO YOUNG TO FIGHT IT ISLAND 008101 /IDJMG 

15 1 

1-4 TA 

SISTERS 
TA -DAR UNIVERSAL MOTOWN 007499 -/UMRG 

ENIGMA 16 15 f-4 A POSTERIORI VIRGIN 69994 

17 16 E5 
CASCADA 
EVERYTIME WE TOUCH ROBBINS 75064 

10 VICTOR CALDERONE 
EVOLVE ULTRA 1495 

THE STARLITE SINGERS 
BEST OF DISCO MADACY SPECIAL PROOUCIS 52228MA04DY 

SKINNY PUPPY 
MYTHMAKER HELL -0 DEATHDAY 63982/SPV 

SHE WANTS REVENGE 
SHE WANES REVENGE VAVC1N GRAYAASS/GEFFBJ 00558r'MIaCiCIPE 

TEDDYBEARS 
SOFT MACHINE BIG BEAT /ATLANTIC 83979/AG 

COMBICHRIST 
MKT THE MK IS WRONG WEIH YOU PEOPLE? AEIROP US 4-4. 

NICK WARREN 
GLOBAL UNDERGROUND: PARIS GLOBAL UNDERGROUND 3D 

BELANOVA 
DULCE BEAT UNIVERSAL LATINO 006301 

27 29 6 

28 12 17 

14 14 

33 3 

36 3 

40 2 

34 3 

34 25 12 

39 2 

11 24 14 

35 9 

111 37 8 

32 10 

38 14 

43 41 12 

44 42 17 

45 44 17 

48 43 15 

47 45 9 

48 46 18 

49 50 17 

TITLE 
ARTIST IMPRINT 8 NUMBER / PROMOTION LABEL 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE JIVE PROMO/ZOMBA 

NO MORE PAIN 
MARK PICCHIOTTI FEATURING DINO V. BLUEPLATY PROM] 

ROCK THIS PARTY (EVERYBODY DANCE NOW) 
BM SINCU R FEAT BG NJ B DOLLAR/AVE YELLOWSLWR LABEL :520AONIPBDY 

SEX 'N' MONEY 
OAKENFOLD FEAT PHARELL WILLIAMS MAVERICK PROMO/REPRAE 

FREE MY LOVE 
SUZANNE PALMER STAR 69 13222 

PUT SOME FUNK IN YOUR SHOES 
IN BETWEEN FEAT. JEANIE TRACY & LARRY BATISTE D. " 10 

POWER 
PICK 

GIMME GIMME (DISCO SHIMMY) 

I FRANKIE KNUCKLES . :/ RI 4,99 

I WANT TO LIVE 
DEEPFACE FLY PROMO 

DANGEROUS POWER 
GABWEL 8 DRESDEN FEAT JAN BURTON ORGANIZED NAI'.1HE 008 

TELL ME 
DITTY FEAT CHRISTINA AGUILERA GAO BOY 94498.ATLANTI: 

AUTOMATIC 
ULTRA NATE SILVER LABEL PROMO/TOMMY BOY 

LAY DOWN 
10 MONKEYS FEATURING ABIGAIL PRIDE PROMO 

SPOTLIGHT 
AMADOR 8 CARFILID FEAT GEORGIA MCOIE MOCHICO PTIMO PROMO 

PROPER EDUCATION 
ERIC PRYOZ VS. ROYD DATAAPOSNMMr1 1STRY OF SOUND 1491/ULTRA 

ROUND AND ROUND 
STATIC REVENGER ULTRA PROMO 

I WILL BELIEVE IT 
SIRIA MARIAN 116 

ILLEGAL 
SHAKIRA FEATURING CARLOS BANTANA EPIC PROMO 

YOU'LL ALWAYS HAVE ME 
DANIELLE BOLLINGER ESNTION SILVER PROMO 

BELIEVE IN US 
JDI CARDWELL LIZA PROMO 

HURT 
CHRISTINA AGUILERA RCA 04456 /RMG 

WIND IT UP 
GWEN STEFANI INTERSCOPE PROMO 

GOOD TIME 
LMA JAMES FEAT. PETE ROD(A CL 8M00111 WARMER BROS PROMO/UP ABLE 

WE RIDE 
RIHANNA SRP /DEF JAM PROMO /IDJMG 

MY LOVE 
JUSTIN TIMBERLAKE FEATURING T.I. JIVE PROMO.ZOMBA 

MARTYR 
DEPECHE MODE MUTE/SIRE PROMO /REPRISE 

t HOT 

DANCE AIRPLAY. 
TITLE 

33 3ó ARTIST .IMPRINT / PROMOTION LABEL) 

2 12 

6 

8 

8 

4 16 

6 13 

8 

4 

SAY IT RIGHT 
NELLY FURTADO NIOSLEY /GEFFEN 

PROPER EDUCATION 
ERIC PRYDZ VS. RIND DATPROSIIMAMNSTRY OF SOUKS/ULTRA 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE JIVE/ZOMBA 

RUNAWAY 
JAMIR000AI COLUMBIA 

BY THE WAY 
JENNA DREY ROBBINS 

U + UR HAND 
PINK LAFACE /ZOMBA 

BY MY SIDE 
FLANDERS ULTRA 

IRREPLACEABLE 
BEYONCE COLUMBIA 

STARS ALIGN 
KASKADE ULTRA 

10 
TAKE IT 
TOM NOVY 8 LIMA ULTRA 

READ MY MIND 
THE KILLERS ISLAND /IDJMG 

12 13 
DANGEROUS POWER 

1U/Ú4-1: GABRIEL 8 DRESDEN FEAT. JAN BURTON ORGANIZED NATLRE 

HERE (IN YOUR ARMS) 
HELLOGOODBYE DRIVE -THRU /SANCTUARY 

CRY FOR YOU 
SEPTEMBER ROBBINS 

THE CREEPS 
CAMILLE JONES SILVER LABEL/TOMMY BOY 

3 
SEX 'N' MONEY 
OAKENFOLD FEAT. PHARELL WILLIAMS MAVERICK/REPRISE 

CURIOUS 
4 STRINGS ULTRA 

YEAH YEAH 
FULL INTENTION PRESENTS 800Y00X FEAT. LUCIABA ULTRA 

RIDING THE WAVE (COUNTING DOWN THE DAYS) 
SUNFREAKZ FEATURING ANDREA BRITTON OXYD 

I CANT TAKE IT 
LOLA SASE 

CHASING CARS 
SNOW PATROL POLYDOR/A&M /INTERSCOPE 

24 3 
SEXUAL HEALING 
ALIBI AS ROCKEFELLER ULTRA 

AUTOMATIC 
ULTRA NATE SILVER LABEL/TOMMY BOY 

GHOST 
DEEPSKY AND JES BLACK HOLE 

FEEL ALIVE 
BENASS I BROS. ULTRA 

Go to www.billboard.biz for complete chart data 73 
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MAR 

2007 

.. 
.. 

SINGLES 

4 (SOUNOSCAN JAPAN) 

1 
FLAVOUR OF LIFE 
HIKARU UTADA TOSHIBA/EMI 

2 NEW 
HARU -KAZE 
YUZU TOY'S FACTORY 

MARCH 13. 2007 

3 2 WINDING ROAD 
AYAKA X KOBUKURO WARNER 

4 NEW 
CHE. R. RY (FIRST LTD VERSION) 
OUI SONY 

5 4 
SEN NO KAZE NI NATTE 
MASASHI AKIKAWA TEICHIKU 

Eì 3 
LOVE SO SWEET 
AMORI J-STORM 

7 NEW 
OSAKA LOVER 
DREAMS COME TRUE UNIVERSAL 

8 5 
KIMINO SUKINA TOKO 
KEN HIRAI DEFSTAR 

9 NEW 
SAKURA -IRO (FIRST LTD VERSION) 
ANGELA AKI EPIC 

10 NEW 
CHE. R. RY 
YUI SONY 

FRANCE 

SINGLES SINGLES 

2 

3 

5 11 

(MEGA CHARTS BV) 

HEARTBREAK AWAY 
SHARON KIPS SONY BMG 

MARCH 9, 2007 

MAAK ME GEK 
GERARD JOLING NRGY 

SHE'S MADONNA 
ROBBIE WILLIAMS FT. PET SHOP BOYS CHRYSALIS 

A GOOD THING 
DI -RECT EMI 

CONFESSIONS 
OAP 88ALL MUSIC 

ALBUMS 
NORAH JONES 

NOT TOO LATE BLUE NOTE 

2 NEW 
DI -RECT 
01 -RECT EMI 

4 

5 

TOMMI LANTINEN 
MAALLA, MERELLA JA ILMASSAI COLUMBIA 

KAISER CHIEFS 
YOURS TRULY, ANGRY MOB B- UNIQUE / POLYDOR 

AMY WINEHOUSE 
BACK TO BLACK ISLAND 

PORTl1GAL 

JAPAN 0 UNITED KINGDOM 
EURO L. Nielsen 

I) I C Il A L TRACKS $Oemahonal 

3 3 
1 ? 

2 

3 

4 

5 

6 

7 

8 NEW 

9 8 

10 9 

11 10 

12 12 

13 15 

14 NEW 

15 NEW 

16 NEW 

17 11 

18 14 

19 13 

(NIELSEN SOUNDSCAN INTERNATIONAL) MARCH 24, 2007 

THE SWEET ESCAPE 
GWEN STEFANI FT. ANON INTERSCOPE 

RUBY 
KAISER CHIEFS B- UNIQUE /POLY00R 

GRACE KELLY 
MIKA CASABLANCAISLAND 

SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

HOW TO SAVE A LIFE 
THE FRAY EPIC 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE JIVE /ZOMBA 

SHINE 
TAKE THAT POLYDOR 

QUI...REME 
ANDY A LUCAS SONY BMG 

ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY /GEFFEN 

THE CREEPS 
CAMILLE JONES VS FEDRE LE GRAND DATA 

STANDING IN THE WAY OF CONTROL 
THE GOSSIP KILL ROCK STARS 

GLAMOROUS 
FERGIE FT. LUDACRIS WILL.I.AM/A &M /INTERSCOPE 

PURE INTUITION 
SHAKIRA EPIC 

ACCEPTABLE IN THE 80'S 
CALVIN HARRIS FLY EYE /COLUMBIA 

WHEN THE NIGHT COMES FALLING 
SEBASTIAN RCA 

CANDYMAN 
CHRISTINA AGUILERA RCA 

THIS AIN'T A SCENE, ITS AN ARMS RACE 
FALL OUT BOY FUELED BY RAMEN /ISLAND 

CHASING CARS 
SNOW PATROL POLYDOR/A&M/INTERSCOPE 

STARZ IN THEIR EYES 
JUST JACK MERCURY 

I WANNA LOVE YOU 
AKON FT SNOOP DOGGKCIWIC/IFFRONGSRC/UNNERSAL MOTOWN/UNIVERSAL 

AUSTRIA - 
(AUSTRIAN IFPI /AUSTRIA TOP 40) MARCH 13, 2007 

1 EIN STERN (DER DEINEN NAMEN TRAGT) 
D.J OETZI/NIK P POLYDOR 

2 2 
GENIE AUF DIE SKI 
FRITZ STROBL THE DOWNHILL GANG PREISER 

5 
ALLES WAS DU WILLST 
NADINE UNIVERSAL 

DEIN WEG 
MARIO LANG UNIVERSAL 

SUMMER WINE 
VILLE VALO /NATALIA AVELON WARNER 

ALBUMS 

i NEW 

2 NEW 

1 

4 NEW 

B NEW 

HERBERT GRONEMEYER 
12 CAPITOL 

DJ OETZI 
STERNSTUNDEN POLYDOR 

FALCO 
HOCH WIE NIE SONY BMG 

A. NETREBKO /R. VILLAZON 
DUETS DEUTSCHE GRAMMOPHONE 

LUTTENBERGER /KLUG 
MACH DICH BEREIT DEAG 

GREECE 

SINGLES 

á3 (THE OFFICIAL UK CHARTS CO.) 

SHINE 
TAKE THAT POLYDOR 

MARCH 11, 2007 

2 3 THE SWEET ESCAPE 
GWEN STEFANI FT. AKON INTERSCOPE 

3 2 
RUBY 
KAISER CHIEFS B- UNIDUEïPOLYDOR 

4 WHAT GOES AROUND... COMES AROUND 
JUSTIN TIMBERLAKE JIVE /ZOMBA 

5 
3 

HOW TO SAVE A LIFE 
THE FRAY EPIC 

6 

8 

GRACE KELLY 
MIKA CASABLANCA /ISLAND 

5 THE CREEPS 

10 

CAMILLE JONES /FEDDE LE GRANDE DATA 

LIL STAR 
KELIS FT. CEE LO VIRGIN 

STANDING IN THE WAY OF CONTROL 
GOSSIP KILL ROCK STARS 

SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

AUS 1 BALIA f 

G E R IVIANY 

TM 

SINGLES 

6 

7 

(MEDIA CONTROL) MARCH 13, 2007 

EIN STERN (DER DEINEN NAMEN TRAGT) 
D.J OETZI/NIK P POLYDOR 

NEW 
SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

2 
SUMMER WINE 
VILLE VALO /NATALIA AVELON WARNER 

4 
SHE'S MADONNA 
ROBBIE WILLIAMS FT. PET SHOP BOYS CHRYSALIS 

ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY /GEFFEN 

3 
WENN NICHT JETZT WANN DANN? 
HOEHNER CAPITOL 

NEW 
EVEN HEAVEN CRIES 
MONROSE STARWATCH 

THE SWEET ESCAPE 
GWEN STEFAN! FT AKON INTERSCOPE 

FAIRYTALE GONE BAD 
SUNRISE AVENUE BONNIER 

10 10 
BOTEN ANNA 
BASSHUNTER WARNER 

CANADA Cl 
DIGITAL SING 

(SOUNOSCAN) 

1 GIRLFRIEND 
AVRIL LAVIGNE RCA /SONY BMG 

MARCH 23 2007 

3 
THE SWEET ESCAPE 
GWEN STEFAN) FT. AKON INTERSCOPE'UNIVERSAL 

2 
WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE JIVE /SONY BMG 

5 
THIS AIN'T A SCENE, ITS AN ARMS RACE 
FALL OUT BOY FUELED BY RAMEN /ISLAND,'UNIVERSAL 

4 
DON'T MATTER 
AKON KONVICT /UPFRONT /BRC /UNIVERSAL MOTOWN /UNIVERSAL 

9 
HERE (IN YOUR ARMS) 
HELLOG00DBYE DRIVE -THRU /SANCTUARY 

GRACE KELLY 
MIKA CASABLANCA /UNIVERSAL REPUBLIC /UNIVERSAL 

GLAMOROUS 
FERGIE FT. LUDACNIS WILL.I.AM /A &M /INTERSCOPE /UNIVERSAL 

RE 
PARALYZER 
FINGER ELEVEN SONY BMG 

" 9 

10 8 
IF EVERYONE CARED 
NICKELBACK EMI 

11-IE N1=11-11=RL4NDS - 
F3 á3 IPROMUSICAE 33EDIA1 

1 
DIFFERENT WORLD 
IRON MAIDEN CAPITOL 

MARCH 14 211h/ 

2 COLILLAS EN EL SUELO 
DELUXE VIRGIN 

3 yEW SHE'S MADONNA 
ROBBIE WILLIAMS FT. PET SHOP BOYS CHRYSALIS 

4 
4 

AL FINAL DE LA PALMERA 

5 3 

6 5 
ORIGINAL RAP 

RAFA GONZALEZ-SERNA UNIVE=' 

NI CONTIGO NI SIN TI 
FANGORIA D.R.O. 

7 

8 

9 

SFDI( BOACOR 

9 
EL CUARTO DE LAS RATAS 
A3BANDAS BOA 

7 POR LA NOCHE 
MALA RODRIGUEZ UNIVERSAL 

6 
CORAZON DE HIERRO 
RAFA MARTIN D.R.O. 

10 16 
ANOTHER ONE BITES THE DUST 
QUEEN VS. THE MIAMI PROJECT POSITIVA 

DEN MAR IC -I- 

W .W 
zL3 3 ISNEP/IFOP/TITELIVE) 

1 6 

2 1 

3 

4 2 

5 

7 7 

8 NEW 

NEW 

10 NEW 

MAUVAISE FOI NOCTURNE 
FATAL BAZOOKA FT. VITRA UP 

MARCH 14 2007 

AUX ARBRES CITOYENS 
YANNICK NOAH SAINT GEORGE 

TA MEUF 
FAF LARAGE M6 INTERACTIONS 

MAR LY GOMONT 
KAMINI RCA 

VICTOIRE 
SITY'M UP 

FAIS LA POULE 
SEBASTO SONY BMG 

LES COW -BOYS 
BEBE LILLY HERAN 

DESOLE POUR HIER SOIR 
TRAC SAINT GEORGE 

ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY /GEFFEN 

DESHABILLEZ -MOI (LIVE) 
MYLENE FARMER POLYDOR 

SINGLES 

r3 á3 

2 

3 U 

4 

5 

6 

8 

10 

5 

0 

(ARIA) 

LIPS OF AN ANGEL 
HINDER UNIVERSAL 

MARCH 11, 2007 

THE SWEET ESCAPE 
GWEN STEFANI FT. AKON INTERSCOPE 

HOW TO SAVE A LIFE 
THE FRAY EPIC 

THIS AIN'T A SCENE, ITS AN ARMS RACE 
FALL OUT BOY ISLAND 

KEEP YOUR HANDS OFF MY GIRL 
GOOD CHARLOTTE EPIC 

SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

I WANNA LOVE YOU 
AKON FT. SNOOP DOGO KONVICT, UPFRONT /SRC /UNIVERSAL 

ROCK THIS PARTY (EVERYBODY DANCE NOW) 
BOB SINCLAR FTCUTEE -B YELLOW PRODUCTION 

SUDDENLY I SEE 
KT TUNSTALL RELENTLESS 

HIT ME UP 
GIA FARRELL ATLANTIC 

i 
á3 IFIMI /NIELSEN) 

NEW 
MUSICA 
PAOLO MENEGUZZI AROUND THE MUSIC 

2 NEW 

3 1 

4 NEW 

5 NEW 

MARCH 12, 2007 

LA PARANZA 
DANIELE SILVESTRI EPIC 

GRACE KELLY 
MIKA CASABLANCA/ISLAND 

SHINE 
TAKE THAT POLYDOR 

TI REGALERO UNA ROSA 
SIMONE CHRISTICCI ARIOLA 

6 4 TI SCATTERO' UNA FOTO 
TIZIANO FERRO CAPITOL 

SHE'S MADONNA 
ROBBIE WILLIAMS FT. PET SHOP BOYS CHRYSALIS 

8 5 
VORREI DIRTI CHE E E'FACILE 
BRENDA A DANIELE BATTAGLIA DUCK 

9 NEW 
IL SENSO DELLA VITA 
ELSA LILA EDEL 

10 NEW 
STARZ IN THEIR EYES 
JUST JACK MERCURY 

NORWAY 

á3 

2 

2 5 

3 1 

4 4 

5 3 

(IFPI GREECE /DELOITTE & TOUCHE) MARCH 12, 2007 

MINIMA KRIFO 
DAIANA LASOTA LEGEND 

SUMMER WINE 
VILLE VALO /NATALIA AVELON WARNER 

O ERATIS 
KATMAN LEGEND 

TO THELO 
KONSTANTINOS VENTOURAS LEGEND 

MAVRI 
TSILA LEGEND 

ALI3UMS 

SINGLES 

á3 (VEROENS GANG NORWAY) MARCH 13. 2007 

2 ALL GOOD THINGS (COME TO AN END) 
NELLY FURTA00 MOSLEY, GEFFEN 

2 REHAB 

3 11 
GRACE KELLY 
MIKA CASABLANCA/ISLAND 

4 3 
SMACK THAT 

AMY WINEHOUSE ISLAND 

AKON FT. EMINEM KONVICT /UPFRONT /SRC'UNIVERSAL MOTOWN 

TAKE IT EASY 
WILLIAM HUT MERCURY 

ALBUMS 

1 1 

2 2 

3 NEW 

4 NEW 

5 6 

AMY WINEHOUSE 
BACK TO BLACK ISLAND 

JONAS FJELD & CHATTA 
AMERIKABESOK RCA 

ARCADE FIRE 
NEON BIBLE MERGE 

DOLLY PARTON 
THE VERY BEST OF RCA 

CHRISTEL ALSOS 
CLOSING THE DISTANCE COLUMBIA 

SINGLES 

Al 4 (IFPI /NIELSEN MARKETING RESEARCH) MARCH 13. 2007 

FIBS (LOGN & LATIN) 
KNA CONNECTED PHATPHASE 

2 

3 

4 - 

1: 

2 NEW 

3 8 

4 NEW 

5 5 

GRACE KELLY 
MIKA CASABLANCA /ISLAND 

WHAT GOES AROUND... COMES AROUND 
JUSTIN TIMBERLAKE JIVE /ZOMBA 

10,000 NIGHTS OF THUNDER 
ALPHABEAT COPENHAGEN 

ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY: GEFFEN 

FEDE FINN & FUNNY BOYZ 
DE FEDESTE BEACH 

DOLLY PARTON 
THE VERY BEST OF RCA 

NEPHEW 
INTERKOM KOM IND COPENHAGEN 

ALPHABEAT 
ALPHABEAT COPENHAGEN 

THOMAS HELMIG 
HELMIG HETZFRA SONY BMG 

74 Go to www.billboard.biz for complete chart data 

:3 á3 (RIM) 

1 1 
JOSE AFONSO 
JOSE AFONSO FAROL 

2 ,,:,v ARCADE FIRE 
' NEON BIBLE MERGE 

3 

MARCH 13, 2007 

TONY CARREIRA 
A VIDA OUE EU ESCOLHI ESPACIAL 

NELLY FURTADO 
LOOSE MOSLEY GEFFEN 

ANDRE SARDET 
ACÚSTICO FAROL 

MADONNA 
THE CONFESSIONS TOUR WARNER BROS. 

IL DIVO 
SIEMPRE SYCO 

4 TASTE 
4 TASTE FAROL 

9 NEw 
POCKET SYMPHONY VIRGIN 

to `8 
OS PINTAINHOS 
OS PINTAINHOS FAROL 

MIKA 
NT LIFE IN CARTOON MOTION CASABLANCA /ISLAND 

2 NEW 
MANOWAR 
GODS OF WAR MAGIC CIRCLE 

MADONNA 
. THE CONFESSIONS TOUR WARNER BROS, 

4 4 
LAURA PAUSINI 

5 

10 CANTO ATLANTIC 

NORAH JONES 
NOT TOO LATE BLUE NOTE 

Data for week of MARCH 24, 2007 I CHARTS LEGEND on Page 76 
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SALE; DOTA COMPILED BY 

14 

15 

MAUVAISE FOI NOCTURNE 
FATAL BAZOOKA FT. VITRA UP 

EIN STERN (DER DEINEN NAMEN TRAGT) 
D OETZI /NIK P POLYDOR 

AUX ARBRES CITOYENS 
YANNICK NOAH SAINT GEORGE 

GRACE KELLY 
MIKA CASABLANCAISLAND 

WHAT GOES AROUND... COMES AROUND 
41151111 TIMBERLAKE JIVE/ZOMBA 

SUMMER WINE 
VILLE SALO /NATALIA AVELON WARNER 

TA MEUF 
FAF LANGE M6 INTERACTIONS 

MAR LY GOMONT 
KAMINI RCA 

HOW TO SAVE A LIFE 
THE FRAY EPIC 

EUROCHARTS S 

SINGLE SALES 

3 53 

1 1 

EUROCHARTS ARE COMPILED BY BILLBOARD FROM THE NATIONAL SINGLES 4N0 ALBUM 
SALES CHARTS OF 20 EUROPEAN COUNTRIES, MAFCH 14, 2007 

THE SWEET ESCAPE 
GWEN STEFANI FT. AKON INTERSCOPE 

2 ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY /GEFFEN 

3 

4 

5 

6 RUBY 
KAISER CHIEFS B- UNIDUE/POLYDOR 

SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

SHE'S MADONNA 
ROBBIE WILLIAMS FT. PET SHOP BOYS CHRYSALIS 

SHINE 
TAKE THAT POLYDOR 

7 

8 

9 

10 

11 

12 

13 

r 

AI_I3UIVIS 

n á3 MARCH 14, 2007 

1 NELLY FURTADO 
LOOSE MOSLEY /GEFFEN 

2 

3 

ARCADE FIRE 
NEON BIBLE MERGE 

NORAH JONES 
NOT TOO LATE BLUE NOTE 

4 KAISER CHIEFS 
YOURS TRULY, ANGRY MOD B- UNIODE / POLYDOR 

5 HERBERT GRONEMEYER 
12 CAPITOL 

6 

8 

9 

10 

11 

12 

13 

14 

I!. 

TOKIO HOTEL 
ZIMMER 493 ISLAND 

AIR 
POCKET SYMPHONY VIRGIN 

MIKA 
LIFE IN CARTOON MOTION CASABLANCAISLAND 

TAKE THAT 
BEAUTIFUL WORLD POLYDOR 

BRYAN FERRY 
DYLANESGUE VIRGIN 

AMY WINEHOUSE 
BACK TO BLACK ISLAND 

JUSTIN TIMBERLAKE 
FUTURESEX/LOVESOUNDS JIVE / ZOMBA 

au A. NETREBKO /R. VILLAZON 
in DUETS DEUTSCHE GRAMMOPHONE 

1 

LES ENFOIRES 
LA CARAVANE DES ENFOIRES 2007 LES RESTAURANTS DU COEUR 

15 ,1 CASCADA 
EVERYTIME WE TOUCH ANDORFINE 

RADIO AIRPLAY INFORMATION FROM 17 EUROPEAN COUNTRIES AS M)NITOFEO AND 

TABULATED BY NIELSEN MUSIC CONTROL. 

MAR:H 14. 2807 

, WHAT GOES AROUND COMES AROUND 
JUSTIN TIMBERLAKE JIVE / ZOMBA 

2 ALL GOOD THINGS (COME TO AN END) 
NELLY FURTADO MOSLEY /GEFFEN 

3 

4 

5 

THE SWEET ESCAPE 
GWEN STEFAN( FT. AKON INTERSCOPE 

I DON'T NEED A MAN 
THE PUSSYCAT DOLLS A &M /INTERSCOPE 

AMERICA 
RAZORLIGHT VERTIGO 

5,,.,, GRACE KELLY 
MIKA CASABLANCAISLAND 

7 

8 

9 SHE'S MADONNA 

RUBY 
KAISER CHEIFS B- UNIODE / POLYDOR 

I WANNA LOVE YOU 
AKON FT. SNOOP DOGG KONYICTNPFRONT /SRCNNIVERSAL MOTOWN 

10 

11 

12 

13 

14 

15 

ROBBIE WILLIAMS CHRYSALIS 

IRREPLACEABLE 
BEYONCE KNOWLES COLUMBIA 

SHINE 
TAKE THAT POLYDOR 

MAUVAISE FOI NOCTURNE 
FATAL BAZOOKA FT. VITAA UP MUSIC 

CHASING CARS 
SNOW PATROL FICTION / POLYDOR 

SAY IT RIGHT 
NELLY FURTADO MOSLEY /GEFFEN 

U + UR HAND 
PINK LAFACE /ZOMBA 

Nielsen 
Su,:nd5c 

See Chart Legend tor rules and explanat ons. V 2007, F'IeIsen Business Media, Inc. and Nielsen SoundScan, Inc. All rights reseved 

2007 
TUP 

%1-1RIST1AN.,a 
ARTIST 
TITLE IMPRINT & NUMBER i DISTRIBUTING LABEL 

RELIENT K 
FIVE SCORE AND SEVEN YEARS AGO GOTEE /CAPITOL 0592 /EMI C' 1 

TOBYMAC 
(PORTABLE SOUNDS) FOREFRONT 0379/EMI CMG . ANBERLIN 
CITIES TOOTH & NAIL 3673/EMI CMG 0+ 

VARIOUS ARTISTS 
WOW HYMNS PROVIDENT- INTEGRITY /EMI CMG 887145/WORD -CURB 

VARIOUS ARTISTS 
WOW NITS 2007 WORD -CURB /PROVIDENT -INTEGRITY 7196/EMI CMG 

44. 3 3 3ó 
26 16 23 

LIFE CHANGING EMI GOSPEL 33347/EMI CM3 

ARTIST 
TITLE IMPRINT & NUMBER 1 DISTRIBUTING LABEL 

SMOKIE NORFUL 

0 2` VARIOUS ARTISTS 
a THREE WOODEN CROSSES WORD -CURB 886582 

5 
47-- . MAT KEARNEY 

NOTHING LEFT TO LOSE AWARE/COLUMBIA/INPOP 1380 /EMI CMG 

6 54 
ALAN JACKSON 
PRECIOUS MEMORIES ACR /ARISTA NASHVILLE 80281 /PROVIDENT- INTEGRITY 

FLYLEAF 
FLYLEAF OCTONE 50005 /PROVIDENT- INTEGRITY 

VARIOUS ARTISTS 
GLORY REVEALED THE WORD OF GOD IN WORSHIP RRINIOI. 104 ̂ 3 PROVIOBCT 'Gfl - 

21 24 
GREATEST 
GAINER 

MARK SCHULTZ 
BROKEN & BEAUTIFUL WORD- CUR0.086570 

CASTING CROWNS 
LIFESONG BEACH STREET/REUNION 10770 /PROVIDENT4NTEGRITY +: 

JOHNNY CASH 
CASH: ULTIMATE GOSPEL COLUMBIA (NASHVILLE)/LEGACY 00739/PROVIDENT- INTEGRITY 

CHRIS TOMLIN 
SEE THE MORNING SIXSTEPS /SPARROW 2828/EMI CMG 

SKILLET 
COMATOSE ARDENT /SRE /LAVA 2546 /PROVIDENT- INTEGRITY 

NEWSBOYS 
GO INPOP 1383/EMI CMG 

29 

30 

31 23 46 

29 71 

27 86 

VARIOUS ARTISTS 
OPEN THE EYES OF MY HEART INO /EPIC 3649/PROVIDENT-INTEGRITY 

ERNIE HAASE & SIGNATURE SOUND 
GET AWAY, JORDAN GAITHER MUSIC GROUP 2700 /34I CMG 

P.O.D. 
GREATEST HITS: THE ATLANTIC YEARS ATLANTIC /RH NO 74790/W3RD -CURB 

MARY MARY 
MARY MARY MY BLOCK/INTEGRITY GOSPEL/COLUMBIA 3537/PROVIDENT- INTEGRITY 

MERCYME 
COMING UP TO BREATHE INO 3872 /PROVIDENT- INTEGRITY 

THIRD DAY 
WHEREVER YOU ARE ESSENTIAL 10795 /PROVIDENT- INTEGRITY 

48 21 
HILLSONG 
MIGHTY TO SAVE: UVE HILLSONG AUSTRALINCOLUMBLA 4038/PROVI)ENT- INTEGRITY O+ 

=HAWK NELSON 
SMILE, ITS THE END OF THE WORLD TOOTH A NAIL 5613 /EMI CMG 

6 28 48 
VARIOUS ARTISTS 
WOW WORSHIP (AQUA) WORD- CURB/EMI CMG'SONY ONG 10814 /PROVIDENT -INTEGRITY 

SELAH 
BLESS THE BROKEN ROAD - THE DUETS ALBUM CURE 78944/WORD -CURB 

SHAWN MCDONALD 
SCATTERED PIECES: LIVE SPARROW 9264/9.11 CMG 

RED 
END OF SILENCE ESSENTIAL 10807 /PROVIDENT -INTEGRITY 

KIRK FRANKLIN 
HERO FO YO SOUL/GOSPO CENTRIC 71019 /PROVIDENT- INTEGRITY 

VARIOUS ARTISTS 
AMAZING GRACE: MUSIC INSPIRED BY THE MOTION PICTURE SPARROW 3848 /EMI CMG 

SWITCHFOOT 
OH! GRAVITY SPARROW /COLUMBIA 0113/EMI CMG 

FRED HAMMOND 
FREE TO WORSHIP VERITY 85990 /PROVIDENT- INTEGRITY 0+ 

41 NEW 

11 
43 j NEW 

44 HEARSAY 

JOHN WALLER 
THE BLESSING BEACH STREET /REUNION 10118 /PROVIDENT- INTEGRITY 

UNDEROATH 
DEFINE THE GREAT LINE SOLID STATE/TOOTF 8 NAIL 2658' /EMI ;MG O+ 

JEREMY RIDDLE 
FULL ATTENTION VARIETAL 118/WORD -CURB 

LEELAND 
SOUND OF MELODIES ESSENTIAL 10812 / PRCVIDENT- INTEGRITY 

NICHOLE NORDEMAN 
RECOLLECTION: THE BEST OF NICHOLE NORDEMAN SPARROW 8635 /EMI CMG 

JEREMY CAMP 
BEYOND MEASURE BEC 3723/EMI CMG O+ 

JONNY LANG 
TURN AROUND A &M 007517 /PROVIDENT- INTEGRITY 

MICHAEL W. SMITH 
STAND REUNION 10109 /PROVIDENT -INTEGRITY 

KIRK FRANKLIN 
SONGS FROM THE STORM. VOWME I FO YO SOUL GOSPO CENTRIC 88401/PROVIDENT-INTEGRITY 

JASON GRAY 
ALL THE LOVELY LOSERS CENTRICITY 1029/WORD -CURB 

AARON SHUST 
ANYTHING WORTH SAYING BRASH 0017 /WORD -CURS 

VARIOUS ARTISTS 
(WORSHIP PLATINUM INTEGRITY 4077 /PROV1DENT- IVTEGRITY 

GROUP 1 CREW 
GROUP / CREW FERVENT 886873 /WORD -CURB 

CASTING CROWNS 
LIFESONG LIVE BEACH STREET /REUNION 10106 /PROVIDENT -INTEGRITY 0+ 

JACKSON WATERS 
COME UNDONE WORD -CURB 886536 

BILL GAITHER 
BILL GAITHER GAITHER MUSIC GROUP 2646'EMI CMG 

BEBO NORMAN 
BETWEEN THE DREAMING AND THE COMING TRUE ESSENTIAL 10799!PRMDENT- INIEGRIIY 

o 

ARTIST 
( TITLE IMPRINT & NUMBER i DISTRIBUTING LABEL 

VARIOUS ARTISTS 
WOW GOSPEL 2007 VERITY /WORD -CURB /EMI CMG 0249910MBA 

7R 
KIRK FRANKLIN 

HERO FO YO SOEN. GOSPO CENTRIC 7:019 ZOMBA 

GREATEST 
GAINER 

7 23 FRED HAMMOND 
FREE TO WORSHIP VERITY 85990 / ZOMBA 78 

4 4 TYE TRIBBETT & G.A. 
VICTORY LIVE( INTEGRITY GOSPEL/COLUMBIA 77526 /SONY MUSIC 

PATTI LABELLE 
THE GOSPEL ACCORDING TO PATTI LABELLE UMBRELLA 970109 /BUNGALO 

KIRK FRANKLIN 
SONGS FROM THE STORM, VOLUME I FO YO SOUL /GOSPO CENTRIC 88401/Z031E 

20 KELLY PRICE 
THIS IS WHO I AM GOSPO CENTRIC 08167 / ZOMBA j¡ 

23 
SMOKIE NORFUL 

= LIFE CHANGING EMI GOSPEL 33347 

MARY MARY 
MARY MARY MY BLOCK/COLUMBIA 77733/SONY MUSIC 

JUANITA BYNUM 
4 

31.E A PIECE OF MY PASSION FLOW 9301 

,I! JUANITA BYNUM & JONATHAN BUTLER 
- GOSPEL GOES CLASSICAL r Ow ^I'. 

14 

15 18 18 

16 17 19 

17 20 37 

$ 25 59: 

TRAMAINE HAWKINS 
I NEVER. LOST MY PRAISE LIVE 

REV. TIMOTHY WRIGHT & THE NEW YORK FELLOWSHIP MASS CHOIR 
JESUS, JESUS, JESUS hiu: 1. JO, SBc: 

BISHOP G.E. PATTERSON 
9 5 >. 

HAVING CHURCH WITH THE SAINTS: VOLUME 1 PODIUM 2506 

BISHOP PAUL S. MORTON 
STILL STANDING TEHILLAH 6528 /LIGHT 

VARIOUS ARTISTS 
GOTTA RAVE GOSPEL( GOLD GOSPO CENTRICANTEGR17Y GOSPELANTEGRITY 87208/ZOMG: 

BYRON CAGE 
AN INVITATION TO WORSHIP GOSPO CENTRIC 71281/ZOMBA 

VARIOUS ARTISTS 
WOW GOSPEL 2006 EMI CMG /WORD -CURB 75160 / ZOMBA 

24 1 
COKO 
GRATEFUL LIGHT 6527 

19 )2 DEITRICK HADDON 
7 DAYS TYSCOTNERITY 88166 / ZOMBA 

23 7 
ISRAEL & NEW BREED 
ALIVE IN SOUTH AFRICA INTEGRITY GOSPEL /EPIC 94893/SONY MUSIC 

34 31 LECRAE 
AFTER THE MUSIC STOPS REACH 30021 /CROSS MOVEMENT 

26 30 YOLANDA ADAMS 
DAY BY DAY ELEKTRAATLANTIC 83789/AG 

21 3 
VANESSA BELL ARMSTRONG 

1 WALKING MIRACLE EMI GOSPEL 52201 

3ó 

35 52 

27 27 24 

28 ?B 22's 

29 22 44 

30 33 101 

31 3? 75' 

iii2 
,( _ 

-lG 39 

38 18 

27 

76 

37 39 19 

`rMIE 
42 16 

39 29 3 

40 37 22 

48 5 

43 

ARTIST 
TITLE J N I & NUMBER ï DISTRIBUTING LABEL 

MARTHA MUNIZZI 
NO LIMITS...LIVE INTEGRITY /COLUMBIA 77003 /SONY MUSIC 

DAVE HOLLISTER 
THE BOOK OF DAVID: VOL. 1 THE TRANSITION GOSPO CENTRIC 85334/ZOMBA 

MICAH STAMPLEY 
A FRESH WIND: THE SECOND SOUND... LEVITICAL 91)9 

NICOLE C. MULLEN 
REDEEMER: THE BEST OF NICOLE C. MULLEN NORD -CURB 86569 / NARNER BR06. 

DONNIE MCCLURKIN 
PSALMS, HYMNS & SPIRITUAL SONGS VERITY 64137/ZOMBA 

HEZEKIAH WALKER & LFC 
20185 THE EXPERIENCE VERITY 62829 / ZOMBA 

LASHUN PACE 
COMPLETE EMI GOSPEL 64655 

VARIOUS ARTISTS 
THE VERY BEST OF PRAISE & WORSHIP LEGACY /VERITY 81605 / ZOMBA 

YOUTH FOR CHRIST 
THE STRUGGLE IS OVER EMTRO GOSPEL 931512 

THE CARAVANS 
PAVED THE WAY MALACO 4542 

SOUNDTRACK 
THE GOSPEL VERITY 71620 / ZOMBA 

YOUTHFUL PRAISE 
LIVE( THE PRAISE... THE WORSHIP EVIDENCE GOSPEL 51709/LIGHT 

GRITS 
REDEMPTION GOTEE 65929 

WILMINGTON CHESTER MASS CHOIR 
IT'S NO7 OVER EMTRO GOSPEL 1515/TASEIS 

KENNY LATTIMORE & CHANTE MOORE 
UNCOVERED/COVERED VERITY /LAFACE 67926 /ZOMBA 

MELVIN WILLIAMS 
CRAZY LIKE LOVE BLACKBERRY 1658 /MALACO 

42 

44 16 6 

45 41 23 

46 16 50 

47 é 3r 

MORRIS ROBINSON 
GOING HOME DECCA 008277 /UNIVERSAL CLASSICS GROUP 

DONALD LAWRENCE PRESENTS THE TRI -CITY SINGERS 
FINALE: ACT ONE EMI GOSPEL 33345 O+ 

49 RE-ENTRY 

DONALD LAWRENCE PRESENTS THE TRI -CITY SINGERS 
FINALE: ACT TWO EMI GOSPEL 54835 0+ 

50 RE-ENTRY 

VARIOUS ARTISTS 
PAMM PRESENTS: SING TO THE LORD IYUAMWTEEROY GOSPEUINTEGRIIY 0473850WN MJSC 

VARIOUS ARTISTS 
BODY + SOUL GOSPEL SONY GMG 19181/TIME LIFE 

BISHOP G.E. PATTERSON & CONGREGATION 
SINGING THE OLD TIME WAY VOLUME 2 PODIUM 2505 

KIERRA KIKI SHEARD 
THIS IS ME EMI GOSPEL 32483 

LYNDA RANDLE 
LYNDA RANDLE LIVE GAITHER MUSIC GROUP 42701 

DEWAYNE WOODS & WHEN SINGERS MEET 
INTROOUCING DEWAYNE WOODS & WHEN SINGERS MEET GUIET WATER/6RIN 85333 ZOMBA 

YOLANDA ADAMS 
THE ESSENTIAL YOLANDA ADAMS LEGACYNEIITY 07211 / ZOMBA 

Data for week of MARCH 24, 2007 I For chart reprints call 646.654.4633 Go to www.billboard.biz for complete chart data 75 
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NEV 

REV 

NE V 

NE 111 

C.HAITs 
SEE BELOW FOR COMPLETE LEGEND INFORMATION. 

1 

IA 3111'1 ILI It* 
Sales data compiled from a comprehesive pool of U.S. music merchants by Nielsen 

SoundScan. Sales data for R &B hip -hop retail charts is compiled by Nielsen 
SoundScan from a national subset of core stores that specialize in those genres. 

Albums with the greatest sales gains this week. 

GREATEST 
GAINER 

PACE 
SETTER 

mWhere included. this award indicates the title 
with the chart's largest unit increase. 

Where included. this award indicates the title with 
the chart's biggest percentage growth. 

REATSEEKER 
GRADUATE 

Indicates album entered top 100 of The Billboard 200 
and has been removed from Heatseekers chart. 

PRICING CONFIGURATION 
CD /Cassette prices are suggested list or equivalent prices, which are projected 
from wholesale prices. D after price indicates album only available on DualDisc. 

CD /DVD after price indicates CD /DVD combo only available. D DualDisc avail- 
able. + CD DVD combo available. * indicates vinyl LP is available. Pricing and 
vinyl LP availability are not included on all charts. 

RAIWO-11l44EO Clr1 ti 1, 
RADIO AIRPLAY SINGLES CHARTS 
Compiled from a national sample of data supplied by Nielsen Broadcast Data 

Systems. Charts are ranked by number of gross audience impressions, comput- 
ed by cross -referencing exact times of airplay with Arbitron listener data. The 

exceptions are the Rhythmic Top 40, Adult Top 40, Adult Contemporary, Modern 
Rock and Adult R &B charts, which are ranked by total detections. 

Songs showing an increase in audience (or detections) 
over the previous week. regardless of chart movement. 

RECURRENT RULES 
Songs are removed from the Hot 100 and Hot 100 Airplay charts simultaneously 
if they have been on the Hot 100 for more than 20 weeks and rank below 50. Songs 

are removed from the Hot R &B /Hip -Hop Songs and Hot R &B /Hip -Hop Airplay charts 
simultaneously if they have been on the Hot R &B /Hip -Hop Singles & Tracks for more 

than 20 weeks and rank below 50. Songs are removed from the Pop 100 and Pop 

100 Airplay charts simultaneously if they have been on the Pop100 for more than 30 

weeks and rank below 30. Titles are removed from Hot Country Songs if they have 

been on the chart for more than 20 weeks and rank below 10 in detections or audi- 

ence, provided that they are not still gaining enough audience points to bullet. Songs 

are removed from the Adult Top 40. Adult Contemporary. Adult R &B. and Hot Dance 

Airplay charts if they have been on the chart for more than 20 weeks and rank below 

15 (20 for Modern Rock and Latin) or if they have been on the chart for more than 52 

weeks and below 10. 

SINGLES SALES CHARTS 
The top selling singles compiled from a national sample of retail store, mass 
merchant, and internet sales reports collected. compiled, and provided by 
Nielsen SoundScan. For R &B:Hip -Hop Singles Sales, sales data is compiled 
from a national subset panel of core R &B /Hip -Hop stores by Nielsen Soundscan. 

Singles with the greatest sales gains. 

CONFIGURATIONS 
O CD single available. O Digital Download available. O DVD single available. 
O Vinyl Maxi -Single available. O Vinyl Single available. O CD Maxi -Single 
available. Configurations are not included on all singles charts. 

HITPREDICTOR 
Iti Indicates title earned HitPredictor status in that particular format based on 

research data provided by Promosquad. Songs are tested online by Promosquad 

using multiple listens and a nationwide sample of carefully profiled music con- 
sumers. Songs are rated on a 1 -5 scale: final results are based on weighted posi- 
tives. Songs with a score of 65 or more (75 or more for country) are judged to 
have Hit Potential: although that benchmark number can fluctuate per format 
based on the strength of available music. For a complete and updated list of cur- 
rent songs with Hit Potential. commentary, polls and more, please visit www.hitpre- 
dictor.com. 

DANCE CLUB PLAY 
Compiled from a national sample of reports from club DJs. 

41 Titles with the greatest club play increase over the previous week. 

Wvt.1 ti pI. ti AI 4 161 
ALBUM CHARTS 

Recording Industry Assn. Of America (RIAA) certification for net shipment of 
500.000 albums (Gold). RIM certification for net shipment 
for 1 million units (Platinum). 4 RIM certification for net shipment of 10 million 
units (Diamond). Numeral within Platinum or Diamond symbol indicates album's 
multi -platinum level. For boxed sets. and double albums with a running time of 

100 minutes or more, the RIAA multiplies shipments by the number of discs and/ 
or tapes. Certification for net shipments of 100.000 units (Oro). Certification 
of 200.000 units (Platino). z Certification of 400.000 units (Multi -Platino). 

SINGLES CHARTS 
RIAA certification for 500.000 paid downloads (Gold). RIAA certification for 

1 million paid downloads (Platinum). Numeral within platinum symbol indicates song's 

multiplatinum level. RIAA certification for net shipment of 500.000 singles (Gold). 

MUSIC VIDEO SALES CHARTS 
RIAA gold certification for net shipment of 25,000 units for video singles. 
RIRA gold certification for net shipment of 50,000 units for shortform or 

longform videos. RIAA platinum certification for net shipment of 50,000 units 
for video singles. RIRA platinum certification for sales of 100.000 units for 

shortform or longform videos. 

DVD SALESVHS SALES VIDEO RENTALS 
RIM gold certification for net shipment of 50.000 units or $1 million in sales at 

suggested retail price. RIAA platinum certification for sales of 100.000 units or $2 

million in sales at suggested retail price. IRMA gold certification for a minimum 

sale of 125,000 units or a dollar volume of $9 million at retail for theatrically released 
programs: or of at least 25,000 units and S1 million at suggested retail for non -the- 

atrical titles. IRMA platinum certification for a minimum sale of 250.000 units or a 

dollar volume of $18 million at retail for theatrically released programs. and of at 

least. 50.000 units and $2 million at suggested retail for non -theatrical titles. 

ARTIST 
TITLE IMPRINT & NUMBER I DISTRIBUTING LABEL fl ARCADE FIRE 

, NEON BIBLE MERGE 285 ),14 -915 

2 2 7 
THE SHINS 
WINCING THE NIGHT AWAY SUB POP 705 (15.98) 

NEW 

NEW 

NEW 

NEW 

8 

AIR 
POCKET SYMPHONY AIRCHEOLOGY 83761 /ASTRALWERKS 

CHIMAIRA 
RESURRECTION FERRET 078 (13.98) O+ 

BRIGHT EYES 
FOUR WINDS (EP) SADDLE CREEK 101 * (5.98) 

7.98) 

SON VOLT 
THE SEARCH TRANSMIT SOUND 03232 /LEGACY (15.98) 

B.G. AND THE CHOPPER CITY BOYZ 
WE GOT THIS CHOPPA CITY 5700 /KOCH (17.98) 

4 31 
HELLOGOODBYE 
ZOMBIES! ALIENS! VAMPIRES! DINOSAURS! DRIVE -THRU 83645 (11.98) 

5 12 SILVERSUN PICKUPS 
CARNAVAS 'ANGERBIRD 009* (11.98) 

16 

17 

7 5 

8 6 

11 18 

CONSEQUENCE 
DON'T DUIT YOUR DAY JOB 6.0.0.D./COLUMBIA 94805 /RED INK (12.98) 

ALBERT HAMMOND, JR. 
YOURS TO KEEP SCRATCHIE 3908 /NEW LINE (13.98) 

PATTY GRIFFIN 
CHILDREN RUNNING THROUGH ATO 0036 (15.98) 

JASON ALDEAN 
JASON ALDEAN BROKEN BOW 7657 (12.98) 

SLIM THUG PRESENTS BOSS HOGG OUTLAWZ 
SERVE 8 COLLECT BOSS HOGG OUTLAWZ 5526 /KOCH (17.98) 

BLOC PARTY 
A WEEKEND IN THE CITY VICE 94598* (15.98) 

TRACY LAWRENCE 
FOR THE LOVE ROCKY COMFORT 90012 (12.98) 

JIM JONES 
HUSTLER'S FAKE. (PRODUCT OF MY ENVIRONMENT) KOCH 5964 (17.98) 

18 10 
UNK 

¡) 
BEAT'N DOWN YO BLOCK BIG OOMP 5973 /KOCH (17.98) 

IBB!! 

LOVEDRUG 
EVERYTHING STARTS WHERE IT ENDS THE MILITIA GROUP 050 (15.98) 

20 13 75 
THE RLITTLE OAD TO HERE 

BIG 
EQUITY 

TOWN 
3010 (13.90) 

12 3 
KY 

ALL OF A 

EXPLOSIONS 
SUDDEN 1 MISS 

IN 
EVERYONE 

THE S 
TEMPORARY RESIDENCE 099' (15.98) 

22 15 17 
TAMIA 
BETWEEN FRIENDS PLUS 1 3784 /IMAGE (15.98) 

yy RJD2 
THE THIRD HAND XL 263* /BEGGARS GROUP (15.98) 

24 16 49 
BULLET FOR MY VALENTINE 
THE POISON TRUSTKILL 74 (13.98) i) I11 (CHK CHK CHK) f i r MYTH TAKES WARP 154' I l l .98) O PETER BJORN AND JOHN 
WRITER'S BLOCK ALMOSTGOLO 002 (12 -98) 

ì 29 2 
GREATEST STUDIO MUSICIANS 
GAINER 

DANE COOK 28 17 
RETALIATION COMEDY CENTRAL 0034 (18.98 CO /DVD) O+ 

SHAW -BLADES : INFLUENCE VH1 CLASSIC 00106 (13.98) 

ItilD 
24 

7 VARIOUS ARTISTS 
CELTIC FAVORITES MADACY SPECIAL PRODUCTS 52247 /MADACY (13.98) 

O CI 
32 19 7 

33 18 5 

27 12 

32 2 

THE TRAGICALLY HIP 
WORLD CONTAINER COMM UNDER PRESSURE .v1PEAI CANADA 0251712124FONTAIA(15.98) 

THE RIDDLER & TREVOR SIMPSON 
ULTRA.DANCE 08 ULTRA 1485 ( I 

VARIOUS ARTISTS 
TAKE ACTION! VOLUME 6 SUB CITY 035 /HOPELESS (8.98 CD /DVD) ) 

DROPKICK MURPHYS 
THE WARRIOR'S CODE HELLCAT 80472 /EPITAPH (13.98) 

SOUNDTRACK 
BLACK SNAKE MOAN NEW WEST 6105 (16.98) 

38 (4 7 
SUNSHINE ANDERSON 
SUNSHINE AT MIDNIGHT MUSIC WORLD 010 (15.98) 

rial VARIOUS ARTISTS 
VH1 CLASSIC METAL MANIA STRIPPED: VOL. 3 SIDEWINDER 60031 (15.98) 

47 it 

39- 20 9 

40 23 7 

41 26 13 

42 30 19 

VARIOUS ARTISTS 
FOREVER SOUL 888 MADACY SPECIAL PRODUCTS 52253 /MADACY (13.98) 

VARIOUS ARTISTS 
CNUNK HITS VOL. 3 TVT 2511 (18.98) 

ATREYU 
THE BEST OF ATREYU VICTORY 345 (16.98 CD /DVD) O 

RODRIGO Y GABRIELA 
RODRIGO Y GABRIELA ATO 21557 (13.98) 

PITBULL 
EL MARIOL FAMOUS ARTISTS 2820 * /TVT (18.98) 

®VARIOUS ARTISTS 
WARREN HAYNES PRESENTS: THE BENEFIT CONCERT VOLUME 2 

MORMON TABERNACLE CHOIR/ORCHESTRA AT TEMPLE SQUARE (JESSUP) 
SHOWDME! MUSIC OF BROADWAY AND HOLLYWOOD MORMON TABERNACLE CHUA T9ì Jöl I i ï.981; 

45 28 
CRAIG MORGAN 
LITTLE BIT OF LIFE SOKEN BOW 7797 (18.98) 

COLD WAR KIDS 
ROBBERS 8 COWARDS DOWNTOWN 70009 (13.98) 

BAYSIDE 
THE WALKING WOUNDED VICTORY 336 (13.98) 

KITTIE 
FUNERAL FOR YESTERDAY X OF INFAMY/MEROVINGIAN 001 /CAROLINE (15.98 CO/DVD) +Q 

CHIODOS 
ALL'S WELL THAT ENDS WELL EQUAL VISION 136 (14.98 CO /DVD) O 

EMERSON DRIVE 
COUNTRIFIED 68,MI0AS (13.98) 

47 

48 

48--= 

50 

42 10 

22 5 

21 3 

36 17 

39 5 

TOP INDEPENDENT ALBUMS: Independent Albums are current titles that are sold 
via independent distribution, including those that are fulfilled via major branch distrib- 
utors. TASTEMAKERS: Top selling albums from a core panel of trend- setting inde- 
pendent and small -chain stores. WORLD: See charts legend for rules and explana- 
tions. FROM BILLBOARD.BIZ: A weekly spotlight on one of the charts that are 
updated weekly on billboard.biz, including ones that are exclusive to Billboard's web 
sites. ©2007 Nielsen Business Media, Inc. and Nielsen SoundScan, Inc. 
All rights reserved. 
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Nielsen 
SoundScan 

TASTEMAKERS,.,, 
ARTIST 
TITLE IMPRINT &NUMBER;DISTR!BUTING LABEL 

ARCADE FIRE 
NEON BIBLE MERGE 285 

mow . 
u 0 

10 

AIR 
POCKET SYMPHONY AIRCHEOLOGY 83761' /ASTRALWERKS 

THE NOTORIOUS B.I.G. 
GREATEST HITS BAD BOY 101830/AG 

THE SHINS 
WINCING THE NIGHT AWAY SUB POP 705' 

LUCINDA WILLIAMS 
WEST LOST HIGHWAY 006938' 

BRIGHT EYES 
FOUR WINOS (EP) SADDLE CREEK 101 

KORN 
MTV UNPLUGGED VIRGIN 86027 

THE STOOGES 
THE WEIRDNESS VIRGIN 64648* 

SON VOLT 
THE SEARCH TRANSMIT SOUND 70323 /LEGACY 

II! (CHK CHK CHK) 
MYTH TAKES WARP 154' 

RJD2 
THE THIRD HAND XL 263' /BEGGARS GROUP 

SEVENDUST 
ALPHA 7BROS 100437 /ASYLUM 

EXPLOSIONS IN THE SKY 
ALL OF A SUDDEN I MISS EVERYONE TEMPORARY RESIDENCE 099* 

CHIMAIRA 
RESURRECTION FERRET 078 O+ 

AKON 
KONVICTED KONVICT/UPFRONT/SRC/UNIVERSAL MOTOWN 007968*/UMRG 

sTor 
MUnLq,u lOWNSIMORM 

W Y 
1 

3c 53 
1 6 

2 406 

3 16 

6 2 

4 19 

5 23 

ARTIST 
TITLE UJPRINT &NUMBER /DISTRIBUTING LABEL 

#1 
6WKS 

CELTIC WOMAN 
A NEW JOURNEY fA,,HAT TA'. 9' G 

CELTIC WOMAN 
CELTIC WOMAN MANNA! 

9 iRE -EITRY 

10c REEF TRY 

LOREENA MCKENNITT 
AN ANCIENT MUSE QUINLAN ROAD /VERVE 007920/VG 

STUDIO MUSICIANS 
IRISH FAVORITES MADACY SPECIAL PRODUCTS 52835 /MADACY 

VARIOUS ARTISTS 
CELTIC FAVORITES MADACY SPECIAL PRODUCTS 52247 /MADACY 

RODRIGO Y GABRIELA 
RODRIGO Y GABRIELA ATO 21557 

VARIOUS ARTISTS 
IRISH TENORS MADACY SPECIAL PRODUCTS 52839 /MADACY 

GIPSY KINGS 
PASAJERO NONESUCH 79959/WARNER BROS. 

DANIEL O'DONNELL 
UNITL THE NEXT TIME DPTV MEDIA 38 

DANIEL O'DONNELL 
FROM DANIEL WITH LOVE: A COLLECTION OF 20 GREAT LOVE SONGS DPTV MEDIA 37 

PATRIZIO 
THE ITALIAN NEXT PLATEAU /UNIVERSAL MOTOWN 006240 /UMRG 

EllVARIOUS ARTISTS 
GREAT IRISH PUB SONGS DELTA 7683 

9 3 
FIJI 
XPERIENCE BLIND MAN SOUND 62007 /PUNAHELE 

11 17 
VARIOUS ARTISTS 
RHYTHMS DEL MUNDO: CUBA APE VISION /UNIVERSAL MUSIC TV /HIP -0 007891/UME 

VARIOUS ARTISTS 
PUTUMAYO PRESENTS: WOMEN OF THE WORLD ACOUSTIC PUTUMAYO 261 

ARTIST 
153 3ó TITLE (IMPRINT DISTRIBUTING 

#1 
1WKS 

2 
BILL ENGVALL 

I 

"5 DEGREES OFF COOL 

3 85 

3 2 24 

5 57 

4 24 

6 102 

24 

7 46 

0 57 

it 10 11 40 

11 12 43 

12 9 6 

13 t4 51 

15 19 

13 39 

DANE COOK 
RETALIATION l'' - "SAL) 

WEIRD AL YANKOVIC 
STRAIGHT GUTTA LYNWOOD , NAY MOBY/VOLCANO /ZOMBA) 

JIM GAFFIGAN 
BEYOND THE PALE , MEDY CENTRAL) 

GEORGE LOPEZ 
EL MAS CHINGON ! OGLIO COMEDY / OGLIO) 

LARRY THE CABLE GUY 
THE RIGHT TO BARE ARMS (JACK/WARNER BROS. (NASHVILLE)/WRN) 

DEMETRI MARTIN 
THESE ARE JOKES (COMEDY CENTRAL) 

LEWIS BLACK 
THE CARNEGIE HALL PERFORMANCE (COMEDY CENTRAL) 

RON WHITE 
YOU CANT FIX STUPID (IMAGE) 

VARIOUS ARTISTS 
BLUE COLLAR COMEDY TOUR: ONE FOR THE ROAD ( JACK/WARNER BROS. (NASHVILLEIWRN) 

JERRY GLOWER 
CLASSIC CLOWER POWER (MCA NASHVILLE /CHRONICLES /UME) 

LISA LAMPANELLI 
DIRTY GIRL (WARNER BROS. (NASHVILLE) /WRN) 

RAY STEVENS 
BOX SET (CURB) 

CARLOS MENCIA 
THIS IS CARLOS MENCIA (WARNER BROS.) 

ROY D. MERCER 
BLACK 8 BLUE ICAEITOL NASHVILLE) 

Data for week of MARCH 24, 2007 
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2 . 

3 

4 

5 

6 

7 6 

8 7 23 

0 ^..r TITLE 
a LABEL / DISTRIBUTING LABEL & NUMBER (PRICE) 

BESIDE YOU IN TIME 
INTERSCOPE VIDEO /UNIVERSAL MUSIC & VIDEO DIST. 838409 19.98 DVD 

A NEW JOURNEY: LIVE AT SLANE CASTLE, IRELAND 
MANHATTAN /EMM MUSIC VIDEO 75106 (19.98 DVS) 

Principal Performers 
W 

Nine Inch Nails 

Celtic Woman 

3 

- 
GREATEST HITS 
WIND -UP VIDEO /SONY BMG VIDEO 13103 (13.98 CD /DVD) 

ELVIS LIVES: THE 25TH ANNIVERSARY CONCERT 
SPRING HOUSE VIDEO /EMM MUSIC VIDEO 44759 (19.98 DVD) 

5 to UNDER THE DESERT SKY 
<UGAR /OECCA/UNIVERSAL MUSIC & VIDEO DIST. 007831 (25.98 CD /DVD) 

8 G 

9 10 46 

10 9 16 

11 11 181 

Creed 

Elvis Presley 

Andrea Bocelli 

THE CONFESSIONS TOUR 
:DARNER BROS. /WARNER MUSIC VISION 44489 (25 98 CD /DVD) 

Madonna 

VENCEDOR 
NIVERSAL LATINO /UNIVERSAL MUSIC & VIDEO DIST. 006611 (9.98 CD /DVD) 

Valentin Elizalde 

THE INFORMATION 
INTERSCOPE VIDEO /UNIVERSAL MUSIC & VIDEO DIST. 007576 (13.98 CD/DVD) 

CELTIC WOMAN 
MANHATTAN /EMM MUSIC VIDEO 44604 (19.98 DVD) 

LIVE AT THE GREEK 
COLUMBIA MUSIC VIDEO /SONY BMG VIDEO 02290 (14.98 DUD) 

Beck 

Celtic Woman 

II Divo 

LED ZEPPELIN 
ATLANTIC VIDEO /WARNER MUSIC VISION 70198 (29.98 DVD) 

Led Zeppelin 

12 
CiTHAT ONE NIGHT: LIVE IN BUENOS AIRES 

IMAGE ENTERTAINMENT 3081 (19.98 DAD) 
Megadeth 

13 16 7 10 DAYS OUT: BLUES FROM THE BACKROADS 
REPRISE MUSIC VIDEO /WARNER MUSIC VISION 49294 (25.98 CD /DVD) 

Kenny Wayne Shepherd 

14 12 159 
THE BEST OF PANTERA: FAR BEYOND THE GREAT SOUTHERN COWBOYS' VULGAR HITS 
ELEKTRA /RHINO HOME VIDEO /WARNER MUSIC VISION 73932 (11.98 CD /DVD) 

Pantera 

15 
CILAST MAN STANDING LIVE 

ARTISTS FIRST 20009 (19.98 DVD) 

is 13 91 
FAREWELL I TOUR: LIVE FROM MELBOLRNE 
RHINO HOME VIDEO 70423 (29.98 DVD) 

17 11 14 

18 19 211 

19 18 11 

20 17 166 

21 15 4 

22 20 4 

23 25 55 

Jerry Lee Lewis 

Eagles 

THE VIDEOS: 1989 - 2004 
ELEKTRA/WARNER BROS /WARNER HOME VIDEO 38696 (19.98 DVD) 

Metallica 

PULSE 
COLUMBIA MUSIC VIDEO /SONY BMG VIDEO 54171 (24.98 DAD) 

Pink Floyd 0 
GET READY: THE DEFINITIVE PERFORMANCES 1965 -1972 
HIP -0 VIDEO /UNIVERSAL MUSIC & VIDEO DIST. 007422 (14.98 CVO) 

The Temptations y 

PAST, PRESENT & FUTURE 
GEFFEN HOME VIDEO /UNIVERSAL MUSIC & VIDEO DIST 001041 (18.98 CD /DVD) 

Rob Zombie 

THE JOURNEY & THE LABYRINTH: THE MUSIC OF JOHN DOWLAND 
DG /UNIVERSAL MUSIC & VIDEO DIST. 008448 (24.98 CD /DVD) 

Sting 

BERTH 
-PRISE MUSIC VIDEO/WARNER MUSIC VISION 49967 (19.98 C) /DVD) 

The Used 

WE ARE... THE LAURIE BERKNER BAND 
HEAR /RAZOR & TIE /SONY BMG VIDEO 86009 (16.98 DAD) 

The Laurie Berkner Band 13 

24 23 75 
ANYWHERE BUT HOME 
WIND -UP VIDEO /SONY BMG VIDEO 13106 (25.98 CD /DVD) 

Evanescence 

15 YEARS ON DEATH ROW ali DEATH ROW /KOCH VISION VIDEO 63077 (25.98 CD /DVD) 
Various Artists 

HOT VIDEOCLIPS E VIDEO SALES DATA 
MONITOR COMPILED BY 
COMPILED BY 

Nielsen 
Oroa cast Data 
Syst.ms 

Nielsen 
VideoScan 

Based on audience -weighted plays from MTV, VH1, BET and CMT, and non - 
weighted plays from eight other channels, as monitored by Nielsen Broadcast 

Data Systems. See Chart Legend for rules and explanations. c 2007, Nielsen 
Business Media, Inc. and Nielsen SoundScan, Inc. All rights reserved. 

HOT 

V s i_OCLIPS... 
TITLE 

3 a3 3ri ARTIST ¡IMPRINT I PROMOTION LABEL) 

1 4 

2 6 4 

3 1U 1 

4 y 8 

5 8 

6 8 7 

7 7 7 

8 2 4 

9 20 2 

1O 16 5 

11 21 2 

1r1 
, YVK 

vim) mnNrrORr,., 

GO GETTA 
YOUNGJEFZY Fe¢ R Kale CORPOMIE THlIG7A1Ef JAAYTIMK' 

GLAMOROUS 
FERGIE FEATURING WDACRIS WILL.I.AM /A&M /INTERSCOPE 

WOULDN'T GET FAR 
THE GAME FEATURING KANYE WEST GEFFEN 

ICE BOX 
OMARION T.U.G. /COLUMBIA 

THE SWEET ESCAPE 
GWEN STEFANI FEATURING AKON INTERSCOPE 

ITS NOT OVER 
DAUGHTRY RCA/RMG 

THIS IS WHY I'M HOT 
MIMS CAPITOL 

LAST NIGHT 
DIDDY FEATURING KEYSHIA COLE BAD BOY /ATLANTIC 

CANDYMAN 
CHRISTINA AGUILERA RCA/RMG 

CIRCLE 
MARQUES HOUSTON T.U.G. /UNIVERSAL MOTOWN 

OUTTA MY SYSTEM 
BOW WOW FEATURING T -PAIN A JOHNTA AUSTIN COLUMBIA 

12 BEAUTIFUL LIAR 
BEYONCE A SHAKIRA COLUMBIA 

ROCK YO HIPS 
CANE MOB MT LA SCRAM CRUNK/BME/REPREF/WARNH9 BROS. 

WHAT GOES AROUND...COMES AROUND 
JUSTIN TIMBERLAKE JIVE /ZOMBA 

15 YOU KNOW I'M NO GOOD 
AMY WINEHOUSE FEAT. GHOSTFACE KRWI UNIVERSAL REPUBLIC 

13 14 3 

14 13 3 

16 NEW 
TELL ME 'BOUT IT 
JOSS STONE VIRGIN 

NEW 
FLATHEAD 

THE FRATEWS CHERRYTREE/DROP THE GUWISLAND /INTERSCOPE 

BUDDY 
MUSIC! SOULCHILO ATLANTIC 

LOST WITHOUT U 
ROBIN THICKE STAR TRAK /INTERSCOPE 

YOU 20 
LLOYD FEAT. LIL' WAYNE THE INC /UNIVERSAL MOTOWN in 
FREAK ON A LEASH (UNPLUGGED) 
KORN FEATURING AMY LEE VIRGIN 

READ MY MIND 
THE KILLERS ISLAND /IDJMG 

SHINE ON 
JET ATLANTIC 

HOUSE OF CARDS 
MAOINA LAKE ROADRUNNER 

IF EVERYONE CARED 
NICKELBACK ROADRUNNER /ATLANTIC /LAVA 

VH1 

3 

4 
3., 5 

6 

7 

8 

9 

10 

FERGIE, GLAMOROUS 

NICKELBACK, IF EVERYONE CARED 

NELLY FURTADO, SAY IT RIGHT 

CHRISTINA AGUILERA, CANDYMAN 

REGINA SPEKTOR, FIDELITY 

DAUGHTRY, ITS NOT OVER 

THE KILLERS, READ MY MIND 

GWEN STEFANI FEAT. AKON, THE SWEET ESCAPE 

MAT KEARNEY, NOTHING LEFT TO LOSE 

JUSTIN TIMBERLAKE, WHAT GOES AROUND...COMES AROUND 

CROFT L 

6 

9 

o 

KELLIE PICKLER, RED HIGH HEELS 

BROOKS & DUNN, HILLBILLY DELUXE 

JACK INGRAM, LIPS OF AN ANGEL 

BLAKE SHELTON, DON'T MAKE ME 

KENNY CHESNEY, SUMMERTIME 

TIM MCGRAW, LAST DOLLAR (FLY AWAY) 

DIERKS BENTLEY, LONG TRIP ALONE 

SUGARLAND, SETTLIN' 

MARTINA MCBRIDE, ANYWAY 

GRETCHEN WILSON, COME TO BED 

4 

5 

6 

7 

8 

MY CHEMICAL ROMANCE, FAMOUS LAST WORDS 

30 SECONDS TO MARS, FROM YESTERDAY 

GYM CLASS HEROES, CUPID'S CHOKEHOLD 

BEYONCE, IRREPLACEABLE 

FORT MINOR FEAT. STYLES OF BEYOND, REMEMBER THE NAA1E 

SAOSIN, VOICES 

JUSTIN TIMBERLAKE, WHAT GOES AROUND...COMES AROUND 

EVANESCENCE, LITHIUM 

TAKING BACK SUNDAY, LIAR (IT TAKES ONE TO KNOW ONE) 

ATREYU, THE THEFT 

Data for week of MARCH 24, 2007 I For chart reprints call 646.654.4633 

SALES DATA COMPILED BY 

SEE BELOW FOR COMPLETE LEGEND INFORMATICN. 

Nielsen 
SoundScan 

AA iIi(9-i P A 

MAR 
24 

2007 

ST 
A NUMBER / DISTRIBUTING LABEL (PRICE; 

CONSEQUENCE 
G.O.O.D. /COLUMBIA 94805 /RED INK 112/8) o 

© 
ALBERT HAMMOND, JR. 
SCRATCHIE 3908 /NEW LINE (13.98) 

THE STOOGES 
VIRGIN 64648' (12.98) 

UNK 
GIG OOMP 5973,,KOCH 17.98 

LOVEDRUG 
THE MILITIA GROUP 050 (15.98) 

RJD2 
XL 263' BEGGARS GROUP (15.98) 

Dan't Quit Your Day Job 

Yours To Keep 

The Weirdness 

Beat'n Down Yo Block 

. BULLET FOR MY VALENTINE 
TRUSTKILL 74 (13.9B 

!!! (CHK CHK CHK) 
WARP 154' (11.98) 

ICIP 
- PETER BJORN AND JOHN 

ALMOSTGOLD 002 (12.98) 

IlkXTREME 
4 7 r 

LA CALLE 340011/UG (13.98) 

m THE TRAGICALLY HIP 
UNIVERSAL CANADA 0251712124 /FONTANA (15.18) 

Pli 6 71 
H 

'` RCA 

IMOGEN 
VICTOR 72532 

EAP 
(11.98) 

ilk 9 
1' RODRIGO Y GABRIELA 

ATO 21557 (13.981 

EVERLIFE 4 5 3.': 
BUENA VISTA 861590 /WALT DISNEY (11.98) 

Ilk 15 T 
YURIDIA 

e SONY BMG NORTE 02496 (14.98) 

LOS CUATES DE SINALOA 6 8 2 - SONY BMG NORTE 04734 (11.98) 

19 
1 

COLD WAR KIDS 
DOWNTOWN 70009 (13.98) 

/ CHIODOS $ 13 22 
EQUAL VISION 136 (14.98 CD /DVD) O+ 

7 

,: 

K -OS 
VIRGIN 80224 (12.981 

110 18 ft? EMERSON DRIVE 
MONTAGE 90088 /MIDAS (13.98) 

lk 
Ilk 

17 

21 

.c 
BOYS LIKE GIRLS 
COLUMBIA 76283 /RED INK (11.98) 

le ROCCO DELUCA & THE BURDEN 
: IRONWORKS 165 12.90 

23 NEW 

24 NEW 

25 NEW 

.6 
a,27 

®l . 12 

THE 69 EYES 
CAROLINE 89172 13.98 

Everything Starts Where It Ends 

The Third Hand 

The Poison 

Myth Takes 

Writer's Block 

Haciendo Historia 

World Container: Contents Under Pressure 

Speak For Yourself 

Rodrigo Y Gabriela 

Everlife 

Habla El Corazon 

Puro Sierreno Bravo 

Robbers & Cowards 

Ad's Well That Ends Well 

Atlantis: Hymns For Disco 

Countr Pied 

Boys Like Girls 

I Trust You To Kill Me 

Angels 

DJ NELSON 
FLOW 290015 /UNIVERSAL LATINO 14.5 

DYING FETUS 
9ELAPSE 66704 (14.98) 

ALEGRES DE LA SIERRA 
!NIVERSAL LATINO 622349 (10.98) 

GREATEST 
GAINER 

Flow La Discoteka 2 

TITO NIEVES 
LA CALLE 330022/UG (13.981 

War Of Attrition 

Lagrimas En La Sierra 

Canciones Clasicas De Marco Antonio Solis 

Mighty To Save: Live 

It Can Happen To Anyone III 
...Is A Real Boy II 

Blackfield II . 
Broadcasting... II 

Los Hijos Del Maiz 

Set Sail The Prairie 

The Last Dance: Mau Live Reunion. 

End Of Silence II 
Inside In / inside Out II 

20 
HILLSONG 
HILLSONG AUSTRALIA /COLUMBIA 88310 /SONY MUSIC 117.98) Ú 

6 ° ELISABETH WITHERS 
E BLUE NOTE 68171/BLG (17.98) 

25 SAY ANYTHING 
DOGHOUSE /J 71805 /RMG (11.981 

B ELD 
WE PUT OUT 100360 /ATLANTIC (13.98) 

COMEBACK KID 
3 

-.. VICTORY 323 (13.98) 

KINTO SOL 
UNIVISION 311038/UG (12.98) 

KADDISFLY 
SUB CITY 033 (13.981 

JOE LOPEZ Y JIMMY GONZALEZ Y GRUPO MAZZ 
FREDDIE 1970 11.98 

38 NEW 

RE-ENTRY 

RED 
ESSENTIAL 10807 (12.981 

THE KOOKS 
VIRGIN 50723 /ASTRALWERKS 14.9 

THE HIGHER 
EPITAPH 86838 (13.98) 

JOHN WALLER 
BEACH STREET 10118 /REUNION 11.9 

DR. DOG 
PARK THE VAN 12 (13.981 

GOMEZ 
ATO 21547 13.98 

On Fire 

The Blessing II 
We All Belong 

How We Operate II 

43 NEW 

MICKEY AVALON 
MYSPACE 007853 / INTERSCOPE 11.98 

JEREMY RIDDLE 
VARIETAL 118 12.98 

JJ GREY & MOFRO 
ALLIGATOR 4914 (16.98) 

EL CHAPO DE SINALOA 
DISA 720802 (10.98) 

39 f3- LEELAND 
E"SENTIAL 10812 113.98) 

GROUP 1 CREW 
FERVENT 886873 /WARNER BROS. (7.98) 

20 2 THE FEELING 
CHERRYTREE 007575 /INTERSCOPE (9.98) 

JACKSON WATERS 
WORD -CURB 886536 /WARNER BROS. (7.98) 

Mickey Avalon 

41 

49 4' 

Full Attention 

Country Ghetto 

La Noche Perfecta 

Sound Of Melodies 

Group 1 Crew . 
Twelve Stops And Home 

Come Undone 

LOS HUMILDES VS. LA MIGRA 
BCI LATINO 41593/BCI (6.98) 

Los Humildes Vs. La Migra 

BREAKING & ENTERING 
Singer /songwriter Kelly Sweet sweetens up the Adult Contemporary chart with the 

steadily rising single "Raincoat," which bullets this week at No. 20. Discover developing 
artists making their inaugural char- runs each week in Breaking & Entering on 

billboard.com. 

-he best -selling albums by new and developing acts, defined as those who have never appeared in the top 100 of The Billboad 
200. If a Heatseekers title reaches that level, it and the act's subsequent albums are immediately ineligible to appear on the 
Heatseekers chart. See Chart Legend for rules and explanations. © 2007, Nielsen Business Media, Inc. and Nielsen SoundScan, 
hc. All rights reserved. 
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SINGLES & TRACKS 
:gA: SONG INDEX.. Chart Codes: CS (Hot Country Songs); H100 (Hot 100 Songs); LT (Hot Latin Songs); POP (Pop 100 Song 

and RBH (Hot R &B /Hip -Hop Songs). TITLE (Publisher - Licensing Org.) Sheet Music Dist., Chart, Position. 

1ST TIME (Granny Man Publishing, BMVMaIik- Meth 
Music, BMVBasernent Funk. ASCPMot Sauce Music, 
ASCAP) H100 82, RBH 17 

2 STEP (Top Quality, BMI) H100 43, POP 54; RBH 16 

30 SOMETHING (Cartel Boys Publishing. ASCAP/WB 
Music. ASCP /Ain1 Nulhin' Gon On But Funking. 
ASCAP/Bat Future Music BMVSongs Of Univers, 
BMVPsalm 144'1 Music. BMVEMI Apnl, ASC /- 
HLMBM. RBH 38 

A 
HINT NO LOVE SONG , 

(1L! Control) RBH 6J 
ALL MY FRIENDS SAY (Moffatt Musc Corporation, 

t Full Circle, BMVFuII Circle, BMIBtack In 

=SCP /Groove Puppy Music, ASCAP) CS 43 
ALYSSA LIES Careers-BMG Music Publishing, BMMore 

Music, BMI) H10087 
AMAN ES LO QUE QUIERO (Mi Trocito De Mi Vida. 

S i - t Musicales Clippers S L /iaraa Music 

AND I AM TELLING YOU l'M NOT GOING (Dreamgirls. 
ALL _. BMUDreamettes. 

14 

ANONYMOUS f - International Music, BMVHitco 
Music, BMOC ii 't,Lher Mathew, BMVJahgae Joints, 
SESAC/Universal Tunes. SESAC/Bootleggers Stop. 
ASCAP/Universal Music Corporation, ASCPNnginia 
Beach ASCAP/WB Music, ASCAP/Royal Court Music. 
ASCAP/Jerome Harmon Productions, BMI) RUH 73 

ANTES DE QUE TE VAYAS (Promotions Musicales 
S P BMVrèermusic III, BMI) LT 16 

ANYWAY (Delemmava, BMLL -ide Des Autuers, 

APBucky And Clyde. ASCAP) CS 7 0100 62: POP 

B 
BEAUTIFUL LIAR BELLO EMBUSTERO (B -Lay, 

-ivies, 
- - 71F7 b,,. i Lue. Group Limited. 

ASCAP), HL. T 3J POP A4 

BECAUE OF YOU (Super Sayin Publishing BMVZomba 
Songs. BMVSony /AN Tunes, ASCAP/EMI April, ASCAP). 
HINJBM, H100 76; RBH 26 

BEER IN MEXICO (Sony/ATV Mirent. ASCAP/lsandsoul, 
ASCAP), HL CS t H 100 66 

BEFORE E CHEATS (Thal Little House. ASCAP/Mighry 
Underdog, ASCAP/Sony/AN Cross Keys, ASCAP). HL, 

H100 28' POP 29 
BENDITAFU WZ (Tatum. ASCAP/ NB Music, 

ASCAPNallincito Songs. BMVCareers-BMG Music Rb- 
ftshing, BMI LT 13 

BETTER MAN ME (EMI Blackwood, BMVHindee Music, 
BMVHiggh Buck Publishing, BMI). HL H100 79, POP 56 

BE WROLTT YOU (Mary I Bbgge, ASCAP/Universal 
Music Corporation AS A/WBM Music, SESAC/Baby- 
boys Little Publishing Company. SESAC/Noontime 
South, SESAC /Jada Md Jadens Publishing. 
SESAC/Naked Under My Clothes, ASCAP/Chrysalis 
Music. ASCAP/Jasons Lyrics, SESAC/Reach Global 
Tunes, SESAC), HL/WBM. RBH 45 

BE WITH YOU (Gad Songs, ASCAP/Cherry lane, 
ASCAP/Sweet Giggles, ASCP), CLM, BaH 50 

BOMSHEL STOMP (Midas Magic, ASCAP/Midas Music, 
ASCAP/Dimensional Songs Of The Knoll, BMVK Idaho 
Music, BMVCherry River. BMVBig Blue Diamonds Music, 
BMI), CM CS55 

BOSTON (EMI April. ASCAP /Augustan Music, ASCAP). 
HL, H100 40, POP 35 

BREAK M OFF (Paul Wall, ASCAP /Commission Publish- 
ing BMVNoddtactor Publishing, BMW Kingpins Publish- 
ing, 59 

IT OFF (Taa ASCP /Greesleeves, PRSBuTy 
MI ApASCAP/Copyright 

1Ó!13 Pna 
i 

Music, BMVEMI Blackwood, M)). BL, HÓ POP 10 

BUDDY (Soulchild, ASCPNniversal Music Corporation, 
ASCAP/HC 1030 Publishing, ASCAP/Rad Guinn, 
BMVGuinn Style, BMVBug Music. ASCP/Kenu. 
BMVSugar Biscuit, ASCAP baGO 52; RBH 5 

BUY U A DRANK (SHAWN SNAPPIN) (Nappy Boy 

Publishing, 
gg 

BMVZomba Songs. BMVGranny Man Publish - 

ASCAP).. WBM, H100 46 PÓ 50: RBH 2 

Funk rnent South, 

CADA VEZ QUE PIENSO EN TI (Sony /AN Discos. 
ASCAP) LT 14 

CAVING ME (1996 Music Lane, ASCP /Almo Music. 
ASCAPBMG Songs, ASCP/Zowa Songs, ASCAP), 

HUWBM, CS 53 

CANDYMAN (Xtina Music, BMVCareers -BMG Music Pub - 
lishing BMVStuck In The Throat ASCAP/Famous. 
ASCAP HL/WBM, H100 31, POP 21 

CANT FORGET ABOUT YOU (Ill Will, ASCAP/Zomba 
Enterprises, ASCPAvill i.am Music, BMVCherry River. 

BMVFOray Music, SESAC /Chnsette Michele Music. 
SESAC/Bourne Co . ASCAP). CLMMLWBM, RBH 81 

CANT GET ENOUGH (Rodney Jerkins Productions. 
BMVEMI Blackwood. BMVEnsign Music, BMVFre 
Jerkins Ill, BMVIaShawn Daniels Productions, 
ASCAP/EMI il, ASCAP). HL, RBH 37 

CHANGE ME (BMG Songs ASCAP/Demis Hot Songs, 
ASCAPÆMI April, ASCAP /Stange Motel Music. 
ASCPNnderdogs Songs. ASCAP /Almo Music, 
ASCP/Tank 1176 Music, ASCAP/Black Fountain Pub- 
lishing ASCAP/Antonio Dixons Muzik, ASCP /Morony 
Nance Muzik, ASCAP/EMI Blackwood, BMVTar II Up 
Music,BMVComight Control), H1/WBM. RBH 32 

CHASING CARS Big Life, BMI), WBM, H100 37 
CHICA VIRTUAL Not Listed) L143 
CIRCLE (Bryan -Michael Cox, SESAC/WBM Music 

SESAC/Songqss In The Key Of B Flat, SESAC/Noontime 
South. SESAC/Notting Hill Songs, SESAC/Put ft Down 
Music, SESAC /Adonis Shropashire, ASCAP/Phoenix Ave. 

Music Publishing, ASCAP /Justin Combs Publishing. 
ASCAP/EMI Aprit, ASCAP/Kendrick Dean Publishing 
Designee, SESAC/The Deans List, SESAC/December 
First Publishing Group, SESAC/Dol 2 Dot Music, 
ASCAP/Famous. ASCAP) 100 83, POP 79' RBH 43 

COME AROUND (Harper Digial Publishing, SOCAN/MS. 
Music, ASCP/Tnk -Cam Music, ASCAP/STB Music. 
ASCAPMumayne ASCAP/ZAP Pow, ASCAP/Fainvest 
Misc USA BMVS ìrìí Music, BMI) RBH 58 

COME CLOSE (Ten Count Publishing. BMIShona Music. 

COME ON RAIN Mike Curb Music, BMVSweet Radical 
:PI Price BMI), WBM, CS 39 

COME TO BED (EMI Blackwood, BMVOklahoma Girl 
Mai WB Music, ASCAP/Rich Texan Music, 

-i HLVJBM CS36 
COME WITH ME ((WBM Music, SESAC/Songs In The Key 

5 Flat, SESAC/Noontime South, SESACMlassic Lee 

Music, SESAC/Phoenix Ave. Music Publishing, 
ASCAP /Justin Combs Publishing. ASCAP/EMI April, 
ASCAP, HI NJBM. RBH 44 

COMO ENTENDER O lin s Tunes, ASCAP/EMI April, 
ASCP LT 25 

COMO YO NADIE TE HA MADO Agressive, 
ASCAP/Sun: AIVTunes, ASCAPBonJovi,ASCAP/Uni- 
versal -POIyGram International, ASCP/Desmobile. 
ASCPÆMApril ASCAP) LT 

CUANDO BATA LA MAREl1 gems -EMI. ASCAP) LT 

CUPID'S CHOKEHOLD (Epileptic Caesar Music. 
ASCAP/EMI April, ASCAP/Mayday Malone, 
ASCAP/Dimensional Music Of 1091 ASCAP/Reptilian 
M7,- 8M1Æ,11 Blackwood AMI Almo Music 

DDANCE. DANCE. DANCE 

DASHBOARD (Ugly Casanova Music. ASCAP(fschudi 
Music ASCAP/Crazy Gnome, ASCAP/ivarr Songs 
BMI/Parry Pants Music. BMI/Robot Horse Music. BMI) 
0100 94; POP 93 

DETALLES (Once Rios S.A. de CV/TN Ediciones, BMI) LT 

10 

DIAMONDS IJ Brasco. ASCAP/Little Deven. BMVNT 
BMOSarom Songs ASCAP/Maddie Jaimes 

Is ASCAP oing Jeezy Music Inc., BMVEMI April. r 
- BI ,uod. BMVNo Question Entertainment 

A DIFFERENT WORLD Nashvisaville BMVNEZ, 
A -- uc Rose, BMVChaylynn. BMVSony /AN 

Tree BM ¿'Guo Watch. BMI), HL. CS 32 
DIME QUIEN ES (Pacific Latin, ASCAP/Maximo Aguirre, 

S 11 E u ,a) LTi 
DIRTY GIRL 9Il 

ASCAP) 
Music Corporation, ASCAP/Mem- 

"SCAP/EMI Blackwood BMVPiano Wire 
RL CS 51 

DIXIE LULLABY (EMI Blackwood, BMVGreenhorse Music, 
;vis, BMVDmm Groove, SESAC /Calhoun 
"AC . HL. CS 27 

DOE BOY FRESH elnoise Publishing. BMMusic 
;MI /C mill itary Cam Music, ASCAP/Uni- I -ec Corporation, ASCAP HL, POP 100: RBH 79 

DONT CRY (12 Vida, ASCAP/Scar ito, ASCAP) LT 22 
DONT MAKE ME (Cal IV, ASCPBergBrain, ASCAP/Uni- 

r i ' ! isic Corporation, ASCAP/Big Orange Dog, 
ALL r, AN Cross Keys, ASCAP/Dimensional 
Mu' ' ASAP) CS 21 

DONT MATTER r.,' Mir' 

E 
ERES PARA MI 
ESE 

FACE DOWN Lirnrtsal, BMUGum Gowbbya 
:,1030, POP 16 

FAMOUS LAST WORDS (Blow The Doors Off The Jersey 
Shore Music, BMI H100 96; POP 97 

A FEEIJN' LIKE TFÌAT (White Monkey, BMVRainy Graham,. 

BMVCategory 5, ASCAP/Music Of RPM, ASCAP /Old 
DesspDeeados. ASCAP/N2D, ASCAP) CS 14 

FEIIGpLICIOUS (will i am Music, BMVCherry River, 

BMVHeadphone Junkie Publishing, ASCAP/EMI April, 
ASCAP/Ruthless Attack Muzick, ASCAP/Fink Passion 
Muzick, ASCAP/Iwo Badd Music, ASCP/Meriwar Music, 
BMVBugghouse, ASCP), CLM/HL, H100 34, POP 22 

ADELITY (Soviet Kitsch Music, BMVEMI Blackwood, 
BMI) HL, H100 73; POP 60 

FIND OUT WHO YOUR FRIENDS ARE (Sony /AN Acuff 
Rose. BMVtavender Zoo Music, BMVCareers-BMG Music 
Publishing. BMVSagrabeater Songs, BM)). HUWBM, CS 

FLACA 0 GORDITA (Mia Musser ASCAP/Sony/AN So- 
"NB Music. ASCAP/ACL Music Publishing, 

FLATHEAD ' kwood. BMI/, HL, H100 74, POP 59 
FORE SHE WAS MAMA (Sony/ATV Acuff Rose, 
isl itco=r sMl/Immolelee Music, BMVDaphil 
Music, BMh, HL, CS 22 

FREAK ON A LEASH (UNPLUGGED) (WB Music, 
ASCAP /Jolene Cherry, ASCAP /Goathead?. ASCAP), 

WBM. POP 95 
FROM YESTERDAY (Apocraphex Music. ASCAP) H100 

FU PAY ME (Sunny Valentine Music. BMVStide That 

Music. ASCP/Reginas Son Music. ASCAP/EMI April, 
ASCAP/Granny Man Publishing, BMI). HL. RBH 56 

GET BUCK (Mouth Full O Gold, ASCPNniversal Music 
Corporation. ASCAP/My Diet Starts Tomorrow, 
BMVSongs Of Universal, BMVStix I'm Stoned. ASCAP /50 
Cent Music, ASCAP) RBH 53 

GET R SHAWN (J Lack Music ASCAP /J Pat Publishing, 
ASCAP/EMI April, ASCAP/Ry Love Music. ASCAP/UR -N 
Music, ASCAP/lshmool Musik, BMVYoung Gaade 
BMVWamer-Tamerlane Publishing. BMI). HL/WBM, RBH 

57 

SET ME BODIED (B -Day, ASACP/Universal Tunes. 

SESAC/Songs 01 Universal, SESAC/Team S Dot Publish- 
ing, BMVHitco Music. BMVSongs Of Windswept Pacific. 
BMVMakeba Yoga Flames, BMVJanice Combs Publish - 
ing. BMVEMI Blackwood. BMVMgela Beyince 
ASCAP/EMI April. ASCAP/Solange MWPASCAP), HL. 

RBH 75 

GET TO THE MONEY (Gordon Maurice Swiney, 
ASCP/REEC Wear Publishing, ASCAP/Sunday Delivery 
Music Publishing, ASCAP) RBH 93 

GHETTO MINDSTATE (CANT GET AWAY) (Careers - 

BMG Music Publishing, BMVClover G BMVCarls Has- 
san ng BMVSandy e In. 

ASCAP/Sony/ATV Tunes. ASCAP), HL, RBH 
(Avril 
MonePublish i n. AASAP/KObalt Music 

ASCAP), HL H10 9: POP 11 

GIVE R TO ME Nirginia Beach, ASCAP/WB Music, 
ASCP/Tennan Tunes. BMVZomba Enterprises. 
ASCAP/Nelstar Publishing, ASCAP/EMI April, ASCAP/Stix 
fm Stoned. ASCAP/Universal Music Corporation, 
ASCAP/WBM Music, SESAC/Dan a Hantlz Muzik. 
SESAC), HUWBM, H100 59. POP 31: RBH 68 

GLAMOROUS (Headphone Junkie Publishing, 
ASCAP/EMI April, ASCAP/2590 Music Publishing. 
ASCAP/Universal Music Corporation, ASCAPAviff. Tam 
Music, BMVCherry River, BMVEIvis lee Music. 
BMVLudacris Music Publishing. ASCAP/EMI Blackwood, 
BMVShowdv Rmp, ASCAP), CLM/HL, H100 t POP 1 

GO GETTA (EMI Blackwood, BMVYoung Jeery Music Inc., 

BMVEMI April, ASCAP /No Question Entertainment. 
ASCAP/First N' Gold, BMVR.Kelly. BMVZomba Songs, 
BMVGolden Fleece, BMVWarer-Tamerlane Publishing, 
BMIMOtting Dale Songs ASCAP /J. Brasco. ASCAP), 
HUWBM, H100 24; POP 44; RBH 11 

GOOD DIRECTIONS (Murrah Music Corporation, 
BMVCastle Street Music, ASCAP/Large Opportunity 
Music, ASCAPO CS 15; H100 91 

g y GRACE 
ASCAP /Jodi Mart 

Punch. BM/Irving, 
Me While im 

Happy ASCAP/Daniel L Warner Music Publish - 
ing, ASCA HL, H10097, POP 76 

GUYS UNE E (Sony/AN Tree. BMVSony /AN Cross 
Keys, ASCAP). HL. CS 34 

HEAVEN (John Legend Publishing, BMUCheny Roer. 

B MV Please Glum My Publishing, BMVEMI Blackwood, 
li 

a 

ug Music. 
hi g BMVEMI UnaCaaog. 

BVGá 
D, BMVSpeccal 

Agent, BM) , CLM/HL, RBH 54 

HERE (IN YOUR ARMS) (Gordie Is A Prince, ASCAP) 

H100 39; POP 24 
HIGH MAINTENANCE WOMAN (SKS3 Music, BMIRm- 

oryly Wilson. BMVDMny Simpson, BMI) CS 11; H100 81 

HILLBILLY DELUXE (EMI April, ASCAP/Brad To The Bone, 

ASCAP/Big Loud Shirt Industries. ASCAP/ICG, ASCAP). 
HL, CS 16- H100 86 

HOLLYWOOD (Cater Boys Publishing ASCAP/Reggie 
Perry Music, ASCAP/Super Sayin Publishing, BMVZomba 
Songs, BMI), HL RBH 72 

EL HOMBRE DE NEGRO (Gammex, BMI) LT 42 
HOME (Surface Pretty Deep Ugly Music. BMVCaeers- 

BMG Music Publishing, BM), WBM, H100 58; POP 47 
HOOD BOY (Melleniverse. SOCANNaked Under My 

Clothes ASCAP /Chrysalis Music, ASCAP/Gnat Bob, 
ASCAP / Jobete Music. ASCAP/Stone Agate Music, MI) 
HL RBH 95 

HOUSE UKE THAT (Mike Curb Music. BMVSweet Radical 
Music, BM!), WBM, CS 45 

HOW TO SAVE A LIFE (darce Edwards Publishing 

78 Go to www.billboard.biz for complete chart data 

ASCPEMI April. ASCAP), HL. H100 23, POP 19 
HOY 'TENGO GANAS DE TI (Screen Gems -EMI, 

BMVSGAE. BMI) LT 47 
HURT (Xlina Music, BMVCareers -BMG Music Publishing. 

BMVStuck In The Throat ASCAP/Famous. ASCAP/Mark 
Ronson. BMVEMI Blackwood. BMVlnouye, BMI), HL. POP 
71 

ICE BOX (Mr Graitlberry, 0's Music, SESACNirginia 
Beach, ASCAP/EMI April, ASCAP/WB Music 
ASCAP/Royal Court Music. ASCP /Christopher Mathew, 
BMVHitco Music. BMVEzeke International Music, 
BMVKenokey Music, ASCAP/Universal Music Corpora- 
tion ASCAP/Foray Music, SESAC). HUWBM. H100 12: 
POP 15: RBH 6 

IF EVERYONE CARED ¡/damer- Tamerlane Publishing, 
BMVArm Your Dillo. SOCAWZero -G, SOCANBIack 
Diesel, SOCAPVBack Adder Music, SACAN). WBM. 
H100 18; POP 13 

IF I WAS YOUR MAN (Sony /AN Tunes, ASCAP/EMI 
April, ASCAP /Stellar Songs ASCAP/Water Music Pub- 

ASCAP), HL, RBH 36 
I GET TO (Magic Mustang, BMVAnn Wilson, 

BMVWilbums, ASCAP) CS 56 
I GOT Moment. 

BMVUñ Versa Musiic Corpptoration. 

lb 
Entertainment. 

ASCAP), HL. CS 38 
IGUAL QUE AYER (Mater. ASCAP/Sony/AN Discos, 

ASCP LT 9 

I KEEP WMING BACK (V2, ASCAP /Diver Dann, 
ASC)AP /Jeffrey Steele, BMVSongs 01 Windswept Pacific. 

I'LL WAR FOR YOU (Coburn BMVHarley Allen Music, 
BMUSoriy /AN Tree, BM)). HUWBM, CS 10, H100 77 

PM A RIRT (Shago. SESACÆinnor, ASCAPB Kellyy, 

BMVZomba Songs, BMVWamer- Tamerlane Publishing 
BMVCrown Club Publishing, BMVNappyPub, BM)), WBM, 
H10041, POP 64 RBH8 

PM ON R (Lenard & Destiny Publishing. ASCAP) RBH 90 
roi THROWER (Paul Wall, ASCAP /2 Kingpins Publishing. 

ASCAP/WO Music ASCAP/Shaniah Cymone Music, 
ASCAP/EMI April. ASCAP/Basa amba Music, ASCAP /Air 
Control Music, ASCAP). HIM. RBH 61 

IN MY SONGS (Divided, BMVRamal, BMVNayr Publishing 
Company, BMUWarner- Tamerlane Publishing, BMVSongs 
01 Universal, BMI), HL/WBM, RBH 22 

IN THA HOOD (Losing Composure, BMVStiII -N -The Water, 

BMVGranny Man Publishing, BMI) ROH 87 
INTO THE OCEAN (Paris On Paper Publishing. ASCAP) 

H100 57. POP 49 
INVIERNO (Nana Maluca, SESAC/Maximo Aguirre, 

BMVAlvani Music. SESAC/MarkgPortnann, BM))) LT 35 

ASCAP/BDay.y.BASACP /SonyyYAN Tues ,ASCAP /Super 
Sayin Publishing, BMVZomba Songs, BMVEMI Black- 
wood. HUWBM, il 27 

IRREPLACEABLE (Stellar Sonqs, ASCAP/EMAp 

SaÿbishinZ 
yg A pe 

r Sayin Publishing, BMVZomba Songs, Black- 
wood. BMVEMI, PRS). HLMBM, H10014, POP 14. RBH 

21 

ISN'T SHE (Ju aja. ASCAP/Curb Songs, ASCAP /Charlie 
Monk, ASCAP /Gremlin Corner, ASCAP/Haminism.com. 
SESAC) CS 37 

ISN'T MAT EVERYTHING (Belladiva Music, BMVCMX 
Songs BM omm Lee James BM tillWorkin For 

The Man, BMVMusic Al Combustion. Of 

Windswept Pacific, BMI) CS 31 

IT ENDS TONIGHT (Smells Like Phys Ed. ASCAP/BMG 
Songs. ASCAP), WBM, POP 40 

IT JUST COMES NATURAL (Warner- Tamerlane Publish - 
ing BM ycamore Canyon, BM WBM, H100 89 

ITS ME SNITCHES (Universal Tunes. SESAC/Songs Of 

Universal SESAC/BMG Songs. SESAC/Monza Bonze 
SESAC). 
Universal, 

RBH 67 
ITS NOT OVER (Surface Pretty Deep Ugly Music, BMVG 

Watt Music, ASCAP/Wamer- Tamerlane Publishingg, 
BMVFIoating Leal. BMVEMI April, ASCAP), HLM/BM. 
H1007, POP 7 

I WANNA LOVE YOU (Byeall Music, ASCAP/Famous. 
ASCAP/My Own Chit Music, BMVEMI Blackwood, BMq, 
HL H100 22 LT 37, POP 18; RBH 35 

I WONDER (Pickle Butt. ASCAP/BMG Songs, 
ASCAP/Magic Farming Music, ASCAP/Liftle Blue Type- 
writer Music, BMVBPJ, BMISonyy/AN Tree, BMVAII 
Mighty Dog Music. BMO. HUWBM. CS 35 

JIMMY CRACK CORN (Eight Mile Style, BMVMartin Affil- 
iated Music. BMVJaceT, ASCAP/Resto World Music. 
ASCAP /50 Cent Music, ASCAP) POP 77 

JOHNNY CASH (WB Music, ASCAP/Warner-Tamerlane 
Publishing, BMVWriters Etreme, BMI) CS 29 

JUMP OFF (Crows Tree Publishing, OMMy Blood Sweat 
Tears Publishing, ASCAP /Gimme Dal Publishing. 
BMVHOw Ya Loa Dal Music, ASCAP/Notting Dale Songs. 
ASCM9 RBH 86 

JUST ANOTHER BOOTY SONG (SGRK Music Group, 
ASCAP) RBH 97 

KEEP HOLDING ON 1Aml Lavigne, SOCAWAImo Music. 
ASCAP/Kasz Money Publishing, ASCAP/Kobalt Music, 
ASCP /TCF, ASCAP H100 32, POP 20 

KING KONG (Big Big Kid, ASCAP/Universal Music Corpo- 
ration, ASCP/Lil D. ASCAP/UI Reace. ASCAP/Tyreace 

Publishing. ASCAP/NYLA Publishing. ASCAP). HL. H100 
Ti rnrr°,3 RBH 49 

KNOW WHAT I'M DRIN' {Money Mack, BM /Young 
1. WarnerCha pell BMVRick Ross 
Vi'NappeElih. BM12Umha Songs. 

LADIES LOVE COUNTRY BOYS 

'r1 i'iershed.VIAI Iull cercle o`vlii 

LA (LAVE DE MI CORAZON (El Conoco. BMVRedomi. 
4 

``Aqrrepaa )) LT LA 
LA NOCHEPERFECTA (TNEdciones, BM)) LT 8 

LA OTRA (Not Listed) LT 50 
LAST DOLLAR (FLYAWAY) (Big Love Music, BMI) CS 2: 

H10084 
LAST NIGHT (Justin Combs Publishing, ASCAP/EMI April, 

ASCAP/2 Daughters Music, SESAC /Christian Combs 
Publishing, SESAC/Foray Music SESAC/Marsky Music, 
BMVJance Combs Publishing, BMVEMI Blackwood. 
BMI H10017. POP 25, RBH 12 

LEAN(Sheet Corner Lite Music. SESAC) RBH 91 

LEAVE THE PIECES (WO Music. ASCAP/S /AN Acuff 
Rose, BMVSongs Of R. Joseph, ASCAP), NW/BM, POP 

LETS FALL IN VIVE AGAIN (lz Live Muzik. BMI) ROH 64 
LETS STAY TOGETHER (Lyle In, ASCAP/Sony /AN 

Tunes, ASCAP), HL. ROH 40 
LIKE A BOY (Universal Music Corporation, ASCAP/Royafty 

Rightings. ASCAP/Bootleggers Stop. ASCAP/Universal- 
PolyGram International Tunes. SESAC /Jahgae Joints, 
SESAC /Christopher Mathew. BMVHitco Music, 
BMVEzeke International Music, BMVRevolutionary Jazz 

Gant. BMVGrBness. BMI). HL. H10061. POP 69, RBH 

20 
UKE A STAR (Global Talent Publishing, PRS) ROH 65 
UKE THIS (Kelendria, ASCAP/Blondie Rockwell. 

ASCAP/2590 Music Publishing, ASCAP/Universal Music 
Corporation, ASCAP/Team S Dot Publishing, BMVHitco 
Music, BMVSongs Of Windswept Pacific, BMI), HL RBH 

UP GLOSS (18th And Vine, ASCAP) ROH 84 
UPS OF AN ANGEL (EMI Blackwood, BMVHinder Music, 

HL CS 18 

LISTENir 
Publishing, 

B -Dayy, kkMMs c ASCAP/Williamson 
Music ASCAP/ScotaRock Music, ASCP/1(obalt Music, 
ASCAP/SKG, ASCAP/Cherry Lane, ASCAP/Shigshag 
Music, BMVSongs Of SKG, BM /Cherry River, BMVEMI 
AppnL ASCAP), CUM-Q. H100 90: POP 9l; RBH 39 

LIITLE BR OF LIFE Almo Music, ASCAP/Mullintone 
Music. ASCAP/Songs Of Spnngbsh. BMVGimme Them 
Gimme Then Songs, BMq, HL, H100 92 

A LITTLE MORE YOU (Wamer- Tamerlane Publishing. 
BMVSeII The Cow. BMVlower One, BMVWB Music, 
ASCAP/TowerTwo ASCAP/BLA. ASCAP), WBM CS 46 

WIN' OUR LOVE SONG (Careers -BMG Music Publish - 
ing,BMVMon.' -,mes Music. BMVLiI'NinjaLme- 
Mae. ASCAP a ASCAP) CS 60 

LOBO DOMESTICADO Lbimonsa, ASCAP) LT23 
WNG TRIP ALONE man Music. BMVRancho Papa 

Music P. u The Armadillo, BMVWhite Tracks. 

ASCr id, McCready & McCarthy, 
ASCAr -1OÓ85 

WOK AFTER YOU (Aaron Edwards Publishing, 
ASCAP EMI n1, ASCAP), HL. H100 78; POP 61 

LAST IN THIS MOMENT EMI A ril. ASCAP/Romeo Cow - 
boy Music, ASCAP/WB usic, ASCAP), HUWBM, CS 26 

LOST ONE ((Carter Boys Publishing, ASCAP/EMI April. 
ASCAP/VVB Music, ASCP /Aint Nuthin' Goin' On But 

Funking. ASCAP/Bat Future Music, BMVPSaIm 1441 
Music, BMVChrisette Michele Music, SESAC/Foray 
Music, SESAC/Four Kings Production Inc., SESAC /Songs 
Of Universal, BMI, HUWBM, RBH 69 

LOST WITHOUT LI (I Like Em Thicke. ASCAPrposDuehes- 
Music, ASCAP) H100 15; POP 42; RBH 1 

LUCKY MAN (Careers-BMG Music Publishing, BMLMer- 
vous Worm Music, BMVEMI April, ASCAP/Lew Sea 

Gayle, ASCAP), HUWBM. CS 24 

MAKE IT RAIN (Joseph Cartagena, ASCAP/Reach Global, 
ASCPBcoltStorchMusic. ASCAP/1VT Music, 

Money dl linsy 
Ryan 

Music, OMVWarner- Iamea e Pubsh g. BMI WBM, 
H100 20, POP 37. RBH 24 

MAKE YA FEEL BEAUTIFUL N 22nd Publishing, 
ASCAP/Cherry Lane, ASCAP/Super Sayin Publishing, 
BMVZamba Songs BMI), HL/WBM, RBH 52 

MANDA UNA SENAL (Tulum. ASCAP/WB Music, ASCAP) 
LT 5 

MANEATER (Nelsar Publishin ,, ASCAPNirginia Beach, 
ASCAP /Dania Handz Muzik, SESAC/Millennium Kid 
Music Publishing ASCPÆMI April, ASCAP/WB Music, 
ASCAP), HL/W8M POP 72 

ME AND GOD (Sony /AN Cross Keys, ASCAPNnvers Ed, 

ASCAP), HL CS 20 
ME ENCANTARIA Arpa. BMI) LT 49 
ME MUERO (EMI April, ASCAP) LT 17 

MI CORAZONCITO (Premium Latin, ASCAP) LT 34 
MISSING YOU 2007( Alley Music Corporation. BMVCar- 

in America BMVOuartet, ASCAP/Music 01 Windswept, 
ASCAP /Markeem Music, ASCAP) CS 4t 

MOMENTS (Graviton Music, SESAC/Camival Music 
Growp SESAC/WB Music. ASCAP), WBM. CS 19 

MONEY MAKER (Ludacris Music Publishing, ASCAP/Uni- 
versa] Music Corporation. ASCAP/The Waters Of 

Nazareth, BMAMI Blackwood, BMI). HL POP 52 

MORE (Carolina Blue Sky Music, BMIÆitlle Shop Of Mor- 
qarisongg5. BMI). WBM, CS 59 

MORE THAN FRIENDS (Lyric Masters 91 t Publishing, 
SESAC/Universal Lingo, ASCAP/Notting Hill, 
ASCAPBocar, ASCAP) RBH 71 

MORIN' ON (Lethal Loops Music, BMV011ie G Msic, 
ASCAPÆj Al The World Publishing, ASCAP/Love Tunnel) 

Publishing, ASCAP/Sing Like Yamm It, ASCAP/Sony/ATV 
Tunes, ASCAP), HL POOP 92 

MR. JONES (Who Is Mike Jones Music, BML2 Playas 
Publishing, RMVWarner- Tamerlane Publishing, BMMyke 
Diesel, ASCAP/N -The Water, ASCAP), WBM, POP 99 
RBH 55 

MY BUBBLE GUM GOT THAT GOOD) (Shedogs, 
ASCAP/DLO, ASCAP) RBH 76 

MY LOVE (Tennnlan l'unes ASCAP/Zomba Enterprises, 
ASCAPNirginia Beach. ASCAPNJB Music, ASCAP/Wam- 

er- Tamerlane Publishing9, BMVDanja Hantlz Muzik, 
SESAC/WBM Music, SESAC/Royalty Rightings, 
ASCAP /Crown Club Publishing. BMI), WBM H100 35: 
POP 26: RBH 46 

NADA PUEDE CAMBIARME (Warner Chappell, BMI) LT 

40 
NO SE DE ELLA (MY SPACE) (Crown P. BMVSebaston, 

BNth LT31 
NOTHING LEFT TO LOSE (EMI Blackwood, BMVFacade 

Aside, BMI) F1100 64 POP 58 
NOT READY TO MAKE NICE (Woolly Puddin', 

BMVScrapin' Toast. ASCAP/Chrysalis Music, 
ASCAP/Sugar Lake Music, ASCAP), HL/WBM, H100 42; 
POP 41 

OH YEAH (WORK) (Prince Of Crook Publishing. BMVBtli 

Grade Music Pubfishi BMI/EMI Blackwood, BMVHow 
Ya Lev Dal Music, ASCAP/EMI April, ASCAP/Notting Dale 
Songs. ASCAPAiI Jiuel Music Publishing BMVBen Hill 
Tiger Music, ASCAP/Cookies And Milk, ASCAP/Heavy On 

The Grind Ente ment Publishing. BMVSwizote Music, 
BMI), HL, RBH 66 

ONE (First Avenue Music, PRS/BMG Songs, 
ASCAP/Demis Hot Songs. ASCAP/EMI April, 
ASCAP/Strange Motel Music, ASCAP/Unde rdogs rdogs Songs. 

L nA 1i k 
V 

n k,ASCAP/Tank 1 6 Music, Fountain 
Publishing, ASCAP). HL. RBH 29 

ONE MORE GOODBYE (Lonely Motel. BMVSteel Wheels, 
BMI CS 58 

ON THE HOTLINE (Marco Bleu Publishing, BMVBlue Star 

Publishing, BMUBIeu Canot Diamond Publishing, 
BMVThe Nickel Publishing, BMVSilverplalinumy2k Pub - 
lishing. BMVHerbalicious Music. ASCAP/Black Fountain 
Publishing, ASCAP/EMI April, ASCAP/WB Music. 
ASCAP/Sons Of K -oss. ASCAP), WBM. H100 21; POP 

43 00H 10 
OOH NA NA (First Avenue Music, PRS/BMG Songs, 

ASCAPMemis Hot Songs, ASCAP/Edmonds Music, 
ASCAP/EMI April, ASCAP /Mthonyy Nance Muzik, 
ASCAP /Mtonio Dixons Muzik, ASCAP/Tank 1176 Music, 
ASCAP/Black Fountain Publishing, ASCAP/Strange Motel 
Music, ASCP /Almo Music, ASCAP). HUWBM. RBH 89 

OUTTA MY SYSTEM (Shaniah Cymone Music. 
ASCAP/EMI April, ASCAP/The Kid Slim Music, 
ASCAP/Slide That Music, ASCAP /Jobete Music, ASAP), 
HL, H100 65: POP 66; RBH 34 

OVER IT (Jetnon Music, ASCAP /Jerk Awake, 

ASCAP/Shapiro. Bemstein & Co.. ASCAP) H100 51: POP 

38 

PAIN (EMI Blackwood (Canada). SOCANBast The Scene, 

BMVEMI April, ASCAP/Noodles For Everyone. 

SOCANÆMI Blackwood. BMI , HL. H100 56; POP 55 
PAM PAM (Universal -Musica unira, BMVEMI Blackwood, 

BMVBIue Kraft Music, BMI) LT 18 

PEGAO (Universal- Musica Unica. 0M)) LT 12) 
y LT 45 

PLEASE DONT GÓ (Tank 1176 Music, ASCAP/Black 
Fountain Publishing, ASCAP/EMI April, ASCAP/tnnnalis- 
tic ASCAP/Notting Hill, ASCAP), HL, H100 95: RBH 13 

POP LOCK & DROP IT (Huey Records Music, 
ASCAP iMdre Smith ASCAP elHiTz Muzik ASCAP 
H100 69 POP 68; ROH 33 

N 
) 

POPPI (Dirty Ore Music, ASCAP/Universal Music Co - 

ratlon. ASCP/Lil Vidal Music, ASCAP/Naked Under Myyo 

Clothes, ASCAP/Chrysalis Music, ASCAP), HL, 11100 53. 

RBH7 

PROMISE (Royally Rightings. ASCAP/Universal Music 
Corporation. ASCAP /Oss1 Songs BMVSongs Of Univer- 
sal, BMVEIvis Lee Music BMVEMI Blackwood. BMI), HL 
H100 55: POP 88. ROH 9 

QUE HICISTE (Blue Platinum Publishing, ASCAP /Julio 
Reyes Music, BMVSony/AN Discos, ASCAP). HL, LT 24 

DUE LLOREN (10 Publshing. BMI) LT 19 

READ MY MIND (The Killers. ASCPNniversal- EblyGram 
International, ASCAP), HL. H100 80. POP 73 

REALLY WANNA KNW YOU (J. Brasco ASCAP/Mr 
Manatti, BMVDesert Storm, BMWuro, BMVEMI Black- 
wood, BMVEMI April, ASCAP/Street Tuff, ASCAP/No 
Question Entertainment, ASCAP), HL. RBH 88 

THE RIVER EMI Blackwood. BMVfde Madden Brothers 
Publishing,CM)), HL. POP 83 

ROCK STUR (Preciate That Music, BMVCereal And Milk 
Publishing. ASCAP/Peaches Children Publishing. ASCAP) 
RBH 70 

ROCK YO HIPS (J Werks Publishing. ASCAP/Royal Throne 
Publishing, ASCAP/Dime Piece Collection, ASCAP/KC 
Masterpiece Publishing, ASCAP/Right Note Entertain- 
ment, ASCP /Joc Migraine Music, ASCAP) 010063. 
POP 75: RBH 18 

RUNAWAY LOVE (Ludacris Music Publishingg 

ASCP/Uniaersal Music Corporation. ASCAP/2590 
Music Publishing. ASCAP/Kerlokey Music, ASCAP/Slick 
Rick, BMVEnteraining, BMVSongs Of Universal, BM)), 
HL. H100 1 1: POP 12: RBH 15 

1111111111111111111111110 
SAY R RIGHT )Nelsar Publishing. ASCAPNIrginia Beach, 

ASCP/WVB Music, ASCP/DanIl Handa Muzik, 
SESAC/EMI April ASCAP). HL/WS,M, H100 10; POP 8 

SAY OK (Maratone AB STINVKobalt Music, ASCAP/EMI 
Blackwood, BMVOh Suki Music. BMI), HL, POP 96 

SAY YES (Cal IV, ASCAP/Dimensional Music Of 1091. 
ASCAP/Drivers Ed. ASCAP/Rck Them Taters, 

BMVSony /AN Cross Keys. ASCAP/Stage Three Music, 
BMVCherry Lane, ASCAP), CLM/HL CS 

THE SECOND COMING (Nol Listed)) POP 86 
SETTLIN' (Jennifer Nettles. ASCAP/Dirk 4, BMVSongs Of 

Bud Dog. ASCAP /Chamatand, ASAP /Music Of 

Windswept, ASCAP), HL, CS 9; H100 70 
SE/MACK (Zomba Enterprises. ASCP/Tennnan Tunes 

ASCAP/WB Music, ASCAP/Virginia Beach ASCAP/WBM 
Music, SESAC/Danla Hantlz Mrnik, SESAC), WBM, H100 
47 

SHE AINT RIGHT (Major Bob, ASCAP /Sweet Summer. 
ASCAP /Circle C, ASCAP/Full Circle, ASCAP/Warner- 
Tamerlane Publishing, BML4exi's Palm Tree Music. BMq, 
WBM, CS 54 

SHE'S EVERYTHING (Ann Wilson BMIMillbilly Willy, 
BMNCG, BMVEMI April, ASCAP/New Sea Gayle, 
ASCAP HL. POP 82 

SHE'S LIKE THE WIND (Plainview Diner, BMVVery Tony 

Music, BMI H1 W 50; POP 30; RBH 85 
SHORTIE LIKE MINE (Shaniah Cymone Music, 

ASCAP/EMI April. ASCAPBabyboys Little Publishing 
Company, SESAC/Noontime South, SESAC/WBM Music. 
SESAC/Naked Under My Clothes. ASCAP/Chrysalis 
Music. ASCAP/Ihown' Tantrums, ASCAP /Air Control 
Music. ASCP ), HLÁWBM, POP 48 

SHORTY SHOt )Univision. ASCAP) LT 15 
SIDELINE HO (First Avenue Music PRS/BMG Songs, 

ASCAP/Demis Hot Songs. ASCAP/EMI April, 
ASCAP/Antonio Dorons Musik, ASCAP /Mtonyy Nance 

ASCAP/living, BMVStange Mó el Music, ASCAP /Almo 
Music, ASCAP/Tank 1176 Music. ASCAP/Black Fountain 
Publishing, ASCAP , HLNJBM, RBH 47 

SIENTE EL BOOM Bambino Music Publishing, 
ASCAP/Sony /AN iscos, ASCAP/Leon Blanco. 
BMVeaby Records Publishingg, ASCAP) LT 28 

SI NOS QUEDARA POCO TEMPO (Unique Hits Too. 

ASCAP/Sony/AN Discos. ASCAP/Famos, ASCAP) LT 

20 
SI TU NO ESTAS (BMG Songs. ASCAP) LT 30 
SMACK THAT (Shroom Shady Music, BMVSongs 01 Uni- 

versal, BMVByeall Music, ASCAP/Famous, ASCAP/Slick 
Jesus BMVResto World Music ASCAP), HL H100 33: 
POP 28 

SMILE (JRPSL, BMVJamrec, BMVUniversal -Songs Of 

PolyGram International, BMVUniversal- PolyGram Intema- 

lional, ASCAP), HL H100 88: POP 67 
SNOW ((HEY )) (Moebetohlame, BMI) H100 38, POP 

46 
SOLA (Universal- Musica Uni ca BMI/Rompediscoteca. 

BMVWise W Puslbihin9, ASCAP) LT 2 

SPOKEN LIKE A MAN (Careers -BMG Music Publishing, 
BMVAsierha, BMVSagrabeaux Songs. BMVSony /AN 
Cross Keys, ASCP ighry Underdog, ASCAP), HL. CS 

47 
STAND (Music 01 Combustion, BMVSongs Of Windswept 

Pacific, BMVDanny Orton Songs. ASAP/Universal Music 
Corporation ASCAP), HL. CS 8, H100 72 

STARITN Wh-H ME (Canera -BMG Music Publishing, 
BMVShiIake Maki, BMVSongs Of Windswept Pacific, 

BMV CS 2Of 
Thnch, BMVFOx Ridge Music, B). MI5 

STOLEN (Hey, Did She Ask About Me? Music. ASCAP) 
PUP 65 

STRUGGLE NO MORE (THE MAIN EVENT) (Writing 
Life, ASCAP/Plain Truth, ASCAP/Big Harlem Music. 
BMVJseI Weathers Music, BMVOshuNiyah Music, 
ASCAP/Universal Lingo. ASCAP) RBH 74 

STUPID BOY (Song Planet, BMVSongs 01 Universal. 
BMVThat Little House, ASCAP/Words & Music. 
ASCAP Cal M ASCAP Brain. ASCAP). HL/WBM. CS / /Berg ) LJWB 

4; H100 49; POP 62 
THE SWEET ESCAPE (Harajuku Lover Music, 

ASCPByeall Music, ASCAP/Famous, ASCP/Ftaoo 
Music. ASCAP) H100 4: POP 3 

TAKE IT ALL OUT ON ME (Hope -N-Cal, MVWamer- 
Tamerlane Publishing, BME1.00S Palm Tree Music. BMI), 
WBM, CS 52 

TAKE ME AS I AM (Nam Tim Productions, ASCPÆzeke 
International Music, BMVHitco Music. BMVSongs 01 

Windswept Pacific, BMVUniversal Music Corporation. 
ASCAP/Bootleggers Stop, ASCAP/Keriokey Music, 
ASCAP/Tabulous Music, ASCAPMitco South, 
ASAP /Songs Of Universal, BMq. HL. RBH 23 

TAL VEZ (Ser -Ca, BMI) LT 29 
TEARDROPS ON MY GUITAR Sony /AN Timber. 

SESAC/Hillsboro Valley SESAC/Sony /AN Tree. BMVIay- 
lor Swift Music, BMI), HL, CS 33. H100 93: POP 87 

TELL ME (Justin Combs Publishing, ASCAP/EMI April, 
ASCAP /2 Daughters MuuYsic, SESAC/Christian Combs 

Publishing BMI /Jante Combs Pblishing. BMVEMI 
Nicole 

Blackwood, BMVSIai Jones Music, BMVSongs Of Uni- 
versal, BM/DTs Pub, BMWJamer Chappell, BM/Christo- 
pher Ganettis Publishingg, ASCAP/Sony/ATV Songs, 
BMI.N 0 a, ASCAP/F O.B , ASCAP), HUWBM, POP 34 

TELL ME 'BOUT IT (BMG Songs. ASCAPNgmoe Music. 
ASCAP/Universal Music Corporation, ASCAP /Jake Md 
The Phalman Music, ASCAP/Songs Of Windswept Pacif- 
ic, BM), HUWBM. POP 90 

TE LO AGRADEZCO PERO NO (Gazul, ASCAP/WO 
Music, ASCAP) LT t 

TENNESSEE ((Barefnl And Starry Eyed Music, 
BMVSony /AN Tree BM)), HL, CS 49 

THAT KIND OF RAT' (Were Going To Maui, BMVHits And 
Smashes Music, ASCAP/2820 Music, BMVZomba Enter - 

prises, ASCAP/Good Country Momin'. ASCAP/Green City, 
SESAC /Green Wild sa SESACBPJ, BMI). WBM, CS 
40 

THESE ARE MY PEOPLE ;Universal Music Corporation. 

Data for week of MARCH 24, 2007 

ASCAF'M. oncrs!ield, ASCAP /Cal M. ASCAPBergBrain. 
P n7 

THIS AINE A SCENE ITS AN ARMS RACE (Chicago X 

;'AN Songs. BMq, HL H100 6; POP 

9 

THIS IS WHY l'M HOT (Shawn Mims, BMVIhe Blackout 
Legacy ALL,'.. 

".luzikil 
Sate 01 Mindz. 

ASCAP /Schmiold's, ASCAP/BMG-Careers, BMVBMG 
Songs ASCAP/Heavy On The Grind Entertgament Publish- 
ing, BMVLiI Jizzel Music Publishing. BMVSongs Of TVi 
BMI/Li) Jon 00017 Music, BMVWamer Chappell. 
PRS/1(eak Da Sneak Publishing Designee BMVCurwin 
Me u 

."11 PM) WBM. H1002: POP 5. RBH 2 
THROW SOME D'S .. Music, ASCAP/Songs Of Uni- 

.Iiiishing, BMVHitco Music, 
41 lUcific, BMI), HL, H100 27; 

TICKS MI April, ASCAP/New Sea Gayle, ASCAP/Didn't 
(.4 'sic ASCP/Chamaland ASCAP/Songs Of 

O 

- A" 3 Ring Music ASCAP/Music Al 

"1 HL CS 3 

TIM MCGRAW 1my/ ATV Timber. SESAC/NillsboroVal- 
. ATV Tree. BMVTaylor Swift Music, BMq, 

TODO SE DERRUMBO (BMG Songs. ASCAP/SCE. 
ASLAi LI2i: 

TONIGHT (TONIGHT IS THE NIGHT) (EMI Longitude, 
BMVEMI Full Keel Music, ASCAP)), HL RBH 94Y 

Y TOP 
usiRAc. ASCAP /Wamé Tamerlan e Publishing, 0Mll) H100 

48, POP 51; RBH 25 
TOUGH (Steel Wheels. BMVCurb Songs. ASCAP) CS 50 
TU AMOK NO ES GARANTIA (Arvor A La Mexican) LT 

39 
TU It£CUERDO (Terra Music. ASCAP) LT 3 
TURN YA OUT (Lil Jizzel Music Publishing, BMVCookies 

And Milk, ASCAP/Naked Ureter My Clothes, 
ASCAP/Chrysalis Music. ASCP/C'Amore Music. 
BMVBth Gr- Swizole, BMVEMI Blackwood, BMVMe kid 
Mar Music ASCAPSwizole Music, BMI). Hl RBH 96 

TUS PALABRAS :r 
'.,n 

-3A 

LIN IDIOTA COMO YO 

UNTIL YOU COME BACK TO ME n., 'au 
' 1lSture Agate. Musc AMI /JcLele Muck, 

?SCAPBack Bull Music, ASCAP) RBH 78 
UPGRADE U (B-Day. ASACP usic World, ASCAP 

Flames Music, BMI/Janice Combs Publishing BMVNEMI 

Blackwood, BMVIeam S Dot Publishing. BMVHitco 
Music. BMVSongs 01 Windswept Pacific. BMVSolange 
MWPASCP/purgela Oe nice, ASCAP/EMI Longitude, 
BMVEMI April, ASCAP /(árter Boys Publishing, ASCA). 
HL, H100 98- RBH 30 

U SHOULDA SEEN HER ON MYSPACE (Imagination 
Sound ASCAP) RBH 99 

U + UR HAND (EMI Blackwood. BMVP!nk Inside Publish- 
ing. MVMaatone AB, STIM/Kobalt Music, ASCAP/lasz 
Money Publishing, ASCAP), HL H100 36: POP 23 

WAIT A MINUTE 1V I (Virginia Beach. ASCP 7 Music 
ASCPKnokey Music. ASCAP/Universal Music Corpo- 
ration. ASCAP). HUWBM H100100; POP 70 

WAKING ON THE WORLD TO CHANGE (S /AN 
Tunes, ASCAP/Specific Harm, ASCAP), HL. H 26 

WALK AWAY (REMEMBER ME) (Super Sayin Publish - 
ingg. BMVZomba Songs. BMSony /AN Tunes, 
ASCAP/EMI ASm BMVSongs Of 

Uniersal BMVShanghai Publishing, ASC P/hoTt 
Music ASCAP). HUWBM, POP 17 

WALK IT OUT (lop Quality, BMI) H100 19. POP 36, RBH 

19 

WASTED (Songs From The Engine Room, BMVSongs Of 

Universal, BMWVama- Tamerlane Publishing, BMVRay- 
lene Music ASCAP/BPJ Administration, ASCAP), 
HINBM. CS 6; H100 45: POP 57 

WATCHING YOU (Mike Curb Music, BMMultisongs 
BMG, SESAC/Songs From The White House, 
SESAC/Bridge Building BMVDino's Sang Shop. BMI), 
WBM CS 5; H100 60; POP 81 

THE NAY I UVE (Extreme Entertainment New Orleans 
Publishing Compa/Bill Productions. ASAP) H100 29. 
POP 32 

WE FLY HIGH (Sally RA Ester Publishing. BMVZukran 
Music, BMVSongs Of Universal, BMI). HL. H100 25; POP 

33 RVH 48 
WELCOME TO THE BLACK PARADE (Blow The Doors 

h r -'.' ic, BMI)) H10044: POP 39 

WE RIDE ((I SEE THE FUTURE)1(MaryJ Blige 
ASLAF. Unraüral Musc Corpora ion. ASCAP/WBM 
Music SESAC /Songs In The Key Of B Flat, SESAC/Noon- 
time Snot. SESAC The 0 n's List. SESAC/December 
r ^,.,ml Under My Clothes. 

;1UW13M, RBH 42 
WE TAKING OVER 1 

WHAT GOES AROUND COMES AROUND ^man 

C unys, ASCAP /Crown Club 
I ', T''H1008:POP4 

WHAT I DID LAST NIGHT ,EMI Blackwood, BMMusic 
Al S a e three. BMVBobbys Song And Salvage, 
BMVS e Three Music, BM), HL, CS 48 

WHAT ARE (Shaniah Cymone Music ASCAPÆMI 
April, ASCAP/Slack A.D.. ASCAP/BMG Son s, 

ASCAP/Naked Under My Clothes, ASCAP is 
Music, ASCAP), HUWBM. ROH 80 

WHEN I SEE U (Brealdhrough Creations, ASCAP/EMI 
April, ASCP/S M V, ASCAP/Sony/AN Tunes. 

ASCAP/Break North, SOCAPSony/AN Music Publishing 
Canada, SOCA (/Wayyne Writers. ASCAP /J. Sewell Pub - 

lishing, ASCAP/Golden The Super Kid Music, ASCAP). 
HL RBH 41 

WHERE DA CASH AT (Money Mack, BMVYoung Money 
Publishing, BMVWamer Chappell. BMVRem nisce Music, 
ASCAP/Reach Global, ASCAP/Gac -N -Field Entertain- 
ment BMMollings, ASCAP/Notting Date Songs. 
ASCAP), WEM. RBH 92 

WHITE & NERDY (Chamillit Camp Music. ASCAP/Uni- 
versa) Music Corporation, ASCAP/Play For Play- N- Skillz, 
ASCAP/EMI April. ASCAP/LeaBaace Music, 
ASCP /Skillz For Skiltz And Play Musik. ASAP), HL, 
POP 74 

WIND IT UP (Haráloloi Lover Music, ASCAP/The Waters Of 

Nazareth, BMVEMI Blackwood. BMVWillianuon Music, 
ASCAP( HL POP 78 

WIPE ME DOWN (Not Listed) RBH 62 
WITH WOE (K'SIUB, BMVMHouse, BMVHilary Duft 

Music, ASCAP/VNM Publishing, ASCAP/Kobalt Music, 
ASCAP/Divine Minds Music Publishing. BMVAMP Group 
Publishing, BM)) POP 94 

A WOMAUS LOVE (WB Music, ASCAP/Yee Haw, 

ASCAP), WBM, CS 17 

WOUL GET FAR (BabyGame. BMVRco Pride Pub- 
lishing. BMVGimme Back My Publishing, ASCAP/EMI 
Blackwood. BMVJobele Music, ASCP), HL. H10068: 
POP 85: RBH 31 

WRAPPED (TUtawhirl BMVBruce Robison, BMVCamival 
Music Sop, SESAC) CS 42 

YEAR 3000 (EMI. PRS/Almo Music, ASCAP/EMI Back - 

wood BMq, HL, H100 54, POP 45 
YOU (German Dog Music, ASCAP/M Music 

ASCAP /Osai Songs, BVSoundaon Tunes, 
Music, 

Money Publishing, BMVWamer- Tamerlane Publishing, 
BMVHeformation Publishing. PRS), WBM, H100 16, POP 

27; RBH 3 
YOU'LL ALWAYS BE MY BABY (Careers-BMG Music 

Publishinngg, BMVGinaerdog Songs. BMVSony /AN Tree. 

MVGoIdWalch, BMVEMI Blackwood. BMVRano Wire 
Msic, MI ),HL. CS ! 3 

Y SI VOURMA A RACER ( Cultura Urbana Publishing, 
ASCAP) LT 48 

CHARTS LEGEND on Page 76 
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T- SHIRTS 

i 

Billb.arel 

CONNECT WITH THE MUSIC INDUSTRY'S MOST IMPORTANT DECISION MAKERS 

M R ICE !PLACE 
For ad placement write to classifieds a billboard.com or call 800 -223 -7524 

7 

in Some D# 

illg 

SpeCializicg 

Í pÍScOedt 

Pricifi9 

MONTAGE FASHION 
Worldwide Distributors of Licensed: 

ROCK & NOVELTY T- SHIRTS, 
STICKERS, PATCHES, FLAGS & MORE! 

Check out our website catalog: 

www.backstage- fashion.corn 
or call for a free price lisejlyer (dealers only): 

800 -644 -ROCK 
(outside the U.S. - 520- 443 -0100) 

PROFESSIONAL 
SERVICES 

1,000 CDs 

Cal today for 
your free catalog! 

1- 800 -46B -9353 
wym.discmakeis.com/bb 

NASHVILLE'S NEWLIGHT SOUND 
Singer Songwriters: professional multi -track 

digitW CD demos including Lead, Rhythm, Bass, 

Drums, Vocals. 5100.00 per song - 

615- 947 -7363 or -800- 252 -2182 

NOTICES/ 
ANNOUNCEMENTS 

INDEPENDENT'S 
W W W.PUFFMAGIC.COM 

require radio airplay, will your station give us the 
opportunity to be heard? 

CALL US TODAY 

AND ASK ABOUT 

THE BILLBOARD 

CLASS FIEDS 

INTRODUCTORY OFFER 

FOR NEW ADVERTISERS! 

1- 800 -223 -7524 or 

classifieds@billboard.com 

WANTED TO BUY 

I WANT TO BUY YOUR 
MUSIC COLLECTION 

Looking for vinyl (esp. promo's and test 
pressings) Posters, (promo's and 

concert) press kits, tour programs. 
Awards, toys, etc. 

email: shelsgr8stuff @rogers.com 

MUSIC 
MERCHANDISE 

BUY DIRECT AND SAVE! 
While other people are raising their prices, we 
are slashing ours. Major label CD's, cassettes 
and LP's as low as 501. Your choice from the 
most extensive Listings available. 

For free catalog cal (609) 890 -6000. 
Fax (609) 890 -0247 or write 

Scorpio Music, Inc. 
P.O.BOx A Trenton, N.J. 08691 -0020 

email: sco n emusaaol.com 

LEGAL SERVICES 

,1TIEIIS hIlTS!! 
Call attorney 

Jeffery Leving 
312 -356 -DADS or visit 

www.dadsrights.com 

DUPLICATION/ 
REPLICATION 

COS RCS SHAPED DISCS SPECIAl1Y PACKAGING CASSEIIES 

NEED CDs? THE CHOICE IS 

CRYSTAL I LEARR 
DISC 111 !APE 

!í13!:f JJ/ Jll:t !l :fit31/ 3735L1 .7! 
1000 CDs 5999 
1000 PROMO CD PACK ri 

1000 IIVDs S t4 

TRUSTED EXPERIENCE 
FOR OVER 35 YEARS! 

WWW.CRYSTRLCIERRC0iC8N 1-800-880-0013 

REAL ESTATE 

Contact: Kim Harris of Coldwell Banl<tr 

ÁNK © 
Your Realtor for Southern California 
Offering Professional and Discreet 

Real Estate Service to 
Entertainment Industry Professionals 

Ph: 661 -948 -8424 x160 -Cell 818470 -1644 

Fax: 661- 942 -5971 

email: Spclgirl ®aol.com 

New York City 

DOWNTOWN COMES 
UPTOWN 

Spectacular brand new loft-like 
2BR /2BA corner duplex located on 

East 53rd St. Full service luxury 
condo with 20 ft. ceilings, double 
height wall of windows and top of 

the line kitchen. A must see! Visit 

ellliman.com web# 838000. 
$2,095,000 

Lawrence Rich 917 -921 -9873 
PRUDENTIAL 

DOUGLAS ELLIMAN 

HAVE A POSITION TO FILL? 

WANT TO REACH HIGHLY 

QUALIFIED PEOPLE FAST? 

LOOK NO FURTHER 

CALL 

BILLBOARD 

CLASSIFIEDS 

1800- 223 -7524 

OR CALL 

ARKADY FRIDMAN 

646- 654 -4636 

JEFF SERRETTE 

646- 654 -4697 

OR EMAIL US AT 

classifieds @billboard.com 

REAL ESTATE 

North Ranch Country Club Estates 
Westlake Village Southern California 

Are you looking for something special near Los Angeles? 

We have a spectacular Remodeled tucked away in the prestigious. secure and private gate - 
guarded community of Country Club Estates. 

5 bedrooms 51/2 baths 8100 Square Feet Secluded Estate 

3+ acres State of the art home theater 
Pool and Spa Gourmet Kitchen 
4 car garage Elevator 
Panoramic Mountain and Valley Views And much more 

84,488,000 

There are many beautiful homes in the North 

Ranch Westlake Village area anywhere from 

$3,000,000 to $20,000,000 + ++ range that 

Bernard would be delighted to show you. 

Contact: Bernard Goodman /Integrity Realty 
805- 778 -9251 Integrityrealtypadelphia.net www.integrityreal .or 

Who all care has been taken to be accurate, the information above is not guaranteed. Not ail of the homes 

advertised are listed with Integrity Realty. 

LISTENING STATIONS 

Looking for a durable headphone... 
Features: Professional sound quality and bass respons 

Steel armoured cable (rubber- coated) 
Reinforced covered steel headband 
Replaceable ear -pads 
Virtually unbreakable 

visit us " w w w d b 

3 -5 -10 
Disc CD 

Listening Statio 

5-DIsc 
DVD 

Sampling Station 

dbi international 
(807) 468 -8494 
Email us at: info @dbiint.com 

Worldw,de Distributor of 

ilNakamichi 
CD /DVD Sampling Stations db Pro7115 featured 

16.0.0FRE 
(Advice) 

By running it consistently - consecutive weeks -tor impact!! 

Farely does a prospective customer reply to an ad the very irst tine it appears. 
en tint customer is ready to buy. Remember, the very week he or she is ready 

/our advert sement should be in POSITION. 
Stay ALIWE and SATISFIED with an ACTIVE CLASSIFIED!! 

TOLL FREE 
800 -233 -7524 or 646 -654 -4697 

BILLBOARD CLASSIFIED COVERS EVERYTHING 

- DJPLICATION 
R-EPLICATION - 

- VINYL PRESSING - 

CD ROM SERVICES- 
- DM SERVICES 

FOR SALE - 

- FF OMOTION & 
MARKEEING SERV CES - 

- MUSIC DISTRIBUTJRS - 

- AUCTIONS - 

- ECOROING STUCIOS - 

- REAL ESTATE - 
- NVES -ORS WAN -ED - 

STORIES FOR SATE - 

- E OUIPNENT FOR SALE - 

- STORE SUPPLIES - 

-FIXTURES - 

- CO ST 4AGE CABI JETS - 

- DISPLAY UNITS - 

- PUBLICITY PHOTOS - 

- INTERNET/WEBS RE 
SERVICES - 

- BUSINESS SERVIES - 

- MUSIC INSTRUCTION - 

- BUSINESS 
OPPORTUNITIES - 

- COMPUTER /SOFTWARE - 

- MUSIC MERCHANDISE - 

- T- SHIRTS - 

- EMPLOYMENT 
SERVICES - 

- PROFESSIONAL SERVICES - 

- DJ SERVICES - 

- FINANCIAL SERVICES - 

- LEGAL SERVICES - 

- LEGAL NOTICE - 

- ROYALTY AUDITING - 

- TAX PREPARATION - 

- BANKRUPTCY SALE - 

- COLLECTABLE - 

- PUBLICATIONS - 

- TALENT - 

- SONGWRITERS - 

- SONGS FOR SALE - 

- DEALERS WANTED - 

- RETAILERS WANTED - 

- WANTED TO BUY - 

- CON BERT INFO - 

- VENUES - 

IIOTICES/ 
ANNOUNCEMENTS - 

- VIDEO - 

- MUSIC VIDEO - 

- 'OSITION WANTED - 

- L STENNG STATIONS - 

- FOR LEASE - 

- OICTRIBUTION NEEDED - 

- ED JCATICN OPPORTUNITY - 

- HEL' WANTED - 

- MASTERING - 

- AUDIO SUPPLIES - 

- ROYALTY PAYMENT - 

- PRINTING - 

- MUSIC PRODUCTION - 
- METAMUSIC - 

- STAGE HYPNOTIST - 

-CC FAIRS & FESTIVALS - 

-MUSI WEBSITES - 

NEW PRODUC -S- 
DOM4IN NAMES - 
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BAC 1(13 EAT EDITED TINA TUNZI 

BILLBOARD UNDERGROUND 
Billboard lnderground returned to the Cutting Room in New York with R &B/ 
funk senta -ion Russ DeLuca. PHOTOS: COURTESY OF RICK GILBERT/sKYHOOK 

ENTERTAIN .F NT 

RIGHT: =uss DeLuca treats the industry crowd to his blend of rock, pop 
and soul. 

ABOVE Russ DeLuca and his band. From left are Brendan Fadatt, Billboard 
associate mart production manager Alex Vitoulis, Greg Mayo, DeLuca, Jared 
Apuzzo and Andy Kuusisto. 

platinum and gold awards for her Mosley/Geffen album "Loose and 
hit song All Good Things (Come to an Endr Bot, releases havetopped 

the Swiss charts, while the single has been No 1 for 10 weeks. Also pictured 
backstage at the Eishalle Deutweg in Winterthur are, from left, promotion manager 

Alex Chris, product manager Francisca Brechblftlerand new -media manager 
Kathrin Zemp. PHOTO COURTESY OF GARY VDN AHE 

Universal Music Swit 
managing director Ivo Sacchi, right leads his 

team in presenting Nelly Furtado, sente- witl double- 

E 

RCA/19 Recordings artist Chris Daughtry celebrates his RIAA- certified platinum album " Daughtry," which has sold more than 1.6 million units and sits at No. 3 on The Billboard 200. 
Daughtry is on a SRO tour in the United States that will keep him busy throughout summer and into fall. From left are Daughtry's manager Stirling Mcllwaine, RCA Music Group executive 
VP of promotion Richard Palmese, 19 Entertainment CEO Simon Fuller, BMG U.S. chairman /CEO Clive Davis, Daughtry, BMG U.S. president /COO Charles Goldstuck, RCA Records 
executive VP /GM Richard Sanders and RCA executive VD of A &R Ashley Newton. PHOTO COURTESY OF LARRY BUSACCA /WIREIMACE.COM 

Jamie Foxx 
right, a-d 
nightlife impresario 
Marc Bernes 
celebrale Foxx's 
Uncrecctable tour sto 
Feb.18 n Las Vegas at 
Be veda'e \vodka's BeIs s 
Basn.P -OTO COURTESY O- 

: CF ARLES DALLAS /GETTY 
IMA îEs 

John Legend, -ght, has been buse in the studio working v.ith Aaron 
Zigman on the end -tile song for ti-e upcoming L onsgatefilm 
"Pride" directe.: by South Africa's Sunu Gonera, left. PHOTO COURTESY 

OF KEN FANCHER 

Critically 
acclaimed pop / electro 

artist Darren Hayes, center, n West ill 
London's Eden Studio mixing Ys 26 -track 

album "This Delicate Thing We've Made," due in 
August. Pictured w -h I -yes are mker Ash Howes, 

left, and co- producer Justin Shave. P.-Oro: COURTESY OF 

CANERCII McSEE /BIG MAO- NE 

Local officiai,:, and industry reps gathered Feb.16 in front of the Staples Center 
in Los Angeles to release a new report conducted by the Los Angeles Economic 
Development Corp. identifying losses in local revenue, jobs, wages and taxes 
due to piraoj, and to announce the formation of an intergovernmental Task 
Force on Piracy and Counterfeit Goods. From left are RIAA GM of West Coast 
operations Joel Flatow, Univision artists Francisco Gomez and Sergio Gomez of 
Akwid, Uni'a .ion Music Group president José Behar, city council member 
Wendy Greuel, Central City Assn. chairman Chris Essel, Los Angeles Mayor 
Antonio Villaraigosa, city attorney Rocky Delgadillo and city council member 
Jan Perry. 
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became- he rst 
gold- certified artist fcr 

Big Machine Records and 
producer Nathan 

Chapman. Pictured, from 
left, are Big Machine 

president/CEO Scott 
Bordietta, Swift, Chapman and 

BMI VP of writer public 
rela = ions Jody Williams. PHOTO 

COURTESY OF STEVE LOWRI 

3lue Note CEO 3ruce 
Luadvall receives a plaque 
recognizing his outanding 

cont-butons to mue: business 
education after speaking s Berklee College 
of Music's 4th annual Zaf is Distinguished 

Lecture for Musc Business/Management, the 
school's most popular major. 
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" I he place for in -cJeFih analysis of hie issues i:hai affect the £bdin 
-Gabriel Abaroa, President. LARAS 

HOLTEST WEEK 
TIN MUSI DOT t4ISS 

IT ION 
ARTIST CON P 

BILLBOARD 
BASH 

NETWORKING 
PARTIES 

ARTIST 
SI'OWCASES 

LIVE 
LATIN MUSIC 

AWARDS 
N 

AFTER 
PARTY 

SUPERSTAR Q&A 
WITH 

JUAN ES 

PROGRAM HIGHLIGHTS 
SURFING FOR PROFIT - INTERNET MARKETING 

DIAL M for MUSIC - MOBILE MARKETING 

BREAKING THE DIGITAL FRONTIER 
RADIO OPPORTUNITIES FOR NEW ARTISTS 

MUSICAL PREFERENCES & BUYING HABITS OF LATIN TEENS 

F F YTHM & REGGAETON: THE GROWING URBAN SOUND OF LAT N MUSIC 
BIG SCREEN, LITTLE SCREEN: FILM, ADS AND TELEVISION 

AD CAMPAIGNS FOR HISPANIC CONSUMERS 
GIVE ME THE COVER!: HOW TO GET GREAT PUBLICITY 

THE ART OF THE TOUR 

ENDORSEMENTS & PARTNERSHIPS WITH HISPANIC CELEBRITIES 

DIFFERENTIATING HISPANIC CONSUMERS FROM THE GENERAL MARKET 
HtSF'ANIC CONSUMERS IN THE MULTICULTURAL MARKETING EQUAT ON 

ALL -STAR PANELISTS INCLUDE: 
Federico Baptista, Product Manager, Latin Music, The Orchard 

Demian Bellumio, President, Hoodiny Entertainment /elhood.com 
Fifi Castany, Ed tor in Chief, Ocean Drive en Español 

Larry Gold, Owner /Creative Director, S.O.B's 
Travis Katz, VP International Strategy, mysapce 

Walter Kolm, SVP Marketing /A &R, Universal Music Latino 
DJ Nelscn, Artist, Universal Music Latino 

Marcus Owenby, Director of Hispanic Operations, Cingular Wireless 
Diego Prusky, Principal, In- Style! Software 

Celeste Rodas Juarez, President, ALPE 
Margaret Gue-ra Rogers, VP Music Affairs /Independent Music Supervisor, Telemunco Music Group 

Jesus Salas, Sr. PD, Latin Music Channels, XM Satellite Radio 
Seth A. Schachner, VP Digital Business, Latin America, Sony BMG 

Rafael Urbina, CEO, Batanga 
Val Valdez, Head of Latin Division, Avatar Records 
Chelina Vargas, Music Programmer, iTunes Latino 

APRIL 23 -26, 2007 INTERCONTINENTAL MIAMI 305.577.1000 

NOW IN ITS 13TH YEAR! The Billboarc Latin Music Conference & Awards is the biggest 
gathering of Lain music exe :s worldwide Join Billboard for the hottest parties, educational 
sessions, superstar interviews, live artist showcases, cocktail receptions, networking events 
and the Billboard Bash. The week culminates with the longest- running, most prestigious 
awards show honoring the best artists of The year across all genres of Latin Music - The 
Billboard Lati H Music Awards! Produced and broadcast by TELEMUNDO 

Register Today! 
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EDITED BY MICHAEL PAOLETTA 

R.E.M: S RICH PAGEANT 
R.E.M. was back to its quartet glory March 12 at the Rock and 
Roll Hall of Fame induction ceremony in New York with Bill 

Berry, retired from the band since 1997, playing drums for a 

three -song performance of "Begin the Begin," "Gardening at 
Night" and "Man on the Moon" with Pearl Jam's Eddie Vedder. 
Fans have clamored for Berry's return to the band in any capac- 
ity, but bassist Mike Mills tells Track it's probably not going to 

happen. "At this point, no," he said. "Bill's very happy and con- 
tent being retired. I'm really thrilled we could get him out of the 

house to do this stuff." 
Instead, Mills, vocalist Michael Stipe and guitarist Peter Buck are 

throwing themselves into work on a new R.E.M. studio album, which 
will be produced by Jacknife Lee (U2, Snow Patrol). "The way we normally 

work is, Peter and I are overproductive," Mills said. "We tend to write a lot 
of music. Michael requires a little more time to focus on it. Musically, I'd say 

we're pretty far along. Lyrically, we're probably just beginning." 
On the heels of 2004's "Around the Sun," which offered a dearth of rock songs, Mills says R.E.M. 

is "certainly aiming for a more live feel and maybe a little more uptempo" approach this time around. "The trouble with mak- 
ing records is that you can plan all you want. But what we find is that the records tend to take on a life of their own, so it could 
go in any direction." 

NOTHING BUT THE TRUTH 
Pete Townshend pulled no punches during his March 14 

keynote at the South by Southwest festival in Austin. When 
asked why he wound up reactivating the band after a 1982 

farewell tour, he said, "I got back with the Who subsequent to 
the 1989 reunion tour to help John Entwistle with his money 
problems. It helped him briefly. But I think he spent most of the 
profit on cocaine." Entwistle, of course, died of a heart attack 
brought on by cocaine abuse in 2002 on the eve of a new 
Who tour. 

LIFE IN MOTION 
Motion City Soundtrack is recording its third Epi ph album 
at Electric Lady Studios in New York. The group working 
on six songs with producer Ric Ocasek, after havi tracked 
nine others with Fountains of Wayné s Adam Schlesinger and 
ex -Girls Against Boys principal Eli Janney at Schlesinger's 
Stratosphere studio in the Big Apple. While in New York, the 
group took in a showing of "Point Break: Live," an off- Broad- 

way recreation of the infamously bad Keanu 
Reeves /Patrick Swayze flick from the early '90s. 
At said show, a member of the audience is 
picked at random to play Reeves' role ( "Johnny 
Utah "), but on this night, the band's A &R man 
rigged the process so frontman Justin Pierre was 

chosen, much to the snickering delight of 
his bandmates. Track hears Pierre did 
just fine; after all, how hard is it to re- 
cite lines like "I've been to every city 
in Mexico. I came across an unclaimed 
piece of meat in Baja, turned out to 
be Rosie. I guessed he picked a knife 
fight with somebody better ?" 

THAT'S RICH 
Rich Boy's "Throw Some D's" is No. 4 

on Hot R &B /Hip -Hop Songs and No. 

27 on The Billboard Hot 100, but the 
rapper tells Track he was no big fan 
of the tune when he first recorded it. 
"I never thought it'd actually even 
touch the chart," he says. "Since I 

didn't like the beat, which was pro- 
duced by a guy named Butta and 
co- produced by Polow Da Don, I 

just decided to put the first thing I 

ever wrote right on the track, 
which is where the hook comes 
from. It was a situation where 
they put the record out already, 

so I didn't think they were 
going to get the next one 

in anyway. They put it 
out and it grew on 
me, and now I love 
the song." RICH BOY 

ExecLitive 
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EDITED BY MITCHELL PETERS 

RECORD COMPANIES: BEC Recordings promotes Tyson 
Paoletti to GM. He was director of marketing at Tooth and 
Nail Records. 

Rhino Entertainment taps Cheryl Pawelski as VP of A &R. 

She was VP of catalog development at Concord Records. 
Hardly Art, a newly launched sublabel of Sub Pop, ap- 

points Sarah Moody to GM. She worked in the publicity 
department at Sub Pop. 

Sony BMG Nashville promotes Tom Banks to VP of fi- 
nance. He was senior director. 

Island Def Jam Music Group names Sam Dailey VP of 
sales. He was regional sales director. 

Machete Music, a Universal Music Group company, 
names Ximena Acosta director of national publicity. She 

was a freelance publicist. 

BALLARD'S PROPHECY 
Award -winning songwriter /producer Glen Ballard says he's 
seen the future, and the future is motion -capture animation a 

la director Bob Zemeckis' "Polar Express" (2004) and this year's 
fall release "Beowulf." Ballard is working closely with Zemeckis 
and composer Alan Silvestri on songs for the film including 
the end title. "Bob [Zemeckis] is always stretching the bound- 
aries of the visual medium," Ballard says. " 'Beowulf' takes mo- 
tion capture to the next level." The film stars Angelina Jolie, 
John Malkovich and Robin Wright Penn. Only Wright Penn 
tries her hand at a song. (Sorry, Jolie is not going to add singer 
to her résumé just yet.) One project is not enough for Ballard. 
He's just putting the final touches on Annie Lennox's highly 
anticipated new album, which will be released in the fourth 
quarter. "It's a very intense record," he says. "It's very personal 
to her. We spent a lot of time making sure the music was the 
way she wanted it." Also out this fall is a solo album from Tony 
Award -winning actress India Menzel of "Wicked" fame. Bal- 

lard co -wrote tracks and produced the album, which he says 
"goes way beyond Broadway." Ballard is particularly fascinated 
with the stage at the moment, and may just be working on a se- 

cret big project. "Recorded music has become a loss leader. It's 
terrifying," he says. "You can get music for free and, in a year, 

w 

movies will be too. Performers and the live experience may be w 

the future of the business. I'm certainly looking at Broadway z 

as a place to go." 
á 

BOYS ON THE SIDE 
After the 43 -date Honda Civic Tour wraps June 10 -11 in ó 

Chicago, Fall Out Boy's Pete Wentz tells Track the band plans 
to play some European festivals in the summer and then "go 
some places we've never been before, like Dubai and South 
Africa." The group also hopes to go to Uganda, where it works z 

with the awareness group Invisible Children. 

FRACTURED PASSION 
Jeff Danna and Mychael Danna are co- scoring "Fracture," which 
stars Anthony Hopkins and Ryan Goesling. Hopkins loves vis- 
iting them in the studio -he actually once considered his pas- 
sion for music stronger than his passion for acting. An á 
accomplished pianist, he scored his recent film "Slipstream." 

o 

o 

Universal Music Spain names Fabrice Benoit managing 
director. He held the same title at Universal Music Pub- 
lishing France. 

Robbins Entertainment names Anne Amann VP of legal 
and business affairs and Stephanie Karten manager of 
A &R /new media. Amann was director, and Karten was 
A &R /retail promotions coordinator. 

PUBLISHING: Cherry Lane Music Publishing in New York 
names Alison Voetsch manager of communications and 
new media. She was a corporate communications assis- 
tant at Universal Music Group. 

TOURING: International Creative Management names 
Dave Hart a senior agent in its concerts department. He 

was a senior VP at House of Blues Concerts. 
Roptus in Los Angeles names Richard Bull executive 

VP. He was VP of marketing /business development at 
EMI Televisa. 

RETAIL: Newbury Comics in Brighton, Mass., ups Carl Mello 
to director of media buying. He was senior buyer. 

RELATED FIELDS: The Christian Music Trade Assn. elects 
Don Noes as the new chairman of its board of directors. He 

also serves as senior VP of distribution at Provident - 
Integrity Distribution. 

ASCAP names Walter Jones membership representa- 
tive for rhythm and soul. He was a freelance consultant 
working with Monte!! Jordan. 

Send submissions to exec @billboard.com. 

G(X)I)W()RI(S 
THICKER THAN BLOOD 
The American Red Cross has unveiled its sixth annual National 
Celebrity Cabinet to promote awareness of the organization's 
services. Country superstars Tim McGraw, Rascal Flans and 
Brooks & Dunn will serve alongside film and TV notables such 
as Forest Whitaker, Jamie Lee Curtis and Zach Braff, as well 

as Dr. Phil McGraw, Heidi Klum and Tommy Hilfiger. 
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His voice lives on 

Brad Delp 1951 -2007 

From all his fans at Epic Records and Legacy Recordings 

"Epic. "0.'. "Legacy and LReg. U.S. Pat. &:Tm. Ott. Marca Ragistrada./ © 2007 SONS BMG MLSIC ENTERTAINMENT 
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THE JOURNEY BEGINS... 
March 2005: Celtic Woman. CD & END released. Both now Platinum! 

#1 - Billboard World Music Chart for 82 weeks straight! 

Octobcr 2006: A Christmas Celebration racase.:1.. Over 310,000 units sold and rising! 

January 2007 A New Journey CD & DVD releaszi. D shipped. Gold! DVD shipped Pia:imam! 

1 - Billboard Wcrld Music Chart 
#1 - 3illboard Top DV3 Music Video Chart 

Both PBS TV specials have each aired 1000- times on PBS stations around the country! 
Four North Arne7ican Tours! 450,000+ Tickets Sold! Critically Acclaimed N.A. Tour Runs Through June! 

World Tour C.ntinues in Sept. 2007 - UK, GenriLny,:i;.outh Aft-Ica, Japan, Australia, New Zealand! 

A GREAT JOURNEY SHARED... 
CeHc Woman Ltd., Manhattan Records/EMI, FBS, Madstone Productions, Anthill, 

William Morris Agency, Solo, 57th St., MCD, SMP, Shorefire & All our Friends? 
r'r,g; 4 ,vzss..-.-iii0irt,v,a; 
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