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building sustainable studios to labels creating
biodegradable shrink-wrap—that you can smo<e!—
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REGIONAL MEXICAN
This three-day summit—
the only event decicated
to the top-selling genre of
Latin music—features
Jenni Rivera, the Billboard
Q&A, live artist showcases
and educational sessions.
Visit 2 lIboardevents.com
for details
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This one-day conference
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issues with a host of 73
superstar producers.

k¥4 ERASURE Vince Clarke and Andy Bell reveal
glory of “Light at the End of the World”

HAWAII: FACES TO WATCH on th= eve of
this year’s Na Hoku Hanohano Awards, Billboard looks
at 10 acts makinc waves on the Islands

GOING TO THE SOURCE as the world’s

top producer of Latin music, Mexico remains a
creative wellspring despite struggles with music piracy.
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his third J album 6 Opinion
Mario tackles personal 73 Over The Courter

Market Watch
74 Charts

68 Global 2ulse 91 Marketolace

71 Reviews 93 ExecLt ve Turntable,
Backbeat, Inside Track

ON THE COVER: fllustration by 94 Backbeat, Inside Track

National Forest.

M & HOMETRONT

AGE LIMIT
Go to billboard.com/sixty
to watch Hiltary Crosley
sit down with Chris Brown
&t his Billboard cover
shoot. Brown expiains
what age means in
his dating life and
much more, i \
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BILL WERDE I
Deputy Editor
Billboard

Reduce. Reuse. RethinKk.

Billboard, Like The Rest Of The Biz, Takes Green Steps

A few weeks ago, I walked into the office of Billboard GM Andy

Bilbao prepared to fight.

Billboard was putting together a special green issue, poking
into every corner of the music biz—touring, retail, labels, artists,
you name it—to see who was reducing emissions or
waste or carbon footprints. Our goal was to see who
was doing their part to stave off climate crisis, and
then share what they were doing, so others might

embrace their innovations.

It was Ed Christman, a Billboard reporter for
17 years, who was first to bring a nagging ques-
tion to my attention: What is Billboard doing?
“I'm goin’ to people, and getting in their busi-
ness,” Ed said in his characteristic Queens accent,
“and it’s the first thing they throw back at me.”

So I poked around a bit, armed myself with every pric-
ing stat, every bit of cost/benefit analysis regarding recycled
paper I could muster, and marched into Andy’s office, my coun-
ters to his bottom-line arguments aligned neatly in my head.

And then a funny thing happened. Andy said yes. He said it
so easily, and with such rapidity, I almost asked him if he wanted

to hear my arguments anyway.

The point is, something is going on, when the purse-string

MoreThan Hype

The Music Biz Is Making A Difference, One Green Expert Says

BY DR. ALLEN HERSHKOWITZ

Five years ago, the Red Hot Chili Peppers
told their record company, Warner Music
Group, that they wanted to make sure that
the paper used in their CD packaging was
eco-friendly. So WMG executives reached
out to the Natural Resources Defense Coun-
cil, asking us to assess the paper the com-
pany was using for its CD inserts, DVD
packaging, sheet music and in its offices.

When you first hear from a company
that wants to go green it’s wise to look be-
yond the rhetoric. Is the company for real
oris thisjusta “greenwashing” PR move?
For the companies that the NRDC is work-
ing with—WMG, EM! and the Recording
Academy—it’s the real deal. We began our
work long before the most recent environ-
mental explosion that’s occurring in our
post-“An Inconvenient Truth” world.

In this case it quickly became clear that
the band and WMG execs were genuinely
and seriously concerned that virtually all
the paper used for CD inserts and DVD
packaging was wiping out endangered
forests, polluting rivers and emitting mil-
lions of pounds of global warming pollu-
tion. And they were justas serious about
putting things right.

WMG reached out to—and was soon
joined by—EMI and the Recording Acad-
emy. And these aren’t initiatives that
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they're just “exploring” or “considering.”
Their recycled-paper use is something you
can see today. While some industries are
just talking the talk and others only now
starting to get onboard, the music indus-
try has set the stage.

The industry still has big challenges.
More than 2 billion jewel cases manufac-
tured every year mean the music indus-
try is a major contributor to global
warming pollution. The plastic jewel case
is a petroleum-based product composed
of benzene and ethylene. In other words,
we're using oil we can’t spare and known
chemical carcinogens to create something
most people don’t even want. Thinkof'it
as being 100% global warming pollution,
hazardous air emissions, hazardous waste
and lost biodiversity. Factor in the virgin
timber-based paper inserts and you have
what might be the most environmentally
ignorant package ever devised.

Fortunately, the jewel case will soon
be history, thanks to artists and execu-
tives who have let it be known that they
worn’t stand for being implicated in de-

keepers loosen up without a tangible ROl—and it's not just
at Billboard. All across the music biz, good people are taking
amoment to look at their business and wonder where
they can improve their environmental scorecard.
After all, every little bit, multiplied across the
implications of a multibillion-dollar industry,
really helps.
For Billboard, we're starting by printing this
issue on 10% recycled paper. We're investigat-
ing—thanks to Andy and the hard work of many
others, especially our production director Terry
Sanders—going recycled evermore. And we’re in
discussions witha London-based company called the
CarbonNeutral to better understand our own carbon foot-
printand how to offset and, ultimately, reduce it.

Certainly, we can do more, and we’ll be pursuing those op-
tions on an ongoing basis. But it's a first step, and we all know
that's how all long, meaningful journeys begin. In this case, we
hope to take it with you. e

struction of the Earth—any more than
they tolerated racial and social injustice.
In fact, all sorts of plans are under way
to green the music industry—from
greening packaging to greening concerts
and tours, music is heeding the call to
Stop Global Warming.

There will always be work to be done
and the process is just that—a process that
needs to happen every day. The entire
musicindustry—artists, executives, road-
ies and fans—has played a part in creat-
ing pollution; Now there is an opportunity
for them to solve the problem. The music
business is not the first or only industry
to go green, but, as it’s done so many times
in the past, it is kick-starting the cultural
revolution like no one else can. e
Dr. Allen Hershkowitz is a senior scientist
at the Natural Resources Defeiise Council
and coordinates some of the world’s most
prominent institutional greening
initiatives, including the Academy Awards
telecast and the upcoming 50th-
anniversary Grammy Awards.

WR'TE US. Share your feedback with Billboard readers around the world.
Send correspondence to letters@billboard.com. Include name, title, address and
phone number for verification. Letters should be concise and may be edited. All
submissions published shall become the sole property of Billboard, which shail own
the copyright in whole or part, for publication.
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>>>MUSIC-
STATION
LAUNCHES

A full-song
downlioad music
subscription
service called
MusicStation has
launched in
Sweden, with plans
to expand
throughout Europe
and Asiain the
coming weeks. The
service, from the
United Kingdom’s
Omnifone, allows
subscribers to
download an
unlimited number
of tracks for a
monthly
subscription fee of
$4. The company
has music licensing
deals with all four
major labels and a
number of
independents.

>>>ANTI-
BOOTLEGGING
LAW UPHELD
An appeals court in
New York has
upheld the federal
anti-bootlegging
criminal statute,
which protects live
concert recordings.
The decision comes
more than two years
after a federal
District Court ruled
that the law was
unconstitutional.
The decision
effectively
reinstates a grand
jury indictment
against Midnight
Recordings
operator Jean
Martignon, who was
arrested in 2004 for
selling bootleg
recordings in his
store, through the
mail and over the
Internet.

>>>YAHOO
LINKS WITH
ITUNES

Yahoo and iTunes
have linked to
make the music
store the defaulit
purchasing option
for users of Yahoo
Japan. The deal
gives users one-
click access to the
music store via
links that are
prominently
displayed on Yahoo
Japan music-
related pages.
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Adding Up
iTunes Plus

Album Downloads Up, Track Downloads Fiat
With EMI’s DRM-Free Initiative

EMI is enjoying a modest boost in down-
loading volume in the wake of Apple’s
recent shift to iTunes Plus, a new fea-
ture that offers tracks without digital
rights management.

But whether the initiative isspurring
enough additional purchasing to be
called a success, or it's a big enough jump
in business to compel other major
labels to get into the act of ditch
ing DRM remains to be seen.

So far people are buying more
EMI albums, especially catalog
titles, since the introduction of
DRM-free music on May 30.
Sales are being driven by
demand for classic titles
from the likes of Pink
Floyd and Paul McCartney.

Butsales of EM! tracks
are largely unchanged to
date. And the albums |
business isn’'t showing
consistent growth.

EMTI’s overall digital
album sales are 92,000
thisissue, upalmost 25%
compared with 74,000 ‘
the week of May 27, the §
last week without
iTunes Plus. But digital
album sales are also
down almost 10% this week
compared with the intermedi
ate week of June 3, the week
iTunes Plus was introduced.

EMTI’s digital album sales gained 38% be-
tween the weeks of May 27 and June 3 to
102,000 downloads.

The June 3 week reflected the first
few days of iTunes Plus sales. This issue
marks the first complete week that
iTunes Plus sales are accounted for by
Nielsen SoundScan. (The SoundScan
tracking week runs Monday-Sun-

day of each week.) And while
iTunes is not the only digital
retailer reflected in Sound-
Scan’s figures, Apple sales ac-
count for the vast majority of
download purchases (Apple es-
timates roughly 70%).
As for EMI’s digital tracks
business, overall sales total
1.15 million downloads this
issue, compared with 1.11 mil-
lion downloads the week end-
ing May 27, according to

iTunes Plus has boosted

digital sales of catalog titles

from PAUL McCARTNEY
(above) and PINK FLOYD
(below) and the current
release from CORINNE

| BAILEY RAE (left).

¥
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DOWN UNDERSCORE

BEETLE JUICE

SoundScan. (The company posted track
volume of 1.18 million downloads the
week of June 3.)

One reason digital albuin sales may be
faring better than the ala carte business:
cost. DRM-free tracks cost $1.29, com-
pared with 99 cents for a standard file. By
contrast, album downloads are being of-
fered DRM-free at no additional charge.

Also across-the-board adoption of
DRM-free tracks from EMI may be in-
fluenced by the way iTunes is offering
the feature. Apple requires customers
to change the settings in iTunes to offer
the premium downloads rather than the
usual rights-protected songs. If users
do not select this option they will con-
tinue to receive DRM-wrapped content.

Regardless, for some EMI acts, the
DRM-free initiative seems to be work-
ing—at least on the album side. Though,
their sales are following the trend of a
big jump in the week iTunes Plus was
introduced and losing some ground
this issue.

B Pink Floyd's “Dark Side of the Moon”
surged 350% the week of June 3, with
5,000 digital albums sold. That figure
slides 42% this issue to 000 digital al-
bums, but still up from the week of May
27 when the album sold around 1,000
copies digitally.

B The Beach Boys’ “The Very Best of
the Beach Boys: Sounds of Summer”
had a147% increase in digital sales the
week of June 3, to nearly 2,000 albums.
This issue sales of the album slide 39%
to slightly less than 1,000 downloads.
B First-week sales of Paul McCartney’s
newly released back <atalog posted
similar numbers. “Band on the Run” sold
nearly 2,000 digital copies the week of
June 3. Sales drop 57%this issue to less
than 1,000 digital albums. Meanwhile
best-of collection “Wingspan” sold
more than 1,000 copias the week of
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June 3. It slips 45% this issue to less than
1,000 downloads.

Digital sales of EMI’s hit front-line
albums have been mixed.

B Corinne Bailey Rae’s “Corinne Bai
ley Rae” had an 81% jump the week of
June 3to about 2,000 copies sold. This
issue sales of the alobum decline 11% to
slightly less than 2,000 downloads.

B More modest was Lily Allen’s “Al
right, Still . . .,” which had a16% increase
in digital album sales to around 2,000
copies the week of June 3. Most of that
business retreats this issue as sales of
the set fall 12%.

EMT’s album market share is follow-
ing a similar pattern. The company’s
overall share has grown from 7.5% the
week ending May 27, to 11.4% the week
ending June 3, t0 9.8% this issue. EM1’s
digital album share for current releases
has grown too, rising from 6.0% (May
27),109.0% (June 3), to 8.4% (this issue).

EMI execs privately say they are
pleased with the early downloading ac
tivity through Apple. However they cau-
tion that it is “too soon to tell” what to
make of iTunes Plus and its impact. The
iTunes Plus initiative is launching at a
time when EM!’s release schedule has
been soft. This issue EM | does not have
any albuins in the top 25 of The Bill-
board 200. It's highest-rankingalbums
are “Now 24” at No. 27 and Poison’s “Poi-
son’d” at No. 32.

From EM!’s perspective, the real test
for DRM-free downloads will come
when new download retailers, like re-
cently announced partners including
Amazon and PassAlong Networks,
come online later this year.

Additional reporting by Keith Caulfield.

MOBILE: For 24/7 news and analysis
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THE
LATEST
NEWS
FROM

>>>EML
PASSALONG IN
DRM-FREE PACT
EMI has licensed its
catalog digital rights
management-free to
PassAlong Networks.
The deal enables all
services using
PassAlong’s
technology to offer the
full EMI catalog at a
greater bitrate for a
higher price, similar to
EMI’s deals with iTunes
and Amazon.
PassAlong-powered
services include Trans
World Entertainment’s
FYE online music store
and Proctor &
Gamble’s Julie’s
Jukebox. PassAlong
last year began selling
tracks without DRM
from its service, but
continues to sell music
with DRM from other
major labels.

>>>BEBO LINKS
WITH ITUNES
Artists with profiles on
social networking site
Bebo can now sell their
music to fans directly
through the site via
iTunes. Any act whose
music is already
available on iTunes can
now add links to the
digital music store on
its Bebo profile. Bebo
will also offer a free
iTunes download each
week, based on
Apple’s existing
promotion. The deal
between Apple and
Bebo is limited to the
United Kingdom and
Ireland, which count
about 8.8 mitlion of
Bebo’s 33 million
members worldwide.

>>>LIVE NATION
S.F. GOES GREEN
Live Nation San
Francisco has
implemented several
new initiatives to
reduce greenhouse gas
emissions, energy use
and waste generated
by six of its Bay Area
venues. As part of its
overall strategy to
become more
environmentally
friendly, the company
plans to provide
upgraded parking for
hybrid vehicles, install
energy-saving lighting
and watering systems,
add more recycling
bins and send fans
educational eco-alerts
via e-mail.

BY RAY WADDELL

COUNTRY
FREEFORALL

Can CMA Music Fest
Keep Up With Genre’s
Concert Paydays?

The success of this year’s Country Music
Assn. (CMA) Music Festival bespeaks
not only the sizable and ever-growing
popularity of live country music, but
also an overwhelming support of the
event from the country artist and busi-
ness community in Nashville.

The latest downtown Nashville love-
fest between country artists and their
fans enjoyed a record run, up 21% in at-
tendance from last year (billboard.biz,
June 12). But though most of country
music’s biggest names performed this
year, superstars including Tim McGraw,
Faith Hill, Toby Keith, Kenny Chesney,
Keith Urban and George Strait, most of
whom are currently on tour, were no-
tably absent.

Among the 180 acts performing were
Rascal Flatts, Reba McEntire, Alan Jack-
son, Brooks & Dunn, Carrie Underwood,
Brud Paisley, Martina McBride and Big &
Rich. Almost 400 artists took part on some
level, whether it was sponsor events, au-
tograph signings or various celebrity com-
petitions. Artists are not paid for their

participation in CMA Fest, though a siz-
able donation is made each year to bene-
fit local school music programs.

CMA Music Festival executive pro-
ducer Tony Conway downplays that
some top acts were noton hand. “I have
never, ever expected every act in coun-
try music to appear at the CMA Music
Festival every year, especially the artists
at the superstar level,” he says. “Every
year you're probubly speaking of four or
five acts [that didn’t perform], and when
you name them they’ve all appeared at
the CMA Music Festival at one time or
another since we moved downtown.’

Festival producers work with the
artists toaccommodate their schedules,
with many acts routing paid dates be-
fore and after their free CMA Fest gig.
“Certainly, [artists] have to make a deci-
sion, and we understand that sometimes
they do make the decision to go play that
paid date,” CMA COO Tammy Genovese
says. “But for the most part we give them
the event dates well in advance, and if
they can pick one night of our eventand
route their tour around that.

“Artists now are making the connec-
tion that while they’re not getting paid,
they're giving back and making a differ-

P | 'm
RASCAL ELAYTS (above), and
REBA McENTIRE, left, with
surprise guest KELLY CLARKSON

» (jnset) at the CMA Music Fest.

ence in a child’s life with the music ed-
ucation program we’re donating to, and
the only reason we can do this is because
they do play for free,” she adds. “If we
had to pay the artists, we’d never have
enough money to give back to the char-
ity component.”

Still, given the high paydays available
to country acts these days, will the CMA
Music Festival someday have to offer
some compensation to continue to host
top-tier talent?

“It’s possible that that could happen,
but it’s really hard to answer that ques-
tion because | can tell you that once the
artists are educated and know what this
is and what it means to the fans, they
continue to support it in every way they
can,” Conway says.

Genovese admits that some sort of
compensation has been discussed in
planning meetings. “I’'m not sure that
we could enjoy the level of artists and as
many artists as we have in the event if
we had to pay them their going rate,”
she says. “But certainly if it comes to
that, we will evaluate it.”

Right now, no artists or their handlers
are complaining—publicly. “I have al-
ways thought the event deserves sup-
port from the industry because it is the
right thing to do,” McGraw manager
Scott Siman says, adding he has long
felt CMA Fest “would grow into [an
event] that generates a profit that sup-
ports the artists and their causes either
by paying them, a donation or some
combination of the two.”

The event, held June 7-10, already
pays participating musicians union
scale, “so we’re moving in a direction of
helping at least offset some of the costs,
Genovese says.

Conway believes the CMA Music
Festival model is unique to Nashville
and country music, and artists continue
to show their support. “They do it for
the fans, the experience, and they do it
for the industry, and now Nashville,”
he says. see

—

WILLMON

COUNTRY BY KEN TUCKER

'rent Willmon’s
New Home

Signing Moves Mathew Knowles-Owned
Texas Label Toward Country Mainstréam

In a move that represents change for
both parties involved, country artist
Trent Willmon, who recorded his first
two albums for Columbia Nashville,
has signed with Houston-based
Compadre Records.

Willmon is the first artist signed to
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the label since it was acquired by
Mathew Knowles’ Music World Enter-
tainment in March. “We’ve been look-
ing for the right mainstream project
to transition into that market,” Com-
padre president/MWE executive VP
Brad Turcotte says.

www.americanradiohistorv.com

Signed to Columbia by former Sony
Nashville president John Grady, Will-
mon found himself on the
outside looking in not long
after Grady exited the label

group in the spring of 2006.
Wilimon’s 2004 self-titied
debut has scanned 60,000
copies, according to Nielsen SoundScan,
and his 2006 follow-up, “Little More

Lovin’,” tallied 81,000.

Of Willmon’s six singles on Colum-
bia Nashville, only two reached the
top 30 on Billboard’s Hot Country
Songs chart: His debut single “Beer
Man” reached No. 30 in 2004, and
slightly more than two years later “On
Again Tonight” peaked at No. 27.

Willmon’s signing marks a shift to-
ward the mainstream for 6-year-old
Compadre, which thus far has focused
onroots country and Americana art-
ists. The label is home to Billy Joe
Shaver, James McMurtry and Suzy
Bogguss, among others.

Willmon’s manager Shelia Shipley
Biddy of Halimark Direction, says she
was struck by the label’s enthusiasm.
“They were excited about his music.
That was important. You want pas-
sionate people to surround you.”

Willmon believes Knowles—Bey-
oncé’s father, who could not be
reached for comment by press time—
brings something new to the table.

“He’s a visionary,” Willmon says.
“Working with him you have the ad-
vantage of him not knowing how we
do things here in Nashville, and | think
it allows him to think outside the box.”

When he approached Wilimon, Tur-
cotte didn’t know what the artist had
going on beyond music. In additionto
a steady touring schedule, Willmon,
who describes himself as “a little ADD,”
recently hosted “America’s Top Cow-
boy” on CMT and authored a cook-
book. (While promoting his first album,
Willmon toured the country with his
gun-shaped smoker in tow, perform-
ing and cooking for radio and fans.)

In addition, he recently became
spokesman for the Wal-Mart-
endorsed charity Horses for Healing
and has corporate sponsorship deals
with Wrangler Jeans and Wrangler
Home Furniture, as well as Holiday
Inn. “It wasn’t why we were inter-
ested in signing him, but | think it
only helps our marketing ventures,”
Turcotte says.

Willmon will co-produce his album,
due in January, with hit songwriter
Rodney Clausen, even though neither
has produced arecord before. “This is
a first for him and a first for me,” Will-
mon says. “We have nothing to lose
and everything to gain.”

His first single, still to be determined,
will be out in August. e

K DIAMOND/WIREIMAGE.COM, WILLMON: DAVID McCLISTER

RASCAL FLATTS AND REBA McENTIRE: R
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>>>SONY
STUDIOS TO
SHUTTER

Sony BMG Music
Entertainment is
shuttering its Sony
Studio operations,
located at West 54th
Street and 10th Avenue
in New York, and has
agreed to sell the
building to New York
developer HSAC, the
company says.
According to sources,
as many as 150 jobs,
including part-timers,
are at risk. Some
employees, however,
may be saved through
relocations to other
Sony companies.

>>>WMG,
VIOLATOR CO-
FOUNDER FORM
BRANDING
GROUP

Warner Music Group
and Violator
Management co-
founder/CEOQ Chris
Lighty have formed the
Brand Asset Group.
Lighty will serve as
CEO of the joint
venture, which aims to
manage and
strengthen artist
brands via corporate
sponsorships,
strategic marketing
campaigns and brand
extensions.

>>>ITUNES
ORGANIZES LIVE
FEST

Apple is entering the
live music business
with the debut of the
free iTunes Festival,
which will take place in
London throughout
July. The music festival
kicks off July 1. Amy
Winehouse, Crowded
House, Travis, Editors,
Stereophonics and
Beverly Knight are
among the 60-plus
acts that are booked to
perform during the
monthlong event at
London’s 350-capacity
Institute of
Contemporary Arts.

Compiled by Chris M.
Walsh. Reporting by
Lars Brandle, Antony
Bruno, Susan Butler,
Ed Christman,
Jonathan Cohen,
Steve McClure,
Michael Paoletta and
Mitchell Peters.

For 24/7 news and
b- analysis on your
IZ mobiie device, go to:
mobile.billboard.biz.

BY STEVE McCLURE

Slipping

One Over

China’s Mobile Music Revenue Escaping Music Biz

HONG KONG—Mainland Chinese consumers
spent $1.5 billion in 2006 on mobile-delivered
music products—Dbut service providers passed
on only 4.5% of that to the music industry.

Those numbers come from market research
data presented by William Bao Bean, partnerin
Hong Kong-based venture capital firm Softbank
China & India Holdings at the recent Music
Matters conference.

“In China, end-users are spending money on
music,” Bean told Billboard at the Hong Kong
conference, which was attended by music in-
dustry professionals from Asian and interna-
tional markets. “The issue is that the people in
[the music business]aren’t seeing that money.”

Bean says research indicates that is largely
due to “slippage.” By that he means the under-
reporting of revenue on the part of one party to
another—for example, by carriers to
service providers. Most of the rev-
enue comes from ringtones and ring-
back tones.

His data is based on models he has
put together of all the public wireless
value-added service providers in
China as well as interviews conducted
with some 200 industry contacts from
the mobile service sector. Mobile car-
riers contacted by Billboard did not
respond to requests for comment.

Warner Music Asia Pacific presi-
dent Lachie Rutherford says the re-
search indicates that China’s mobile
music model “is not yet a system
which monetizes at a level sustain-
able for content owners throughout
the food chain.”

Rutherford says content owners’ share could
be anywhere between 20% and 60% of mobile
music services’ revenue, depending on the
specific market.

Many conference attendees from the mo-
bile and technology fields back an advertising
revenue-based business model for digital-
music delivery. Kaiser Kuo, group director of
digital strategy at Beijing-based ad agency
Ogilvy and Mather China, suggests the music
industry focus on “finding creative ways to de-
liver truly relevant advertising to online music
consumers.”

However, Rutherford dismisses that as “a sec-
ondary-income business model. Bean’s data
shows that people in China are paying money
for music—so why accept an ad-based system?”

According to research published at Music Mat-
ters by Singapore-based digital music services
provider Soundbuzz, digital sales made up
almost half of the Asia-Pacific region’s $9.2 bil-
lion in retail music sales in 2006. Mobile-music
sales totaled $3.6 billion. According to the Sound-
buzz report, inobile music “will comprise 75%
of all music purchased by Asian consumers by
2009.” Soundbuzz sources data from Price-
WaterhouseCoopers, the IFPI, local music-in-
dustry bodies and its own market estimates.

Bean says one positive development could be
the forthcoming advent of higher-capacity third-
generation handsets in China, which could boost

NILE RODGERS, left,

was among the keynote
speakers as this year’s
Music Matters conference.

competition between carriers and “might give
the content guys more leverage.” He adds that
more carriers are beginning to deal direct with
content owners, based on a 50/50 revenue-split
business model.

The search for new business models in Asia
was a recurring theme at the second annual Music
Matters conference. Some 600 delegates attended
this year’s edition—up from 500 in 2006—while
250 companies were represented, compared with
190 last year. Among the keynote speakersat the
event were Sire Records CEO Seymour Stein and
artist/producer Nile Rodgers. .
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THENEW
DEAL

Jars Of Clay Launching
Own Label With Nettwerk

NASHVILLE—ATfter 12 years
on Essential Records, Jars of
Clay is exiting to launch a
new imprint, Gray Matters,
under the Nettwerk Music
Group umbrella.

“Having our own imprint
will give us the opportunity
to be more spontaneous and
more prolific in how much
music we kick out,” Jars of
Clay’s Stephen Mason says.

The first Gray Matters
release will be a Christmas
collection, due Oct. 17, which
Jars will support via a Christ-
mas tour with Third Day.
Mason says the band also
plans to record a soundtrack
for a documentary a friend
is making about the African
village of Lwala.

Mason and bandmates
Dan Haseltine, Matt Odmark
and Charlie Lowell rose to
prominence in the mid-'90s
inthe Christian market and
gained mainstream success
with the multiformat hit
“Flood.” They have contin-
ued to appeal to both mar-
kets. Last fall, they released
“Good Monsters,” which
has scanned 134,000 units,

according to Nielsen
SoundScan.

Jars’ former label, Essen-
tial, is part of Provident
Music Group, Sony BMG’s
Christian music arm. Provi-
dent will distribute Gray
Matters product to Christ-
jan retail, and Sony BMG will
take releases to the main-
stream market.

The band, which has been
managed by Nettwerk Man-
agement since 2003, didn’t
entertain offers from other
labels. “it was really between
re-signing with Providentin
a traditional sense or doing
their own thing,” Nettwerk
Management’s Michael Cor-
coran says. “it came down to
[Jars'] ownership element of
what they were doing and
the ability to have more cre-
ative freedom.”

“We're excited there’s so
much more we can involve
ourselves in,” Mason says of
a desire to exert more con-
trol over the band’s career.
“Things that most people
are happy to turn over to
someone else, we love that
minutiae.” ooe

BY SUSAN BUTLER

Artists Unite On Hill

MusicFIRST To Lobby Congress On Performance Royalties

Recording artists, managers
and labels are ready to rumble
with broadcasters on Capitol
Hill. In the first coordinated ef-
fort to lobby for performance
royalties for over-the-air broad-
casts, roughly 80 artists and
music groups have formed a
coalition called musicFIRST.
First on their agenda is edu-
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cating members of Congress on
whata performance right means
and how musicians who “live
thelife” are compensated or not
compensated, musicFIRST ex-
ecutive director Mark Kadesh
says. He adds that Mary Wilson
and Martha Reeves have already
met with Judiciary Committee
members to tell their tales.

JUNE 23, 2007

Although most of the 11
founding organizations (includ-
ing the AFM, AFTRA, the
Recording Artists’ Coalition, the
Recording Academy and the
RIAA) regularly meet with con-
gressional staffers on theirown,
they often disagree among
themselves on various issues.

“Forming the coalition with

www americanradiohistorv com

all the groups takes us out of any
otherissues thatare goingonin
the industry and says, ‘Here,
we're unified,” ” Kadesh says.
The push for a change in
copyright law promises to be
an uphill battle. The National
Assn. of Broadcasters, with in-
fluential members in every
state, already sent letters last
month to every member of Con-
gress to oppose what broadcast-
ers called the performance “tax”
(Billboard, May 19). Expect
them to argue that radio pro-
vides free promotion that sells

records and that a new royalty
would reduce songwriters’
share of available revenue.

The coalition—whose mem-
bers include Christina Aguilera,
Big & Rich, Jimmy Jam and Don
Henley—is likely to argue that
U.S. law is out of sync with the
rest of the world, that records of
many artists whose music is
heard on radio are no longer for
sale and that broadcasters
should be treated the same as
satellite, cable and Internet radio
stations that pay royalties for
their digital broadcasts.

AY: KHAREN
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In Memory Of

Bill France Jr.

NASCAR Chairman
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“Teaching all of us that a dream
can become a reality. NASCAR is
truly a reflection of your vision

and strong work ethic.”

From Your Partners at Cherry Lane

\ cherry lane

music pub|ishing
company, inc.

Create. We’ll handle the rest.

WANTED!

CDs DVDs VINYL

POSTERS - MEMORABILIA
CONCERT SWAG ' AWARDS

TOP PRICES PAIDN

Rockaway Records has been buying and selling vinyl, CDs,
and collectibles since 1979. We consistently pay much more
than our competitors for high quality collections.

Think youw’lli do better on EBAY?
Quality collectibles often sell for much less on EBAY than
they are really worth. Save the time and hassle, sell us your
whole collection for CASH or consign your high-end items
with us. We usually sell high-end items for as much or more
than the major auction houses and in a more timely manner.

Call Wayne Johnson — Owner/Buyer
(323) 664-3525 * wj@rockaway.com

Rockaway Records
2395 Glendale Blvd.

. Los Angeles., CA. 90039

JH VALUA Retail Store: (323) 664-3232
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www.rockaway.com
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BY LARRY LeBLANC

SNOWBALLEFFECT

Canadian Talent Climbs Charts At Home And In U.S.

TORONTO—Canadian music
is enjoying a banner year in the
United States and at home—
and industry insiders say
there's plenty more to come.
“We have hit a sweet spot in
terms of music and creativity,”
Toronto-based entertainment
lawyer Chris Taylor says. “On-
line marketing is exploding and
[international] borders are com-
ing down with the Internet.
That's created a snowball effect.”
Taylor, who also heads Last
Gang Records, home to alter-
native acts Metric and Mstrkrft
says “American and foreign la-
bels have opened up their doors
to Canadian music.”
Insiders say Canadian
acts’ current success is
partly due to labels and
managers placing greater
emphasis on developing
them beyond national
boundaries. “More and
more,” Toronto-based
Coalition Entertainment Man-
agement co-principal Eric
Lawrence says, “managers here
are realizing that if there’s a
[label] opportunity for their

artist anywhere, that's where
they go. If it’s a six-hour plane
ride, it’s worth the shot.

Along with partner Rob
Lanni, Lawrence handles Our
Lady Peace, Finger Eleven,
Simple Plan, Inward Eye and
hotly tipped singer/songwriter
Justin Nozuka.

Canadians had six of the top
60 albums on the June 9 Bill-

- —

board 200 chart: Michael Bublé
(Reprise), Avril Lavigne (RCA),
Feist (Arts & Craft), Nelly Fur-
tado (DreamWorks), Rush (An-
them) and Nickelback (EM1).
Canadian acts are also hot at
home. In the week ending June
3, the three top spots on Canada’s
SoundScan charts were held by
Canadians: Celine Dion (Colum-
bia), Claude Dubois (Zone) and

SILVERSTEIN

Bublé. Five other Canadian acts
also had top 15 albums.
Toronto-based Anthem Rec-
ords VP Pegi Cecconi credits
state funding programs for rais-
ing Canadian acts’ international
profiles. Such funding, she
says, “enabling acts to play at
[trade fair] MIDEM and to
showcase in places like London,
is having a trickle-down effect.”

Local sources report a
string of new acts that are
ready to step up in class and
break out of their homeland
(see sidebar, below).

Leading the pack is Toronto
hardcore/emo band Silver-
stein, signed to Chicago-based
Victory Records, which re-
leases its third album “Arrivals
& Departures” worldwide July

| THE PROVINCES’ MOST PROMISING

HOMETOWN: Millbrook, Ontario
LABEL.: Atlantic (global, except Canada);

' SERENA RYDER

EMI (Canada)

Scan, it has sold 20,000 units domes-
tically. In May, Ryder signed for the
rest of the world to New York-based

Atlantic Records.

CURRENT ALBUM: “If Your
Memory Serves You Well”
(Canada-only, EMI)
MANAGEMENT: Pandya-
monium Management
Soul-styled 23-year-old
singer Ryder released her
EMI debut album in Feb-
ruary. According to Nielsen Sound-

TEGAN & SARA
HOMETOWN: Vancouver
LABEL: Vapor Records/Sire (U.S.);

Management . Female indie-pop twins
Te-gan & Sara will release their fifth
album July 24. They have toured ex-
tensively with Neil Young, Rufus Wain-
wright, the Killers and Ryan Adams.

BY CHRISTIE ELIEZER and RAY WADDELL

Oz Imports Festivals

Australian Scene
Attracts Live
Events From
Overseas

Australia’s booming festival
business is drawing interna-
tional operators Down Under.

This year leading domestic
events headed by the muiti-
venue Big Day Out all sold out
before announcing their bills.
However, veteran promoter
Michael Chugg says Aus-
tralia’s festival market “is far
from saturated.”

The Sydney-based Chugg
Entertainment managing di-
rector evidently has no fears
of overseas events. “There’s a
place foreverybody,” he says.
“It will only sour if someone
books the wrong acts or
splashes corporate logos
around without any subtlety.”

Amongrecent names head-
ing south is the biennial New
York Guitar Festival, which is
being re-created in Adelaide,
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South Australia. It joins imports
like the United Kingdom’s V
Festival and U.S. punk/hardcore
festival tour Taste of Chaos.

Chugg co-organizes the
80,000-capacity East Coast
Blues & Roots Festival in New
South Wales each Easter. He
says the domestic sellouts prove
festivals are attracting a wider
demographic than before and
“becoming acknowledged by
the mainstream [concertgoer].”

The Virgin Group’s inaugural
V Festival Australia, promoted
by Melbourne-based Michael
Coppel Presents, drew 50,000
fans to Sydney (March 31) and
the Gold Coast (April 1) this
year. Tickets cost $124 Aus-
tralian ($104.50) each, for a bill
featuring the Pixies, Pet Shop
Boys and Beck.

“We were really happy
with the performance,” Lon-
don-based Virgin Group di-
rector of telecoms and media
Charles Berry says, and adds
that V will return in 2008

JUNE 23, 2007

“and beyond.” U.S. and Cana-
dian versions of V launched
in 2006. “We select coun-
tries,” Berry says, “based on
how well-known and recog-
nized [Virgin’s] brand is and
on how many businesses we
have there.”

The citywide Adelaide In-
ternational Guitar Festival
(Nov. 23-Dec. 2) aims to attract
45,000 fans. “We did a lot of
research around the world,”
festival chief executive Chris-
tine Schloithe says. The fest
“was one of the more rep-
utable [events]. It had a big
recognition from the industry
and aficionados.”

Schloithe says employing
NYCGF co-founder David
Spellman as a consultant has
helped attract international
names like Vernon Reid (Living
Colour) and Jorma Kaukonen
(Hot Tuna). The Aussie event—
aided through 2010 by annual
state funding of $500,000
Australian ($410,000)—will

THOUSAND FOOT KRUTCH
HOMETOWN: Peterborough, Ontario

LABEL: Tooth & Nail Records (North

Maple Music America)
Recordings CURRENT ALBUM:
(Canada) “The Flame in All of
CURRENT Us”

ALBUM:“The MANAGEMENT:
Con” Dryve Artist
MANAGE- Management
MENT: Nick Christian rapcore

Blasko Artist

per year.

!

THE PIXIES performib at the inaugural V Festiv!'.-:l Australia'.

ape the NYCGF’s multigenre
bills, she says, but will “have an
Australian identity.”

In contrast, Vans Warped
founder and producer Kevin
Lyman insists his Taste of
Chaos stays true to the U.S.
version globally. “This tour
went international the same
year we started it [in 2005],”
he says. “It replicates very well
and is representative of the
original project.”

The Used will headline this
October’s six-band tour of six
Australian cities, through lead-
ing domestic promoter Fron-
tier Touring.

Rumors abound that the
Indio, Calif.-based Coachella fes-
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act Thousand Foot Krutch will re-
lease its sixth album, “The Flame
in All of Us,” Sept. 18 on Seattle-
based Tooth & Nail.
claims to play at least 200 concerts

The band

LL

tival might soon appear Down
Under, although Paul Tollett,
president of festival producer
Goldenvoice, would only say, “1
love Australia, fand] would love
to do something there.”

Cashingin on arecognized
overseas brand name could be
adouble-edged sword, warns
local live music insider Matt
High, who organizes Mel-
bourne festivals Meredith
Music (10,000 capacity) and
Golden Plains (6,000).

While brand recognition ap-
peals to bands and agents,
High says, “You’re lumped with
whatever perception the fes-
tival has overseas—there could
be a problem shifting that

3. “The album will definitely
debut in the top 10 in the
U.S.,” Victory Records presi-
dent Tony Brummel says.

Brummel notes that the
label signed its third Cana-
dian act in June, when
Guelph, Ontario, metal band
Arise and Ruin joined label-
mates Silverstein and Black
Maria. “All of these bands
translate as far as the U.S. are
concerned,” he says.

He insists that it's a natural
step for Canadian acts to sign
with U.S.-based labels and work
more there. “Canada is a big ter-
ritory, and a tough territory to
tour,” he says. “A lot of
Canadian bands [would]
rather tour the U.S. be-
cause it's easier.”

One other key factoraid-
ingestablishing Canadian
acts in the United States,
Brummel says, is that their
labels and managers increas-
ingly view the two countries as
asingle market. “1 don’t think of
the marketplaces as U.S. and
Canada,” he says. “I look at it as
North America.” ace

to an Australian
experience.”

Lyman suggests
that’s what hin-
dered the Oz ver-
sion of Warped,
which toured the
region in 1997-99.
“We can't get it
close enoughto re-
ally represent the
Warped experi-
ence,” he says.
“Kids around the
world, largely due to the Net,
have a view of Warped: all the
bands, the tents, the activities
and attractions.”

The logistics of taking U.S.-
based production teams to
Australia can also prove daunt-
ing. Charles Attal, principal in
Austin-based Lollapalooza pro-
ducer C3, says, “With the group
we have, it’s hard, because we
don’t subcontract out. When
we go to Chicago for Lolla, our
whole office—50 people—goes.
At this point, we would look at
South America as a potential
market before Australia.” - -

Ad(ditional reporting by Juliana
Koranteng in London.

VAHL; TEGAN AND SARA: AUTUMN DE WILDE

TON; RYDER: CHRISTOPHER W/
ESSING; THE PIXIES: DAVID YOUD

SILVERSTEIN: T
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MINOGUE: KEN MACKAY
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>>>MINOGUE SCOOPS MITS
HONOR

Kylie Minogue will become the first female re-
cipient of the United Kingdom’s Music Indus-
try Trusts’ Award in October. The honor was
introduced 16 years ago to recognize individ-
uals who have made a distinctive and lasting
contribution to the British music industry. The
annual MITs gala has raised more than £2.7 mil-
lion ($5.4 million) to date for its nominated
charities Nordoff Robbins Music Therapy and
the BRIT Trust. Minogue will receive her award
in an Oct. 29 presentation at London’s
Grosvenor House, some three months before
the 20th anniversary of the singer’s first UK. hit,
1 Should Be So Lucky.” The MiTs committee
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MINOGUE

that chose Minogue said in a statement that
the honor marked her “universally acclaimed
status as anicon of pop and style.” Last year’s
award went to promoter/entrepreneur Harvey
Goldsmith. Previous honorees have included
Elton John & Bernie Taupin, John Barry, George
Martin and Ahmet Ertegun.  —Paul Sexton

>>>GENESIS HITS U.K.
SCREENS

A leading U.K. cinema chain'is set to simul-
cast one of Genesis’ Turn It On Again world
tour concerts nationwide on June 27. Vue
Cinemas will transmit the live gig from the
51,500-capacity LTU Arena in Dusseldorf,
Germany, to 40 theaters, including multi-
plexes in London’s West End. The venues
have a combined capacity of more than
11,000. Genesis manager Tony Smith says,
“Many people couldn’t get tickets as the
[U.K.]Jshows in Twickenham [July 8] and Old
Trafford [July 7] sold out in two hours. This
gives a unique opportunity to reach many
disappointed fans throughout the United
Kingdom.” Tickets for the cinema event will
cost £10-£25 ($19.66-%$49.14). Other acts

that Vue has previously shown live concerts
by include Queen, Green Day and Pink Floyd.
—Juliana Koranteng

>>>|RISH FILE-SHARERS
NAMED

Labels body the Irish Recorded Music Assn.
won a landmark ruling in the High Court in
Dublin June 7 forcing six Internet service
providers to reveal the names and addresses
of individuals engaged in alleged illegal file-
sharing. The ruling is the culmination of a six-
month operation undertaken by the industry
body to stem the tide of Internet piracy inire-
land. IRMA had targeted 23 individuals in-
volved in the alleged iliegal distribution of
copyrighted music files. The judge ordered
the six ISPs—Digiweb, Smart Telecom, Irish
Broadband, NTL, Eircom and Imagine—to pro-
vide IRMA with the names and addresses of
all 23. IRMA maintains that five individuals are
responsible for 108,000 shared illegal files,
with one solely responsible for 37,500 files.
—Nick Kelly

>>>SELLABAND GOES LIVE

Sellaband, the Amsterdam-based “online
label” that raises funds for unsigned acts to
record albums (Billboard, Sept. 30, 2006)
is taking part in a live event for the first time.
Four acts that have participated in the Sell-
aband project will appear June 30 on the
second stage at the 60,000-capacity Dutch
rock festival Concert at Sea. The event,
hosted and headlined by EMI Music Nether-
lands rock band Blef, takes place on the
Dutch coast at Brouwersdam in the south-
ern province of Zeeland. The Sellaband
modelinvites members of the public to be-
come stakeholders—or “believers”—in a
band’s projected album by investing a min-
imum of $10 online, with a target of raising
a $50,000 recording budget. The headline
act on the second stage will be Dutch rock
band Nemesea, one of the first to hit that
target. Another three acts appearing onthe
stage will be selected by Blef, Sellaband
management and votes from “believers.”
—Juliana Koranteng

>>>POPKOMM PICKS HOME
PARTNER

Germany has been chosen as the partner coun-
try for the 19th annual music trade fair Pop-
komm, which will take place Sept. 19-21in
Berlin. The decision is part of a private-public
music initiative between the music industry
and government departments responsible for
cultural policy, the “Initiative Musik,” which is
currently rolling out in Germany. The program
is aimed at boosting new German talent at
home and abroad. Culture minister Bernd Neu-
mann says, “Acting as the partner country of
Popkomm will enable us to stimulate greater
international interest in German music.” The
2006 edition of Popkomm featured Brazil as
partner country and attracted more than
15,000 registered delegates.

~—Wolfgang Spahr

For 24/7 global news and analysis, see
billboard.biz/global.
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The world’s first - Bath Spa

MA Songwriting ~p "

Bath Spa University is currently inviting applications for the World's first
Master's Degree in Songwriting. The course, which starts in late
September 2007, aims to help students bring their songwriting to
publishable quality and to enable learners to develop a range of critical,
practical, communicative, industrial and research-based skills.

Students will write songs, comment critically upon their own and other's
material, examine the musicological rocts of their craft, consider the
potential value of their songs in the marketplace, re-write, collaborate,
develop skills in academic research and finally record their own album.

Contact Jo Prestidge for details: call 01225 875821 email
j.m.prestisdge@bathspa.ac.uk or or visit www.masongwriting.com

Your Definitive Source for

Industry Information

INTERNATIONAL AUDARENA UIDE:

Complete data on over 4,400 venues worldwide, including
Amphitheaters, Arenas, Stadiums, Sports Facilities,
Concert Halls and New Constructions. PLUS, the complete
FACILITY BUYER'S GUIDE listing those who supply and
service the arena industry. $99

ORDER ONLINE

www.orderbillboard.com or call 1-800-562-2706 « 818-487-4582

rd

2017 INTERNATIONAL GUIDE

YA THE FACRITY BUYER'S GUIDE

ABENAS - GEATORURS
EPsate actbors
COWYENTION CENTE!

ATDFULL

e hitis
oM TNACTIOR

Access Pass&DeS|gn
| 800.4.PASSES

Beynnd initiating ' our. Green . Campaign _ throughout aur
campany, weﬁan provide you-with envummﬁentallg friendly
products like recycled Iangards a’nd paper; soy- based inks
and more.

Call us today so your next e‘vent‘has less of an impacl...
on the environment.

REDUCE‘MRE:USE » RECYCLE
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This week is the 40th anniversary of the Mon-
terey International Pop Festival. It was the
mother of all festivals (the Human Be-In in
nearby San Francisco six months earlier would
be the grandmother) and would punctuate the
Summer of Love and the amazing year of 1967.

Two of the many things we learned that year
were that life is short but you could do eternally
cool things in that short time. Jimi Hendrix’s
and Janis Joplin’s mainstream public exis-
tence would be only three years, Brian Jones’
five, and Otis Redding had just six months.

The second thing we learned that year, taught
to us by Native American and Eastern philoso-
phy, was no matter how short an individual's
life is, the planet continues to function for suc-
ceeding generations. And how well it functions
depends on how much we screw it up.

So, 40 years later, we finally seem to be get-
ting it.

Reverb, a nonprofit started by Guster’s Adam
Gardner and his wife Lauren Sullivan, devotes

COOLEST GARAGE
SONGS
_

CUULEST
IN THE
THIS WEEK

SHE’S MY GIRL
THE SHAKE / RAINBOW QUARTZ

CODE FUN
BLACK TIE REVUE /
GEARHEAD RECORDS

RENTACROWD
THE LEN PRICE 3 / WICKED COOL-

DANNY SAYS
[FOO FIGHTERS / CBGB FOREVER

OithbUiﬁ\)

DANCE THE GO-GO
THE BREAKERS / FUNZALO

ICKY THUMP
THE WHITE STRIPES / WARNER BROS.

BELIEVE

THE CONTRAST / RAINBOW QUARTZ
HERO OF NINETEEN
EIGHTY THREE

PEACHFUZZ / TEENACIDE

|
~

WEAPON OF CHOICE
BLACK REBEL MOTORCYCLE CLUB / RCA

MY HEART IS BEATING
MARY WEISS / NORTON

)
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its time to “greening” concert tours, following
Bonnie Raitt’s examnple.

Willie Nelson’s biodiesel company (we pre-
dict) will influence virtually every tour to travel
green within five years.

MusicMatters introduced “carbon offsetting,”
planting trees and supporting alternative sus-
tainable energy sources equal to your sins of
emission.

The Vans Warped tour is using solar-pow-
ered sound. Bonnaroo, Coachella and Lolla-
palooza give prizes for recycling. The Hove
Festival in Norway has pledged 100% carbon
neutrality. The Wakarusa Festival will include
a sustainability symposium. And on it goes.

It feels like a paradigm shift, folks—one of
the best ever and there’s no going back. Festi-
vals are now putting into practice what was im-
plicit in the spirit of Monterey.

And maybe we're starting to act like the re-
sponsible Human Be-Ins the Indians always
hoped we’d become. e

Green pioneer
WILLIE NELSON
preparing tofill up
his tour bus with Bio
willie Diesel Fuel.

COOLEST GARAGE

ALLBUMS

BABY 81

’!_ BLACK REBEL MOTORCYCLE CLUB / SONY
_} THE WEIRDNESS
_ THE STOOGES / VIRGIN .
.
: CBGB FOREVER
VARIOUS ARTISTS / CBGB FOREVER

GLITTER IN THE GUTTER
JESSE MALIN / ADELINE

NEW MAGNETIC WONDER
_ THE APPLES IN STEREO / SIMIAN

YOURS TRULY, ANGRY MOB
KAISER CHIEFS / UNIVERSAL

ROCK AND ROLL BACKLASH
THE WOGGLES / WICKED COOL*

TRAFFIC AND WEATHER
FOUNTAINS OF WAYNE / VIRGIN

HERE FOR A LAUGH
THE BREAKERS / FUNZALO

DANGEROUS GAME
MARY WEISS / NORTON

W|se Response To Fans About Its VW Campa

Publishers are in such a precarious position
when they license a band's songs for commer-
cials. Even though a publisher’s success is meas-
ured in part by lucrative synch deals, the bands’
fans can really put the publisher-songwriter re-
lationship to the test when fans scream “sell-
ut.” The recent Volkswagen campaign that
Bug Music put together for Wilco could be a
model for the right way to handle the fallout.

Bug set up a package deal for a series of Volk-
swagen commercials to help promote Wilco’s
new Nonesuch Records album “Sky Blue Sky.”
The commercials—at least five—will only use
tracks from the album, with the exception of
one bonus track. That song, “The Thanks [ Get,”
is expected to be available only on iTunes with
purchase of the album or for download via the
enhanced CD.

But Wilco is not known for doing huge ad-
vertising campaigns—or for being a commer-
cial band.

Dave Freeman, manager of creative for Bug,
says the publisher was sensitive to the band’s
image and creative concerns when matching
Wilco with the right brand. Freeman says he
liked the way ad agency Crispin Porter + Bo-
gusky created VW commercials as “almostcin-
ematic, showing VW as a clean, streamlined,
respectable brand.”

In addition to considering the creative por-
trayal of the auto manufacturer, Freeman be-
lieves that VW is one of the relatively few brands
that will use music and work with a band to help
keep theact’s integrity. After all, this campaign
wasn't just about the money, it was about pro-
moting the band’s record.

“Wilco is not a hit band on the radio and
doesn'’t strive to be,” Freeman says. “The band
canutilize [TV commercials] as a radio format,
plus do much more. In radio, you're selected
on the basis of what sells ads. With something
like this, you [work with] a creative director to
create the spots.

But within a few days after the firstcommer-
cial using “The Thanks I Get” was broadcast in
May, fans hit the Internet. As of May 31, a thread
of more than 49 pages—and nearly 1,000 posts
—had accumulated on a Via Chicago blog about
what was being called the “controversy.”

“I'm sorry, with all due respect to those who
think to the contrary—but this is a really de-
pressing development for a band that has al-
ways claimed it is in it for the music,” wrote
one fan with an anonymous log-in name. “I lost
a ton of respect for the band as a result of this
development. [ would understand if the band

vaW.aericanradiohistorv.com

all drove VWs and really, just like, really loved
their cars—but I doubt that is the case. This
was a crass marketing decision.”

The first response from the band’s camp
came from frontman Jeff Tweedy’s brother-
in-law, Danny Miller, defending the band’s in-
volvement in the campaign. Miller even had
fun with some fans’ posts—which claimed a
connection between VW and Hitler—by post-
ing a photo of Tweedy with the infamous mus-
tache sketched in.

Then the band posted a response on its Web
site. The band members mentioned that they
have discussed the subject of licensing their
music for movies, TV shows and advertisements
many times through the years. Since getting
commercial radio play is becoming more diffi-
cult, Wilco’s post notes, licensing the music for
commercials is another way to get its music out
to the public. And, the post adds, the band had
already licensed its songs for hundreds of TV
shows and films worldwide.

Then, as if to respond directly to fans slam-
ming Volkswagen, the band's Web site post
says, “And we feel okay about VWs. Several of
us even drive them.” The band declined further
comment for this column.

Was this the best way to handle the negative
fan response? I caught up with longtime pub-
lisher Lionel Conway, now with Stage Three
Music (U.S.), just before he caught a flight head-
ing for Rod Stewart’s wedding at an undis-
closed location to hear his thoughts on the
matter. Conway has worked with numerous cre-
ative—and commercially sensitive—acts in-
cluding Efton John, Cat Stevens, Dave
Stewart, Tom Waits and U2.

“With Tom Waits. | wouldn't even ask him
about a commercial, but that’s because of his
overall dislike of anything that smells ‘corporate,
” Conway says. “But for developing artists—or if
the musicisn’theard much on the radio—there’s
no reason why fans should consider it a sellout
ifthe commercial is creatively tasteful. Especially
for older music, it helps keep the music alive.”

A good way for a band to respond is by post-
ing its thoughts on the band’s Web site, com-
municating with the fans, Conway says, and
to point to other ads that used music from leg-
endary artists. Led Zeppelin’s music was
used for a Cadillac commercial, he says—and
Bob Dylan actually appeared in a Victoria’s
Secret commercial. e

and analysis, see

b_ For 24/7 publishing news
1z billboard.biz/publishing.

WILCO: CHRIS STRONG; NELSON: DENIS POROY/AP PHOTO
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FROM THE ROOTS OF HER HOMELAND...
TO THE MUSIC OF HER HEART

r

THE NEW SINGLE ARRIVING AT LATIN RADIO AND AVAILABLE
l AT YOUR FAYORITE DICJT_I_\L MUSIC STORE JUNE 19!

M Orés feat ares guest parformances by
Sheila E, Jose Feliciano, and Garlos Santana.

Taken from the forthcomiag Spanisn language album
20 MILLAS available everywhere Septemoer I8, 2007.

On 90 MILLAS, Clona pays tribuze to her Cakan her tage with a zollection
of newly recarded original Sparish language sengs. The album features
gues: appearances from some of the most influential znd universally
-espected Latin musicians of th2 past 30 years.

PROGUCED By EMILIO ESTEFAN AMD Sa'TAN BROS. FORCRESCENT MOON, INC.
AN EMILIC ESTE=AN PRCCUZTION
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www.GlariaEstefan.com

www.BurgundyRecords.com
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As G-Unit president, a position he held since 2003, Sha Money XL co-produced successful
releasesz by 50 Cent, Lloyd Banks, Tony Yayo and Young Buck. Alongside Dr. Dre and Eminem,
he handled the artists’ day-to-day operations and finalized each project’s overall sound.
Earlier this year, though, word leaked that Money was no longer the label’s president. In-

As G-Unit Records president, Sha
Money XL worked closely with 50
Cent. Now, he’s managing several
of 50’s artists, including Young
Buck and Lloyd Banks.

stead, he would manage several G-Unit artists.

Though the Queens, N.Y,, native no longer manages Yayo—who in March was charged
with misdemeanor assault for allegedly slapping the child of the Game’s manager, Jimmy Rose-
mond—he still manages Young Buck, Banks, Consequence and DJ Whoo Kid. He recently

added preducer Hi-Tek to his Money Management roster.

In February, Money held his first One Stop Shop producer’s conference in Phoenix. The con-
fab brought together heavyweights like DJ Premier and Swizz Beatz, who advised young pro-
ducers on navigating today’s music industry. Branching into the gaming space, Money scored
several videogames, including Sierra Online’s “Freestyle Street Basketball” online game.
These days, Money’s solidifying Young Buck’s film deal, finalizing tour schedules and work-
ing on Hi-Tek’s Oct. 21 album release. He’s also teaming with a new Harlem MC named Rizthat
he’s quite excited about and courting label offers to head various rap departments.

With 50 Cent having just pushed back his new album, “Curtis,” from late June to early Sep-
tember, Money sat down with Billboard to discuss hip-hop’s sales downturn and the cooling

of the G-Unit brand.

Rumor has it that you were
fired from G-Unit. What actu-
ally happened?

50 and I sat down in January in
the wake of 2006’s Lloyd Banks
and Mobb Deep’s album sales to
discuss how he wanted to move
forward. He wasn't too excited
with the result of Mobb Deep’s
album sales. He wanted me to
broker the branding deals for the
G-Unit artists instead of being
tied up with the day-to-day of the
G-Unit office. 50 and I decided
that there weren’t enough peo-
ple advanced enough in han-
dling management affairs of
each individual artist, so I took
itup.

In a way, the transition is a
blessing. But it gets miscon-
strued as if [ was fired. However,
I have to be politically correct be-
cause there are still undisclosed
legal issues surrounding my po-
sition with G-Unit.

So, who’s the president of G-
Unit right now?
50.

Why do you think 50 elected
you to focus on management?
This is a decision he made be-
cause of a phase he’s going
through. I still don’t understand
it. Chris Lighty ran Jive and still
managed 50 Cent. Everybody in
this industry manages artists and
holds an executive position. We
can do two jobs. We love it, and
we love the money even more.

I'm reporting everything to
you. There’s no conflict. If one
of our artists is a dickhead, I'm
going to tell him that, and I'm
going to tell you, “He’s a dick,
talk to him.” This is the petty shit
that 50 and I used to go back and
forth on.

But I felt all we had to do is
keep our business tight and every-
thing’s going to get better. But in-
stead, people would submit
reports to 50 simply saying, “The
Restructure of G-Unit.” It would
be a whole page, with like two
lines, but that’s their whole re-
structure. If I showed you this
shit, you’d laugh, but they gave it
to him and he read it.

Do you think 50 Cent can si-
multaneously be a successful
artist and president?

He’s the hardest-working, smart-
est man ['ve met to date. He’s also
the most creative guy I've ever met.
I love working with him as an
artist. But artists aren't the best
bosses. They don't realize when
their project is conflicting with the
artists that are signed to them.
Their emotions won’t always carry
out executive decisions because
they’re thinking, “I'm an artist, so
just fuck it.” 50 doesn’t see those
corporate components because he
is an artist and his heart doesn't
reach out to other artists. For ex-
ample, 50 will say to [Interscope
Geffen A&M president] Jimmy
lovine, “Listen motherfucker, clear
your roster and get your staff fo-
cused on me.” But no artist can say
that to 50 [as president of G-Unit).

What do you think is the rea-
son for G-Unit and Interscope’s
downturn in album sales?

It’s a critical time for Interscope.
They’re suffering. They're doing

very good on the pop side, but
hip-hop just is not connecting.
The whole chemistry just needs
to be re-evaluated.

50’s also trying to beat Def Jam.
But you can’t do two things at
once. You're working a Banks
record and a Hot Rod record.
Meanwhile, radio’s saying, “First
of all, I don’t know if I even like
this new Hot Rod record. And
you're giving me this other Banks
record. So I'm trying to work with
the Banks record, but you're ask-
ing me to focus on both?” So then
the artists become jaded because
they’re not getting any real atten-
tion. So I tried to work all of that
out by making the artists happy
and lining them up. It didn't work
the best way it could have. But it
was a learning experience—last
year—and that’s what led to all
these changes.

Why did G-Unit decide to re-
lease Banks, a New York MC,
when New York MCs weren’t
doing well?

I requested to release a follow-up

G-Unit group album [“Beg for
Mercy”], followed by a Young
Buck record.

Outside of Interscope’s dif-
ficulty with marketing and
promoting hip-hop, why do
you think the G-Unit brand
cooled off?

You go from the most incredible
crew to letting a West Coast or-
phan [the Game] join. When I met
Game, he was sitting humbly in
achair and signed to Dr. Dre. Af-
termath was going to drop Game,
but I suggested to 50 that we pick
him up. Game’s deal became a
joint venture between 50 and Dre,
and we created Frankenstein.
Once his record sales came back
strong, he flipped on the people
that created him and tarnished
the G-Unit brand. There were
shootouts, among other things,
and the fans thought the violence
was real. But then they lost a lit-
tle interest.

Then we signed Mobb Deep,
and their album didn’t do well.
They had a great record but they’d
already hit their peak, and that’s
another chip to the brand. Then
fans heard about all of the inter-
nal struggles and started wonder-
ing, “Where’s Sha? What's up
with 50 and Buck? What's up with
50 and Banks?”

It was like when the Tempta-
tions traded members. Fans said,
“How can you trade members? |
loved them.” But the leading
Temptation felt he could do what
he wanted. Now, fans don’t dig
into the G-Unit brand like they
used to.

Can it be rebuilt? Only if it's re-
ally rebuilt from the inside out. G-
Unit was a military, and 50’s word
was good. Now, he has to come
back as a real leader. .

Everybodyin thisindustry manages
artists and holds an executive position. We
loveitand we love the money even more.
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JOIN DOW JONES AND THE NIELSEN COMPANY FOR A UNIQUE TWDO-DAY EVENT UNITING MEDIA AND
ENTERTAINMENT DEALMAKERS WITH PRIVATE AND PUBLIC INVESTORS TO DISCUSS HOW THEY
CAN WORK TOGETHER TO PROFIT IN AN AGE OF UNCERTAINTY.
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THIS MUST-ATTEND CONFERENCE WILL EXAMINE HOW WALL STREET IS CLOSING IN ON THE WORLD OF MEDIA AND
ENTERTAINMENT THROUGH CUTTING-EDGE PANEL DISCUSSIONS AND CAPTIVATING KEYNOTE INTERVIEWS.
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The world's music market — 42nd edition

Think louder this year

“MIDEM is the one place where | can return a week's worth of phone calls,
attend a month's worth of meetings, and do a year's worth of business development.”

Ken Hertz, Partner & Attorney, Goldring Hertz & Lichtenstein LLP

Knowledge is power, and contacts are all about how you on the regular participation
can get that knowledge and use that power. fee for MIDEM and MidemNet Forum by registering now at

MIDEM, the world’s music market, offers you access to www.midem.com
somz 10,000 professionals from the record, live music, pub- Alternatively, contact JP Bommel or Jane Rodriguez

lishing, music for image, digital & mobile and branding sectors. Tel: (1) 212 284 5130

Join the global industry community as it gathers to hear Email: midemusa@reedmidem.com

new talents and build new partnerships. Get ahead in the

music landscape and arm yourself with the insights to Valid for all participants without a stand for registrations made before
think louder this year. 37 October 2007.

istered trademark of Reed MIDEM — All rights reserved

Reed

A member of Reed Exhibitions

MIDEM: 27 - 31 January 2008 . MidemNet Forum: 26 - 27 January 2008 ,
Palais des Festivals, Cannes, France « www.midem.com _ |
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FROM ARTISTS BUILDING SUSTAINABLE STUDIOS
(PAGE 20) TO LABELS CREATING
BIODEGRADABLE SHRINK-WRAP (PAGE 29)—
THAT YOU CAN SMOKE!—BILLBOARD PRESENTS 16
(RECYCLED AND RECYCLABLE) 2AGES OF
REASONS TO FEEL GOOD ABOUT THE MUSIC BIZ.
SEE MORE ONLINE AT BILLBOARD.BIZ/GREEN.

TYPOGRAPHY BY DARREN BGOTH
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Pearl Jam

Pearl Jam’s music is woven through witarsf
erences to the Earth and the oceans that rur-
ture it, so it's no surp-ise the grcup has sought
out ways to affect ervironmental change foc
the past decade. In “act, these issues are s»
important that guitazist Stone Gessard opted
toskip Pearl Jam’s last-minute Sept. 23, 200z,
opening gig for the "Vho at Chicago’s F cus2
of Blues due to a previous commitment wit
the Conservation Inzernational Pertnets 1if.

After conducting an “eco-audit” on its ta:s -
nesses in 2003, Pea-] [am worked with Cor -
servation International to render its 2003 our
carbon neutral. Ene-gy offsets from that ou=-
ing funded the maaagement of a new arc-
tected area in a Madugascar rain forest

While on the 2004 Vote for Change tou-,
the group took the lead in encouraging o her
acts to fund alternat.ve energy prejects akeng
the tour itinerary. Among these were tae in-
stallation of solar-powered hot water and ele«-
trical power systemsz at the Family Cente-s in
Madison, Wis.

In 2005, Pearl Jam switched to B¢-fu-
eled biodiesel tour buses, and has sinc2 in-
vested more then $120,000 in rine
organizations devoted to climate chenge
and renewable ene-gy.

“We feel like we'me just scratching -he sur-
face at this pcint,” longtime band spckes-
woman Nicole Vand2nbergsays. “It’s th= sarr e
challenge and oppcrtunity that exists fcr ell
industries right now and it'san exciting, evolw-
ing process.” —Jonathar. Conen

: i ' .I[ A Y .\
Guster
Bosg_on‘ pgp/rock trio Guster has been a

on the “oad ever since it part-
enviro*ental no

vocalist Adam Gardner and his wifa,
environmentalist Lauren Sullivan, Rewverb
has teamed up with a number of big-naree
acts such as Bar2naked Ladies, Akamis
Morissette and Sheryl Crow and is
currently backing John Mayer and Dave
Matthews Band ta help green their todr
initiatives while educating and insp rimg
concertgoers.
Gardner says Reverb’s model is based
on Bonnie Raitt end Kathy Kane’s Green
Highway tour, whizh started in 2002. |1 ad-
dition to fueling buses and trucks with
biodiesel, settinc up recycling prog-ams
and ensuring concerts and venues are car-
bon neutral, loca and national nongrofit
groups are on site to provide outreazhto
fans via interactive eco-villages.
“The big message from Reverb is that
[environmentalism] is a positive thing,”™
Gardner says. He 3ays the goalis not z0 >e
“preachy” or a buzz kill to the conce-t ex-
perience but rath2r “just make it rezlly fun
ol try to make these solutions to g.obal
ng as positive and sexy as poss ble.’®
Alargerscale, Guster, which is sign=d
ise, is helg Warner Music Group
more green. The band’s latest EP,
e,” was the band’s first carbor neu-

e, and reore than 1 millioncop es

atalojare now carbon neutral
—Jill ¥erze

Sheryl Crow

In April, Sheryl Crow headed back to
school in a biodiesel bus with environ-
mentalist Laurie David tc dialogue with
college students about the growing prob-
lem of global warming. Crow says the
issue was a personal one, owing to how it
has affected the Gulf Coast of Florida,
where her family has owned a house since
she was a toddler.

Al the campus events, Crow perforred
songs like “A Change Will Do You Good,
“Everyday Is a Winding Road” and “Soak Up
the Sun” acoustically with guitarist Tim
Smith. “The objective is to light a fire ur:der
everybody—to propel this environme=tal
movement,” she recently to.d Billboard.

The message didn’t always go down easy.
“1 made jest about the four protesters we
had, making the argument that they loved
being able to work on their tan all year
long,” Crow said. “Well, clearly that’s mis-
information. That’s a good point to be
made, and thank goodness they illustrated
this for us. Global warming is not just rice,
warm days in December. It’s extreme
weather on both ends: more hurricanes,
ice storms, hotter summers. But we've had
very intelligent questions, which I knew
we’d have at the college level.”

While on the road, Crow and company
were trailed by a documentary film crew
for a film she hopes will show “what you
can doon a personal level and in your busi-

JjC

nesses” to go green.
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Jack Johnson

Jack Johnson is no greenie-come-lately. “I
grew up in Hawaii and surfed all the time,”
he says. “I've always had & really profcund
respect for nature, so [being eco-friendly)
just felt natural to me.”

Johnson went green on his 2005 tour,
using biodiesel fuel, recycling, donating
leftover backstage food to local shelters,
selling eco-friendly tour merchandise and
signing on to the 1% for the Planet fund.

Johnson and manager Emmett Malloy
rmore recently employed a green stance in
constructing a new headquarters and stu-
dio for their Brushfire Records label in Los
Angeles. The facility uses solar power anc
was built with environmentally friendly
materials such as cork, marmoleum and
bhamboo, with low or zero VOC primers
and paints.

The office will operate on eco-friendly
policies, and Brushfire is developing a
‘green guide” for its artists and person-
nel. Johnson and company will continue
to work with Brushfire's distributor,
Universal, to develop green packaging
for its releases.

“With our record label, Emmettand [ de-
cided we wanted to do something long-term
and something to be proud of forever,” says
Johnson, who's recording his next album
at the Brushfire studio for an early 2008 re-
lease. “Our friendship kird of blossomed
off of having these same ideas. And now
more and more people rezlize it’s just the
right thing and the smart thing to dc.”
—Gary Grajf

&
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"+ Global Warming (ampaign

Perry Farrell

Perry Farrell isn’t waiting around for government
help when it comes to making the world around him
more green. “[ like to call the people thatare chang-
ing the world now Solutionists,” he says of the
thinkers and activists he hopes will help him pur-
sue his agenda. If so, he believes global warming
can be significantly curtailed in 10 years, not 50, a
figure attributed to the G8. “My friends are the most
powerful philanthropists in the world and they’re
coming with me,” he says.

Farrell has already fought hard for eco-friendly
album packaging (see story, page 24) and has pur-
chased carbon offsets for the CD manufacturing
process and touring by his new band, Satellite Party.
Now, the artist, who credits his interest in environ-
mentalism to the early days of Lollapalooza, is mak-
ing this summer’s edition of the Chicago event his
own personal hotbed of green education.

“The only nonprofit organizations that are on the
grounds are ones for enhancing and repairing the
environment,” he says. “We will also leave behind
with the city of Chicago over $1 million to beautify
their parks.”

In an attempt to discourage on-site waste, Farrell
has commissioned commemorative beverage cups he
hopes fans will be less apt to throw away. Even if they
do get discarded, they can be easily stacked and re-
deemed for such goodies as backstage passes or T-
shirts. “It gives people incentive to actually clean up
the ground,” he says. —JC

"THE PILLARS OF THE COMMUNITY
Mana

In 1994, Mexican rock group Mana launched the
nonprofit Selva Negra, which has since funded re-
forestation efforts throughout Latin America, the
upkeep of two turtle habitats in Mexico and con-
struction of low-income housing.

Now, Mand is in the midst of its most ambitious
project. The group has brought together Mexican gov-
ernment officials and respected educational institu-
tion Universidad Auténoma de Mexico in an effort
to create mandatory environmental and ethics classes
for Mexico’s elementary schoolchildren.

The group is spearheading efforts to put a proposal
before Mexico’'s Congress by 2008. To accomplish this,
both the government and private sector will be work-
ing together not just in finding the resources to change
the curriculum, but also in training the nation’s teach-
ers to impart it. “If we're able to pull this off with the
academic support it needs, we can export it free of
charge toany country that wants itand can adaptitto
its reality,” Mana lead singer Fher Olvera says.

“My wife is about to have our first child, and I al-

ABOVE: DAVE
MATTHEWS BAND
Jdonates profits from
ts Ben & -erry’s flavors
~o green causes. TOP
RIGHT: BONNIE RAITT
has been a green
inspiratior since the
late '70s. BELOW:
FHER OLVERA

ways tell her: When 1y child goes to school, he will
study what we built fo~ him.” —Leila Cobo

The Ditty Bops

Amanda Barrett and Abby DeWald, better-known as
the Ditty Bops, kicked up national publicity last sum-
mer by pedaling from California to New York ona 12-
state, all-bicycle tour to support their Warner Bros.
album “Moon Over the Freeway.”

The group recently expanded its environmental
mission with You and I Save the World, a nonprofit
they created to raise awareness for environmental is-
sues. The organization’s first project is a campaign to
reduce the use of plastic. “Abby had the idea of mak-
ing outfits out of plastic bags and wearing them to

A
b

shows, to bring attention to how easy it is to reuse
bags,” Barrett says. The band is also selling reusable
tote bags and hand-sewn produce bags to benefit en-
vironmental charities.

Known for their creative use of quirky imagery in
band marketing, the Ditty Bops incorporate environ-
mental messages into visual projects. In addition to
publishing an online comic strip called “The Environ-
mentalist’s Dilemma,” the band is going green with
the next edition of its popular Bikini Calendar, which
will be printed on post-consumer recycled paper with
soy-based ink. Following prior bicycle- and vegetable-
themed calendars, Barrett says the 2008 “Save the
World” theme will feature photographs of Barrett and
DeWald illustrating “ways that we can save the world,
like alternative energy and universal health care . ..
in bikinis.” —Evie Nagy

'THE INSPIRATIONS
Dave Matthews Band

Dave Matthews Band has kept environmentalism top
of mind since its inception in the early '90s, but ils
most lasting contribution to the cause has a sweet
twist. [n 2002, the group partnered with Ben & Jerry’s
ice cream on the Lick Global Warming campaign.

DMB has donated its royalties from two branded
Ben & Jerry’s flavors to its own Bama Works Founda-
tion, which then funnels them to SaveOurEnviron-
ment.org’s anti-global warming efforts. Via the
campaign, fans have sent more than 75,000 letters to
Congress urging further action.

“Whether it’s offsetting the carbon footprint of the
band’s touring or playing an eventsuch as Live Earth,
which can mobilize millions to combat the climate
crisis, the band is committed to doing its part,” says
Patrick Jordan, who works closely with the band at
Red Light Management.

DMB has also worked with Native Energy to pur-
chase carbon offsets for all its energy usage dating
back into the last decade. “This is for every airline mile

a 'Wl __._ — ! e

and every hotel room—any time we’ve made an envi-
ronmental impact,” Jordan says. —JC

| THE OLD-SCHOOL ACTIVIST.
Bonnie Raitt

Longtime environmental activist Bonnie Raitt was the
driving force behind Green Highway, an “eco-village”
she instituted on her 2002 tour. The exhibition aimed
to educate fans about alternative energy such as wind
and solar power, and connected interested parties with
environmental organizations in each tour market.

“It's no accident that we’re in danger of losing
both our ecological and our economic well-being,”
she said at the time. “I feel too many government
and corporate policies are inseparably short-
sighted, and we’'ve created Green Highway to
demonstrate that working in harmony with na-
ture can offer real solutions for preserving both
our planetand our prosperity.”

The Green Highway concept has since been
adopted by Reverb, the environmental organiza-
tion formed by Guster’'s Adam Gardner and his
wife Lauren Sullivan.

In 2005, Raitt upped her own environmental ante
by offsetting the carbon imprint from 30 of the 39
shows on her North American tour with wind en-
ergy. That year, she received NARM’s Harry Chapin
Memorial Humanitarian Award for her dedication
—Jc

to activism.

Artists’ Power

The Japanese music community is not usually noted
for backing social or political causes. One exception
is Artists’ Power, a group of well-known musicians
who in 2002 decided to try to increase public aware-
ness of environmental issues.

Members of Artists’ Power include producer
Takeshi Kobayashi, Mr. Children singer Kazutoshi
Sakurai and performer/composer Ryuichi Sakamoto.
Their first project was to set up and provide capital
for AP Bank, a lending institution whose aim is to
support nonprofit environmental groups. AP Bank
charges just 1% interest.

In 2003, Kobayashi and Sakurai formed a musi-
cal unit called Bank Band to help publicize AP Bank’s
activities and environmental issues in general, in
particular the need to adopt renewable energy
sources and to conserve energy.

AP Bank further raised its public profile by hold-
ing the first of the now-annual outdoor AP Bank Fes
in July 2005 in Tsumagoi, Japan, drawing 60,000
fans. Last year, the bank and its backers opened the
store Kurkku in Tokyo’s youth-oriented Shibuya dis-
trict, which sells organic foods and other ecologi-
cally sound products. —Steve McClure

NTINEL/AP PHOTO; MATTHEWS: J. SCOTT APPLEWHITE/AP PHOTO: OLVERA: JOSHUA PREZANT/RETNA
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THINK DIGITAL MUSIC
IS AN ENVIRONMENTAL
PANACEA?

THINK AGAIN

BY ANTONY BRUNO

This past March, Greenpeace made head-
lines by criticizing Apple’s environmental poli-
cies—or lack thereof.

The move generated a rare response from
Apple CEO Steve Jobs, who outlined previously
undisclosed plans for “a greener Apple” ina
Web-published memo. It also sparked protests
from pro-Apple bloggers, who claimed Apple’s
leadershipin the digital music space had a pos-
itive impact on the environment.

After all, replacing physical CDs with digi-
tal files must help the environment right?

Wrong. Environmental groups claim the
music industry’s transition from physical to
digital has no discernible benefit to the envi-
ronment, and in the short term, is actually caus-
ing more harm than good.

For starters, there’s no noticeable decline in
the number of physical CDs found inlandflls.
While music fans are buying fewer CDs at rec-
ord stores, they are buying more blank record-
able CDs to burn their own discs from music
acquired digitally.

According to research from Understanding
and Solutions, sales of recordable CDs—or CD-
Rs—have increased from 9.9 billion in 2004 to
10.5 billion last year. While in the United States
CD-R sales actually fell slightly in the same

GREEN CARD |

At a cost of £146 million ($289 million), the ACC
(Arena and Convention Centre) Liverpool will
be the United Kingdom'’s first entirely “green”

live venue when it opens in January 2008.

GM Tim Banfield says that while the pian-
ning process for the complex—which com-
prises a 10,600-seat concert arena, conven-
tion center and exhibition space—stipulated
the building’s energy footprint be minimized,
the management team was determined to

“embrace the sustainable theme and op-

erate accordingiy.”

Consequently, all the venue’s
power will come from sustain-
able sources, with five low-noise
wind turbines accounting for

- 10% of the electricity generated
into the facility. Meanwhiie, the
roofs collect rainwater, which will :

MP3 players contain various metals and
chemicals considered more harmful to the
envircnment than any CD or its packaging.

time frame, from 2.3 billion to 2 billion, sales
in Asia have increased 20%, and the Consumer
Electronics Assn. (CEA) expects U.S. sales to
grow by 2% this year.

“It’s like when people who use computers
were trying to go for a paperless office and
ended up printing out more paper,” says Paul
McRandle, deputy editor of the Green Guide,
an online environmental information resource
and newsletter that the National Geographic
Society acquired in March.

Adding to the problem is the rising
popularity of MP3 players. Apple has sold
more than 100 million iPods. According
to iSuppli, more than 178 million MP3
players were sold worldwide last year
alone, and sales are expected to grow an-
other 21% to 216 million this year. As de-
vices grow more sophisticated, a growing
percentage of MP3 players will replace
older models.

When Greenpeace targeted Apple, it
specifically called out two concerns—how
electronics devices are made, and what
is done with them after they expire.

MP3 players contain various heavy
metals and chemicals such as lead, cad-
mium and brominated flame retardants
(BFRs) that are considered more harm-
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ful to the environment than
any CD or its packaging. Nei-
ther the U.S. government nor the

CEA has implemented standards

for limiting such toxic materials.

Instead, manufacturers are lefi to
voluntarily follow the European
Union’s Reduction of Hazardous
Substances (RoHS) guidelines, which
in many cases is more a matter of PR
than real compliance.

MP3 players “just add to the num-
ber of heavy metals leaked into the
environment from electronics compo-
nents,” says McRandle, who gives the
industry a D for its efforts to reduce
such materials. “Electronics companies
have shown themselves very unwilling
to adopt the RoHS standard. They may
be shipping RoHS products, but they
don’t make it obvious which ones have met
those standards. They don’t include eco-
certifications, [which] makes it more diffi-
cult for the consumer to pick and choose one
item from another.”

However, the industry is making slightly
better progress on how these devices are
treated after they’ve been sold. Almost every
major consumer electronics manufacturer
has some kind of after-market recycling pro-
gram. Apple, for instance, gives customersa
10% discount on new iPods when they turn
in their old one at an Apple store.

A 2005 CEA survey found about 55% of
consumers say they simply give away or do-
nate their old consumer electronics equip-
ment, while only 20% simply toss them. MP3
players were not included in the report.

However McRandle’s grade for existing re-

cycling etforts remains a C-.

“They need to increase consumer aware-
ness,” he says. “If people don’t know, they won't
doit. Then you're left with this hunk of plastic
with toxic elements in it that people are more
likely to throw out than save.”

He also faults the industry for encouraging
replacement over repair or reuse. iPod batter-
ies, for example, are notorious for having short
life spans. While Apple offers a battery
replacement program and op-
erates a brisk refur- iy -
bished iPod business /

introducing a new

Odo
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¥ account for 40% of the water used
- for flushing toilets.

Banfield admits the build was more ex-
pensive than fb_r a non-green venue, but
notes, “The payback over the lifetime of the
o building will be positive. We will use less,
therefore it will cost less to run,” he says. “it
makes total sense commercially—socially
conscious businesses like to do business
with like-minded companies.”

—Juliana Koranteng

Sony Efectronics unveiled a number of eco-friendly prototypes at
an event in Japan this month, including two digital cameras, a set of .
headphones and a solar-powered battery recharger. None of the de-
vices require batteries or an AC plug. Instead, they rely on either kinetic
or solar energy. The Spin N” Snap camera, for instance, requires users to
spin it around before using; the Push Power Play video player needs to be rolled
back and forth on a surface to charge up; and the Juice Box features a fold-out solar
panel that can be used to charge other devices. Oh, and they’re all made of reused
or recycled plastic. Aesthetically . . . well, they’re no iPod

No word yet on availability, pricing or whether they’ll ever even make it into
retail production. —AB

ILLUSTRATION BY VIKTOR KOEN
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iPod every year makes it easier to just buy a
new one.

To help meet these concerns, the CEA in
January launched an informational Web site
called mygreenelectronics.com. It provides
donation resources, information on local and
company-specific recycling efforts and a
buyer’s guide that lets manufacturers show-
case “green” products.

It's also worth noting that MP3 players
contribute far less to electronic waste than
the main culprits—mobile phones and com-
puters—and much of today’s faults are
chalked up to the growing pains of a nas-
cent industry.

Once the production and recycling issues
are resolved, the digital revolution may one
day result in the net gain for the environment
many assume it alreacy is. But until then, it
will take more action and fewer words. <+«

biz

For 24/7 digital news and analysis
see billboard.biz/digital.

ELECTRONIC
ECOLOGY

MP3 players and other digital entertain-
ment devices may be causing the envi-
ronment some stress today, but there’s
no reason they can’t play a more posi-
tive role in the future. Here are three steps
consumers and the consumer electronics
industry can take to be part of the solu-
tion rather than part of the problem.

H REUSE, REPAIR, RECYCLE: The Con-
sumer Electronics Assn. emphasizes these
actions via its MyGreenElectronics Web
site and educational campaign. Give old
iPods to friends or refatives, replace a dead
battery rather than buy a new device, and
participate in local and corporate elec-
tronics recycling programs.

B REDUCE MANUFACTURING WASTE:
The Green Guide suggests device manu-
facturers conduct a comprehensive audit
of their production processes to identify
which stages create the most waste and
contribute the most harmfui components
to their products, and then take steps to
reduce both. Manufacturers should aiso
create products with parts, identified in
the design phase, that can be reused
later in subsequent products.

B EDUCATE: The industry should in-
crease awareness and availability of con-
sumer recycling programs and do more
to ensure the productsrecycied are in fact
reused.in other goods and not just shipped
overseas. Apple’s takeback program, for
example, involves giving consumer dis-
counts for recycling old products. —AB
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When Perry Farrell was getting
ready to release the Columbia debut
from his new band, Satellite Party,
ecology weighed so heavily on his
mind that he wanted the project to
beavailable only digitally. m But as
often happens with well-intentioned
environmental initiatives,
economics quickly factored into the
discussion. Sony Music executives
pointed out that such an approach
would truncate potential commerce
in a world\where, based on Nielsen
SoundScan figures, digital accounts
for about 24% of U.S. music sales.
Also, such'a move would have
presented brick-and-mortar
merchants with an uneven playing
field. m Instead, Farrell and
Columbia came up with an eco-
friendly, green Digipak made
exclusively out of recycled paper. B
“We have a completely carbon
neutral CD,” Farrell says (see story,
page 22). “But in the future, you
know and I know that the answer is
we don’t press up CDs at all.” m
Farrell is not alone among artists
taking the lead in green matters.
Trailblazers include the Red Hot
Chili Peppers, whose 2002 album
“By the Way” featured a 12-page
booklet on recycled paper. And in
2003, when Neil Young decided to
produce a multimedia event around
his “Greendale” project, the book
version was printed on eco-friendly
paper and ink. ® In fact,
environmentally sound packaging
has been an issue for Young as far
back as his “Harvest” album in 1972.
“Neil Young definitely asked for an
album to put out on recycled paper,”
former Warner Bros. Records head
of sales Lou Dennis recalls, “and we
did it.” ® Then and now, artists have
driven the industry’s environmental
innovations. Following artists’ lead,
in early May, labels and merchants
began a behind-closed-doors
dialogue to get in front of the issue
at NARM’s annual convention
(Billboard, May 12).

24 | BILLBOARD | JUNE 23, 2007

.

Under the auspices of NARM and the RIAA, an
operations committee has been formed to reach a
solution that, without violating antitrust laws, es-
tablishes uniform green packaging standards ir. a
cost-effective manner.

Hundreds of millions of dollars in costs are at
stake if packaging conversion is not coordinatad
among the various industry sectors, as one early at-
tempt at green packaging illustrates. Last October,
in response to Wal-Mart’s call for suppliers to con-
sider the ecology when making and packaging their
products, Universal Music Enterprises repackagad
its “Millennium Collection” single-disc greatest-h:ts

wWWWwW.americanradiohistorv.com

series in eco-friendly paper-
board, using a PaperFoam
tray instead of a plastic one.
That package, from New
York-based Shorewood Pack-
aging, was about half the
four-ounce weight of a nor-
mal jewel box CD.

UME has also used the
eco-pak for its new greatest-
hits line, “No. 1's.” So far
the company has shipped
about 5 million copies of
eco-pak-encased CDs, UME
executive VP/GM Mike
Davis says

While a lighter package
means less postage and less
fuel spent transporting prod-
uct, currentautomated load-
ing equipment can’t handle
the new configuration. So it
has to be manually assem-
bled—which adds anywhere
from 5 to 20 cents per unit,
depending on how compli-
cated the package is.

The lighter package also
made it difficult for the
“Millennium?” titles to flow
through automated ware-
houses, where electronic
eyebeams read bar codes
and direct CD boxes and in-
dividual discs across a series
of stackers, drops and di-
verting equipment. In some
instances, retail/wholesale
sources say the speed of this
flow had to be slowed, low-
ering productivity. Others
report that “Millennium”
product had to be pulled
from distribution centers’
conveyor belts and manually
sorted for store orders

Since replacing the loading
and sorting equipment would
be hugely expensive, manu-
facturers. wholesalers and retailers are hoping for a
less costly resolution—the development of packag-
ing that would allow them to adjust existing machines.

‘We support any green packaging initiatives,
Trans World Entertainment president Jim Litwak
says. “But the industry has to make sure every-
thing is thought out from the logistics end of
things. If' there is going to be an issue, we want to
know about itin advance so we can figure out how
to deal with it.

Retailers raised other concerns about the “Mil-
lennium” packaging. Lacking a booklet or liner notes,
the slimmed-down approach “takes value out of the
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Universal’s ‘Millenniurm Collection’ greatest-hits
series was repackaged in eco-friendly paperboard,
but retailers raised concerns about its slimmead
down approach.

CD package,” says Trans World executive VP/CFO
John Sullivan, who suggests the result resembled a
CD burned on an in-store kiosk.

Shorewood VP of music sales Dustin Wills says
he and the record company acknowledge there
were issues with the “Millennium” packaging.
But, he adds, “it is the only biodegradable pack-
age. There will be issues no matter what you use
as an alternative.”

The current jewel box, in contrast, “is one of the
worst, ecologically unfriendly packages out there,”
says Dr. Allen Hershkowilz, senior scientist at the Nat-
ural Resources Defense Council (NRDC). Hershkowitz
notes that the music industry is “going through a sup-
ply chain evaluation that is frankly unprecedented.’

THE CARBON CONUNDRUM

ARTISTS FLOCK TO OFFSETTING BUT INDUSTRY IS

sLOow TO ADAPT BY WES ORSHOSKI

With Live Earth looming and Al Gore’s grim “An Inconve-
nient Truth” still onthe brain, the concept of carbon neu-
trality has seemingly emerged as the music incustry’s
next big thing.

Carbon neutral simply means that greenhouse gas emis-
sions are offset by purchasing green energy credits or pay-
ing for the planting of new trees. To be sure, the industry has
an eye-popping amount of carben to offset, be it tfrom the
manufacturing of product or the energy it takes to stage
massive worldwide tours,

Of late, more and more artists have committed to car-
bon neutrality, including Pearl
Jam, the Dixie Chicks, Bonnie
Raitt and Cave Matthews
Band. Others are putting their
foot down when it comes to
driving in non-eco-friendly
cars; KT Tunstall threatened to
not show up for promoticnal
appearances if spoit utility ve-
hicles kept coming to pick her
up, according ko Capitol Music
Group COO Jeft Kemgler.

In fact, Perry Farrell was so
mindful of the waste involved
in pressing COs that he tried in
vain to convince Columbia to
release his band Satellite
Party’s new album only in dig-
ital form (see story, page 24).

For now, he’s content to
offset the assaciated emis-
sions, a process he believes
“is going to be a Band-Aid for

The DIXIEC
among the,
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the next one to five years.”

According to industry experts, more than two pounds of
carbon waste is emitted for every CD pressed. Based on
RIAA CD shipments for 2006, that amounts to nearly 1.3
million pounds of carbon going into the environment.

Offsetting this means more than just paying for the
right to pollute, says Cate Muller, head of events and part-
nerships for a London-based company called the Carbon-
Neutral. “What we do is a four-step process,” Muller says.
“First is understanding the size of the carbon footprint.
The second part involves practical reduction strategies
and helping to set reducticn targets. The third part is off-
setting unavoidable emissions. And the fourth step is
helping to communicate that to the people that matter—
stakeholders. That could be your staff, your investors or
your supply chain.”

Muller says offsets make a real difference. “If you’re buy-
ing credible offsets, it’s a real reduction of CO2 going into
the environment. If vou invest in a windfarm in India, for
exampla, that actually reduces the productionof coal-based
CO2 and replaces it with clean energy.”

Meanwhile, manufacturing an album with recycled pack-
aging (B5 cents-90 cents) is significantly more expensive
than a standard jewel box with a booklet (10 cents) or a
Digipak (20 cents}, says Dr. Allen Hershkowitz, senior sci-
entist at the Natural Resources Defense Council. But Farrell
argues the long-termresults justify the short-term expense,
which may not always be as costly as people think.

“| had a bon voyage party for our tour over Memorial Day
that | personally invested $25,000 of my own money into,”
Farrell says. “You know how much it cost me to carbon off-
set it? It cost me $150. You can buiid in a 50 cent or $1sur-
charge into a ticket for the VIP rows of an amphitheater
and it pays for a carbon offset of that show.” oo
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Atthe end of that process, he predicts, the largely poly-
styrene-made jewel box “will be history.”

Noteveryone agrees. “The jewel box is still the best
we could put out there in terms of working for every-
body and the economics of the packaging,” Univer-
sal Music Group Distribution president Jim Urie says.
“The debate is about how to make [it] recyclable.”

But other execs go so far as to label the jewel box a
tired product that weakens the CD’s value. “The jew-
elcase needs to be replaced with something that pres-
ents a higher-quality look, but doesn’t cost more,” one
senior distribution executive says.

The holy grail would be packaging thatisn’t made
from petroleum-based materials, but that still du-
plicates those qualities of the jewel box that facili-
tate automated manufacturing and distribution of
the product: that it’s solid rather than flexible, for
instance, and free from indentations. Some indus-
try executives point to paper packaging, while oth-
ers endorse adapting the Amaray DVD case for the
CD. Outside of that option, manufacturing and dis-
tribution operation executives agree that the pack-
age should be the same size as the jewel box—5
inches by 5.5 inches.

But weight of the new packaging is still open to
discussion, and price is a major concern. “The jewel
box has 20 years’ worth of cost efficiencies in place
in the molds and the processes to load it with CDs,”
Entertainment Distribution Co. (EDC} customer op-
erations director Rod Streeper says.

A standard jewel box and booklet can cost less
than 10 cents, while the standard Digipak costs
around 20 cents. But an entire recycled package,
using some kind of paper-constructed tray, can cost

7 e
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as much as 85 cents or 90 cents, according to esti-
mates seen by NRDC s Hershkowitz.

The two biggest hurdles are the cost and quality
of the material, Shorewood’s Wills says. “Everyone
is scrambling to come first to market” with a more
durable heavier tray of comparable cost, he says.
Wills adds that Shorewood is studying one that could
be made from compressed wood chips or paper-
based foam, although the latter is twice as costly as
the polystyrene tray.

Whether or not the jewel box goes away, the in-
dustry’s consumption of paper had to change, says

WEA president John Esposito, who was honored
last fall with a Force of Nature award for his ef-
forts on behalf of the ecology by the NRDC. Three
years ago, Warner Music Group led the industry
movement for green packaging: It challenged its
CD manufacturer Cinram and packaging compa-
nies like Shorewood and Ivy Hill to wield WEA’s
entire multimillion-dollar annual spend for CD
booklets and tray cards as an incentive to persuade
paper-producing companies to meet a list of eco-
friendly criteria.

WEA was told then that the paper industry might

\
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Kill The Jewel Box

A MISTAKE FROM THE START, LANDFILL FOREVER

With discussions about green packaging and
the perceived value of the CD rampant, now
is clearly the time to get rid of the land-filling
piece of crap known as the jewel box. How the
jewel box came to be perceived by the labels
as high-end packaging has always been be-
yond me, and recycled paperboard CD pack-
aging has never sounded like a better option.
Failing that, an Amaray (DVD)-size case with
alarger CD booklet would fit the bill.

Of course, with a power player like Uni-
versal Music Group Distribution president
Jim Urie pulling for the jewel box to be sim-
ply rebuilt with ecologically sound material,
my vote may not count for much.

But if the U.S. music industry is chang-
ing its packaging to go green, I want to in-
troduce some related issues. We can’t forget
that this whole green dialogue is taking place
against a backdrop of rising digital sales and
declining CD sales. But many of us believe
a demand for physical product will coexist
alongside digital in the coming years regard-
less. So as we look at packaging, we should
also discuss its role in the value equation,
and what role that packaged good will have
five years from now.

Before I present my case for where pack-
aging should go, let's examine why CD pack-
aging was a mistake from the get-go.
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Once upon atime, CDs came packaged in
the longbox because retailers were afraid that
the smaller jewel box would be easy to steal
from stores. The longbox was OK for mer-
chandising, but it wasn’t any fun for shop-
pers, and ultimately it was the first victim of
the industry’s green conscience in 1993.

But that change wasn’t well thought out.
First, the major labels ignored retail’s outcry
that the longbox’s elimination would cause
costly store refixturing. The move to shrink-
wrapped CDs, though, only resulted in most
stores encasing CDs in longbox-sized, plas-
tic keepers also called shucks or safers. At
some stores, keepers were reused. But dis-
count department stores sold CDs in
cheap keepers that were
thrown out and be-
come landfill.

Now, since
the industry
is taking a
more deliber-
ate approach,
let’s get right
what we got
LINKIN PARK’S

premium ‘Minutes
to Midnight’ has.a

recycled paperboard
package.

wrong the first time.

After all, look at what the jewel box re-
placed. The vinyl album cover was a great
merchandising tool and made for a great
shopping experience. Remember when you
could power-merchandise music with albums
stacked high in front of the store? And when
you could flip through vinyl album covers,
shopping the store was much quicker and 10
times more fun. Clanking through clunky
CD merchandising just never made it for me.

The vinyl album cover also made listening
tomusic an interactive experience. Regardless
of your age, you could actually read the lyrics
and find out who played on the album. Nowa-
days, as my eyesight gets worse, with the tan-
talizing small print on most CD booklets and
back trays, I don’teven know song titles. I sim-
ply refer to tunes by their track number.

So we should be looking at more than just
going green—especially given the specialist
audience that physical music is likely to at-
tract in the future.

Now more than ever, the industry seems to
be evolving toward a reverse version of the
book industry’s hardcover/paperback model,
a dichotomy that has been envisioned in var-
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ious scenarios since the industry first started
thinking digitally in the mid-"90s. Some lis-
teners will opt to merely stream music, while
other consumers will choose to buy the mass
paperback version of music they like—by
strategically downloading either individual
tracks or the digital album in its entirety. The
trade paperback book version might be a mil-
lennium-style package with more information.

But beyond price, convenience and
portability, hardcore fans, collectors and
audiophiles will want the higher-priced
packaged good—the “hardcover” version.
Considering how much that audience ac-
tively cares about music, why shouldn’t an
eco-friendly standard package have good
merchandising capabilities and fun infor-
mation and graphics?

The CD package should be the same size
as DVD, but with a differential so shoppers
know it's a CD. It may need to be DVD Ama-
ray packaging—which is made of recycled
plastic, but the music industry should put
more graphics and information inside than
the movie industry does.

Or maybe it can be a recycled paperboard
package, like the great premium version
of Linkin Park’s “Minutes to Midnight,”
but in a box shape without indentations

so the plastic wrap can be cold-sealed.

(Packages with indented edges need

shrink-wrap, which is a hot, carbon-

emitting process.)

But whatever form packaging takes,
let’s also talk about merchandising and
the value to the consumer. The result
will be a long-term solution for the pack-
aged CD. “on

For 24/7 retail news

.biz and analysis, see

billboard.biz/retail.
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need five years to create paper capable of reproduc-
ing high-quality imaging, but the process took only
half that time. Esposito reports that since March,
packaging on all WEA CDs and DVDs has been made
of 30% post-consumer recycled paper taken from
renewable foresting, using chemicals that minimize
damage to the environment.

Having come up with the appropriate paper, pack-
aging companies like Shorewood say they also only
use environmentally friendly inks thatinclude veg-
etable-based components. Shorewood director of
marketing services Linda Lombri says the company
has developed green-friendly packaging that can
overcome performance obstacles. Until demand in-
creases, however, a three- to five-week lead-time is
required for its manufacture.

The Petowsky, Mich.-based Earthworks Music
label has also been experimenting with paper pack-
aging for Greg Brown’s “Yellow Dog” album.

“Because chlorine-bleached virgin paper is a
major source of water pollution, we insisted upon
unbleached, recycled stock for the CD packaging,”
says Susan Fawcett, a member of the collective

behind Earthworks.
‘The jewe' What’s more. she re-
ports, the paper used

box IS one in the packaging was
of the manufactured at Co-

hoes, N.Y.-based Mo-
WorSt, hawk Fine Papers,
ecologica“y which is completely

- wind-powered.

unfrleI'IC“y Fawcett also sug-

gests that the industry
paCKages could replace outer CD
@ut there., wrapping with a sim-
—DR. ALLEN ple sticker to hold the

CD case shut and make
HERSHKOWITZ, it tamper-proof. But
NATURAL mos!| retailers still
RESOURCES argue that, to help con-
DEFENSE trol theft, the CD pack-
COUNCIL age still needs some

kind of plastic wrap-
ping. And merchants throw another consideration
into the mix: They want a place to conceal an elec-
tronic-article-surveillance source, now hidden within
the jewel box.

With the jewel box, a Scandia wrapping machine
uses a cold ultrasonic weld that doesn'’t give off any
heat in sealing the package. But most paperboard
packages have indented edges that require shrink-
wrap, which uses a cutting process that produces
heat and therefore needs to be conducted in an air-
conditioned environment.

About the only thing that looks unlikely to change
anytime soon is the CD itself, which is mainly made
out of eco-unfriendly polycarbonate. That kind of
plastic allows light transmissions to refract at a pre-
dictable angle so discs can be read by a laser, thus
precluding the use of most other plastics or making
the CD significantly thinner. “To make a long story
short, the indusiry is stuck with the CD,” EDC’s
Streeper says.

Still, Hershkowitz is confident the music indus-
#y will move forward and conquer its ecological li-
abilities. “The music industry has long been known
as a do-gooder in the marketplace,” he says. “It has
helped advance civil rights. It has advanced the anti-
war movement.”

Through working with NRDC, Ivy Hill executive
VP of sales and marketing Rich Oppenheimer adds
that he now realizes that going green “isn’t a desti-
nation, it'sa journey—and it ultimately requires ad-
dressing all facets of one’s business.”

Additional reporting by Brian Garrity and
Jonathan Cohen.

BIG LABELS COMMIT TO
REDUCING WASTE, IMPROVING
EFFICIENCY BYBRIAN GARRITY

MAJOR
IMPROVEMENTS

~ Much of the spotlight on the music industry’s push to support environmentally friendly business

practices is focused on transforming CD packaging. But behind the scenes, major labels now are
moving with greater urgency to green a host of their most basic operational and administrative
funcfionalities. These initiatives include everything from in-house paper recycling to offsetting
the power usage of office buildings with carbon credits. @ Credit that in large part to the growing
relationship between the recording industry and the Natural Resources Defense Council, an
environmental group that advises companies on improving their green policies. ® The NRDC is
workﬁng closely with EMI and Warner Music Group on a series of greening initiatives in North
Ametica, as well as serving as a consultant to an unnamed environmental agency advising Sony-
owned companies on environmental policies. The one exception is Universal Music Group
(UMG), which is working on its own. Its environmental efforts are part of a larger green push by
parent company Vivendi. @ It's an ongoing process. “This is not an overnight phenomenon,”
says Allen Hershkowitz, a senior scientist for the NRDC working with WMG and EM1. “It’s
important to understand that this transition that we are working on is literally going to take
five, 10 years.”m Billboard takes a look at the greening efforts of the major labels:

P

The company is working with the NRDC to commit
to a number of new green efforts in-house. Among
them are a paper conservation initiative that includes
recycling, along-term phasing out of printers that can’t
handle double-sided copies, moving printers out of of-
fices and to centralized locztions, and cutting back on
paper-based marketing materials. The company
greened its Grammy Award party earlier this year and
is exploring reducing the overall carbon footprint of
its 15 buildings across the country through a combi-
nation of carbon credits and choosing electric suppli-
ers that use such renewable sources as wind power.

“Now that we've implemznled paper, our next focus
is this carbon footprint,” WEA chairman/CEO John
Esposito says. “We have generally discussed wanting
to get it done before the summer is done, in getting to
a good place with it. A lot of dynamics will affect that,
bu-once that’s done, there will be other things thatare
likely going to be available for us toattack.”

EMI

In addition to working with the
NEDC to green its Grammy party
earlier this year and pursuing
many similar in-house initia-
tives regarding paper, recvcling
and reducing the carbon foot- .
pront of its buildings and facili- N8
ties, EMI is overhauling its 4§
transportation policies. The company
is setting requirements for a mixture of hy-
br-d vehicles, a minimum number of people per car
and a minimum miles per gallon on cars that are not
hybrid from its transportation vendors. The com-
pany’s efforts in North America are part of a wider
push by EMI to reduce its energy consumption by
as much as 10% worldwide. “All this is a mixture of
conservation and innovation,” Capitol Music Group
COO Jeff Kempler says. “Conservation is also eco-
ncmically better for everyone else concerned.”

L0
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The company’s headquarters at 550 Madison Ave. in
New York already are part of an environmental man-
agement program dating back to 2002 that focuses on
waste reduction and energy conservation. The pro-
gram—which is 1SO 14001 certified, an international
standard for environmental management—has reduced

MG base building energy demand by 31%. The building also

recycles approximately 565 tons of waste annually. Look
for Sony BMG to step up its conservazion effosts with
the recent arrival of Rick Rubin at Columbia Records.

UMG

Industry consolidation, the divesting of manufactur-
ing and distribution businesses, the rise of digital dis-
tribution and a continued focus on cost cutting are all
combining to aid the industry in its efforts to improve
its green standards. Case in point: UMG’s sell-off of
its manufacturing operations. The company has seen
its waste production levels drop from more than 10,000
tons in 2004 to 555 last year, its water consumption
fall from 388,000 cubic meters two years ago to 88,800
in 2006 and its carbon dioxide levels plunge from 68
million kilograms in 2004 to 13.8 million last year
since unloading its facilities. The corapany also cred-
its those reductions to a series of in-house ccnserva-

tion and recycling programs.

RICK RUBIN, left, will push green
initiatives at Columbia. The Sony
BMG headquarters in New York,
below, have been green since 2002.
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“This
transition
is literally
going to
take five,
10 years’

-—NRDC
SCIENTIST ALLEN
HERSHKOWITZ
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CLOUD CULT leader CRAIG |

MINOWA (hugging cow) built his
own envirommentally friendly CD
manufacturing cperation. |

tmartens@billboard.com

own To Earth

SMALL LABELS FIND ECO-CONSCIOUS
INNOVATIONS WORTH THE COST

There wasn’ta CD manufacturing operation
in the entire country that satisfied the eco-
friendly needs of Cloud Cult leader Craig Mi-
nowa. So he built his own.

Minowa started Earthology Recordings on
a farm an hour north of the Twin Cities in
Minnesota. From the geothermal and wind
power that runs the farm, to the recycled CD
cases with soy ink-engraved packaging that
come with every order, Earthology is striving
to become the most environmentally aware
CD manufacturing/replication business on
the planet.

Soit's nosurprise that in his downtime from
touring with his critically adored psych-pop

CREEN CARD

“It’s been fascinating discovering how to do
this and, at the end, | get a kick-ass guitar,”
Guster guitarist and Reverb founder Adam
Gardner says.

He’s referring to his collaboration with
Boston-based musical instruments manufac-
turer First Act, which wil create the most env-
ronmentally friendly electric guitar possibie.
Though the project is still months away from
completion, First Act VP of markeating Jeff
Walker is confident the journey is worthwhile.

“We’re in the business of tailorihg the per-
fect guitar to the musician,” ha says. “As con-
sumers become more environmentally con-
scious and come to us for specific needs, we
want to be ready.”

outfit, Minowa fields calls from unsigned
artists and indie and major labels. Often, Mi-
nowa says, there’s only one factor that stops
anact or a business from going the green route.

“Unfartunately, it does come down toa fi-
nancial thing,” he says. “If the eco-friendly
stuff is 3-5 cents more per unit, most of the
major labels will shy away from it, since those
pennies add up. Ifit were affordable to do it
the environmentally friendly way, then every-
one would be doing it.”

Plenty of smallerlabels can relate, but more
are seeing eco-friendly measures as a worth-
while expense. Brady Lahr of Los Angeles-
based Kufala Recordings invested nearly

While First Act s still gauging how big the
demanc: for “green guitars” is, Gardner’s team
is already experimenting with Forest Stew-
ardship Zouncil certified wood, recycled hard-
wareselactronics and low-toxin finishes.

Though the Guster projectis so far a “one-
off” and “an expensive process,” the com-
pany is considering making a dozen replicas
of the final product to catalyze the fancy of
the consumer and to uncover the most cost-
efficient way to reproduce green guitars.
And, wi:h Gibson joining the Bonnaroo Fes-
tival as a “green partner” to showcase its
own environmental efforts, the first mass-
produced “green guitar” gets ever closer.

—Katie Hasty

$15,000 to create his own biodegradable
shrink-wrap by partnering with Prizm, a
maker of transparent cigarette paper (yes, you
can smoke it).

But it wasn’'t a completely altruistic move.
Lahr filed for a patent, and Kufala stands to
gain if other labels or artists start using his
shrink-wrap—not to mention the publicity and

-marketing opportunities it now affords him.

“Every day you turn on the news there’s
something about climate change or global
warning or ways to make the world a greener
place,” Lahr says. “If we're not doing that in
business, we’re not looking out for the inter-
est of our customer, which is the No. 1 prior-
ity in any business.”

And don't talk to Sub Pop’s Internet guru
Andrew Sullivan about the cost of going green.
“That’s a cheap way of looking at it,” he says.
“Itdepends on whether you're thinking long-
term expense or short-term expense.”

At Sullivan’s urging, the indie powerhouse
made news last year when it became the first
record label to be certified “green-e,” thanks
to its purchasing of vouchers from the Bon-
neville Environmental Foundation to subsi-
dize the use of renewable energy. It wasn’ta
huge cost to the label, says Sullivan, who asked
that the specific dollar amount not to be
printed, butit’s safe to sayit’s less than $10,000.

Proving that it wasn’t just a marketing
stunt, Sub Pop went a step further. The label
recently did away with jewel-case CD advances
to switch to plastic-free, recyclable paperboard.

“What we found out is that even though
it costs 30 cents more to do the actual pack-
aging, it costs 25 cents less to ship it,” Sulli-
van says. “Plus, it creates less waste, and
that's radical.

Others have gone a step further. Matador
and Beggars Group have shifted to all-digital
advances, a cost-cutting and eco-savvy move.
Sullivan says Sub Pop isn’t ready to go that
far yet, but technological and consumer ad-
vances may eventually force the music busi-
ness in a completely pro-environment
direction, even as green costs come down.

“A couple of decades ago, organic foods
were a niche market and not very accessible,”
Minowa says. “Now, organic foods are even
in Wal-Marts. In being so much more acces-
sible, it receives the distribution that makes
it more affordable. I think we’ll see the same
thing with environmentally friendly CDs on
the market. That is, if digital downloads don’t
take them over first.” e
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For 24/7 indies news
and analysis, see
billboard.biz/indies.
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g Veil Records In Chicago scored a
rant to build a park on its rooftop.

GREEN LICHT

Here are five indie labels making a
difference:

EARTHOLOGY RECORDINGS

Craig Minowa’s Alternative Distribution Al-
liance-distributed label and CD replication
house sits on an organic farmin Minnesota,
and is close to making an all-green CD pack-
age. Minowa promises that by the end of
2007, all CDs will be fit with a corn-based
biodegradable shrink-wrap being developed
by the University of Illinois at Urbana-Cham-
paign. “We want to turn this into our own
nonprofit,” Minowa says.

SUP POP

Last year. the Seattle label proclaimed it was
the first music label to be designated green-
e—a certification used by businesses to pub-
licize the purchase of certified renewable
energy. It’s an important investment, Inter-
net guru Andrew Sullivan says. The label’s
artists, he says, “know we're doing things that
are moving forward and not being stagnant
and not being all business.

KUFALA RECORDINGS

The Los Angeles-based label, which special-
izes in made-to-order live CDs, has switched
to a biodegradable shrink-wrap. Based on
the amount of CD sales last year, Kufala
head Brady Lahr estimates that about
1,881,600 pounds of plastic shrink-wrap
went into the environment via landfills. His
patent-pending product will cost a label a
few cents more, but Lahr says, “We’ll gen-
erate more business because of the aware
ness of our green packaging, as well as the
alternative uses for this.”

TREE LEAF MUSIC

Sprung from Paul Diaz’s Atlanta-based Tree
Sound Studios, Tree Leaf fits its acts (jam
band Perpetual Groove, Latin group Crema)
with organic merch and eco-friendly pack-
aging. Additionally, the label plants a tree
every time it makes a sale. And soon, a 300-
gallon biodiesel gas tank on the premises
will allow bands to fill up alt-fuel vehicles
free of charge. “From a purely business stand-
point, green is popular, and it only stands to
become more popular,” Diaz says.

SMOG VEIL

Frank Mauceri's Smog Veil started out in
Cleveland, moved to Reno, Nev., and has now
settled upon Chicago. In the Windy City,
Mauceri built a green-friendly workspace
from city grants, remodeling a building to
be powered entirely by wind and solar en-
ergy, as well as scoring a grant to build a park
on its rooftop. And Mauceri says the long-
term savings on electricity will only fuel the
artsy label’s sustainability: “We've just taken
the lead and tried to set an example.” With
such innovations, he says, “you can decrease
your ovesall expenses.” ™
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Learning To Love
The Environment

“Hi, Paulina Rubio here. If you wash your
clothes at lower temperatures, you can save
a lot of energy. You can save even more en-
ergy by washing no clothes. And you can do
thatif you don't wear them. I'm not wearing
any right now.”

The mini-speech is from a series of PSAs
for Global Cool, a U.K.-based nonprofit that
promotes how small personal changes can
have a big impact on the environment.

As the Latin spokeswoman for the organ-
ization, Rubio gets to be whimsical (Global
Cool ads are quirky) as well as serious about
a cause she’s always pursued but only recently
become vocal about.

Rubio is not alone, but she doesn’t have
much company either. While Latin acts across
the board have embraced other causes—most
notably children’s welfare—the environment
has typically been an afterthought.

A reason for the absence from the spotlight
may be that Latin America has other more
visible and pressing problems than other na-
tions have.

“I'have to admit, poverty, and particularly
child poverty, is a sadder state of affairs,”
says Fher Olvera, lead singer of Mexican
rock band Mana. “But one thing goes with
the other,” he adds. “What good is it to give
a child education if he is going to live in a
shitty city?”

With a 13-year-old ecological foundation,
Selva Negra, to its name (see story, page 22),
Mana is by far the most visible Latin act in
the environmental arena. Another Mexican
singer, veteran pop star Emmanuel, has an
even longer trajectory in the field, including
work with his own foundation and as the face
of multiple environmental programs.

Beyond that, Latin acts for the environment

mpaoletta@billboard.com

From Hippie

ToHip

GREEN MARKETING NO LONGER
JUST FOR THE GRANOLA SET

Al Gore was ahead of his time. The presiden-
tial hopeful was discussing environmental is-
sues for 20 some years—long before his
documentary on global warming, “An Incon-
venient Truth,” picked up a couple of Academy
Awards and long before Wal-Mart came along
and pushed its concept of an eco-friendly ap-
proach to doing business into the mainstream.

Unlikely bookends, both have had a power-
ful ripple effect. Green marketing has, without
question, gone from crunchy to mainstream,
from hippie to hip.

“As green products become more preva-
lent, consumers are more likely to select them,
especially if they achieve value parity,” says
Drew Neisser, CEO of Renegade Marketing
Group in New York. To illustrate, Neisser
points to the Method brand of eco-friendly
home-care products. “Method is more expen-
sive than other liquid soaps, but the sleek de-
sign makes Method a premium product.”

Whether we're talking Method, Body Shop,
Aveda, Stonyfield Farms or Ben & Jerry’s,
30
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green brands distinguish themselves onava-
riety of levels—including ingredients, pro-
cessing and packaging. “Every step of the life
cycle attempts to minimize environmental
impact,” says Jacquelyn Ottman, founder
of eco-innovation/green marketing firm J.
Ottman Consultingand author of “Green Mar-
keting: Opportunity
for Innovation.” Once
this happens, green
brands “start to attract
environmentally con-
scious and aware con-
sumers.” Which can
increase market share
and help businesses
take advantage of new
markets.

When Wal-Mart
committed to invest-
ing in sustainability
projects and to hold-
ing suppliers to higher

FHER OLVERA;
PAULINA RUBIO
{inset)

function mostly at alocal level. In Argentina,
Diego Torres has supported Greenpeace ini-
tiatives, while rock band Bersuit Vergara-
bat routinely brings environmental concerns
into its music. The group’s last stadium con-
cert, for examole, was announced at a press
conference in El Riachuelo, a river near
Buenos Aires chosen as the locale because
of its major contamination. Other artists,
like Mexican Aleks Syntek, have expressed
their solidarity with the green movement in
multiple ways. including green packaging of
their albums.

Butby and large, big philanthropic efforts
from major Latin acts are centered in other
easier to illus:rate causes that provide spe-
cific assistance to people.

You really can’t blame acts for their pri-
orities, given that in many Latin countries
more than 50% of the population lives in
poverty, according to World Bank figures.
One can, of course, appreciate the long-term
benefits of ervironmental work. But for a
family with hungry children and no public
assistance, saving the whales is secondary

environmental standards, the impact was
twofold, affecting both the supply and demand
sides. The big-box retailer, for instance, has
become the world’s biggest buyer of organic
cotton and the biggest seller of organic milk.

“Suddenly, no God-fearing, middle-class
American could only see ‘green’ as a liberal
plot invented by Al Gore,” Neisser says. [n-
stead, consumers found themselves “embrac-
ing green as a mainstream, flag-waving idea.”

Which means, Neisser adds, that “green is
no longer a liberal cause for the granola set.”

Michael Martin, president of music indus-
lry greening agency MusicMatters, says cor-
porations are embracing green platforms
because Americans care about the environ-
ment and themselves. “People buy organic
products becausz they're potentially better for
their health,” Martin says. “All things being
equal, brands like Wal-Mart and Proctor &
Gamble believe that consumers will choose
retailers and products that are doing good
things for the planet.”

To be effective,
though, green market-
ing campaigns must
deliver on primary prod-
uct benefits—Ilike clean
clothes and great taste.
Once that’s achieved,
Ottman says, commu-
nicating environmental
benefits can help justify
premium pricing or, at
a minimum, sway pur-
chasing decisions.

And music is now
part of the equation. Nat-
ural food company Clif

to getting food on
the table and not
wasting water may
be a moot point,
since there is no drinking water available.

No wonder, then, that environmental con-
cerns are directly proportional to musical
style. Most vocal proponents of environmen-
tal causes are rock and pop acts directed ata
more middle-class audience. In other gen-
res, like regional Mexican, messages and acts
of generosity are directed to the tangible needs
of a struggling fan base that would not em-
pathize with a green message.

Which is why acts like Rubio advocate in
different, less-preachy ways.

“They are practical options anyone can
apply, but may not have been aware of their
benefits,” Rubio’s manager Rick Canny says.
“That practicality was something that Paulina
connected with and thought her fans could
as well.” “es

biz

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

Bar began working with musicians a couple of
years ago because it noticed the unique relation-
ship that exists between artist and fan. Since
then, the brand has tapped the John Butler
Trio, Martin Sexton and Xavier Rudd to par-
ticipate in its Clif GreenNotes program, which
promotes environmental awareness and inspires
fans to take action. Clif Bar works closely with
MusicMatters on the GreenNotes initiative.

“Artists are able to communicate to fans in
a way that fans listen,” Clif Bar lifestyle expe-
rience manager Grady O’Shaughnessy says.

Still, Martin and others worry that, for some
brands, eco-aware platforms are focused more
on marketing impact, not on actually moving
the needle on social change. For Martin, the
perfect scenario occurs when a brand’s social
change component becomes part of its core
attributes (think Ben & Jerry’s).

Come June 19, with the launch of nonprofit
Climate Counts (climatecounts.org), con-
sumers will have the opportunity to see which
brands are truly affecting environmental
change. One component of the Web site rates
the top 90 brands in the country—based on
Fortune 500 stats—on their contributions to
global warming and actions they’ve taken to
combat the negative effects of global warming.

In the process, Climate Counts may well
create a stigma against those companies not
working on strategies to be more green.

“Not going green is simply a dead end with
little upside and lots of downside,” Neisser says.
“How you communicate your greenness is the
issue. Those who can gain competitive advan-
tage by being green should shout it out.” «-«

For 24/7 branding news

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

OLVERA: JOHN RILEY/SAN MATEQ COUNTY TIMES/ZUMA PRESS
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WARPED TOUR: ASHLEY TWIGGS/"THE CHRISTIAN SCIENCE MONITOR"/GETTY IMAGES

Clockwise from top:

At the Vans Warped
tour, fans can gain free
entry by volunteering
to recycle; Rise
Against’s TIM
MCcILRATH in front of
the band’s Warped tour
bus, which is powered
by biodiesel; Solar
power is now in use for
live events like Warped.

GREEN CARD

And like many people, Sexton was profoundly in-
fluenced by Al Gore’s Academy Award-winning film
“An Inconvenient Truth.” “It handed to me on a sil-
ver platter what my impact is from touring and just
living on this Earth,” he says. “So | figured 1 could
lake this a step beyond my own curbside recycling
and bring it into what I'm doing for a living.”

Sexton started planning a green tour, “but I
wasn't sure how il worked.” So he partnered with
Berkeley, Calif.-based health food company Clif Bar’s
GreenNotes program, which helps touring bands
nail down things like biodiesel (cleaner-burning fuel
made from natural, renewable sources); organic, re-
cycled merchandise; and the sale of renewable wind
energy credits (Cool Tags) to offset the tour’s car-
bon emissions.

“Ilove what they’'re doing,” Sexton says. “It’s set-
ting a positive example that this can be done, it's not
cost-prohibitive, and it’s not a pain in the ass.”

Sexton is a veteran road dog, but 30-plus dates
into his latest tour, he can’t tell much difference in
touring green.

“The hardest part is always being able to find
biodiesel,” he says. “I can tell you right now, you can’t
getitif you're traveling from Fargo to Bozeman.”

From the perspective of environmental consuli-
ant/activist Tim Allyn, who has worked with the
Vans Warped tour and the Coachella festival, inter-
est in biodiesel is “steadily growing,” bul there’s still
some way to go.

“I still get questions like, ‘What’s the bus look
like?” ” he says. “The bus looks like every touring
coach you've ever seen.”

Back on one of those biodiesel buses, Sexton says
there are cost increases involved in going green.

“But that’s where GreenNotes comes in—they’ll
help with that extra 30 cents a gallon,” Sexton says.

94.7 THE GLOBE

ay from the glamour and glitz of the upcoming Live Earth
ble. ® But for “new folk” artist Sexton and thousands of
him, going green is something to focus on every day. B“I've
pnscious of waste,” he says, sipping his “musician strength” coffee
purse). “I'm always conscious of turning off the water, the lights,
ecycling out every Wednesday morning.” m The touring world,
arily a transportation business, has made a concerted effort to go
ral years, be it by fueling tour buses and trucks with biodiesel or
bon emissions. With more and more artists and tour producers
o-friendly touring, the business is also benefiting from the
orporate sponsors and experienced nonprofits, which have set up
illages” within the venues. B Artists have come to the issue for a

e it by having grown up amid nature and outdoor sports (Jack
farrell) or simply becoming inspired by veteran acts that have

a (Pearl Jam, Sheryl Crow).

“And once demand is there, the costs will come down.”

Rather than find the biodiesel, the Warped tour
has it delivered to the venue. “We already know who
all the suppliers are, and it’s a pretty narrow list,”
Allyn says.

The costs of having bio delivered “depends on
how the individual companies want to bill it,” he
says. “But it worked out last year to be about 8 to 10
cents more a gallon than street diesel, including
fuel, labor and delivery.”

More to the point, Allyn says the concert business
is in.a unique position to affect change.

“The touring industry has a finite amount of
trucking companies, generator companies, all
going to the same places in every city,” he says.
“We could create demand if we worked together
to make sure that the fuel was at or near the venue
and just fill there.”

Allyn also calls for the wider live industry to get
onboard. “Venues can run greener electricity and
have recycling programs,” he says. “A lot of these
situations save money. Some cost more, but they all
benefit the environment.”

Warped tour founder Kevin Lyman and his team
“made a conscious decision and over a matter of
months, revamped their whole operation and made
significant changes,” Allyn says. “Kevin wasn’t wor-
ried about how to market it or how to get recog-
nized. He just said, ‘I want to do it differently. I've
got a responsibility.” ”

With 80 bands and scores of tour buses and trucks,
moving Warped is like moving Patton’s army every
summer. Lyman is pleased to see major touring biz
companies like Up-Staging (lighting), Road Show
(trucking), Jenco (sound) and Cat Power (genera-
tors) becoming more environmentally conscious by
using biodiesel. But with the green growth comes
opportunists looking to
cash in on the craze.

“There are a lot of peo-
ple running around call-
ing themselves green
consultants,” Lyman says.
“It alimost always means
out-of-work A&R guy.
When some of these eco-
consultants come stream-
ing through the offices,
saying, ‘I know green
companies, I'd like to at-
tach them to your tour,
how much will you pay me
to introduce them toyou?,’
itdoesn’t sound like you're
Irying to save the Earth, it
sounds like you're trying
to make a buck.”

WANTTO
TOUR GREEN?

Here are eight essential names for your
contacts book:

ON-TOUR ASSISTANCE

Clif Bar’s GreenNotes

SPECIALITY: A “training wheels” program in tour-
ing green, with “green grants” available for every-
thing from biodiesel to organic coffee. It can
arrange reps on the rcad or have staff at events.
(clifgreennotes.com/musician)

OMNBOARD: Gomez, Martin Sexton, John Builer
Trio, O.A.R., Guster, Bonnaroo Festival

Reverb

SPECIALITY: A nonprofit seeking to raise aware-
ness and support for the environment through
“eco-villages” at live music events and greening
advice for tousing bands. (reverbrock.org)
OMNBOARD: Bonnie Raitt, Dave Matthews Band,
Jack Johnson, Avril Lavigne, Guster

ON-SITE EDUCATION
Stopglobalwarming.org

SPECIALITY: A nonpartisan etfort to, well, stop
globzl warming through a “Virtual March” that
now includes more than 800,000 members.
Also provides fan education at events.
(stopgicbaiwarming.org)

OMBOARD: Bonnaroo, Lollapalooza, Umphrey’s
McGee, William Morris Agency

Rock the Earth

SPECIALITY: Advocacy group geared “to
ensure the existence of a sustainable and
healthy environment” includes attorneys,
tech consuitants and PR and marketing pros.
(rocktheearth.net)

OMBOARD: Dave Matthews Band, Bon Jovi, Bon-
nie Raitt, Allman Brothers Band, many festivals

Natural Resource Defense Council
SPECIALITY: Environmental action organization
that uses “law, science and the support of 1.2 mil-
lion members” to protect natural resources. £d-
ucational efforts include a presence at festivals
and entertainment events. (nrdc.org)
ONBOARD: Warner Music Group, Bonnaroo

WASTE MANAGEMENT

Clzan Vibes

SPECIALITY: A turnkey waste management op-
eration catering to environmentally conscious
outdoor festivals and events through recycling
and proper waste disposal. (c/leanvibes.com)
ONBOARD: Many festivals, including Allgood,
Langerado and Bonnaroo

BIODIESEL SUPPLIES

Blue Sun Bicdiesel

SPECIALITY: Vertically integrated company
works on everything from growing the oilseed
cropste biodiesel production, blending, distrib-
uting and marketing. Blue Sunis inthe process of
going public and will be the first biodiesekcnly
company listed on NASDAQ. (gob/uesun.com)
ONBCARD: Vans Warped tour, Anheuser-Busch

Edward H. Wolf & Sons

SPECIALITY: Provides soy biodiesel in Wiscon-
sin to different bands and events, “blending out”
125,000 gallons in 2006. (ewolf.com)
OMNBOARD: Willie Nelson, Norah Jones
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Luckily, there are credible corporate partners for ‘The
artists such as Sexton when they search for resources
and financial assistance with greening their tours.

“We're not going after just any band,” Clif Bar
brand experience manager Grady O’Shaughnessy
says. “We're targeting progressive, emerging artists
who are passionate about the same things we are
and just might not have the resources, time, expert-
ise to make those changes. In some cases we pro-
vide ‘green grants’ to help cover some of those
incremental costs so the changes don’t hurt so much

to start with.”

Of course, Clif Bar is not all alone in its efforts.
There isaland rush by corporate America to go green,

and touring artists are more than receptive.

One such tour coming up this fall is the Next Step
Campus Tour, sponsored by footwear brand Crocs,
with rock act Guster as headliner. The tour will run
through September and October and is produced by
St. Louis-based 360 Productions. Buster Phillips at
Creative Artists Agency is booking the tour, and CAA’s
Marcie Allen Cardwell is coordinating sponsorships.

A key component is the participation of Reverb, a
nonprofit greening initiative founded in 2004 by Lau-
ren Sullivan and her husband, Guster guitarist/vocal-
ist Adam Gardner. Reverb’s mission is “educating,
inspiring and activating music fans while greening
artists’ tours and the music industry at large.”

And even though tour producers are ahead of the
green game, Lyman is pushing his colleagues to “ac-
tually follow through, because there’s usually a lot of
expense involved. There’s a long way to go, but we're

moving in the right direction.”

Additional reporting by Charles Ferro in Copenhagen

and Mark Sutherland in London.

hardest
partis
always
being able
to find
biodiesel.
I can tell
you right
NOwW, You
can’t get
it if you’re
traveling
from
Fargo to
Bozeman.

—MARTIN SEXTON

“All of our nonstage generators
are run on biodiesel,” Goodstone
says. “For all of our food vendors,
we provide all the plates and cut-
lery, and all of it is compostable and
biodegradable. Cups for beer, all
the different Bud bottles, Coke bot-
tles—all recyclable.”

The results are impressive.

“We have over 500 tons of gar-
bage, and we were able to recycle and avoid land-
fills with over 250 tons,” Goodstone says.

For fans, the Planet Roo tent focuses on edu-
cating the audience, while backstage Bonnaroo
works with Stop Global Warming and Rock the
.o Earth to educate artists on what they can do to

—— make their own tours greener and utilize their
fan bases.

" rwaddeli@billboard.com

Green Today,
Great Tomorrow

LIVE EARTH ORGANIZERS LAYING
FOUNDATION FOR A GREEN FUTURE

It would play right into the hands of critics if
the seven Live Earth concerts to be staged world-
wide July 7 were to come off in an unfriendly
environmental way. And it’s probably fair that
no concerts in history will be more closely mon-
itored for how well they manage power and
waste.

Live Earth producers want the world to watch
what they do. “We want to make the concerts
themselves part of the solution,” Live Earth’s
Yusef Robb says. “What we're working very
hard to do is something that has never been
done before: establish a new green event stan-
dard that Live Earth will not only follow but
hopefully future live events will follow as well.”

The concerts will be built “from the ground up
to be as green as possible,” Robb says. “If there is
a choice between a dirty light bulb or a greener
light bulbto light the stage, we're working to find
the technology that can generate the least amount
of carbon. If there’sa choice between two cups at
34 |
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a concessions stand, we want to identify the best.
one that not only makes a beer taste good butcan
also be recycled and didn’t use a lot of carbon to
produce in the first place.”

Obviously, there
will be some carbon
that Live Earth will not
be able to “design out”
of the process, Robb
says. “That’s the real-
ity of life in the 21st
century. So we'll off-
set any remaining
emissions.”

Enter environ-
mental adviser John
Rego. Working pri-
marily with corporate
“greening” consult-
ant Brand Neutral, as
well as independent

Rio de Janeiro, 3razil’s
Copacabana Beach could
draw 1 million paople}_g i
free Live Earth eoheert.

ECO-FRIENDLY FESTS

Long before Live Earth, festivals were at the
forefront of the eco-conscious live movement,
with European events like Glastonbury and
Roskilde pioneering many of the initiatives now
taken for granted.

Nowadays, Bonnaroo in Manchester, Tenn., is a
true green leader, taking a three-pronged ap-
proach incorporating its own green efforts, in-
terfacing with artists and educating fans.

Bonnaroo burns about 40,000
gallons in biodiesel each year, ac-
cording to Rich Goodstone, part-
ner in festival co-producer Superfly
Productions.

All of this, of course, has an expense.

“It’s probably $25,000-$50,000 extra that we
spend to try and utilize the different things that
we do,” Goodstone says.

Bonnaroo is not a lone voice in the fest forest
in trying to reduce its environmental footprint,
with major festivals like Lollapalooza, the Austin
City Limits Music Festival, Coachella and others
laser-focused on going green.

Denmark’s massive Roskilde
Festival introduced an environ-
ment policy as far back as 1994.
Five years ago, it pioneered de-
posits on beverage cups.

“We use more than 1.3 million
cups,” festival director Esben
Danielsen says, “and around
95% come back to refund stalls
for recycling.”

The United Kingdom’s Glaston-
bury Festival, with its roots in
1970s counterculture, has been
similarly innovative through the
years. The last time the festival

was held in 2005, 50% of its waste was recycled.
The festival’s main beneficiaries—Greenpeace,
Oxfam and WaterAid—host a range of environ=
mental initiatives at this year’s event, and there’s
also a political dimension, with festival organizer
Michael Eavis hoping to sign up 100,000 festi-
valgoers to the Stop Climate Chaos coalition’s |
Count campaign.

—RW

nonprofits the Climate Group and consult-
ants Seven-Star and Meeting Strategies
Worldwide, Rego oversees the Live Earth
Global Green Team.

“One of the key objectives of our work is to
gather best practices and create a ‘greener’
recipe for the industry going forward,” Rego
says. “The three main topics we focus on are
energy, waste and transport, which are your
three main carbon emitters worldwide, but also
in alive event.”

The diversity of the venues in which Live
Earth will be staged is not only a challenge
but a benefit, Rego says. “There’s not one
model that can be used across all of them,”
he says. “We have stadiums that are 30-plus
years old and stadiums that are brand-new
and just renovated, so obviously different chal-
lenges exist there.”

In Rio, a million people are expected on Co-
pacabana Beach for a free concert. The Shang-
hai show is an open event in the middle of a
city. In South Africa, the
venue is a green field
about 60 kilometers out-
side Johannesburg.

Rego wants concert
producers worldwide to
gain confidence that their
generators, for example,
can run well on biodiesel.
“It’s also about figuring
out how your generator
setup should be de-
signed—the process of
setting up the energy
sources so the minimum
amount of fuel and emis-
sions will actually be

www americanradiohistorv com

used,” he says.

The other key component is waste manage-
ment. “If we're composting at the venues, which
we're planning on doing in Johannesburg and
Rio, it is making sure the cups and plastics we
have can be composted,” Rego says. “It's about
looking at the entire life cycle of how all this ma-
terial works through an actual event.”

Rego says one Live Earth show has already
secured 100% green power (wind and solar).
Another venue will raise the temperature
slightly to reduce the use of air conditioning.
“We don’t want to [name] the venue because it
will probably never be noticed by the audience,”
Rego says, “and that is the point.”

Live Earth is going to significant lengths to
actually quantify how green it will be, i.e., its
carbon calculation. [t is also gearing up for its
carbon audit.

“We are looking at setting up boundaries
and going through the processes and method-
ology of how we're going to calculate this stuff
so we have a clear understanding of what our
carbon footprint is going to be,” Rego says.
“All of this will be in our final report after the
eventand shown transparently, setting bench-
marks again for the industry saying, ‘This is
how green we were, can you be greener?” ”

It all comes back to the Live Earth mission.
“We're doing this to inspire and motivate ac-
tion, and in essence my goal is to inspire action
from the industry,” Rego says. “This legacy, and
making sure that it is followed by tens of thou-
sands of live events that occur every year—that
impact outweighs any sort of impact we could
have on the day of the event.” oes
b_ For 24/7 touring news

I

and analysis, see
billboard.biz/touring.
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WHQ DOYOU
THINK SHOULD
BE RESPONSIBLE
FOR MINIMIZING
THE NEGATIVE
EFFECTS A MUSIC
FESTIVAL MAY
HAVE ONTHE
ENVIRONMENT?

GREENLER FIELDS?

WALLET—AT LEAST IF YOU BELIEVE IN GIVING THE CUSTOMER WHAT HE OR
SHE WANTS. RECENTLY, AGREENERFESTIVAL.COM SURVEYED MORE THAN 600
U.K. FESTIVALGOERS ON THEIR ATTITUDES TOWARD GREENING LIVE EVENTS.

i THE RESULTS—CHERRY-PICKED BY BILLBOARD, BELOW—MAY HAVE YOU
REACHING FOR THAT RECYCLE BIN NEXT TIME YOU PLAN A CONCERT.

‘Environmental protection
is an important factor
when choosing which

festivals | attend.’

would separate

my rubbish at
festivals if separate
bins were provided’

5T

{0CAL lq

AGREE DISAGREE

| l 1.1% wosopy

4%, otHer

i
i 3.39 pipNOTREPLY

MUSIC FESTIVAL

‘1 would travel by public
transport to a festival
if it was provided as
part of a ticket price’

of U.K. festivalgoers agree
that FESTIVAL TRAFFIC has an
Impact on the environment.

AGREE

AGREE DISAGREE

‘] would accept increased I

ticket prices for a festival
if it was for improving
environmental perforimance.’

Yo a2t W | B . §
. ‘-'-G:r%i\ jeafi Lifegate makes eco-
~““friendry fasrion statements.~

GREEN CARD

In September, singer/songwriter Andrea Parodi
will release “Soldati,” a landmark (talian album.

“It will be italy’s first environmentally friendly
album,” he says, “produced with special ‘eco-pack’
packaging, using recycled paper, whilte the CD it-
self is zero impact.”

It wili be released on Lifegate Music, the label
arm of a larger organization that, according to
fcunder Marco Roveda, has a philosophy of “peo-
ple, planet, profil.” Lifegate Music’s biggest success

AGREE DISAGREE

‘Food stalls should use ~eusable crockery
and cutlery with a small repayable deposit
instead of disposables.’

i |
y 16.3% |

RBIS; RECYCLING BIN: PHILIP NEALEY/GETTY IMAGES,

-

o . p— ;" o OTHER ta date is fotk rock act Gang, which cracked Italy’s
2 top 30 albums chart last year.
é 10.3% N Roveda set up Lifegate in 198, after making a
'_;; DID NOT REPLY J 51 3()/ fortune in real estate. Its flagship is a self-titied radio
ﬁg 0 station, which claims that 400,000 weekly listen-
;; AGREE ers tune in to its soothing world-music selections.
Eg 22 O(y “it's dedicated to spreading the Lifegate mes-
_:’,g . 0 sage.” Roveda says. “There's plenty of environ-
§5 DISAGREE mental info, but also an absence of banal adver-
%g , tising, DJ chit-chat and pop.”
gé Other Lifegate businesses include a hezlth center
§§ - ' s and “eco fashion”’ jeans. But industry observers agree
e & DISAGREE that Lifegate Radio is key to the brand’s appeal.
,_(:z‘: “It’s one of the very few stations that manages
%3 SOURCE: A Greener Festival and author Claire O'Neill. Methodology' The results are based on tt sonses, from 649 indh u_zs algoers and 15 festivals orga .‘; 1s. to a questionnaire sent out Z ompleted to escape the hit radio format,” author/music writer
’ 9% Oruanier of dane ovents i"ﬁ&ﬁ“‘c-n";e e aroonartestiual o the Wb ate for A Graarar Eesmar and ‘.5?2‘”33.‘?5 s oot Sl oeeaTe Tasi fos AN REeeRerre Alfredo Marziano says. “it really is a beam of light
o J- R e e e e B A A u'saJl‘e P B e B e mt rapiy™ responaants ware omited in Itzlian radio.” —Mark Worden
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1 UN Now in its 6th year, The Hollywood
Reporter and Billboard join forces to deliver a cutting-edge, two-day seminar
on the role of music in film and television. This must-attend event provides a
dynamic forum for the exchange of ideas among film/TV and music professionals.
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RFECT
SYNTHES

Erasure’s Vinece Clarke and Andy Bell are pop music’s very own
odd couple. Clarke is the yin to Bell's yang—and vice versa. “The
fact that we both trust each other has meant that we've been able
to stay together for this amount of tirne,” Clarke says. “Andy’s very
easy-going and that has kind of rubbed off'on me over the years.”

“Over the years” is an understatement. Erasure has been ac-
tively recording and touring for more than two decades.

A sleek soacesuit never coes
cut of style, esVINCE
CLARKE. Eft and ANDY
EBELL of ERASUJRE showin
tnis 199Q phatograph.

ERASURE’S BEAT STAYS STRONG
THROUGH CHEMISTRY, VISION
AND PURE POP GENIUS

A

BY MICHAEL PACLETTA
A

“Twenty-two fucking years. Unbelievable. Seems like only yes-
terday when they first started,” says Mute founder Daniel Miller,
who has been releasing the act’s music since 1985.

In the vears since, between Clarke’s visionary electronic mu-
sicianship and knack for indelible meladies and Bell’s heartfelt
storytelling, Erasure has sold more than 20 albums worldwide,
according to Mute.

Facing the Music — Together!
Love,
Michael Pagnotta

| BILLBOARD | JUNE 23, 2007

Through its durable songwriting and over-the-top live shows,
the act has also influenced many a young turk today, including
the Killers, Scissor Sisters, Postal Service, Dangerous Muse, She
Wants Revenge, Mika and Gnarls Barkley.

And while numerous pop groups borne out of the synth-pop
British invasion of the 80s have come and gone, Erasure has re-
mained vibrantly alive. The duo’s 13th studio album for Mute,
“Light at the End of the World,” arrived in May. The album de-
buted at No. 2 on Billboard’s Top Electronic Albums chart and at
No. 127 on The Billboard 200.

To help spread the word about the new recording, Erasure is
co-headlining the True Colors tour with Cyndi Lauper. When
the trek concludes later this month, Erasure will embark on its
own solo tour, appropriately called the Light at the End of the
World tour.

Miller recalls Erasure’s early days with fondness. “Their first
album [“Wonderland”] was not successful anywhere,” he says.
“And this was weird for Vince, because he was coming off hits
with Depeche Mode, Yazoo and the Assembly.”

But Clarke and Bell were determined, Miller adds. In fact,
“Vince liked being the underdog. Ittook the pressure offhim. As
for Andy, because it was all new for him—he didn’t have Vince’s
history—he took it all in stride.”

When the duo’s third British single, “Oh LAmour,” did not
do well on the British charts, there was some nervousness,
Miller says. “Vince was getting worried. We had some heart-to-
heart conversations.”

Erasure’s fourth single, “Sometimes,” proved to be the charm.
It peaked at No. 2 in the United Kingdom. The duo’s live shows
began selling out and appearances on “Top of the Pops” com-
menced. The building of the Erasure brand had begun.

In the United States, label founder Seymour Stein signed Era-
sure to Sire Records. Sire was also home to Clarke’s former acts
Depeche Mode, Yazoo (Yaz in the United States) and the Assem-
bly, which were also part of the Mute family internationally.

According to Stein, when he signed Depeche Mode to Sire, he
included a “leaving member” clause in the contract. So, when
Clarke parted ways with Depeche Mode, Stein says he exercised
the option. “I knew I wanted to hold on to him,” Stein says. “He’s
a genius. I didn’t care what the deal continued on >>p40

MEDIA.MARKETING.MANAGEMENT

CHRIS CARROL/RETNA
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from >>p38 was—I just knew that [ wanted to continue work-
ing with him.

Sire scored three top 10 club hits with Erasure’s first three sin-
gles (“Who Needs Love [Like That],” “Oh LAmour,” “Sometimes”).
Fourth U.S. single “Victim of Love” reached the summit of Bill-
board’s Club Play chart. Follow-ups “Chains of Love” and “A Lit-
tle Respect” peaked at No. 12 and No. 14, respectively, on The
Billboard Hot 100

From day one, and unlike many others (except for acts like
Bronski Beat and Soft Cell), Bell never hid his sexuality. This was
notlost on Mute and Sire, which embraced his honesty. “The idea
of challenging peaple’s perceptions has always appealed to me,”
Miller says.

Stein uses words like “strength” and “courage” to describe Bell’s
openness about being gay. “Maybe he helped some kid in lowa

N -~-RON SLOMOWICZ, CLUB DJ

or Scotland,” Stein says. “But to come out and announce your
HIV status is far more difficult. Andy’s personality is so open.
He's helped a lot of people without even knowing it.”

To be sure, Bell's out, loud-and-proud stance as a gay man liv-
ing with HIV has affected pop culture and society at large.

On the musical front, Clarke, too, has been highly influential.
He is often referred to as an electronic purist. At the same time,
he knows the importance of crafting a solid song—and the im-
portance of melody. “He has musical and artistic integrity,” says
Erasure’s manager Michael Pagnotta of Reach Media.

DJ/producer Thomas Fehlmann first worked with Erasure when
he co-produced, along with Gareth Jones, the duo’s self-titled sev-
enth studio set. Fehlmann credits Erasure’s longevity to the duo’s
strong musical bond. “In each other they found the ideal part-
ner,” he says. “Vince is still a fan of bouncy pop music. Andy is

his ideal voice.”

The duo also found the ideal partner in Miller. “Though the
system has changed since being sold to EMI, Mute Records re-
tains its key figurehead, Daniel Miller,” Fehlmann says. “He is
a father figure that you can’t find at any other label. This has
given Erasure an emotional ground they would never get any-
where else.”

Through the years, Erasure has amassed 17 top 10 singles in
the United Kingdom, including a cover of Abba’s “Take a Chance
on Me,” which peaked at No. 1. Four of the dug’s albums, includ-
ing 1988’s “The Innocents” and 1994’s “1 Say I Say [ Say,” reached
the pole position of the U.K. albums chart.

In the United States, Erasure has topped the Club Play chart
twice, with 1987’s “Victim of Love” and 2005’s “Breathe.” The duo
counts 15 top 10 hits on the chart, including 1998’s “Stop!” and
1997’s “In My Arms.’

On The Billboard 200, Erasure scored its highest chart posi-
tion with “I Say I Say I Say.” The album peaked at No. 18. Its 1991
predecessor, “Chorus,” peaked at No. 29.

With each project, Erasure never lost sight of the global-dance
community, which has been at the duo’s side from the beginning.
“They’ve always embraced remixes and fully understand the im-
portance of club DJs,” says Ron Slomowicz, a Billboard-report-
ing club D] based in Nashville.

Slomowicz credits this to the musically eclectic scene that
helped foster Erasure. “They came of age at a time when rock, al-
ternative and dance were one and the same. It started with them—
and they are still valid after all these years.”

Though Erasure has certainly experienced a storied career,
Miller maintains that the duo never fit in then and it doesn’t fit
in now. “They’ve always been an anomaly,” he adds. “Erasure
was never cool or fashionable like the Pet Shop Boys were at one
point. They appeal to outsiders—those normal kids who weren’t
Gothorindie. They appealed to those on the fringes of the world.
The Smiths appeal to these same fans bul in a different way.
Morrissey and Andy do not fit the pop-star stereotypes. But there
they are.

Pagnotta adds: “They are icons, musically and culturally, in
electronic music. There is a meaningful brand there. We're in the
early stages of finding out how it will express itself.” o

Electronic/soul/rock/20p
duo ERASURE performs in
New York intn2 late 1980s.

AL PEREIRA/MICHAEL OCHS ARCHIVES/GETTY IMAGES
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ERASURE’S ANDY BELL AND

VINCE CLARKE TALK TO BILLBOARD

ABOUT CAREER LONGEVITY,
PERSONAL HONESTY AND THE
THRILL OF TAKING THE STAGE

Erasure has remained in the spotlight for more than two decades,
beginning with the British duo’s single “Who Needs Love (Like
That)” in 1985.

In May, Erasure’s longtime label, Mute Records, released the
band’s 13th studio album, “Light at the End of the World.” After
the acoustic-leaning previous set (2006’s “Union Street”), “Light”
finds bandmates Vince Clarke and Andy Bell returning to their
synth-pop roots.

These days, Erasure is touring the United States as part of the
monthiong! True Colors tour, which was conceived by Cyndi Lau-
per, and features Lauper, Debbie Harry, the Gossip and others. The
“equality for all” trek supports the Human Rights Campaign,
which seeks to improve the lives of gay, lesbian, bisexual and
transgendered Ameticans

When Trle Colors wraps June 30 at the Greek Theatrein Los
Angeles, Erasure will take one week off and then commence its
global Light at the End of the World tour July 6 in Tampa, Fla.

Did you ever think Erasure would be actively recording and
touring some 20-plus years later?

Clarke: When you start out, you're really just looking to the next
day or the next week. In the beginning, we were really looking
from gig to gig. That was as far as we could see. I can’t believe
we've been together for so long and that we've managed to sus-
tain a fan base for this amount of time. It's amazing to me.

Many acts have come and gone in the same time period. To
what do you owe Erasure’s longevity?

Bell: Oh, I don’t know, I think it comes down to our storytelling
and the way we create a mood. Whenever we're on tour, [ am re-
minded of how holistic-sounding and healing synthesizer sounds
are. Each night, when I'm performing onstage, I feel like 'min
a music box. I'm the ballerina, and Vince’s music is all the laser
beams coming off the mirror ball. That's what it is. And people

ERASURE appears with the True Colors tour through
June 30 for the Human Rights Campaign.

like music boxes.

Clarke: Our survival as a group comes down to my relationship
with Andy, because we know each other so well. We write the
songs together, which is a very personal thing to do, to sitina
room with somebody and bare your soul. We both trust each other.
Also, we have both learned to not be precious about what we do
and about the songs we write.

The new album, “Light at the End of the World,” is upbeat
and tailor-made for dancefloors. Is fatherhood agreeing
with you? Is Andy in a good place?

Clarke: I think that's part of it. We're in good places personally
in our lives. We're both very up at the moment. Also, [ felt that
we were going through a midtempo crisis and, as you get older,
your songs get slower. So, we made an effort to write more up-
tempo songs for this record. With songwriting, it’s all about where

youare in your head as well as whereyou  continued on >>p44

STEVE DOUBLE

CONGRATULATIONS
ANDY AND VINCE.

CAN’T WAIT TO BE ON THE ROAD
WITH YOU IN JUNE.

WE WILL CELEBRATE!
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Mute congratulates ERASURE
on the release of their 13th studio album,

Light At the End of the World

and an astounding 26+ year career
with over 28 million records sold worldwide!
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PROUD TO BE YOUR
LIVE AGENTS

X-ray

TOURING

cOnmtulaﬂbns to Erasure on
. Twenty Years of Giof#ra

om f‘. ‘
« your friends and partners - °
at CAROI.INE . carolme

from >>p42 are physically. We recorded
the new album in Maine, a beautiful environ-

ment, and that also comes out in the music.

If you look back over the last 22 years,
are there any moments that stand out in
your mind?

Clarke: We played in Prague, shortly before the
Communist [Czech] government fell, and, at the
time, no one could buy our records there, be-
cause they weren’tavailable. We'd play for 3,000
people, and when we came onstage, half of the
audience members had ghetto blasters, which
they held above their heads to record the con-
cert. It was an unbelievable sight.

Bell: We played a show in S3o Paulo in Brazilin
the mid-"90s. All these Brazilian rock acts per-
formed the whole day before we went on. By the
time we gotonstage, the whole audience was in
hysterics and screaming, “Puta! Puta!,” calling

—
L

=

v
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Mirror, mirror, on the wall,
who’s the most dashing
member of ERASURE
after all?

us whores and throwing things at us—in a re-
ally horrible way. And all the boys were getting
up on each other’s shoulders and pulling their
pants down and mooning us. I was quite scared.
Then, we came off stage and immediately did an
MTV interview. The first question we're asked
is, “How was the show for you?” I was about to
go into a tirade and Vince put one finger up to
his lips and went, “Shhh.” I'said, “The show was
fantastic. We never had such an amazing reac-
tion in our whole life.”

What can fans expect from the upcoming
Light at the End of the World tour that im-
mediately follows the True Colors trek?
Bell: My inspiration for the new show was
sparked when we were recently in L.A. doing
promotion. I saw this piece of camouflage ma-
terial in a frame, but it had frilly petticoat bits
around the outside. [ thought it looked great:
so bizarre and a little bit twisted. I thought,
“Yes, we'll base the show on that.” Then I re-
turned home and found an Andy Warhol hand-
kerchief in my drawer still in the packet. So,
we started looking through all his books and
thought we’d mix these kinds of elements into
the show, too, along with a bit of John Waters.
We may even toss in some Liza Minnelli.

Since day one, and unlike other artists, you
have never hidden your sexuality. You’ve

lived your life as an out, loud-and-proud

44 | BILLBOARD | JUNE 23, 2007
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artist. Do you see yourself as a pioneer?
Bell: At the time, in 1985,  had just met my part-
ner Paul as well as Vince. Paul was saying, “Oh,
you can't say that,” or “Don’t say that.” He thought
I should just keep quiet aboutit. And I thought,
“I don’t want to keep quiet.” What for? So, I de-
cided that when people would ask me about a
girlfriend and stuff like that, I wasn’t going to
say, “Oh, yes, I fancy this and that.” [ was sim-
ply going to be me.

Did you ever have discussions with your
label, Mute, about your sexuality and how
being an out artist could affect your career?
Bell: Not overt discussions. Well, there were
some comments, because we shot our very first
video in drag. Then, with our first hit, “Some-
times,” we were wearing jeans and T-shirts, very
James Dean. After that, though, when our records
began selling less, the label asked, “Can’t you

puton adress again or wear a rubber leotard for
shock value just to bump up sales?” I was like,
“No.” Anybody that tells me to do something, I
will do the opposite.

Why did you decide to publicly an-
nounce your HIV-positive status a cou-
ple of years ago?

Bell: | was very confused, and I hate keeping se-
crets to myself. It's not because I'm a big blab-
bermouth or anything. It's just such a burden to
carry. It took me a while to clear my head and
sortitall out.

It’s now 22 years after the two of you began
your musical journey together. Where does
Erasure go next?

Clarke: After this tour, we’'d like to do an album
of nursery rthymes. It wouldn't be a children’s
album though. What we're envisioning is a record
of Goth-styled nursery rhymes, more macabre.
I mean, lots of nursery rhymes are pretty dark
anyway, so the idea would be to make a record
that adults would appreciate on one level and
kids would appreciate on another.

What’s the one thing that only each of you
knows about the other?

Clarke: Well, Andy tells everybody everything.
I'm sure he’s mentioned it, but I know he had a
girlfriend for a couple years, but that's really dull.
Bell: Vince is cut, and I'm uncut. —MP

S1.N./CORBIS
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Congratidations on an awesome caseer.
F feel prsuteged to be a pavt of s,
3 showing us your Fwme Colors.

Sonny Podett
and everyone at Podett Jatent Hyency.
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congratulations on 20+ years of amazing music

erasire

thekarpelgroup

gay marketing / publicity / advertising
>we get the word OUT

www.thekarpelgroup.com / 601 w, 26th st., #1740 new york, ny 10001 / 212,505.2900

“A journey of a thousand miles
must begin with the first step”

Lao Tzu

Congratulations

Erasure

Andy Bell and Vince Clarke

(.l,_: :
4 LindenTravel
www lindentravel.com

Marla Wax Ferguson and Jennifer Chiara

Entertainment Division — entertainment@lindentravel.com

WWW.americal

During a 2005 tour of the
United Kingdom, ERASURE
performs at London’s
Hammersmith Apollo.

=

FAMOUS FOR ELABORATE
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LIVE SHOWS,

ERASURE PROMISES AS MUCH ENERGY
AND BARE SKIN AS EVER ON NEW TOUR

In Erasure]s two-decade history, the British synth-
pop duo has become notorious for its high-energy
concerts and campy theatrics. And if there is one
thing fans “can always count on” during the show,
it's for eccentric singer Andy Bell “to get naked,
or nearly so, through the course of the evening,”
manager Michael Pagnotta says.

Indeed, while Bell and bandmate Vince Clarke
have faced financial restrictions with how far
they can take their fairytale-like stage props and
flamboyant costume selections, those types of
roadblocks have only led to further imagination.
“I think that makes you more creative in a lot of
ways,” Bell says. “It’s kind of the same vibe as
putting on a school play.”

Following the release of its 13th studio album,
“Light at the End of the World,” which dropped
May 22 via Mute Records, Erasure has already
toured the United States first as part of this sum-
mer’s inaugural multi-act True Colors tour and
then will headline its own swing. True Colors,
conceived by Cyndi Lauper, boasts a lineup of
such acts as Blondie’s Debbie Harry, the Gossip
and the Dresden Dolls. The 16-city amphithe-
ater trek is sponsored by TV network Logo and
supports the Human Rights Campaign, which
sets out to improve the lives of gay, lesbian, bi-
sexual and transgendered Americans.

Erasure’s North American booking agent,
Jonny Podell of Podell Talent Agency, says Bell
and Clarke showed no signs of hesitation when
invited to perform on True Colors. “They could
not have been more supportive,” Podell says.
“They never asked what time they have to per-
form or what position they’d have on the show—
they only asked, ‘What can we do to help?’ ”

After completing True Colors June 30 at the
Greek Theatre in Los Angeles, Bell and Clarke
will launch a run of North American headlining
dates, beginning July 6 in Tampa, Fla. The duo
will also visit Puerto Rico, the Dominican Re-
public and Mexico on the way to an Aug. 3 finale
in Brooklyn, N.Y. In September, the act will re-
turn to the United Kingdom for a month of gigs
before heading to Germany in October.
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Bell describes the theme for the Light at the
End of the World tour as “our tribute to pop-
culture icons.” The intimate concerts will fea-
ture multiple video screens that offer a
Warhol-esque flavor. “These guys don’t stand
still and want to move forward,” Pagnotta says.

Bell, who Podell paints as a “flamboyant pea-
cock” as opposed to Clarke’s “conservative, quiet
{and] introspective” onstage image, always aims
to give fans an unforgettable show. From the
duo’s early performing days in England, Bell has
never shied from flaunting see-through body-
stockings and bondage gear that sometimes pro-
voked “quite a lot of homophobic people taunting
and throwing beer on us,” the singer says.

So what first spawned the idea for Erasure’s
gender-bending concerts? “When [ first started
working with Vince and doing live shows, I re-
ally got my bravado by going and watching drag
queens in pubs around London,” Bell says.

Past outings have found Erasure performing
multiple-night stands in clubs and theaters, a
strategy implemented by Podell, who has booked
the band for the past 15 years. “They never re-
ally want to play bigger venues,” the veteran agent
says. “They don’t want the pressure of overex-
tending themselves and worrying that they
didn't sell a house, or that the production wasn't
big enough. They like comfortable things.”

Notable Erasure residencies include eight con-
secutive nights at New York’s Beacon Theatre in
1992, and 10 record-breaking gigs at Irving Plaza
(now the Fillmore New York at Irving Plaza) in
2005. Combined, the 18 concerts grossed
$1,044,786 and drew more than 32,000 fans, ac-
cording to Billboard Boxscore.

Veteran concert promoter Ron Delsener, who
serves as chairman of Live Nation New York, says
back-to-back nights have worked well for the duo.
“Artists who can do the business should have a
residency rather than packing up and going to
the next town,” Delsener says.

“With a residency,” he adds, “they take on new
fans and expand their audience. That's what Era-
sure'is able to do.” wo

AWAIS BUTT/LFI
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...to all Erasure fans for their
loyalty and support for over 20 years.

Erasure Information Service
- www.erasureinfo.com -
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SHAKIRA drew an estimated
210,000 fans May 27 for a free
Mexico City concert

GOING TO
THE SOURCE

As The World's Top
Producer Of Latin
Music, Mexico Remains
A Creative Wellspring
Despite Struggles
With Music Piracy

BY LEILA COBO

LERT Fi UNIVERSAL /ZLIMS PRFSS RIGHTPFTER M. WILSON/COREIS

Mexico is at a crossroads.

The country that until just two years ago was con-
sistently among the top 10 music markets in the
world is suffering a dramatic decline in sales and
value because of unrelenting piracy.

At the same time, it is experiencing one of its
most creative and prolific periods, with labels sign-
ing and developing new talent at a pace not seen
since the early 1990s.

‘Mexico is a good exampie of renewed interest in
A&R investment,” IFPI Latin America regional di-
rector Raul Vazquez says. “We see that the compa-
nies, after a period of adjustment to retraction in the
market, have gone back to invest in new talent, and
we're seeing the new talent:flourish.”

Among that new talentis pop group RBD, a world:
wide phenomenon created by Mexican network Tele-
visa. Butitalgsoincludes a recent slew of young faces,
ranging from rock and punk bands like Allison,
Panda, Zoe and Motel; pop groups that write their
own material, like La Quinta Estacién and Camillaj
pop interpreters like Yuridia and Yahir; and a new
generation of regional Megican talent, like the late
Valentin Elizalde and Lidia Avila.

“You breathe a musical, a creative air that you
breathe in very few places,” Sony/ATV Music Publish-
ing VP Jorge Mejia says. “These artists are very in
touch with what's happening in the world, and they're
also innovating.’

“There are many singer/songwriters, many grcups
who do their own music,” Universal Music Mexico and
Central America president Victor Gonzilez adds. “It’s
no longer just about a pretty face and a good track. We
are looking for more depth, more authenticity and per-
manence. And, above all, acts who take on music as a
profession and a way of life.”

Mexico has long been the top producer of Latin music
in the world. Its status is fueled by a large population,
which makes it self-sufficient, and an impressive media
infrastructure that, for decades, has led it to produce
and mass export all kinds of entertainment, from film
and TV content to music, throughout Latin America
and the world.

Mexico's proximity to the United States also makes it
a natural breeding ground for music that crosses bor-
ders and brings back revenue that can be reinvested (un-
like Brazil, which is a bigger market, but has less of an

export market for its Portuguese-  continued on >>p51
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MEXICO FACTS

POPULATION: 103.3 milllon

AVERAGE EARNINGS: $7,310 U.S.
CAPITAL: Mexico City

POPULATION: 19.2 million

OFFICIAL LANGUAGE: Spanish
BROADBAND SUBSCRIPTIONS: 2.5 million
representing 61% of total Internet subscrip-
tions

MOBILE PHONE SUBSCRIBERS PER 100
PEOPLE: 54.4 (total number: 57,017,000);
92% are prepaid.

MUSIC FACTS

SALES AWARDS FOR ALBUMS:
Diamond (released as of 2000):
500,000 units

Platinum (released as of July 1,2003):
100,000 units

Gold (released as of July 1, 2003):
50,000 units

TOTAL PHYSICAL UNIT SALES 2006:
40.2 mlllion units

TOTAL PHYSICAL SALES REVENUE:
$357.1 million U.S. (retail)

TOP THREE BEST-SELLING DOMESTIC
ALBUMS OF 2006:

@ Yuridia, “La Voz de un Angel” (Sony BMG)
@ Mana, “Amar Es Combatir” (Warner)

3 Luis Miguel, “Navidades” (Warner)

TOP THREE BEST-SELLING

INTERNATIONAL ALBUMS OF 2006:

Black Eyed Peas, “Monkey Business”
(Universal)

Shakira, “Oral Fixation” (Sony BMG)

Il Divo, “ll Divo” (Sony BMG)

MEDIA FACTS

KEY NATIONWIDE RADIO STATIONS:
XEQR (La Z) (grupero/tropical/salsa)
XEJP (Stereo Joya) (Spanish ballads)
XEPOP (Digital 99) (English and Spanish
young acts)

XERC (English and Spanish young acts)
XHFO (Unlversal Stereo) (Contemporary,
English-language artists)

RETAIL FACTS

KEY BRICK-AND-MORTAR RETAILERS
SPECIALISTS:Mixup, Central de Discos
DEPARTMENT STORES:

Sanborn’s, Grupo Liverpool, Grupo Wal-Mart
KEY LEGITIMATE ONLINE RETAILERS
Tarabu.com, Beon.com

S e et e 260G, A aers s e Deserrons Manatal

2006 def Banco Mundial; QCDE Mexico, Organlzacion para (a Cooperaclon
y Desarrollo Economicos: Cofetel: IPSOS/BIMSA
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DIVISION MINISCULA: CARLOS ALVAREZ: DANNA:EDUARDC BRENIS: SYNTEK: JOHN PARRA/WIREIMAGE.COM

from >>p49 language artists).

The U.S. connection has become increasingly importantas the
U.S. Latin population grows in numbers and clout. Today, the
U.S. Latin market is the biggest for Spanish-language music in
the world, but Mexico is its primary source of material.

However, Mexico has also seen its legitimate sales eroding. Be-
tween 2001 and 2006, the market dropped 38% in value, accard-
ing to Mexico’s Assn. of Record Producers (Amprofon).

By and large, the cause for the decline can be traced to piracy.
Last year, according to the IFPI, there were 110 million counter-
feit CDs sold in Mexico, which is one of the IFPI’s top 10 prior-
ity countries for anti-piracy efforts.

Thanks to concerted campaigns between Amprofon and the
Mexican government, coupled with lower prices and key releases,
the Mexican market’s downturn reversed between 2004 and 2005.
But in 2006, the numbers plunged again, and so far this year, there
has been a 20% drop in value and units compared with the same
period last year.

“We have a new enemy, which is Internet
piracy,” Amprofon director Fernando Hernén-

DANNA, left, and
DIVISION MINISCULA,

Regional Mexican music, in particular, is a lucrative genre
because it allows labels the opportunity to sign acts for notmuch
money in Mexico and then export them to the U.S. Latin mar-
ket, where more than 65% of the Hispanic population is of Mex-
ican descent and regional Mexican is the best-selling genre.

However, regional Mexican music also
tends to be the most-pirated in the market,
which may be one reason why development

dez says, noting that last year, 1.7 billion tracks
were downloaded illegally in Mexico. Although
broadband penetration is still very low in that
country, users have access via universities and
Internet cafes.

“So, you have young, middle-class con-
sumers with purchasing power downloading

Mexico has
a musical,
creative air
you breathe
in very few

of pop and rock acts has exploded in the past
couple of years.

“I think it has much to do with the Inter-
net,” Sony BMG Mexico president Miguel Tru-
jillo says. “Young consumers are going into
the Web to discover and explore.”

Whatever the reasons, a new crop of rock

the music for free,” Hernandez says.

The industry has responded by rallyingin a
series of anti-piracy raids in Internet cafes along
with educational campaigns in schools and col-
leges. Atthe same time, two online digital stores are operatingin
Mexico since last year, Tarabui (owned by Televisa) and Bion (owned
by telephone company Telmex).

But online digital sales are still negligible in the country.
Where labels are seeing new and quickly growing revenue is in
mobile sales, which now account for nearly 10% of net sales for
some labels.

As Mexico navigates the transition from physical to digital,
record labels have responded by upping their A&R efforts.

“It's a way of looking for hits,” Gonzélez says. “We have to find
a way to move titles as opposed to units. More than ever, we have
to think of finding niches and then grow toward the mainstream
little by little.”

This has been the path that rock acts like Divisién Mintscula
have taken. After a five-year hiatus, the group released “Defecto
Perfecto,” which has spent 40 weeks on Mexico’s sales chart.

Universal's biggest growth in the last several months has been
in the regional Mexican realm, where the label received an unex-
pected sales boost with the death of young banda singer Valentin
Elizalde, who was shot dead after a concert late last year. Since
then, close to 2 million copies of Elizalde titles have been sold,
and now Universal is promoting his brother, “El Chico” Elizalde,
and his former band, La Banda Guasavefia.

places.

and pof acts has arrived, reminiscent in size
and scope—though not in sound—to the wave
seen in the late 1980s. A major difference,
Trujillo says, is that “because of saturation in
the market, it is taking longer to develop acts.”

For example, it took Sany BMG more than a year to develop
Camilla. The same happened with Warner’s Lu. Both are now
top sellers with major export potential to the United States and
the rest of the region.

Unlike the last wave of rock to come from Mexico, which was
decidedly socially minded (think Café Tacuba, Molotov and
Jaguares), this new crop has lighter, feel-good content. Neverthe-

GREEN CARD

A FESTIVE FORUM

less, Trujillo ~hinks U.S. Latin audiences will commect.

“There is a young consumer who wants to connect to his kan-
guage and culture. Because, even though rock is not consid-
ered Hispanicculture, well, we also have our icons and we also
have our youth.”

Itis not sucprising, then, thatin aiming for that market, Mex-
ican labels rely on outlets like MTV Latin America, which Tru-
jillo labels as vital.

“Once you show them an aggressive development plan, if it
fits their format, they’ll go to bat for you,” he says.

The other vital vehicle is the Internet, which plays an increas-
ingly important role in new-artist development, particularly in
the rock and pop realm.

Even if brcadband penetration is minimum, Gonzélez says,
the population that does have access is key.

“They are the trendsetters who pave the way,” Gonzélez says.

Nevertheless, he adds, “We are also targeting that tween seg-
ment which is not that imbued in the Internet yet and who can
still ask their parents for money to actually buy a CD.”

In that rezlm, witness the local success of Hilary Duff and
“High School Musical.” Now, Universal is also banking on lo-
cally grown Danna Paola, who after becoming popular with a
series of children’s soap operas and albums will now relezase
an EP aimed for the tween set.

“There are so many people doing so many great things in all
the genres,” Sony’s Mejia says, “that it gives you hope aboutthe
future of our music.” e

e
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at Music
forthe
Earth.

-
..


www.americanradiohistory.com

REYES RECORDS INGC.
MUSIC DISTRIBUTORS

140 N.W. 22 Avenue
Miami, Florida 33125

Multi-genre artist, NOTCH, is

his new CD *“Raised by the people

the

Urban Caribbean

hitp://www.reyesrecords.com E-mail;

to start a new wave of sound.

Tel: (305) 541-6686
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am Of Notable New
t 10 To Watch

The T-juana foursome has been around since
1998, >ut has made its biggest impact recently
as parf of Mezizo’s pop-punk wave. The band re-
reased its self-titled album on Verdad y
Justicia/Ramper Records in 2004, joined the Vans
Warped tour in 2005 and then was signed to Sony
BMG. Since its March 27 release, second album
“Entre la Guerrayel Amor” went to No. 5 on the
sales chart compiled by Mexican trade group
Amprofon. It was produced by Joe Marlett, who
has warked with Blink-182 and Foo Fighters. The
band toured the United States with fellow Mex-
ican reckers Molotov and Zoe last summer, and
is playing radio festivals in Mexico through the
end of July.

DELUX

PAMBO

After graduating from Mexico City’s Fermatta
music academy, the 21-year-old singer/song-
writer performed showcases and was intro-
duced by a friend to an A&R rep at Sony BMG.
The label signed Pambo irt 2006 and her debut
album, “Pop Rocks,” was released April 24 in
Mexico and May 8 in the United States. The
album counts on production from pop hit-
maker Aureo Baqueiro and songwriting col-
laborations with Pambo’s guitarist, Mariano,
and Billy Mendez from rock band Motel.
Pambo played several dates in Mexico in May.
The label is working her single, “Tras Nubes,”
to radio.

continued on >>pS54
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JESSE & JOY

On the strength of single “Espacio Sideral,” the
brother-and-sister acoustic pop duo from Mex-
ico City scored a Mexican gold record for sales
of more than 50,000 copies with their August
2006 Warner debut, “Esta Es Mi Vida.” The two
have opened for James Blunt and Sin Bandera,
and performed a concert for 100,000 people in
their hometown’s z6calo in May. With their
third single now in rotation in Mexico, Jesse &
Joy have been promoting their album in the
United States, where it got a March 27 release.
They have done in-stores and appearances on
‘Despierta America” and MTV Tr3s, which fea-
tured them as a Descubre y Download act.

BENGALA

The Mexico City emo quintet released its self-ti-
tled debut on Universal Dec. 4 with some hefty
rock endorsements. It was produced by Molo-
tov’s Paco Ayala and Tito Fuentes and mixed by
Meme from Café Tacuba. The group has opened
for Franz Ferdinand and the Killers, toured in
Mexico with top indie groups Austin TV and
Porter and played the Vive Latino festival in May
for the second year in a row. The group is set to
perform at the Latin Alternative Music Confer-
ence in New York this summer after a string of
club dates in Mexico.

EL TRONO DE MEXICO

The six-piece duranguense band hails not from
Chicago or Durango state but from Santo
Tomas de los Platanos in the state of Mexico.
The group had its third indie album, “El Mucha-
cho Alegre,” picked up by Universal in Novemn-
ber on the strength of several singles, including
‘Ganas de Volver Amar.” A fourth album is due
for a simultaneous U.S. and Mexico release

54 BILLBOARD JUNE 23, 2007

XIMENA
SARINANA

July 3. Single “Se Fue” is a top hit on regional
Mexican radio network La Z. The group plans
to tour the United States later in 2007.

PURPURA SUITE

The Guadalajara electro-rock trio takes its cues
from Blondie and '80s new wave groups like
Big Country. The group formed in late 2005
and spent last year recording demos and doing
live shows in Guadalajara, Mexico City and
Toluca before getting signed to EMI1. The band’s
still-untitled debut album is due in Septem-
ber, with single “Suite” already in top 40
radio rotation. The album is produced
by Ricardo Arreola, the bassist of elec-
tro-pop sensation Belanova.

SARINANA

The daughter of director Fer-
nando Sarifiana and screen-
writer Carolina Rivera has @
acted in a number of

their films, including

“Amar Te Duele,” for
which she also composed

and sang three songs. The
Berklee College of Music grad
has a band, Feliz No
Cumpleanos, and performs
standards with a jazz trio in Mex-
ico City. The electronic alt-jazz
artist has been recording her
debut album for Warner in Buenos
Aires with Grammy Award-winning
producer Tweety Gonzalez, who has
worked with rock legends Gustavo Cerati
and Fito Paez. The album is due in Sep-
tember or October.

WWW americant

PORTER

The success of the Guadalajara rock band’s
2005 EP took the group and its small indie label,
Tercer Piso, by surprise. There hadn’t been a
big promotional plan (or even artwork for the
seven-song disc) in place when radio in Mex-
ico City started playingit. The group spent the
next year playing shows, selling CDs directly
to fans and recording what would become
“Atemahawke,” its first full album. Tercer Piso
is shipping 20,000 copies of the album nation-

PURPURA
SUITE

ally the third week of June and was finalizing
terms of a joint venture with a bigger label as
of press time. Single “Host of a Ghost” is in ro-
tation on rock radio networks in Mexico.

ZULY

Zugely Yassel Ibarra Cano graduated from local
talent competitions and theater in her hometown
of Ciudad Victoria in Tamaulipas state to record
an album with EMI and join Joan Sebastiin on
tour in Mexico in 2003 as a duet singer. She signed
to Sony BMG in 2005 and her next album, “Ni
Una Lagrima,” is due June 19. The 23-
year-old supplies a pop-friendly, mod-
ern-sounding grupero produced by
Junior Cabral, who has worked with
Intocable and Pepe Aguilar.

SUB-DIVISION

v Like its darkly rocking label-
mate Zoe, the Mexico City
1‘ quartet released an EP and

. thenanalbum, “Blue Boy,
on indie Noiselab last
\ "% year. The release was sup-

’} ported by gigs and spins of
l the title track from the city’s in-
fluential Reactor radio station.
Sub-Division’s Yamil Rezcis a pro-
ducer who also drums for breakout
singer/songwriter Chetes. The
group’s slurring vocalist Amira Bal-
tezar sings in English, the preferred
language for many groups on Noise-
lab. Sub-Division is now working on
a second album set for release this
fall and supplied the music for a
short film, “Ver Llover,” that went
to Cannes this year. oo
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MEXICAN

. EXPERIENCE THE BUZZ: MIEXICO.

TOURGUIDE

From Active Promoters To World-Class Venues,
Today’s Mexico Is A Top Destination For Touring Acts

BY RAY WADDELL

When analyzing the top boxscores of the past™™ that are a dozen or more markets. The venues

year in Mexico, some expected names appear:
Alejandro Sanz, Ricky Martin, Man4, Ricardo
Arjona, Chayanne and Marco Antonio Solis.

But what may surprise those not familiar with
this vital touring market are the other promi-
nent names thatdid big business in Mexico: Rob-
bie Williams, Roger Waters, Aerosmith, Coldplay,
Depeche Mode and Hilary Duff.

“That says that this is an extremely healthy
market for all different genres of music,” says
Michel Vega, VP and head of Latin music for the
William Morris Agency. “This is particularly true
for acts that have a strong catalog.”

Ocesa Pregents is the top promoterin Mex-
ico. “We do everything, we've got a lot of differ-
ent facilities,” Ocesa GM George Gonzalez says.
“We’re what they like to call in the States ‘verti-
cally integrated.

So basically, as goes Ocesa so goes the Mexi-
can touring market, and Ocesa is going gang-
busters. “Last year was a record year for us, and
we've been doing it for a lot of years here,” Gon-
zalez says. “A lot of the same big tours you see
come through the States come through Mexico,
including the Rolling Stones and U2 last year.”

Mexico also boasts a diversity of venues. The
spectacular Auditorio Nacional in Mexico City
makes the expected strong showing, but also on
the list are outdoor speedway Foro Sol, the Pala-
cio de los Deportes and Teatro Metropolitan in
Mexico City, along with Estadio Tecnologica and
Auditorio Coca-Cola amphitheater in Monter-
rey, and Arena VFG in Guadalajara.

“Mexico is a territory where with many acts
you can do dozens of dates, particularly Span-
ish-language acts,” Vega says. “We’re seeing tours

are becoming more sophisticated, the ticketing
systems are becoming more reliable, the options
of viable promoters are increasing. It's very much
a thriving and building market.

In addition to Ocesa, Showtime is one of the
more active promoters in Mexico. There are
also numerous local and regional promot-
ers to partner with, and palanques
(community events) provide perform-
ance opportunities for local and re-
gional artists.

Vega says the Mexican touring
market is constantly improving.
“Every year there's a little more in-
frastructure on the production side,”
he says. “It used to be the only way you
could get decent local production was [lo
go to] Monterrey and Mexico City, but now we're
seeing American companies popping up in places
like Cancun.”

Last year, Luis Miguel’s remarkable 30-sell-
out stand at Auditorio Nacional made head-
lines, but the tour also broke ground by routing
throughout Mexico.

“We basically had a big, North American sta-
dium production going from market to market
in all these provinces throughout Mexico,” Vega
says. “We’re pretty active in Mexico. | think we're
probably the most active [agency] in terms of
dealing with many different types of promoters
and working with the national promoters in Mex-
ico as well as the local promoters in the differ-
ent cities.”

The Miguel tour made quite a statement.
“That’s one of the reasons we took the shot on
Shakira,” Gonzalez says, adding that Ocesa

‘ MIXED MEDIA

In Mexico, Broadcast TV And The
Music Market Are Inextricably Linked

BY LEILA COBO

brought Shakira back to Mexico for
a May run after doing extremely well with the
artist last October.

“With Shakira on the second time around we
did Mexico City again and sold out our big sta-
dium, Foro Sol, 50,000 people,” Gonzalez says.
“In Monterrey, we went from the stadium to our
amphitheater, a 17,000-seater, then we went to
all secondary markets, football stadiums any-
where from 25,000 up to 45,000-50,000 people.”

As for advice for artists looking to tour Mex-
ico, inaddition to a “great agent,” Vega suggests
artists should look beyond Mexico City and Mon-
terrey. “There’s a whole market in Mexico that
for most artists is not exploited at all in terms
of touring,” he adds.

There are, obviously, some challenges. Among
them is “having the artists and managers under-
stand the cultural differences inherent in tour-

It’s not just home-grown talent filling Mexico’s
arenas and stadiums. Such artists as former
Pink Floyd member ROGER WATERS performs
‘Dark Side of the Moon’ in Mexico City.

ing another country,” Vega says. “You [also] have
to pay more attention to production and rout-
ing,” he continues. “Where it normally might
take you eight hours to load in it might take you
12, depending on the venue and what type of
local infrastructure they have. You have to really
be careful who’s handling the local production.”
Gonzalez says the time is right for artists of
all types to tour Mexico. “Right now the market
is very strong,” he says. “There’s a lot of money
and people are budgeting entertainment.”
Which was not always the case, Gonzalez
adds. “Alot of what we had to do in Mexico when
we first started was train the public that we’re
going to be in their markets and [will] give them
the opportunity to spend their disposable in-
comeon entertainment,” he says. “That becomes
a lot easier when the economy is doing well, as
it is now.” aoe

and Televisa pitched
the group to several
different labels), has
been promoted end-
lessly via Televisa and
related companies.

we bet on these acts.”

Among other acts, Televisa is supporting Motel (Warner
Bros.), singer/songwriter Gian Marco (unsigned), a new duo
called BNK and Timbiriche, the pop group created by Tele-
visa in the 1980s that is now planning a 25-year reunion.

Televisa’s competitionis TV Azteca, which also programs

56

When it comes to TV, Mexico is a country of two masters—
Televisa and Azteca. The former is the grand dame of Latin-
American TV, with a long history of creating musical talent.

The latter is the upstart that dared to compete against Tele-
visa and notched a series of successes, including reality show
“La Academia,” which has spawned a series of top-selling
artists, most recently Yuridia.

What makes these networks unusual is that developing mu-
sical talent is one of their defined business goals.

For Televisa, in particular, music has been an integral part
of its history. The network initially owned Melody, the pop
label that signed artists like Christian Castro and Thalia. The
latter artist used to be a member of Timbiriche, the Televisa-
created group that at one point also included Paulina Rubio.
Melody later became Fonovisa, which was sold to Univision.

Today, Televisa has EMI Televisa, a joint-venture label with
EMI Music. But independent from that, the network contin-
ues to actively foster musical endeavors.

Its most recently triumphis RBD, the group spawned from
hit TV series “Rebelde.” The group, coincidentally signed to
EMI (at the time RBD was created, EMI Televisa did not exist

The network aiso
has in place a 2-year-
old division—Televisa
Musica—focused on
promoting music. The
division was created as
a way to regain ground
lost when Televisa stopped airing its last purely music-driven
show seven years ago. However, Televisa Mlsica director Ar-
turo Velasco says, “We are in the process of designing such a
program. Not a reality show, but a music-format show.”

Beyond that, Televisa Musica serves as the bridge between
labels and the network. Artists on promotion go through Tele-
visa Musica to get booked on shows and at special events.
Today, there are four to five shows per week that include mu-
sical performances.

Televisa Musica each year also handpicks a few artists who
get additional promotion on the network, not via commer
cials, but through 30-second to one-minute spots.

‘We are completely open,” Velasco says. “What guides us
is that the music is good and the artist is real. If that’s the case,

FIM CHE
rs as anact.

soap operas and entertainment shows. But its biggest com-
petitive edge, musically speaking, has come from its reality
shows, most notably “l.a Academia.” The show is loosely based
on Spain’s “Operacion Triuinfo” concept, where contestants
are housed in an “academy” for the duration of the show.
Past winners include Yuridia (Sony BMG) and Yahir (Warner
Bros.), who have become two of Mexico’s leading pop artists,
thanks in part to “La Academia” tours supported by Azteca.
“If you give them an aggressive plan that has conviction,
and, obviously, if the artist fits the format, they go to bat for
you,” Sony BMG Mexico president Miguel Trujillo says.
Mexico also is viewed as “‘a very important source of new tal-
ent,” according to José Tillan, senior VP of music program-
ming/talent strategy for MTV Networks Latin America and
MTV Tr3s. For MTV Latin America, new and established tal-
ent is supported via multiple platforms, including video ro-
tations, shows and off-air marketing events, resulting in local

Acknowledgmg the market’s importance and the talent
quality, Mexico has hosted the MTV Latin America Video Music
Awards for the past two years. s
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MAPANA is a master of the slack
key 3uitar who Fas toured with
Sting and Santana.

On The Eve Of This Year’'s Na Hoku Hanohano Awards, Billboard
Looks At 10 Acts Making Waves On The Islands

BY CRAIG ROSEN

“Maluhia”

Panahele Productions

Proof positive of Kealt'i Reichel’s impact on the Hawai-
ian music scene was evident earlier this year when the
RIAA certified his 1994 debut album, “Kawaipuna-
hele,” gold, becoming the first predominantly Hawai-
ian-language album to reach such great heights. Since
then, Reichel’s soothing mix of traditional Hawaiian
vocals and American pop music has remained a force
to be reckoned with, landing him support spots for
Bonnie Raitt, Celine Dion and Sting, and taking him
to such storied venues as Carnegie Hall and the Hol-
lywood Bowl. “Maluhia,” his holiday album, earned
seven nominations for this year’s Hoku Awards. Up
next for Reichel is a concert DVD filmed in high def-
inition with 5.1 surround sound, due in late summer
or early fall.

“Welo”

Mountain Apple

The offspring of seven generations of hula tradition,
Kaumakaiwa Kanaka’ole has made a name for him-
self by mixing that background with such contempo-
rary sounds as pop and reggae. His debut album, “Ha’i
Kupuna” picked up a Hoku Award. “Welo,” his 2005
follow-up, incorporates cello, drums and harmonica
with historic Hawaiian sounds.

“Aina Kupuna”

Kaleiola

One of the most acclaimed island releases of 2007,
“Aina Kupuna” is Hoku Zuttermeister’s long-awaited
debut after earning a reputation opening for the
Makaha Sons and other well-established Hawaiian
acts. With a vocal style that ranges from a striking
falsetto to a booming baritone, Zuttermeister draws
on an island tradition that is literally in his blood.
The album’s opening track, “Nani Na Pali Hauliuli
O Na Ko’olau,” is a nod to his great-grandmother,

wwWwW americanradiohistorvy com

Kau’i Zuttermeister, who wrote “Na Pua Lei 'Ilima.
Zuttermeister could be in the running for a Grammy
Award nod next year. As Honolulu Star-Bulletin
music critic John Berger wrote, he’d “represent
Hawaii quite well.”

“Different Game”
WorldSound

For the past two years, compilations featuring the “leg-
ends” and “masters” of Hawaiian slack key guitar have
been honored with Grammys for best Hawaiian album
of the year. Makana isn’t on either of those albums, but
heis considered the youngest living master of slack key
guitar and part of a new breed of players making noise
on the Islands. He has toured with Santana and Sting,
and Metallica’s Kirk Hammett has name-dropped him
alongside Andres Segovia. Makana’s 1999 self-titled
debut album was named best world musicalbum at the
Hawai'i Music Awards and best CD by the readers of the
Honolulu Weekly. His latest, “Different Game,” on his
own label, is available exclusively

through iTunes and showcases his
acclaimed open-tuning slack key
virtuosity as well as his comfort-
ing vocals.

“Life in These Islands”
One Hawaii
This quartet may have
connections to some of
Hawaii's greatest musical
treasures—both pastand
present—Dbut Kaukahi's
debut album further re-
veals the group’s own
impressive talent. “Life in
These Islands” earned

A seventh-generation

six Hoku nomina-  Umiingiy Wi Ty YTV
SLHENRGIICILEEN  KANAKA'OLE updates hula.

group, contemporary

JUNE. 23,2007 | ww.billbs
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Hawaiian album and song of the year.
The album features the group’s
soothing harmonies as well as
guest shots by Jack Johnson (on a

cover of his “Constellations”) and

Amy Hanaiali'i Gilliom (who duets with Kaukahi’s Bar-

rett Awai on “Lei Ho’okahi”). Kaukahi’s ukulele player/vo-
calist Walt Keale is a cousin of late Hawaiian music legend Iz

Kamakawiwo’ole.

AMY HANAIALYI GILLIOM

“Generation Hawai'i”

Hanaiali’i Records

Amy Hanaial{’i Gilliom is Hawaii’'s answer to Bonnie Raitt
or Sheryl Crow, due less to her sound than to the fact that

avex honolulu studios
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she’s a constant fixture on the Hoku nomi-
nees and winners list. This year is no differ-
ent. Gilliom’s Grammy-nominated effort tied
vocal trio Na Palapalai’s “Ka Pau Hae Hawar'i”
for the most Hoku nominations this year with
eight, including album, Hawaiian album, fe-
male vocalist, Hawaiian-language perform-
ance, favorite entertainer and song of the year.
The classically trained Gilliom specializes in
Ha’i, which is traditional Hawaiian singing
in falsetto.

THE MAKAHA SONS

“Live at the Hawaii Theatre” (DVD)

Self-released, distributed by Sharlene Oshiro & Associates

GREEN CARD

GREEN HAWAII

More than four decades after Elvis Presiey’s fa-
mous starring role in “Blue Hawaii,” singer/song-
writer Jack Johnson is doing his part for a gr2en
Hawaii. In 2003, Johnson co-founded the Koxua
Hawai’i Foundation, a nonprofit organization that
supports environmental education in the schools
and communities of Hawaii. Its programs inclade
'Aina in Schools, which aims to educate students
about nutrition and environmentally friendly liv-
ing, and 3R’s School Recycling, which uses sengs
and visual and performing arts to teach the imdor-
tance of reducing, reusing and recycling. For more
information, visit kok<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>