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CHRIS PACITTI, Austin Ventures 
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THE BILLBOARD 200 80 
NOEL 
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TOP BLUEGRASS 88 
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BLUE COLLAR CHRISTMAS 

TOP CLASSICAL 

_ 
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;PIRIT OF THE SEASON 

TOP CLASSICAL CROSSOVER 93 
JOSH GRABAN / 
NOEL 
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ASIAM 

TOP ELECTRONIC 91 NINE INCH NAILS ! 
Y34RZ3ROR3M1 %30 

TOP HEATSEEKERS 95 SEBASTIAN BACH / 
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NOEL 
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NOEL 
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UPFRONT 
5 BLEAK FRIDAY A lack of 

hit product pulls down 
Thanksgiving weekend 
CD sales, but other 
software thrives. 

11 Retail Track 
12 The Indies 

13 The Publishers Place 
14 Global 
16 Latin 
17 On The Road 
18 Digital Entertainment 
19 Q &A: Richard Beckman 

FEATURES 
20 IN SEARCH OF RELIABLE RATINGS 

As Arbltron transitions to a device -driven methodology, 
radio objections help postpone the plan. 

24 NO `PAINS,' NO GAINS "The Breakthrough" 
brought Mary J. Blige back to the top of the charts. Can 
she sustain her creative momentum with "Growing Pains "? 

29 REAL LOVE FOR MARY With her new album 
due, Blige's admirers look back at her path to stardom. 

43 KOCH ENTERTAINMENT AT 20 
An indie leader looks to the future. 

MITSIC 
71 NEVER SAY `NEVER' 

After label switch, R &B 
star Jaheim has quick hit 
ahead of next album. 

72 Global Pulse 
73 Rhythm & Blues 
74 Classical Score, Higher 

Ground 
75 Nashville Scene 
76 Reviews 
78 Happening Now 

DIGITAL 
Entertainment, technology 
and business converge at 
Billboard's Digital Music 
Live, a one -day event 
featuring Don Was, Live 
Nation's Bryan Perez, 

EA's Steve Schnur and 
Activision's Tim Riley. More 
at billboardevents.com. 
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ISSLF 

4 Opinion 
79 Over The Counter 
79 Market Watch 
80 Charts 
99 Marketplace 

100 Mileposts 
101 Executive Turntable, 

Backbeat, Inside Track 

ON THE COVER: Mary J. Bilge 
photographed by Markus KAnko 
and Indrani. 

JADED INSIDER 
From video vixens making 
like the Mary Jane Girls to 
Snoop Dogg channeling 
Rick James, the new clip 
for Snoop's "Sensual 
Seduction" was ripe for J.I.'s 

dissection. Snoop crooning? 
'80s references galore? 
More at jadedinsider.com. 
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` EDITORIALS I COMMENTARY 

OH, CANADA? 
As a Canadian, I love to see how Canadian musicians are behav- 
ing on the Billboard charts. It is easy, as the mini Canadian flag 
icon is displayed next to Canadian artists. 

But it has been weighing on my mind that there is a Canadian flag 
displayed next to Eddie Vedder's name. Now, if my memory serves 
me correctly, Vedder is actually from a suburb of Chicago and is 

not Canadian. Why does he have this maple leaf attached to his 
name on the Canadian Hot 100 chart? 

Ed. Note: There are four criteria, estab- 
lished by the Canadian Radio -television and 
Telecommunications Commission, that de- 

termine whether a song is identified as Cana- 
dian content on The Billboard Canadian 
Hot 100: whether the artist, composer or 
lyricist are Canadian are three of those, and 
the remaining criterion is whether the song 
was recorded in Canada. Two of those four 
must be met to receive the Canadian con- 
tent flag. Using the CRTC's standards, 
Nielsen Entertainment's Toronto office de- 

termines for Billboard which titles on the 
chart are entitled to that designation. 

Eddie Vedder's "Hard Sun" is a cover of 
a 1989 song by Indio, a Canadian whose 
real name is Gordon Peterson. He wrote 
the music and lyrics, thus qualifying in two 

of the four criteria. By contrast, Canadian - 

born superstar Celine Dion is not flagged 
for her current hit, because the song was 
recorded outside Canada and written by 

non -Canadians, and thus only meets one 
of the four standards. 

SORRY, CHARLIE 
Reading your article on Charlie Daniels 
from the Nov. 10 issue, I noticed a cou- 
ple of (what I consider) very odd state- 
ments. You say he "was one of the first 
artists to launch his own label, Blue Hat 
Records." But surely Led Zeppelin (Swan 
Song, 1974), the Rolling Stones (Rolling 
Stone Records, 1971), the Beatles (Apple, 
1968) and Frank Sinatra (Reprise Records, 
1958) predate Blue Hat. Come to think 
of it, what did the "A" in A &M stand for? 

The article also notes that "these days, 
country acts from Alabama to Alan Jack- 
son have recorded Christian albums, but 
Daniels pioneered the move in 1994. " This 
statement is a real puzzler. Country artists 
have been recording Christian albums 
about as long as they have been recording 
country albums. Tennessee Ernie Ford, 

FOR THE RECORD 
The headline of an Upfront story 

about My Bloody Valentine in 

the Dec. 1 issue ( "MPV Goes 

MP3 ") gave the impression that 
the band is planning a digital - 
only release. In fact, though the 

album will be self -released, the 

band is planning to put it out in 

physical formats. 
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Michael Champagne 
Winnipeg, Manitoba 

George Jones, the Statler Brothers, the 
Oak Ridge Boys, Loretta Lynn, Dolly Par- 
ton and Johnny Cash were all putting out 
Christian records before Daniels proba- 
bly knew how to hold a fiddle. 

That said, I will attest to the fact that 
Daniels is a generous artist with a very 
well- rounded musical background. I 

worked at a concert hall in Austin in the 
mid -'70s where he played on a fairly reg- 
ular basis. I remember seeing him there 
one night for a Quicksilver Messenger 
Service show, and on another night, when 
Daniels' band played much later than ex- 

pected, he left a $20 tip for the dishwasher, 
knowing he would be one of the last ones 
to leave that night. 

Steve McKewin 
Atlanta 

A LATIN LACK? 
I am writing to express my dismay at your 
column titled "A Lack of Ladies" in the 
Oct. 20 issue. I found your column rather 
shocking considering it comes on the 
heels of my presentation at Billboard's 
Regional Mexican Conference. 

I recognize that I am not a Latina, 
nor do I speak Spanish, but I do 
not believe that this makes my 
contribution to the Latin music in- 
dustry any less relevant. Addition- 
ally, to state in your column that 
dear late friend Ellen Moraskie is 
the only woman who has occupied 
a senior post at a publishing com- 
pany is simply not true. 

I have been the president of peer - 
music for more than seven years and have 
been overseeing our Latin division for 15 

years. The writers, artists and staff who 
work with me have no less respect or trust 
in my decisions simply because I am not 
a Latina. To focus solely on the women in 
our business whose heritage is different 
from mine is a disservice to all of us. 

I am extraordinarily proud of my ac- 

complishments in this business, includ- 
ing those within the Latin genre, and all 
along the way I can point to many women 
whom I have worked with who helped me 

OPINION 

VEDDER or Canadian? 
Chart rules say you 

donthave to choose. 

achieve the success I have today. Not once 
in my 28 -year career did I stop to think 
about anyone's cultural differences. I 

think that Billboard should do the same. 
Kathy Spanberger 
President, peermusic 

Ed. Note: The committee in charge of se- 

lecting the honorees for the Top Hispanic 
Women in Entertainment issue made 
being Latin or of Latin origin one of the 
criteria for selection. That same criteria 
applied to this column. 

WIDGET WORLD 
Everyone at nimbit was quite excited to 
see our company mentioned in your re- 

cent article, "Widget Wars" (Billboard, 
Nov. 17). As Antony Bruno writes, "Con- 
tent is truly king." In the interest ofkeep- 
ing your readers well -informed, we 
wanted to point out some data we have 
that would be more accurate in terms of 
characterizing the market. 

From our experience, widgets are 
much more than "a rather niche applica- 
tion." With several thousand artists using 
the nimbit technology, we are experienc- 

ing great success with 
our online merch table 
widget for digital and 
physical sales. This 
may be due to the fact 
that artists are able to 
sell their entire prod- 
uct line and catalog, in- 
cluding music (CD, 
MP3), merchandise 

and tickets. Quite a few of our artists have 
sold in excess of $20,000 in the past year. 

While Zazzle exists solely to sell merch, 
the music business is evolving into much 
more of a 360 -degree endeavor for artists 
and the next- generation labels. The nim- 
bit platform focuses on this approach, 
and there are hundreds of new acts and 
labels now adopting our platform each 
week for that reason, including many 
artists formerly with major labels. 

Patrick Faucher 
CEO, nimbit 
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» >HANDS 
DEMANDS 
TRADE BODY 
CHANGE 
Guy Hands, 
chairman of EMI 
Group and CEO 
of Terra Firma, 
is calling into 
question the 
necessity of trade 
bodies the IFPI, 
the RIAA and 
the BPI. Hands is 
understood to 
have sent a 

damning letter to 
other labels in 
which he implies 
there's no space 
in the industry for 
all three. Sources 
say the letter 
"essentially" 
suggests a 

massive overhaul 
of the IFPI. IFPI 
chairman /CEO 
John Kennedy says 
the association 
has seen "no 
such proposal." 

» >TRANS 
WORLD GETS 
BUYOUT 
OFFER 
Sherwood 
Investment 
Overseas has 
proposed paying 
$7 per share, 
or $217 million, 
to buy out 
Trans World 
Entertainment, 
the Zurich -based 
financial firm says. 
The company, 
which says it holds 
1.5 million Trans 
World shares, 
is seeking 
certain nonpublic 
information from 
Trans World 
representatives. 

» >WMG 
PROFITS SLIP 
Warner Music 
Group posted 
$5 million in 
net income, or 
3 cents per 
diluted share, 
on revenue of 
$869 million in 
its fiscal fourth 
quarter ended 
Sept. 30. That 
figure is down 
62% from the 
$12 million in net 
income, or 8 cents 
per diluted share, 
the company 
posted in its 
fiscal fourth 
quarter last year. 

WANNABE BACK KEEPING THE FAITH 
Billy Jcel hands off a 
song to a new singer 

ISLAND EXPANSION 

St. John's and San Juan 

LIVE SURVIVAL 

iongevity on the road 

i 
isappointing sales 
performance during 
Black Friday week- 
end has merchants 

feeling pessimistic 
about music's prospects for the 
holiday selling season and wor- 
ried about what will happen to 
CD sales in the new year. 

Merchants reported a com- 
parable -store music sales de- 
cline ranging from 15% to 
25% for the weekend, al- 
though they said robust movie 
and videogame sales helped 
soften the blow. 

Nielsen SoundScan data 
backs up those merchants' re- 

ports. Album sales totaled 133 
million during the week ended 
Nov. 25, an 18% decline from 
the 17 million sold last year dur- 
ing the Thanksgiving weekend. 
While last week's sales are larger 
than the 14.4% year -to -date de- 

cline in album sales, the corn - 
parable -store decline in music 
sales reported by retail is in line 
with the year -to -date 18.6% drop 
that the CD has suffered. 

Merchants cited the lack ofhit 
product as the main reason for 
the decline. "Ifthe labels had put 
out a new hit CD for the week, 
sales might not be down so 
much," Newbury Comics head 
of purchasing Carl Mello says. 
"You have to put something out 
to get people to buy music." 

Mello wasn't the only mer- 
chant feeling frustrated by the 
release schedule. 

"I can't remember a Thanks- 
giving that didn't have any su- 
perstar releases on the Tuesday 
before," Value Music president 
Rob Perkins says. 

At the 25 -unit, Brighton, 
Mass. -based Newbury Comics, 
CEO Mike Dreese reports that 
"our biggest new release dur- 
ing Thanksgiving was OneRe- 
public [ "Dreaming Out Loud "], 

which sold 489 units." But last 
Thanksgiving week at Newbury, 
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Bleak Frida 
A Lack Of Hit Product Pulls Down Thanksgiving 
Weekend CD Sales, But Other Software Thrives 

he says, seven new titles -by 
Jay -Z, the Beatles, Killswitch 
Engage, Tom Waits, Brand 
New, U2 and Snoop Dogg- 
exceeded that figure. 

Even the Latin market suf- 
fered from a lack of releases says 

Ritmo Latino president David 
Massry, who called the holiday 
weekend "very disappointing." 

Not everyone had a bad holi- 
day, however. Label executives 
say Best Buy, Circuit City, Target 
and Wal -Mart had strong music 
sales -at least on Black Friday, 

if not for the overall weekend. 
Wal -Mart's combined sales for 
top hit titles were up nearly 50 %, 

sources say, but that apparently 
was largely due to its Eagles 
exclusive and Garth Brooks' "Ul- 

timate Hits." Wal -Mart is tradi- 
tionally the No. l seller of Brooks 
titles, even when it's not carry- 
ing a Brooks exclusive. 

Online merchants also en- 
joyed a Thanksgiving bonanza, 
according to Alan Tuchman, 
CEO of Alliance Entertainment 
Corp., the largest music fulfill- 
ment wholesaler for online 
stores. "Our overall online busi- 
ness was up significantly dur- 
ing the weekend, beginning 
Thanksgiving day," he says. 
"We were up about 15 %." 

By store type, album sales 
at chains (which includes 
merchants like Trans World, 
Best Buy and Barnes & Noble) 
were down 40 %, indies were 
down 22.6%, and mass mer- 
chants were down 6 %. How- 
ever, nontraditional outlets 
were up 17.7 %. 

While the mainstream busi- 
ness press annually touts a Cyber 
Monday, Tuchman says Thanks- 
giving Day was huge. "When 
people didn't have broadband at 

home there might have been a 

Cyber Monday," he says. "But 
nowadays people are at home on 
their PCs and laptops looking at 
the Black Friday advertising deals 
and buying away." 

The biggest- selling title at 
most traditional music stores 
was Josh Groban's "Noel," 
which scanned 405,000 units 
last week, according to Nielsen 
SoundScan (see Over the 
Counter, page 79). The No. 2 

title was Alicia Keys' "As I Am," 
which scanned 349,000. 

This year, however, only 11 

titles topped the 100,000 mark, 
compared with 19 titles last year. 

Overall the top 20 of The Bill- 

board 200 produced nearly 23 
million units, a 23.8% decline 
from the 3.8 million units that 

albums in the top 20 scanned 
in the same week last year. 

Regardless of new releases, 
hit albums were scarce and 
couldn't stand up to other en- 
tertainment software products. 

"The holiday weekend may 
sound like a sales disaster, but 
that is only if you are worried 
about music," Newbury 
Comics' Dreese says. 

Other product lines helped 
make up for some of the music 
shortfall, as merchants reported 
that overall comparable -store de- 

clines ranged from 4% to 10 %. 

At the 10 -unit Exclusive Co. 

in Oshkosh, Wis., for example, 
GM Stephanie Huff reports 
that DVDs were up 216% 
Thanksgiving week. TV shows 
drove the DVD surge, she adds. 

Such videogames as "Guitar 
Hero" and game platforms also 
pushed traffic into stores. In 
fact, Nintendo's Wii system is 

already out of stock at most 
stores, and it looks as though 
skimpy product allocations will 

keep customers roaming from 
store to store to find the item. 

In other good news, some 
merchants say that the average 
ticket (spend) per customer is 
up this year, while most mer- 
chants add that profit margins 
didn't dip as drastically as unit 
sales, since most specialty mer- 
chants decided not to compete 
on price. 

Value Musics Perkins says the 
calendar could help retailers this 
year as well. "There are 32 days 
between Christmas and Thanks- 
giving," he says. "That extra day 
is humongous and will give us 
a positive impact at the end." 

But another merchant says 
the weak music performance 
so far leaves him worried about 
next year. "It ain't looking 
good," he says. 
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» >LIVE NATION, 
COSTCO TEAM 
FOR SHED 
TICKET SALES 
Live Nation has 
teamed with Costco 
Wholesale to sell 
tickets for the 2008 
amphitheater season. 
The Amphitheatre 
Concert Pack card, 
which is available 
in 263 Costco stores 
across the United 
States, includes two 
general- admission 
lawn tickets (subject 
to availability) to 
any 2008 concert 
at Live Nation -owned 
and -operated sheds. 
The $39.99 card 
can also be used 
to redeem six MP3 
downloads from 
Live Nation's 
Web site. 

» >XM EXPECTS 
Q4 SUBSCRIBER 
GROWTH 
XM Satellite Radio 
expects retail 
subscriber growth 
to resume in fourth - 
quarter 2007, but 
declines may occur 
again in first- or 
second -quarter 
2008, according to 
chairman Gary 
Parsons. XM, which 
lost a net 17,000 
retail customers in 
the third quarter, 
now relies almost 
entirely on car buyers 
for growth, and 
Parsons says auto - 
related sales will 
be strong even 
if the most 
pessimistic car sales 
projections for this 
year come true. 

» >VERIZON 
TO OPEN 
NETWORK 
Verizon Wireless 
unveiled a plan to 
open its network 
to any device that 
meets its basic 
technical standards. 
The company next 
year will publish 
information that 
would allow any 
developer to make 
devices that can 
connect to its 
nationwide wireless 
network and run any 
application they 
like. Devices created 
under the new 
program would not 
be expected until 
the end of 2008. 

.ilIZEED 

A Tippin 
For MP3s 
Pepsi /Amazon Promotion, 
Ultimatum Pushing Labels 
DRM -Free Format 
The scope of a yearlong down- 
load promotion planned be- 
tween Pepsi and Amazon, 
Billboard has learned, is among 
several developments forcing 
further consideration by Warn- 
er Music Group (WMG) and 
Sony BMG Music Entertain- 
ment to follow EMI and Uni- 
versal Music Group's lead in 
distributing music in the MP3 
format. 

News of the Pepsi promo- 
tion, which is expected to be 
announced Feb. 3 during the 
Super Bowl, coincides with an 
ultimatum from Wal -Mart 
asking major labels to supply 
walmart.com with their music 
in MP3, sources say. Labels, 
meanwhile, say they have 
been watching the success of 
an MP3 test UMG began in 
August; the major continues 
to allow the sale of 85% of its 
current catalog as MP3s. 
Sources say UMG is on the 
verge of permanently embrac- 
ing that digital format. But a 

source close to the testing in- 
sists the decision is still up in 
the air while the company 
awaits conclusive results from 
the trial, which are due in 
mid -January. 

Meanwhile, Hollywood Rec- 

ords has joined the list of 
major -distributed labels test- 
ing MP3 at Amazon and wal- 
mart.com. The company has 
supplied 30 -40 titles from its 
mammoth catalog in the MP3 

format. A check of those sites 
shows the latest albums from 
Atreyu and Grace Potter & the 
Nocturnals on the Hollywood 
label available in the M P3 for- 
mat, though they are not avail- 
able at iTunes. 

EMI began selling its music 
in MP3 in June. WMG and 
Sony BMG Music Entertain- 
ment both declined to com- 
ment, but have continued to 
publicly maintain their sepa- 
rate stances in favor of using 
digital rights management for 
downloads. 

Sources say Sony BMG is 
now considering an MP3 test. 

Wal -Mart 
Toward 

The company was initially 
steadfast against MP3 and 
wouldn't allow its independ- 
ent distributor, RED Distribu- 
tion, to engage in negotiations 
on behalf of its labels with 
Amazon when the merchant 
was trying to set up its MP3 
download store. But Sony 
BMG management relented 
and let RED become involved 
in those negotiations. The par- 
ent company, however, refused 
to supply Amazon with its cat- 

alog in the MP3 format. 

PEPSI FREE 
Pepsi's track record with 
download giveaways may be 
motivating labels. According 
to sources, Pepsi will feature 
a download promotion on the 
inside of 5 billion of its soda 
bottlecaps. Sources say Pepsi 
customers will need to collect 
five caps in order to exchange 
them for a download; this 
yields the potential for 1 bil- 
lion redeemable 
tracks. A Pepsi 
spokesperson de- 
clined to com- 
ment. 

Pepsi's first stab at giving 
away free music downloads, 
which was conducted in part- 
nership with iTunes in 2004, 
was also promoted via a highly 
visible Super Bowl campaign. 
It resulted in 5 million people 
downloading free songs in the 
space of three months -5% of 
the 100 million tracks that 
were offered. 

While the 5 million digital 
tracks redeemed in the cam- 
paign reportedly fell short of 
the 25 million target redemp- 
tion rate, that was in the early 
days of digital distribution, 
when Apple was reporting sell- 

ing digital tracks at a rate of 
2.7 million per week. 

Since then, with the 
widespread success of the 
iPod -which is likely to be 
even more popular come 
Christmas -digital track 
sales have grown by 416 %, 
from the 142.6 million 

tracks scanned in 2004 to 
the 735.4 million tracks 
accumulated so far this 
year, according to Nielsen 
SoundScan. Based on 
trends of the past few 
years, Billboard estimates 

that digital 
download 
sales could 
increase by 
another 5 

million per week next year. 
In the week after Christmas 

in 2006, track sales totaled 
30.1 million, a 51% increase 
from the 19.9 million scanned 
in the corresponding week of 
the previous year -which 
was, in turn, a 197% increase 
over the 6.7 million scans gen- 
erated during the correspon- 
ding week of 2005. Digital 
downloads generally increase 
drastically after consumers re- 

ceive iPods and iPod gift cards 
for Christmas. 

In the new Pepsi promo- 
tion, sources say, Amazon will 
serve as the supplier for the 
downloads, and customers 
will need to visit a specific re- 
demption store on the Ama- 
zon site to access music from 
participating labels. While all 
majors have been approached 
about participating in the 
offer, the price that Amazon 
is willing to pay appears to 
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still be a sticking point for 
some labels. 

Sources say that Amazon 
will pay labels in the area of 
40 cents per track. This com- 
pares to the 65 cents -70 cents 
labels currently receive from 
Amazon for digital track sales 
and the 70 cents they get from 
Apple. 

In the 2004 promotion, 
Pepsi paid iTunes directly for 
each track redeemed. iTunes 
then paid record labels the 
same per -track wholesale fee 
they would receive if it had 
been a regular paid down- 
load. It's not known exactly 
how much Pepsi paid 
iTunes -whether it was the 
full 99 -cent cost or just 
enough to cover iTunes' obli- 
gation to the labels, or some- 
where in between. 

Regardless of which labels 
ultimately sign on, the Super 
Bowl commercials will none- 
theless double as the coming - 

out party for Amazon's digital 
download site, which soft - 
launched Sept. 25. Since then, 
without aggressively promot- 
ing its download business, 
Amazon has captured about 
a 3% market share of the dig- 
ital download channel, Bill- 
board estimates. The store 
has a 6% market share of all 
CD sales. 

WAL- MART'S WISHES 
Another factor driving the la- 

bels' decisions, sources say, in- 
volves mass merchant Wal -Mart 

alerting WMG and Sony 
BMG that it will pull their 

from walmart.com some 
time between mid -De- 

cember and mid -January, ifthe 
labels haven't yet provided the 
music in MP3 format. 

Wal -Mart declined com- 
ment. "It's a matter of policy 
that we don't publicly com- 
ment on speculation," wal- 
mart.com spokeswoman Amy 
Colella says. "We know digital 
music is important to our cus- 
tomers, and we're very pleased 
with the recent performance 
and customer response to our 
digital music offering." 

Though Wal -Mart main- 
tains a modest 2% market 
share in the digital download 
arena, its market share for 
physical CDs is considerably 
larger: about 22 %, Billboard 
estimates. A senior executive 
at one of the other majors says 
that if Sony BMG or WMG re- 
sist the merchant's digital re- 
quests, they may be concerned 
about risking such conse- 
quences as losing out on 
prime in -store real estate or 
smaller buy -ins on new re- 
leases in the physical world. 

Finally, given the steep de- 
cline in U.S. CD sales -so far, 

down 18.6% year to date corn - 

pared with last year -music 
executives have been vocally 
worried about what the new 
year will bring for the physi- 
cal format.By switching to a 

digital format that is compat- 
ible with all portable devices - 
including the all- important 
iPod -the move could help 
merchants like Wal -Mart and 
Amazon capture some of 
iTunes' 70% market share, and 
perhaps grow the overall size 
of the digital marketplace. 

music files in the Win- 
dows Media Audio format 

Additional reporting by 

Antony Bruno. 

For 24/7 DRM news 

.bit and analysis, see 
billboard.biz /drm. 
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