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Eastbend 
Twin

Drive-In
May 4,5,6

Screen 2 digital 

The Avengers John Carter

3 Stooges This Means War

24 Hour Movieline
937-373-1307

9897 ST. RT. 125,
Decatur, Oh

5 & under - Free • 6-12 $2
13 and up $6

Concessions open nightly.

Screen 1

5957 US Hwy 68 • Mayslick, KY  • 606-763-9042
3 1/2 Miles South of MayslickM
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#1 Metal
starting 

as low as
$1.90 ft.

Certified 
Dealer

22 Colors to 
Choose from

Call today for your
FREE 

ESTIMATE!
Ask for Perry

with David Blandford, M.D.

KENTUCKY
EYE
INSTITUTE

David L. Blandford, MD
Eye Surgeon & Physician

New Location

1937 Old Main St., Suite 1, Maysville

606/759-7883 or 800/658-7282 

1401 Harrodsburg Rd., Suite B-75, Lexington

606/278-9393 or 800-432-9278

Many seniors are advised 
to take a daily aspirin  to 
lower their risk of heart at-
tack and stroke. However, 
new research suggests that 
adhering to this daily aspirin 
regimen may also increase 
mature adults’ risk of devel-
oping late-stage age-related 
macular degeneration. At 
this point, although there 
is no indication that aspirin 
is directly responsible for 
causing the vision loss as-
sociated with this disease, 
there are indications that 
daily aspirin use exacer-
bates the eye disorder in 
some way. These adverse 
effects seem to be linked 
with the less common, more 
severe “wet” form of AMD, 
which is caused by leaking 
blood vessels in the eyes. 
The ophthalmologist can 
help seniors assess the risks 
and benefi ts associated with 
taking daily aspirin.

Be sure to always let us 

know what kind of medi-
cations you’re taking. At 
KENTUCKY EYE IN-
STITUTE, we use the latest 
technology for each patient's 
assessment in order to pro-
vide the most precise data 
possible, facilitating opti-
mal vision correction. We 
are extremely qualifi ed and 
share a common vision of 
helping each of our patients 
achieve signifi cant improve-
ments in both their eyesight 
and lifestyle. We’re located 
at 1937 Old Main St., Suite 
1, Old Washington, where 
we stress the importance of 
periodic eye examinations. 
Please call 606.759.7883 or 
800.658.7282 to schedule an 
appointment. We specialize 
in "EYE CARE FOR ALL 
AGES."

ASPIRIN CAUTION
FOR SENIORS

P.S. Macular degeneration, 
which affects the center of 
the visual fi eld, can make it 
diffi cult to read and recog-
nize faces.

Maysville Marketsquare

Sponsored By:Sponsored By:

Please contact Mason County Animal Shelter
at 606-564-6067 for more information.

Please have your animals Neutered or Spayed to prevent the destruction of these innocent animals!

GIVE ONE OF THESE
ADORABLE ANIMALS A HOME

U.S. Highway 68
Maysville, KY 
606-564-5565

www.standardquickprint.com

Inky says, 
“Give my 
friend a 
home.”

We are located off of Mason-Lewis Rd.

Adoption Hours: 
Mon. thru Sat. 10 to 12 

JAKE COYLE
AP Entertainment Writer

NEW YORK | Jack White 
is musing on his latest 
color scheme.

“What if blues musi-
cians like Robert John-
son and Blind Willie 
McTell actually wore blue 
clothes?” White wonders, 
laughing.

The former White Stripe 
has bathed his first solo al-
bum, “Blunderbuss,” with 
a pale blue palette. It in-
forms the album artwork, 
the touring stage presenta-
tion and the outfits of his 
backing band, which al-
ternates between all-male 
and all-female lineups.

Since he was a teenage 
upholsterer in Detroit, 
White has carefully color-
coordinated his work. 
While recording “Blun-
derbuss” in his studio in 
Nashville, Tenn., White 
played on a pale blue tele-
caster and an old pale blue 
amplifier.

“I said, ‘Well, these are 
my hand tools. It’s all going 
to build up from this,’” says 
White.

The resulting 13 tracks 
may be the best compen-
dium yet of White’s par-
ticular blend of American 
music. There’s electric 
rages (“Sixteen Saltines”), 
country blues (“Trash 
Tongue Talker”), rockabilly 
(Rudolph Toombs’ “I’m 
Shakin,’” the lone cover) 
and folk ballads like the 
lilting “Hip (Eponymous) 
Poor Boy.”

After funneling his 
songwriting through 
various band concep-
tions — the White Stripes, 
the Raconteurs, the Dead 
Weather — White is direct-
ing his latest production 
without artifice. Or at 
least, less artifice.

“The funniest thing is 
that every album I’ve done 
and every band I’ve been 
in have been happy acci-
dents, including this one,” 
says White, speaking from 
his home in Nashville. “If 
you just write songs and 
don’t tell them what to be 
— don’t tell the song to be 
a country song or a rock ‘n’ 
roll song — then it becomes 
what it needs to be in the 
end.”

“Blunderbuss,” which 
debuted on the Billboard 
album charts this week at 
No. 1 with about 138,000 
copies sold, according to 
Nielsen SoundScan, was 
particularly unplanned. 
When the rapper RZA 
didn’t make it to a sched-
uled session at White’s 
studio, White decided to 
start working up some 
songs of his own. It wasn’t 
until well into the process 
that those in the room — a 
collection of session musi-
cians and others — under-
stood the project taking 
shape.

“I didn’t know we were 
actually making a solo re-
cord until he started want-
ing to sing on it,” says en-
gineer Vance Powell, who’s 
frequently worked with 
White. “There was never 
any conversation: ‘OK, 
we’re going to start my solo 
record today and I want it 
to sound like this.’”

Instead, White worked 
in the orchestrating mode 
he became accustomed to 
while producing dozens of 
albums and singles for his 
label, Third Man Records.

“Doing it to my own 
song was something brand 
new,” he says. “When 
you’re in a band, if I’m in 
the Raconteurs, I don’t 
walk around the room and 
tell everyone what to play. 
I say, ‘Here’s my song’ 

and the drummer plays 
what the drummer wants 
to play. I don’t tell people 
what to do.”

Third Man prizes analog 
recording and limited-edi-
tion vinyl releases. It has 
released everything from 
a single by Tom Jones (the 
recent “Evil”) to a track 
for the Alabama Shakes 
(the southern rock sensa-
tion that will join White on 
tour) to an album by Karen 
Elson (White’s ex-wife and 
mother to their two chil-
dren, who also sings back-
up on “Blunderbuss”).

“He pushed me real hard 
but I think he pushed me 
right into the 21st cen-
tury,” says the 74-year-old 
Wanda Jackson, whose 
“The Party Ain’t Over Yet” 
was produced by White. 
“I would liken him to a 
velvet-covered brick. He’s 
going to get his way.”

White’s method on 
“Blunderbuss” was to 
“shake it up day to day.” 
He would scrap songs and 

reform them in another 
style; call in the female 
band one day and just the 
guys the next; feign a pre-
pared song and improvise 
something on the spot. 
The opening riff from 
“Sixteen Saltines” came 
out of simply trying to test 
the reverb.

White, widely consid-
ered a guitar virtuoso, 
also continues to push the 
screechy texture of his 
playing. The dual-tracked 
solo on “Weep Themselves 
to Sleep” is a highlight.

“Nowadays, to put a 
‘guitar solo’ onto a record, 
it better be pretty damn 
good,” he says. “If I’m go-
ing to play a guitar solo, 
I better be breaking the 
whole song apart.”

One riff of White’s could 
reasonably be called one 
of the most widely cel-
ebrated. His guitar line on 
the White Stripes’ “Seven 
Nation Army” is rou-
tinely sung in sports arenas 
around the world — a re-

markable reverberation for 
a two-piece blues band.

“The part I love about 
it is people are chanting 
a melody, not lyrics or a 
rhythm — which is pretty, 
pretty amazing” says 
White. “You don’t own it 
anymore. It’s everybody’s.”

The White Stripes, the 
duo of White and drummer 
Meg White that produced 
six studio albums before 
officially splitting in 2011, 

remains a foundational 
experience to White. He 
can sound slightly wistful 
about the group.

“The truth is it’s the 
most challenging thing 
that ever happened to me,” 
he says. “There was no 
bigger challenge than that 
— to try to win people over 
with just two people. It will 
be hard for me to ever think 
of something to challenge 
myself as much as that be-
cause of its simplicity.”

One might expect a solo 
record to be a more di-
rect line into White, and 
perhaps if you add up the 
ingredients — the Rhodes 
piano, the mirrored effect 
on a drum beat, the howl of 
rebellion — it is. But don’t 
go reading the tea leaves for 
song meanings. He writes, 
he says, as he always has: 
in the guise of a bluesman 
singing about “some kind 
of stories, some kind of 
struggle.”

“I never look at any of 
my songs as being first 
person, ‘This is about me,’” 
says White. “I’ve never 
written in that style, and 
if even if I did, I probably 
would never tell people 
that I was. It would be too 
close to home to give that 
away.”

In fi rst solo album, Jack White taps a blue vein

CHARLES SYKES, ASSOCIATED PRESS
In this June 24, 2011 file photo, Jack White signs copies of the record he made with Stephen Col-
bert in New York. The former White Stripe has released his first solo album, “Blunderbuss.”

CANDICE CHOI
Associated Press

NEW YORK | PepsiCo 
Inc. is going on a reunion 
tour with The King of Pop.

The Purchase, N.Y.-
based company on Thurs-
day announced its deal 
with the estate of Michael 
Jackson to use the late pop 
star’s image for its new 
global marketing push. 
The nature of the promo-
tion will vary by country, 
but will include special 
edition cans bearing Jack-
son’s image, a TV ad in 
some markets and chances 
to download remixes of 
some of Jackson’s most 
famous songs.

Pepsi, which first part-
nered with Jackson in 
1983, did not disclose the 
terms of its deal with the 
singer’s estate.

The promotion is part 
of a global marketing blitz 
planned for the year ahead 
by Pepsi, which is look-
ing to revive its brand and 
win back market share 
from The Coca-Cola Co. 
Next week, Pepsi is also 
launching a TV ad featur-
ing singer Nicki Minaj and 
announcing details of its 
partnership with Twitter 
to stream concerts online.

The broader “Live For 
Now” campaign is in-
tended to amplify the 
company’s longstanding 
ties with pop culture, said 
Brad Jakeman, who over-
sees the creative strategy 
for Pepsi’s carbonated 
drinks around the world.

Pepsi has a lot riding on 
its new push. Although 
the company has a diverse 
portfolio of brands in-
cluding Frito-Lay, Quaker 
Oats and Tropicana, it’s 
often judged by the per-
formance of its namesake 
cola. And in 2010, Pepsi 
was knocked out of the 
No. 2 spot among sodas 
in the U.S. by Diet Coke, 
with Coke remaining in 
the No. 1 position, accord-
ing to the industry tracker 
Beverage Digest.

Last month, Pepsi also 
reported that volume in its 
key Americas beverages 
unit slipped by 1 percent in 
the first three months of 
the year.

The Jackson promotion 
is one aspect of Pepsi’s 
strategy to reverse that 

slide. Consumers in the 
U.S. and China will be 
the first to get a taste of 
the campaign in coming 
weeks, which is timed to 
coincide with the 25th 
anniversary of “Bad,” the 
singer’s multiplatinum 
album. The campaign will 
spread to about two dozen 
countries by fall.

In the U.S., the compa-
ny is rolling out collectible 
16-ounce blue cans that 
bear an image of Jackson 
striking one of his iconic 
poses. Consumers will be 
able to scan codes on the 
cans with their phones to 
download remixed tracks 
from “Bad.”

In the Chinese market, 
consumers will also see a 
TV ad featuring Jackson’s 
music. Contests will also 
let consumers win tickets 
to a Michael Jackson-in-
spired show by Cirque du 
Soleil and leather jackets 
inspired by the singer’s 
style. The global campaign 
builds on Pepsi’s deal with 
the singer’s estate last year 
to use his image in a com-
mercial that premiered 
during the “The X Factor” 
TV show last year.

Although Pepsi is bank-
ing on the nostalgia Jack-
son can evoke, the part-
nership also resurrects 
painful memories.

In 1984, Jackson’s hair 
famously caught fire while 
filming a commercial for 

Pepsi at the Shrine Au-
ditorium in Los Angeles. 
The blaze happened after 
a spark from a pyrotech-
nics display landed on 
the singer’s head. Jackson 
suffered severe burns and 

many trace his addiction 
to painkillers to the inci-
dent. Pepsi gave Jackson 
$1.5 million as a result.

Other music partner-
ships have led to contro-
versy for Pepsi as well. 

Pepsi brings back Michael Jackson in promotion
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