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Streams Of Gold

Daft Punk on course to No. 1 after presale
promotional streams again suggest fears of
download sales cannibalization is overplayed
By Alex Pham

Daft Punk's
new album
isexpected
to sell
300,000
copies

his week, Daft Punk s poised to hit No. 1 on the Billboard 200 with
Random Access Memories, becoming the latest poster child for a

digital marketing tactic once thought of as risky but is now starting to
crop up with the regularity of a techno beat—making entire albums
available for free streaming for a limited time prior to release. § When
the electro duo made its album available to stream on iTunes a week prior
toits release on May 21, the act joined a parade of 35 other artists who have
taken advantage of Apple’s promotional program since it began in August
2011 with the Red Hot Chili Peppers’ I'm With You. Daft Punk’s set is expected
to sell 300,000 copies, the second-largest debut this year following Justin
Timberlake’s The 20/20 Experience, which also was made available for free
streaming oniTunes a week prior to its March 15 release. § The enthusiasm =»
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TWITTER
TWO-STEP
Twitter
introduced
two-step
login
authentication after several
months of major names and
institutions getting hacked
and their accounts used to
spread false information. Just
in the music business alone,
Britney Spears, Lil Wayne
and Miley Cyrus were among
those who have been victims
of such hacks. The two-step
process will ask for additional
information like a verified
phone number and confirmed
email address. Twitter now
has some 300 million active
users every month and
recently launched Twitter
#music. EMarketer estimates
it will generate nearly $1
billionin revenue by 2014.

TAXING

APPLE
Apple
faced new

allegations

thatit
dodged billions of dollars in
taxes through offshore shell
corporations. CEO Tim Cook
defended the company before
a Senate panel on May 21.
Apple has affiliate companies
in Ireland, where a loophole in
international law allows it to
pay almost no taxes despite
billions in revenue. According
toa Senate subcommittee,
Apple evaded as much as $9
billion in taxes last year.

Jennifer
Lopezand
Verizon
Wireless'
Marni
Walden at
the Viva Movil
ahnouncement.

[ Action
® 4

NOTSO
TERRIBLE
Brooklyn-
based indie
Terrible
Records
has a powerful new partner
in XL Recordings, the UK.
|label behind Adele, Vampire
Weekend and M.ILA. XL will
manufacture, distribute,
market and promote select
future Terrible releases,
beginning with the debut
album from Australian new
wave/industrial artist Kirin
J. Callinan, due July 2. At
least two more joint releases
will follow. The move gives
Terrible, tastemaker behind
the recent resurgence of
Solange Knowles, a major
global platform in Beggars
Group, similar to True
Panther Sounds' relationship
with Matador.

VIVA
VERIZON
Verizon and
Jennifer
Lopez have
partnered on
a new chain of mobile phone
stores targeting the Latin
audience. The stores, under
the name “Viva Movil,” will
open in New York, Miami and
Los Angeles in the coming
weeks. Lopez and Verizon
announced the partnership on
May 22, citing higher-than-
average mobile engagement
within the Latin community.
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Streams continued from p. 4

with which many labels have embraced
free streaming of full albums prior to
release is in stark contrast to the prevail-
ing industry stance just a few years ago.

“This used to be viewed as very experi-
mental and risky,” Epitaph VP of digital
strategy Jason Feinberg says. “But it’s be-
come a recognized marketing tool. Now
we stream every single record before
street date, and we're certain this has a
positive sales and marketing effect.”

While it’s nearly impossible to isolate
and quantify how each marketing effort
contributes to an album’s success, there
are indications that prerelease stream-
ing is actually good for business.

“They really have an impact on sales,”
Feinberg says. “We often see a two-
times to five-times bump in pre-orders
during these campaigns.”

Not everyone embraces prerelease
streaming. Universal Music Group, for
example, wanted Apple to pay for the
streams, according to executives who
declined to be named because the dis-
cussions were confidential. Apple balked,
arguing that the promotional value and
opportunity for pre-orders more than
compensated for the streaming, accord-
ing to an executive familiar with the con-
versations. UMG declined to comment.

But most other labels are keen to raise
album awareness through the right out-
lets. Among the more popular outlets for
prerelease streaming are iTunes, You-
Tube, Spotify and editorial websites like
NPR stations, Pitchfork and Billboard.
Pandora joined the fray on May 21 with
the launch of its Pandora Premieres sta-
tion, featuring John Fogerty’s Wrotea Song
for Everyone and Laura Marling’s Once I
Was an Eagle, available for on-demand
streaming in an ongoing promotion sup-
ported by T-Mobile. “The list of artists
wanting to participate in this program
is not short,” Pandora co-founder/chief
strategy officer Tim Westergren says.

Perhaps the most coveted outlet is
iTunes, which has featured prerelease
streams prominently on its storefronts.
Albums that have participated include
David Bowie’s The Next Day, Jason
Aldean’s Night Train, Jack White’s Blun-
derbuss, Carrie Underwood’s Blown Away
and the Shins’ Port of Morrow.

“That space oniTunes’ front page is very
valuable,” Nielsen senior VP of analytics
David Bakula says. “It’s akin to the way
albums were promoted in the past with
placements in printed retail circulars.”

Instead of paying co-marketing fees
for circular placement, labels now agree
to exclusives in streaming arrange-
ments. In exchange, the site hosting
the stream gets unique content that can
drive traffic and transactions.

Bakula says that artists who do
streaming “get a good amount of expo-
sure. It does draw consumers.” @
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The
revitalized
Caroline
distribution
and label
services
operation
has signed
ATO Records
toaU.s
distribution
deal. ATO,
founded

by Dave
Matthews
and manager
Coran
Capshaw,
has a roster
thatincludes
My Morning
Jacket,
Alabama
Shakes,
Rodrigoy
Gabriela,
Drive-By
Truckers and
Old Crow
Medicine
Show.

[ ] [ ) ,
Digital’s
Tipping Point
U.S. recorded-music revenue is
now officially dominated by digital
even as downloads slow, but

streaming is accelerating
By Ed Christman

ecord labels derived more than half of their U.S. revenue from digital
accounts for the first time in 2012, according to exclusive retail research
by Billboard. That estimate doesn't include revenue generated from
passive streaming services like Pandora and SiriusXM satellite radio.
Digital revenue accounted for §4.5% versus 49.4% in 2011, even
though the pace of growth for market leader iTunes halved last year. The expansion
of digital’s share was a combination of iTunes growth to a 40.7% share (from 38.2%
a year ago) and the continued decline of CDs at big-box retailers like Best Buy in
particular but also Walmart. The other key factor was the near doubling of market
share for on-demand streaming services led by Spotify, YouTube and Rhapsody.

The on-demand streaming services in the top 20 make up about 9% of U.S.
revenue, a figure that's expected to grow significantly in 2013. That’s up almost
double the 5% that such services generated in 2011 and is more than four times
larger than the 2% that Rhapsody and eMusic amassed in 2010.

Among streaming services Spotify is the largest, ranking sixth among U.S.
accounts for 2012 with a 1.7% share. That’s nearly four times the 0.4% it gener-
ated in 2011, according to Billboard’s calculations, a number that represented
only a partial year since the service began operating stateside in July 2012.

YouTube is the No. 7 account with 1.6%, just beating out Rhapsody, which fin-
ished 2012 with a 1.56% share. Right behind Rhapsody, Vevo ranked No. 9 with a
1.53% share, which represents significant growth from the 1.2% share it had in 2010.
Vevo's share was affected by not having access to Warner Music Group’s videos and
due to apparently having a weak showing among indie distributors.

The market share for
Anderson Merchandis-
ers, which racks Walmart

THE BIG NUMBER
e

Digital share of U.S. label

and Best Buy, declined by ~ revenuein 2012
more than five percentage
points to 12.3% from the
17.9% it had in 2011. Dur-
ing that time, Best Buy’s
share has dropped dramat-
ically, while Walmart also
has experienced a decline,
if not to the degree of the
consumer electronics chain.

Overall the top 20 U.S. music industry accounts
comprise 87% of music sales, including CD and
download sales, and streaming revenue, but the
rankings don’t include revenue from passive digital
services like Sirius, Pandora and radio webcasters.

Within the digital accounts, with the exception of
Cricket, the mobile carriers continue to lose market
share, with Verizon the last carrier standing in the
rankings with its share down t0 0.5% from 1.1% in 2011.

Atits peak in 2008, Verizon’s market share was 2.3%.
Sprint Nextel, AT&T and T-Mobile have disappeared
from the rankings through the years as ringtones proved
to be only a fad. It’s also likely a reflection of the rise of
apps from mobile music services like Spotify and Rdio.

Besides Verizon, Rhapsody and eMusic were the
sole services losing market share as other streaming
services gained. Rhapsody’s declined from 1.9% to
1.6% while eMusic’s dropped from 0.7% to 0.4%.

As for download stores, Google posted 0.8% share
in its first full year of operation. While that total is
smaller than the 2.5 percentage-point gain posted by
iTunes, its presence seems to have helped contribute
to slowing growth at Amazon’s MP3 store. The latter’s
share finished at 3.9% in 2012, up from 3.2% in 2011,
which is smaller than the nearly one percentage-point
gain ithad in the two years prior to 2011.

Overall, Amazon’s share grew to 8.7% from 7.9%,
making it the third-largest U.S. account. Within its total,
its physical market share was down slightly to 4.5%.©

54.5.
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**Amazon's share includes sales from its MP3 store.
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Top Hits. The wholesaler
enters the rankings for

the first time thanks to
exponentially growing sales
at some of the majors, even
though it gets hardly any
share with other distributors.
If other distributors and labels
start catering to Top Hits, it
could bypass Baker & Taylor
nextyear in the rankings.

Hot Topic. The retailer cracks
the top 20 for the first time
since 2009, even though it has
reduced the number of music
SKUs it carries. However, its
share benefited from being
oversold at some distributors
due to vinyl's growth and the
inclusion of music merch in
market-share numbers from
some of the distributors.

Streaming music. There
are private estimates

among label executives that
streaming services could
more than double in share in
2013. Services like Rdio and
Daniel Ek’s Spotify will be
fighting it out to take a bigger
share of a growing pie.
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Sf;z:m:: ' he abundance of digital music options frequently results
at Shock. in the same question: Why do people still listen to radio?
gamn':(”‘*/ A new report by Clear Channel’s iHeartRadio Insights re-
rlap:ona\ veals what listeners get out of broadcast radio and Internet
publicist radio services. The national survey took place from Sep-
ga:r:'fs”e tember 2012 to March 2013 and included focus groups in three cities,
bgsed in other qualitative measures and an online survey of more than 1,000
Sydney. people between the ages of 13 and 54.

Radio, particularly AM/FM radio, is frequently perceived to be on
its last legs—especially among young consumers. This thinking ap-
parently extends all the way to car manufacturers. During a panel at
this year’s Radio Ink Convergence conference, one expert reportedly
said young people no longer use radio and predicted that AM/FM ra-
dios would be eliminated from car dashboards by two U.S. automotive
companies within two years and by all car makers within five years.

The report paints a different picture. It delves into the psychograph-
ic factors behind radio usage and finds people like radio because of all
the things digital services are not: local, community-based and driven
by personalities. It also finds young people are active radio listeners.
Clear Channel is the largest owner of local stations in the United
States. Naturally it has an interest in the results, but they re still worth
noting as it also owns a key digital outlet in iHeartRadio.

Fifty-five percent of the study respondents use “custom stream-
ing playlist sites” while 44% listen to AM/FM radio online. They
are “expanding their sources of audio content” and associate ben-
efits with each of them, according to the report. On-demand audio
provides instantaneous listening. Online radio services like Pan-
dora are found to be convenient and mobile.

Nearly three in four (72%) of respondents believe radio “feels more
human than the Internet.” Even though services like Pandora provide
a personalized listening experience, half of people surveyed believe
radio is “more targeted to people like me than the Internet.” Nearly
four in five (78%) people surveyed believe “radio has the power to

Percent of 1,000 listeners ages 13-54 surveyed by Clear Channel that listen to:

Custom
streaming
Regular playlist
AM/FM: sites:

92%

55%

Streaming

AM/FM on

laptop, PC Satellite
or mobile: radio:
44%

N e

&
o

®

78%
C—

of listeners agree
strongly/somewhat
that “radio has the
power to make a
difference in the
community”

72%

—

of listeners agree
strongly/somewhat
that “radio is more
community-oriented
than TV”

Community and personalities are two things that distinguish broadcast
radio from non-interactive and on-demand digital services.

71%

S

of listeners “feel the
DlJs are local people
just like them”

70%
N
of listeners agree
“radio personalities
keep it real more
often than TV
characters and
personalities do”

55%

of listeners agree strongly/
somewhat that radio is
“more targeted to people
like me than TV”

make a difference in the community.”

And what about the younger generation? The re-
port found that 94% of people aged 13-17 listen to
radio at least once a week while 89% of people aged
18-24 do so. Those numbers almost match radio’s
92% overall weekly listenership.

Broadcast radio may be ceding more ground than
the iHeartRadio Insights report suggests, however.

50%

of listeners agree strongly/
somewhat that radio is
“more targeted to people
like me than the Internet”

A November report by NPD Group described a less
certain future for AM/FM radio. NPD found that the
percentage of Pandora users who also listened to AM/
FM radio had fallen 10 percentage points in three years’
time, to 69% from 79%. The company attributed part
of the decline to the fact that 34% of Pandora users lis-
tened to the service in the automobile—through an in-
dash app, a connected smartphone or other device. @

Lateral’s
Next Move

Talent company, home to
Paloma Faith and Taio Cruz,
opens up in Los Angeles with
focus on A&R, marketing

By Paul Sexton

o BILLBOARD | JUNE1, 2013

Anglo-Scandinavian management/publishing company Lateral
MGMT is coming to the United States. The firm, which operates
out of London and Stockholm and manages hit U.K. artists Paloma
Faith and Taio Cruz, has revealed to Billboard that it will open a
new office in Los Angeles by September.

The independent, self-financed Lateral formed following the
2008 merger of Murlyn Management, part of Stockholm-based
Murlyn Music Group and co-founded by Christian Wahlberg, with
London management company J-DID, headed by Jamie Binns. The
business was integrated as Lateral MGMT in 2010, with the pair as
managing partners alongside Jan Carl Adelsward.

Lateral has helped Faith and Cruz, signed to RCA/Sony and Uni-
versal Island, respectively, to platinum-selling U.K. success, and will
launch former Swedish House Mafia collaborator John Martin as a

solo act on Universal, with a first single due in September.

Wihlberg says, “With myself, Jamie and Jan Carl traveling to L.A. one
week every month, it seems logical to set up an office. We're going to
hire an A&R assistant, who's going to be our eyes and ears on the ground.

“We're also employing our own licensing person over there,
which is a big business for us, and we’re putting together a small
marketing team, to be a good support to the artists and writers we
look after, with the labels we work with.”

Martin was the voice of Swedish House Mafia’s global hit “Don’t
You Worry Child,” which topped the U.K. chart on Virgin/EMI last
October and has sold 2.4 million downloads in the United States on
Astralwerks/Capitol, according to Nielsen SoundScan. Cruz’s big-
gest-selling U.S. song, “Dynamite,” has sold 6.5 million, while Faith’s
best showing is “Picking Up the Pieces” at 32,000.0

ILLUSTRATION BY TYLER HOEHNE



Day

John Hamlin
Senior VP of Music Events & Talent, CMT
Executive Producer, CMT Music Awards

John Hamlin is used to wrangling on-camera talent. Af-
ter 20 years as a “60 Minutes” producer working with
Mike Wallace and Anderson Cooper, Hamlin now cor-
rals the likes of Jason Aldean and Luke Bryan as execu-
tive producer of the CMT Music Awards, which drew 3

PHOTOGRAPH BY HOLLIS BENNETT

million viewers in 2012. This year’s 12th annual event is set
to air June 5 (8 p.m. ET/PT on CMT and CMT.com).

YMCA. I only have the attention span to be in the gym for
45 minutes—30 of these minutes are spent reading the New
York Times, USA Today and the Tennessean on the elliptical

Breakfast meeting with Ken Levitan [of Vector
9A?40 Management]. He manages so many artists, we're always

working together on something.

Conversation with CMT president Brian Philips about the
upcoming CMT Music Awards that usually starts with me
saying, “Whatif..."

Conference call with department heads on the CMT
Music Awards. We've already started loading into the
Bridgestone Arena [in Nashville, where the show will be held]

Lunch with Luke Bryan at the Palm to discuss his awards

@ show performance. He's part of a new and increasingly rare
breed—a hot star with virtually zero attitude. He is one of the

nicest, most considerate superstar musicians |'ve ever worked with.
He knows what | want. | know what he wants. Trust works.

Call with designer John Varvatos and team about styling
for our awards show house band.

Call with our show hosts this year, Jason Aldean and
Kristen Bell, to go over scripts and the opening performance
for the show.

Watch the latest “CMT Crossroads” we recently taped.

This one is with Willie Nelson and friends including Neil
Young, Sheryl Crow, Norah Jones and Jack White. I'm sure

MTV standards and practices won't let us show Willie smoking a joint

on camera. .. although it obviously wouldn't bother Willie one bit.
@ Universal. Cindy understands the impact of the CMT Awards
for her artists. Last year she helped us hit it out of the park

with Little Big Town. This year, she convinced George Strait to
perform on the show for the first time ever.

2]

Meeting with Cindy Mabe, senior VP of marketing at

Dinner with Scott Borchetta of Big Machine. This is
another guy who has so many hot artists, like Taylor Swift
and Florida Georgia Line, we can hardly make a show without

him. I'm putting three of them on the awards show. He wants four. He
getsthree

and the check. This time. —Alex Pham
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John Hamlin
photographed
atCMT's
offices in
Nashville.
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Oklahoma’s Trial

Unlike New York’s Hurricane Sandy, the
Oklahoma tornado impact on the music
industry has been relatively minimal,
but that hasn’t meant any less support
from the business

By Ray Waddell

Pandora’s
gaminsin

its most
recent fiscal
quarter were
helped by an
Increase in
subscribers
that
stemmed
from the
listening
capsthe
company
placed on
mobile
listening in
March. The
company
added

more than
700,000 new
subscribers
toits
Pandora
One ad-free
service in
the quarter,
all4%
increase year
over year.

hile Oklahoma’s ties to the music

industry—particularly the coun-

try music industry—are deep, the

immediate impact of its recent

tornado disaster on the business
is minimal. Shows down the line could be affected as
the market regains its footing, but the resilient nature
of Oklahomans—as has been the case in New Jersey,
New York, the Gulf Coast and elsewhere—bodes well
for not only a full recovery but perhaps even an enter-
tainment mini-boom.

As is always the case, the music industry will be at the
forefront in lending its talents and the exposure they
bring to aiding recovery. A host of entertainers, includ-
ing many with ties to Oklahoma, voiced their support in
the wake of the May 20 tornado, which decimated the
Oklahoma City suburb of Moore, killing 24 people and
destroying thousands of homes. Ada, Okla., native Blake
Shelton was first to announce he was organizing a benefit
show to be televised on NBC on May 29, after tipping Bill-
board following a May 21 taping of “The Voice” that “it
will be televised and will happen really quickly.” Among
those likely to participate are Reba McEntire, Miranda
Lambert, Toby Keith and Garth Brooks, though a source
says multiple artists are reaching out to be involved.

Keith grew up in Moore, and at press time was on
the ground in the city with family and friends, “deal-
ing with the job immediately at hand,” according to
manager T.K. Kimbrell of TKO Management.

Below the mainstream, the region’s loosely defined
“red dirt” music scene is already helping the cause.
The Departed frontman Cody Canada, whose previ-
ous band Cross Canadian Ragweed launched out of
Stillwater, Okla., grew up in the “impending doom”
of Tornado Alley, and left Oklahoma after the last tor-
nado hit Oklahoma City in 1999.

“That Oklahoma community—when stuff like that
hits, everybody instantly gets together, and there were
people already doing benefit shows last night at local
delis and local pubs,” he says, calling from the road in
Texas. “That’s what we did: We made up a bunch of

shirts that say ‘We Are OK’ with the proceeds going to
the Red Cross. My wife [Shannon] is on a personal cru-
sade to take it to the capitol and try to get storm cellars
in the schools in those heavy storm areas. Right now,
we’re planning on pulling all the Okies together and get
a big place and have 10,000 people and help rebuild,
do what we can do. I've lived in Texas 10 years, but I'm
still an Okie and always will be.”

In terms of bookings and damage to concert venues,
Oklahoma emerged unscathed, unlike the country’s
most recent large-scale natural disaster, Hurricane San-
dy, in October. The 15,000-capacity Chesapeake Energy
Center, operated by SMG, is in a light booking month due
to the National Basketball Assn. playoffs and didn’t can-
cel or postpone any events. The home of the Oklahoma
City Thunder was physically unaffected by the tornado,
and commencement exercises for schools in the Moore
County school district were to go on as planned on May
25. “We had a number of close calls for a few employees,
myselfincluded,” GM Gary Desjardin says.

Aerial view
of Moore,
Okla.,on
May 21.
Inset:
Oklahoma
native Blake
Shelton.

As for other area venues, Oklahoma City’s Zoo
Amphitheatre doesn’t have any shows on the books
until later in the summer, the city’s Riverwind Ca-
sino isn’t hosting any name entertainment in the
near future, and Oklahoma City’s Baker Street Pub
& Grill venue says no shows were lost.

About 2,400 homes were damaged or destroyed in
Moore and Oklahoma City and the twister directly af-
fected roughly 10,000 residents, according to a CNN
report on May 22. As devastating as the tornado was,
the impact was narrow compared with Sandy in the
Northeast, which affected hundreds of thousands of
residents who lost their homes.

“We did initially see some financial damage in the
marketplace, but the recovery was pretty quick,” AEG
Live New York senior VP Debra Rathwell says. “The
impact of the storm was not long term, and you could
say the marketplace rebounded pretty quickly, con-
sidering just how much damage there was.”

Expect Oklahoma to do the same.©

Venues. Fortunately,
minimal. The market's
primary venue, Chesapeake
Energy Center, didn’t
suffer damage or lose
bookings (and will hosta
benefit concert on May 29),
and other area rooms are
business as usual.
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Tours. Artists will be eager to
show support for Oklahoma.
Justin Bieber (June 2), Bruno
Mars (Aug. 10) and Lil

Wayne (Aug. 21) are among
the shows coming up, and

it's likely that some will be
leveraged to benefit the
victims in some way.

Oklahoma City. While there
may be a perception that the
devastation in nearby suburbs
will limit discretionary income,
markets tend to rebound quickly,
especially with the help and
exposure brought by Oklahoma'’s
musical legacy with acts like
Toby Keith. Plus, money will flow
in from construction projects as
the region rebuilds.

ALAUREN/
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Manzarek’s
Work

The Doors’ Ray Manzarek was the
model heritage artist playing a key
role in building the band’s valuable
legacyin the last four decades

By Phil Gallo

Ray was the galvanizer,” says Jeffrey Jampol, man-
ager of the Doors since 2003 and a producer of the
2010 Grammy Award-winning documentary on the
band, “The Doors: When You’re Strange.” “Jim Mor-
rison had the vision and Ray pushed it. He wouldn’t
let adversity stop them. Without Ray, the Doors
would not be possible.”

Ray Manzarek, whose artistic life beyond the Doors
included punk rock, Beat poetry, filmmaking and the
blues, died May 20 at a medical clinic in Rosenheim,

Germany, after battling bile duct cancer. He was 74.

Morrison’s aura always loomed larger but it was
Manzarek, co-founder of the Doors in 1965, who pro-
vided the spectrum of color and emotion as their music
worked both sides of the radio frequencies: They landed
eight songs on the Billboard Hot 100 between 1967 and
1971 and at least a dozen of their non-charting tracks
continue to form the backbone of classic rock radio.

Two trio discs followed Morrison's death, as Manza-
rek, guitarist Robby Krieger and drummer John Dens-
more attempted to keep the Doors vital, but there was
little audience for the Morrison-less band.

To the end, Manzarek was the model for a heritage
artist navigating new terrain musically while caring for a catalog and
procuring growth opportunities. Multiple examples exist: An iPad
app that exhaustively covers the history of the Doors was released
two weeks before his death; Tech None and Manzarek recorded a
version of “Strange Days” that is expected to come out in June; and
the last recording of Manzarek, Krieger and Densmore was in 2012
with Skrillex on “Breakin’ a Sweat.”

Their presence in the marketplace was as unique as the Beatles and
Led Zeppelin, the only two heritage acts that were outselling them
in terms of merchandise in 2005, according to a Billboard story that
noted the Doors made $8 million in clothing that year.

The most recent rerelease, a 4oth-anniversary edition of L.A.
Woman that came out in January 2012, has sold 31,000 copies, ac-
cording to Nielsen SoundScan, and an expanded version of Morrison
Hotel released in March 2007 has sold 41,000.

In 1997, Manzarek, Krieger and Densmore began evaluating and

Ray
Manzarek
of the Doors
circa 1960.

preparing concert recordings to be released through
Bright Midnight—15 titles have been issued so far, the
most recent being two discs recorded at the Aquarius
Theater in Los Angeles in 1969.

“When you talk about art and commerce,” Jampol
says, “Ray had a viewpoint and he always hued true to
his viewpoint 100% of the time. He never wavered.”

Manzarek was also instrumental in getting the
Doors’ music in front of music supervisors, DJs and
others who might license the tracks. Having famously
rejected a commercial use of “Light My Fire,” they
were stuck with a self-perpetuating myth surrounding
the band that all of their recordings were off-limits.

Placementsin “The X-Files,” “Girl, Interrupted” and
“Cast Away” formed some of the first wave of uses, fol-
lowed by Paul Oakenfold remixing “L.A. Woman.” @

VALUING

MUSIC
SINCE:
1939.
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BRANDING

Taki
UK.-based
mu5|ca ¢ a lng
streaming
service Rara. o L4

has

= The Biscuit
with BMW . . . . .
elncia One Direction teams with Nabiscoin U.S.

crmusc — tour deal, with ajoint social media push

streaming

servicein By And Tew Han]pp

Europe.
Exclusive to
the new range
of BMW's
5 Series, » . v
the in-car ne Direction’s 2013 North American tour has been sold
Connected out for nearly a year, ever since tickets went on sale just
E;‘:’EP”:J:QM months after the British boy band’s American break-
ertainme 2 ;
sack; through in March 2012 when Up All Night debuted at
featuring the No.10n the Billboard 200. But when the group hits the
[F;ar;a;org 2P road on June 13, it will have an equally huge brand partner in tow in the
unched in . 5 5 B

orm of Mondelez International’s Nabisco, whose brands Chips Ahoy,
the United fe f Mondelez International’s Nabi hose brands Chips Ahoy,
Kingdom, Oreo, Trident, Ritz, Stride, Cheese Nips, Dentyne and Honey Maid are
E{Z’;’C‘E”I{a ; all sponsors of One Direction’s North American tour.
i The sponsorship follows in a tradition that Nabisco brands have in

Netherlands.  aligning with major pop stars, from early tours with "N Sync and Britney

m‘r f‘;l'v'“te Spears to more recent outings with “Glee” in 2011 and “American Idol”

i Spc;: Eext in 2012. “We want to be laser-focused in who we work with,” says Ste-

year. phen Chriss, senior director of U.S. media and consumer engagement at
Mondelez International. “We might not be in music every day like some
brands, but we want to bring a lot of touchpoints to a lot of customers, and
leveraging One Direction will help us do that effectively.”

Packaged food is still an emerging category in the growing amount
of brand sponsorship dollars spent on festivals, tours and music venues
in the United States, with spending in 2013 projected to reach $1.3 bil-
lion, according to marketing analytics firm IEG Research. In addition to
Nabisco, Kellogg’s Pop-Tarts is about to debut the second year of a sum-
mer concert series with Live Nation, while Unilever’s brand-new Frut-
tare ice cream bars launched with a sponsorship of this year’s Coachella.

Along with a heavy activation across all 35 North American dates of
the One Direction tour, which wraps domestically on Aug. 8 in Los An-
geles, Nabisco will promote its association with the boy band across

20,000 in-store displays and 8,000 end-cap displays in retailers like —
Walmart, Target and Walgreens throughout the month of June. More
than 20 million packages of Oreo, Ritz Bitz, Cheese Nips, Honey Maid ~ ment Modest and booker Creative Artists ~ One their moms to the shows.”
and Chips Ahoy will feature the act on their packaging, along witha  Agency began nearly a year ago, shortly Di'EC‘iDR'S One Direction has previously inked brand deals with
call-to-action driving to a fan sweepstakes and a special augmented  after the North American dates sold out. :;;g;w' Pepsi (a highly visible National Football League com-
reality code to unlock a 1D VIP app at the iTunes store and Google Play. “Consumer packaged-goods com-  onsome mercial with Drew Brees), Nokia (for a line of branded
Additionally, all five members of One Direction will appear in  panies can only plan in advance in a iOtT"'*U“ phones in the United Kingdom), Colgate (One Direc-
exclusive content on the 1D VIP app including video, sound bites,  year, so once we looked at the demos p” ;(;;Ef&_ tion toothpaste and singing toothbrushes) and Target
photos and more as part of Mondelez’s “nearly seven-figure” in-  and the planning cycles it all perfectly (an exclusive deluxe edition of Take Me Home), despite
vestment in social media, Chriss says. The members are also ex-  aligned,” says Tom Worcester, head a heavy dose of resistance from Modest. “I start off
pected to tweet and post to Facebook on their personal pages on  of CAA’s music sponsorships group. by saying ‘no’ and then we sort of take it from there,”
behalf of the Nabisco brands throughout the tour. “You got to re- ~ “We have one of the hottest artists in Modest co-founder Richard Griffiths told Billboard in
member that Oreo is one of the leading brands on Facebook, with  the world to work with right now, and December with regard to evaluating brand partner-
over 33 million fans, so Oreo as a brand will be tweeting and post-  Mondelez has very fun brands that ships for One Direction. “We do get approached by
ing throughout the summer as well,” Chriss says. give exposure to a slightly older audi- everything—all the kinds of brands you can imagine—
The initial discussions among One Direction, the group’s manage-  ence when you look at the kids taking and we're trying to be as selective as we can.” @

Summer tours. From Tim Retail. Few summer tours have Social media. Brands

McGraw and Pennzoil the point-of-sale scale of One like Oreo are as big, if not

to Beyoncé and Pepsi to Direction’s pact with Nabisco. Each bigger, in social media than

Taylor Swift and Diet Coke, of Nabisco's retail partners, from today’s top artists. A tweet

the season’s biggest tours Target to Walgreens to Walmart, or a Facebook post from

all have major brands will sell an exclusive One Direction Nabisco’s highly visible

attached to help activate fan product at their respective brand pages can be even

experiences. But just like the locations, thus incentivizing them more valuable than a radio

1D VIP app, each has content to promote the band-branded 20 spin foran act like One

extensions that live outside
the show itself.

million specially marked packages G Direction.
and 2,000 in-store displays equally. TAR ET
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QUESTIONS

Answered

Steve Stoute
Founder/CEO
Translation

What did you wake up thinking about this morning? The first
thing I thought about was, “How can I become a better leader in or-
der to lead this organization forward?” And that’s the first thing T think
about every day. The goal today is how we could be better in making our
department stronger along with stand-alone individuals.

How do you think your organization is perceived? People
want to conveniently look at us as an urban music marketing com-
pany. And some of the iconic work that we’ve done—with State Farm,
Anheuser-Busch—you can’t avoid the fact that these things are not
urban and not driven by music. There’s this weird thing about people
where they can’t know you offer more than one thing. The brain has
a hard time processing that a person can do more than one thing. Be-
cause I came up in the music business and because I'm black, I'm obvi-
ously an urban marketing guy who does music. But that’s certainly not
the case, and that’s changing every day. And it’s actually a good oppor-
tunity to look forward to, to let people see the bandwidth and point of
view this company has.

What will define your career in the coming year? I want my ca-
reer to be defined by the leaders I have around me. [Chief strategy of-
ficer| John Greene, [managing director] Tiffany Titolo, [head of social
engagement] Marcus Collins—the leaders I'm building around me I
want to define my career for the coming years. Winning Advertising
Age’s executive of the year [award in January] was nothing more than
an opportunity for me to invite other great executives and the execu-
tives around me to learn from what got me that prestigious award. If
you have a great leader around you, the rest always flows.

Describe a lesson you learned from a failure. Allow people to
be who they are. Don’t let your perception of them get in the way
of allowing them to be who they are. That can hurt you positively
and negatively.

Who is your most important mentor? Jimmy Tovine. He tells me
the brutal truth. And he expects a lot from me. There’s a lot of motiva-
tion mixed with tough love that comes from him.

Name a project that you're not affiliated with that has most
impressed you in the past year. ESPN’s promos for “SportsCen-
ter.” If 1 don't get the joke, it’s my problem. Like, there’s a guy throwing
pencils getting stuck in the ceiling. If T don’t get that joke, it makes me
realize I need to know who that is. There’s something wrong with me.
That’show good that is, that they make me question my own recall. “He
must be a pitcher!” They did something that was just bull’s-eye.

Name a desert island album. Curtis Mayfield’s Curtis is one.
Jay-Z’s Blueprint 3 is another. Do you ever listen to the Jay-Z song

“Already Home"? Everybody should print out the lyrics and look
at them. —Andrew Hampp

“Allow people to be who
they are. Don’t let your
perception of them get
in the way of that.”

PHOTOGRAPHS BY AXEL DUPEUX

Favorite breakfast: “Poached eggs, salmon
and avocado.”

First job: ‘I delivered the two local newspapers,
Newsday and the Daily News. | was 14, 15."

Memorable moment: “Twenty-nine years old
was a memorable year of me. | had to deal with
the fact that | was at the top of my industry, the
record business, but | wanted more. And | didn’t
feel the industry could give me the more that |
wanted. And | had to invest all my learnings into
anew industry—advertising—and it was a hard
and painful process to come to that conclusion.”

Advice for young executives: ‘If you're
working at a place and you have rational
thought and great ideas that follow that rational
thought, but you can't get heard, then you
should leave that company.”

Steve Stoute
photographed
atthe
Translation
officesin
New York.

1"Thiswasa
greenhouse
nine years
ago. |
converted
itinto my
office/living
room.” The
bike in the
back: “Never
could afford
aMongoose
asateenager,
so | keep one
around to
remind me."

2"Awarrior—
it's my daily
mentality.”

3"l received
this fireman's
hatand
honorary
commissioner
badge for
volunteer
work | did

for the New
York Fire
Department’s
recruiting
efforts.”
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The Deal

Kobalt’s Royalty
Play With Prince

WHAT: Prince, the master of DIY on a grand scale, will begin is-
suing both his own music and records from new artists (picked by
Prince himself) through Kobalt Label Services, a unit of Kobalt Mu-
sic Group. Details of the deal are still vague, and Kobalt hadn’t re-
sponded to inquires at press time. But based on the announcement
and earlier comments from Kobalt Music Group president Richard
Sanders, Kobalt will fund the marketing and distribution of the
releases coming from the Prince camp in exchange for a revenue-
sharing formula during the life of each record, expected to be three
years. If Kobalt funds it like a 360 deal, which with superstar artists
are typically constructed as a revenue share, it would allow Kobalt
to subtract marketing costs and receive a 40%-50% of profit. But at
the end of the deal, Prince owns the master.

WHY: Prince is like the Curt Flood of the music industry, be-
ginning in the early ’9os when he changed his name to a symbol,
claimed he was a slave to the major-label system and rapidly issued
albums to get out of his deal with Warner Bros. Records. Although
he has since worked with majors—including Arista, Columbia and
Universal, to name a few—he also has gone his own way almost as
often. First he used the Internet to sell a CD boxed set, then he sold
albums directly to retail chains like Musicland and Best Buy, issued
an album as a giveaway at a concert and through a newspaper, and
used indie distribution to issue a live album through now-defunct
Big Daddy. This Kobalt deal represents a return to indie distribution,
but with a different business model than the 10%-23% of revenue
that such distributors typically take.

WHO: Kobalt Music Group prides itself on upsetting the apple
cart of traditional business models, something that it showed it can
be very successful with in music publishing, where it started out by
solely doing administration deals and taking a 5%-15% cut, with an
average of about 11%. While its music publishing operation is grow-
ing in leaps and bounds, Kobalt Label Services is considered to still
be in its infancy and its effectiveness hasn’t yet been proved. As it
is, Kobalt handles all the digital distribution directly with music ser-
vices, while for physical, it’s handled by Alliance Entertainment in
the United States and Sony in Canada.

IF: Can the company that’s known for bending over backward for
its roster please the artist who never seems happy with how his mu-
sic is marketed and sold? Only time will tell, but Prince has a tough 7
reputation. As one major-label executive who previously worked Cq n the com pq ny th q.t S k nown fO r

with him says, “Like every artist, he thinks he is bigger saleswise ° .

than he actually is. No matter how you deliver for him, he will be be n d in g over ba Cc kWO rd fO r |tS rOSte r p I ease

ungrateful.” Having said that, the executive also adds that Prince

likes big marketing ideas, usually will allow labels the discretion to i i
‘ Iyl al _ the artist who never seems ha with
market his records as they see fit and typically has an efficient staff how his mu Sic is ma rke'ted an d SOI d ?

working for him. —Ed Christman

RKSOH JILL GREEN
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Distribution. Major-owned
indie distributors like RED,
Alternative Distribution
Alliance and Caroline
continue to build marketing
services, in anticipation of
landing heritage acts that so
far seem to be the bread and
butter of the business Kobalt
CEO Willard Ahdritz is trying
to build.

Artist deals. Can Kobalt
handle more than one

big record at a time? The
company, which already
distributes New Kids on the
Block and Nick Cave & the
Bad Seeds, is gearing up
to release a Pet Shop Boys
album. If Prince opens the
spigot, this summer it will test
the still-new Kobalt.

Songwriters. Kobalt's
publishing and neighboring
rights operations handle
songwriters and artists like
Bjork, Bon Iver, Big & Rich,
Kelly Clarkson, Kid Rock,
Lady Antebellum and Paul
McCartney. Will Kobalt be
able to convince them it
should handle their recorded
music too?

ILLUSTRATION BY BRIAN STAUFFER
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PRINCE BY THE NUMBERS 2 1 Number of albums Prince has
m sold since 1991, according to

Nielsen SoundScan

10.35m

EXECUTIVE TURNTABLE

ED]
Gerber

DIGITAL

SoundCloud will open a New York office in the com-
ing months and has hired former Pandora employee
Dan Gerber to help build its presence in the market.
Gerber, formerly national director of strategic part-
nerships at Pandora, will be SoundCloud’s first New
York-based hire and will head up brand revenue. With
offices in Berlin, London, San Francisco and Sofia, Bul-
garia, SoundCloud is aiming for New York because of

what the market has to offer: proximity to other start-
ups, better relationships with the media companies
based in the city and opportunities in industries like
fashion and publishing. SoundCloud says it recognized
the need to better-serve brands in the wake of the Pro
Partner tool it launched in March. Pro Partner allows
creators and brands to have a more visual presence on
the SoundCloud platform. Early adopters of the new
tier include Red Bull and the Recording Academy.

RECORD COMPANIES

Universal Music Group appoints Rob Wells to serve
on its executive board. He is president of global digi-
tal business.

Astralwerks names Ryan Murphy director of
A&R and Jeremy Vuernick senior manager of A&R.
Murphy was senior manager of A&R and digital busi-
ness development at Ultra Music, and Vuernick was
manager of A&R at Capitol Records.

New West Records appoints Joel Habbeshaw
VP of national radio promotions. He worked in na-
tional radio promotions at Kirtland Records.

RCA Nashville promotes Matt Galvin and Eliza-
beth Sledge to directors of regional promotion. They
were managers.

PUBLISHING

ASCAP promotes Sue Drew to senior VP of creative
services, membership. She was VP of membership,
pop/rock. —Mitchell Peters, exec@billboard.com

Fintage
Publishing,
adivision of
global music,
filmand
TVrights
company
Fintage
House, has
signed a deal
to handle
the sub-
publishing
rights

for One
Direction-
authored
co-writes

on "Take Me
Home." The
dealis global
in scope,
excluding
North
America,
the United
Kingdom,
Australia
and New
Zealand.

Further Dealings

Former EMI chairman/CEO Eric Nicoli
and three partners from the entertain-
ment, finance and brand worlds have
unveiled a new entertainment finance,
production and distribution venture.
Wentworth Media & Arts, based in
London and backed by British private eq-
uity sources, including high-net-worth
individuals, wants to become “a major
new player in the world of independent
film,” but also play in other parts of the
media and entertainment sector. Its
founders said in a statement that the
company is looking to “produce, develop,
exploit and fund various products and
productions across the whole of the me-
dia and entertainment space, including
film, television, social media, computer
games, CGI animation, theater, live
entertainment, education and publish-
ing, as well as associated and emerging
technologies.” It will look to strike distri-
bution deals for all territories and plat-
forms, the partners said. . . . Warner/
Chappell Music has taken another step
to fortify itself in the film and TV music
business, signing a deal for portions of
Lionsgate’s music library and setting
up a co-publishing partnership with the
film/TV producer for other works. Li-

fmagine
Dragons

»

onsgate’s library includes the “Twilight
film franchise; “The Hunger Games,’
whose second installment opens in No-
vember; and TV shows like “Mad Men”
and “Weeds.” Terms of the deal weren’t
disclosed nor were specifics about which
titles are now owned by Warner/Chap-
pell and which will be co-published, ow-
ing to confidentiality agreements and
other contract language. Warner/Chap-
pell chairman/CEO Cameron Strang
notes that more deals for film and TV
music may be on the horizon. “We’re
aggressively pursuing growth,” he says.

»

... The world’s largest music publisher,

Sony/ATV, is moving its administrative
offices from Nashville’s famed Music

Row to new offices down-
town. Company and state
officials announced the
move on May 21, saying
Sony will expand its glob-
al administration offices,
adding 50-60 new jobs.
The publisher will move
into a space in the Fifth
Third Center and occupy
three floors of the bank
building. It is set to move
by the end of the year.
Sony pointed out that its longtime pres-
ence on Music Row will not be affected,
with its creative offices remaining there.

. . . Imagine Dragons has signed an

exclusive worldwide publishing agree-
ment with Universal Music Publishing
Group. The band, which is on KIDina-
Korner, the label of UMPG hitmaker
Alex Da Kid, recently announced new
tour dates. The Las Vegas band’s debut
album, Night Visions, has sold 939,000
copies in the United States, according to
Nielsen SoundScan. “I began KIDina-
Korner with the mission to find and de-
velop groundbreaking, creative artists”
who could blur the lines between genres,
Alex Da Kid said in a statement.

o Kobalt's publishing
o market share inthe
[ ] first quarter

GOOD

Works

Supporting Sobriety

Like many famous musicians before him, Linkin
Park vocalist Chester Bennington has battled drug
and alcohol abuse. In early rehab stints, he struggled
with discussing his problems, but later found com-
fort in surrounding himself with peers who under-
stood the challenges of celebrity life.

“It was hard for me to open up and relate to people
because no one understood what my problem was.
People’s perception of my life would be like, ‘All your
dreams came true, so what’s your problem?'” Benning-
ton recalls. “When 1 started going to meetings with
other people in the music business and entertainment
industry, we shared stories about money, touring or be-

Linkin Park's
Chester

' Bennington
f Fi

i ¥ A

ing on a movie set—everybody was on the same page.”

Now sober, married and the father of six children,
Bennington aids others who struggle with substance
abuse. For his commitment to helping addicts dur-
ing the recovery process, Bennington will receive the
Stevie Ray Vaughan Award at the ninth annual Musi-
Cares MAP Fund benefit concert on May 30 at Club
Nokia in Los Angeles. Skateboarder/surfer/musician
Tony Alva will be the recipient of MusiCares’ From
the Heart Award for his support of the organization.

All proceeds from the alcohol-free benefit will go
toward the MAP Fund, which provides members of
the music community with addiction recovery treat-
ment regardless of their financial situation. In the
past five years, the fund has provided $4.6 million to
approximately 1,200 people.

“What the MAP Fund was created to do was help
those in our community who are suffering with the trials
and tribulations of addiction and substance abuse and
lifestyle in that world,” Recording Academy president/
CEO Neil Portnow says. “One of the things we found
over the years was that for those people in those situ-
ations, hearing the voices of others who've made their
way through the morass of addiction is very inspiring.”

Bennington, who recently recorded a new song
with Stone Temple Pilots, says he’ll perform along-
side members of the rock band during the benefit
show. Other performers include Alva and his band
Chicken Noodle Project, Slash, Early Morning Rebel
and Ida Maria. For more information, go to grammy.
org/musicares. —Mitchell Peters
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Think Tank

LENN P

Talk Radio

What exactly is a fair royalty
payment in the evolving
post-CD/download world?

LES

he debate surrounding Internet royalties is heating up
again—and taking on a different shape. Last year the In-
ternet Royalty Fairness Act conversation focused on roy-
alties. This year the two sides are painting themselves as
the more artist-friendly of the two.

Ahead of legislation that could lower the per-stream royalty rate
paid by Internet radio, Pandora is emphasizing the service’s consider-
able promotional value to artists. Although some acts get very little
money from streams at Pandora, they benefit from the greater aware-
ness those streams bring. SoundExchange and the Recording Acad-
emy counter by saying a lower per-stream royalty would damage a
large and growing revenue stream for artists.

The debate echoes the ongoing argument about streaming services:
Are they just promotional or can they help sustain an artist’s career?
At 0.12 cents per stream for free listening, a solo artist would need

Josiah
Hawley
performing

@ BILLBOARD | JUNE1, 2013

well more than 1 million streams per month to equal a
typical rent payment. Of course, it goes without saying
that an artist who gets that many streams on Pandora
is benefiting from CD and download purchases as well
as ticket sales. But should an artist accept lower royal-
ties just because increased awareness has value?

The latest email that Pandora founder/chief strategy
officer Tim Westergren sent to artists sought signatures
for a letter of support for Internet radio from “working
musicians” that will be shared with Congress. He says the
company wants to highlight the perspectives of indepen-
dent artists who value the promotion they get from the

service. “There is a new generation of thousands of work- ~ Pandora’s
ing musicians who rely on a thriving Internet radio indus- 1™
s " % " Westergren
try to find and grow their audiences,” he tells Billboard. outsidethi
Pandora also wants to help artists by providing tools ~ company’s
headquarters

to assist with their careers. The company is develop-
. . 5 in Oakland,
ing a dashboard that would let artists see where their ¢
songs are streamed in the country. Many artists have
called on services like Pandora to share information on
consumer listening in order to take better advantage of
their promotional benefits. Pandora would be the first
such service to provide this data to artists.

SoundExchange and the Recording Academy have
both emailed artists to inform them about the upcom-
ing legislation and warn that the bill seeks to lower stat-
utory royalty rates paid by statutory services. Recording
Academy president/CEO Neil Portnow doesn’t buy

‘Voice’ Is Heard

Long seen as failing to break
hits, ‘The Voice’ now has
momentum over ‘American
Idol.’ Next season could see
it drive that point home

eople are attracted to hits. It’s doubtful anyone reading
this isn’t working under that assumption and attempting
to better understand how to increase any project’s popu-
larity. TV, more than any other medium, magnifies the
difference between the hit and the flop.

“American Idol,” based on the raw statistics that determine its ap-
peal,isasolid contender, yet in no way did it ever look like a hit during
the five months of its 12th season. The fourth edition of “The Voice”
appears to have saved a network, reinvented Monday programming
and, come fall, should be a major force in the music industry.

“The Voice” has momentum that “Idol” doesn’t possess, despite the
latter continuing to have more total viewers than “The Voice” per epi-
sode. (“The X Factor” isn’t even part of the conversation right now.)
It’s a numbers game that NBC is playing better than Fox.

The latest statistical juggernaut bolstering any claim that “The
Voice” has to the title of America’s favorite competition series is
found on the Billboard charts. Three of the songs performed on May
13 debut on the Digital Songs tally this week, led by the Swon Broth-
ers’ “Who’s Gonna Fill Their Shoes,” which sold 30,000 downloads
to debut at No. 66. Meanwhile, Danielle Bradbery and Amber
Carrington landed on Hot Country Songs; Josiah Hawley, voted
off on May 21, and Sarah Simmons, chart on Hot Rock Songs; and
Judith Hill made it onto R&B Digital Songs. None of the tracks

the reasoning that royalties can be overlooked because
artists benefit from promotion. Terrestrial radio has
made the same argument against a performance right
and royalty for 70 years, he says. “It’s flawed in its very
basis because in a democratic society where there’s a
free market economy, there is no precedent for an en-
trepreneur to build a business on the back of another
who's created work and not paid a fair price for it.”

The artist community isn’t a homogeneous group.
Some will share Pandora’s viewpoints, and others will
side with the industry-led artist, label and copyright
groups. A vocal fight is sure to ensue.©@

TAKEAWAY: Artists may get caught in the middle of this
debate, but when it shakes out they're likely to benefit, as

the discussions will encourage transparency from all sides.

reached the Billboard Hot 100.

Meanwhile, the two coronation songs from “Idol”™—
“All Cried Out” by Kree Harrison and “I Am Beauti-
ful” from Candice Glover—didn't even appear on the
iTunes chart until after the results show on May 16. Glov-
erwon “Idol” on a finale that had the lowest viewership in
the series’ history—13.6 million, according to Nielsen—a
47% drop from the 21.5 million who watched Phillip Phil-
lips win a year earlier. Glover’s single sold 48,000 copies

inits first week, according to Nielsen SoundScan.

When “Idol” began posting recordings after each
live show aired, the logic for keeping them off any
sales chart was to avoid front-runners getting any extra
boost. As mentioned, people are attracted to hits. In
this day and age, when everyone is reaching for order
to make sense of the world, especially on the Internet,
it seems wholly illogical to block “Idol” songs from the
charts. The coronation songs, for example, were sitting
iniTunes’ top 40 the day after the finale.

“Idol,” which has had a role in the shift from an album
world to a singles business, bizarrely sells each week’s
performances in bundles rather than offering individual
tracks. That makes little sense—a turnoff for a fan en-
gaged by a particular singer; 19 and Universal Music are
blocking a point of entry for the average young fan. In
addition, keeping the bundles off the charts creates the
illusion that no one is buying them.

“The Voice” wraps June 18 and already has its coach-
es’ seats set for the next two seasons with Christina
Aguilera, Cee Lo Green, Shakira and Usher alter-
nating seasons. We'll see if the debut from last season’s
winner, Cassadee Pope, arrives in time to be publi-
cized during this season’s run and “The Voice” can
erase the looming mark against the show: its lack of a
star artist to emerge from its ranks. @

TAKEAWAY: “American Idol” may find itself learning
some new tricks from “The Voice" when both programs
return this season, but you still can’t write the show off.

OLEN/NE

BTTOM: TYLER



The End Of

Big

Being big used to be a competitive
advantage, but the proliferation
of digital technology means small
businesses will be the champions
of tomorrow

Business

Live Nation
Entertainment
is stepping up
its activitiesin
Asia through
ajointventure
with Lushington
Entertainments.
The new

Live Nation
Lushington

will promote
concertsin
Hong Kong

and Singapore,
two of the most
established
touring markets
in the region

outside of Japan.

Lushington
managing
director Michael
Roche becomes
head of the new
venture, whose
firstevent will
be Linkin Park's
Hong Kong
concerton

Aug. 15.

even bigger banks to talk about the end of big business. But the

reality is that many of its traditional advantages are fast erod-

ing thanks to digital technology. We're living in an age of “radi-

cal connectivity” that dramatically empowers individuals and
small groups, directly at the expense of larger entities.

If you mentioned the word “computer” in 1970, what came to mind
was enough giant boxes to fill a large room. A Cray “supercomputer”
from 1974 had a base price of about $5 million and was the exclusive do-
main of large institutions—universities, government and major compa-
nies. Today, 130 million Americans own smartphones with the approxi-
mate power of one of those supercomputers, representing a dramatic
diffusion of power from large, hierarchal organizations to individuals.
Not only that, but these devices are constantly connected to each other,
creating a distributed network that was unimaginable in the ’7os.

Along the way, the economic advantages to size have begun to
evaporate. We’re facing what Harvard Business School fellow Max-
well Wessel has called “the commoditization of scale.” Thanks to
digital technology, the resources of a giant multinational corpora-
tion are available for rent. Need massive warehouses and a global
logistics delivery? Amazon can sell you what you need, piecemeal,
at prices that grow with your volume. Need manufacturing capac-
ity in China to compete with Hasbro? Alibaba can help. Competing
with Walmart to sell stuff online? Google Adwords provides target-
ed search marketing. Today, thanks to digital platforms like Alibaba
and Amazon, and due to the distributed nature of online market-
ing, even the smallest company has a supply chain and manufactur-

I t may seem counterintuitive in the age of big-box retailers and

ILLUSTRATION BY JESSE LEFKOWITZ

ing capacity to compete with the larg-
est company. On the Internet, no one
knows you're a dog, and no one knows
how small your company might be.

This is just the beginning of the com-
moditization of scale. I recently bought
a 3-D printer, and I've started printing
shoes for my kids. My printer sprays
plastic into shapes I download from
the Internet. It’s entirely possible my
children will never visit a shoe store—
and never even buy shoes online. As
they grow, I'll print new shoes and
recycle the old ones into the next pair.
What happens to Nike in this equation?
Whatever it is, it’s not pretty.

The risks of being big are rapidly out-
weighing the opportunities of scale. It's
not just about the competitive land-
scape—it’s also about the speed at which
you can innovate. Smaller companies,
with less bureaucracy and process, can
make decisions faster and move much
quicker. Not only that, but in the digital
age, talent has the upper hand—a crucial
issue in innovation. The best talent in the
work force is tremendously empowered
by technology to be even more flexible
and liquid. Take a partner at a big law
firm: His iPhone, laptop and handful of
legal database subscriptions make it hard
for the firm to lock him in, so he can hop
to the best offers at a moment’s notice.
Because it’s so hard to lock in talent, it’s
even harder to build larger businesses.

There are still the “even bigger” plat-
forms that small needs to be success-
ful: Amazon’s warehousing and logis-
tics, eBay/PayPal’s payment gateways,
Google’s advertising, Facebook’s social
reach and Alibaba’s supplier match are
all examples of this. These platforms
require millions of small businesses to
be successful, and their dependence on
small businesses and sole proprietors
makes them even less friendly to the
interests of larger corporations.

Succeeding in this environment re-
quires approaching the market with
a different mind-set. “The Cluetrain
Manifesto” author David Weinberger
famously described the Internet as

“small pieces, loosely joined.” That’s a

pretty good way of thinking about how
to build business in the digital age: tal-
ent-centric organizations, with lots of
small, nimble, individual business units.
Watch out, big business: An army of Da-
vids is coming for Goliath.©@

Nicco Mele is a faculty member at the
Harvard Kennedy School in Cambridge,
Mass., and author of the newly published
book “The End of Big” (St. Martin’s Press).
Follow him on Twiiter at @nicco.

TAKEAWAY: While scale still has its

advantages, being big could become

a burden in a world where companies

need to react and change course more

frequently and faster than ever.
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BACKBEAT

Rockin’
Grads And
BMI Pop
Stars

Republic’s Lipman
brothers inspire at their
alma mater, and Adam
Levine takes home the
President’s Award at the
61st annual BMI Pop
Awards

1 Producer Jeff Bhasker (left) gets in touch
with his wild side ing with Sony/ATV
Music Publishing’s Jody Gerson (center) and
songwriter Alli Tamposi at Sony/ATV's after-
party for the BMI Pop Awards, held May 14 at
the Chateau Marmontin Hollywood

2 Celebrating Universal Music Publishing
Group’s big win at the BMI Pop Awards are
(from left) BMI's Del Bryant and Phil Graham,
UMPG's Zach Horowitz, BM|'s Barbara Cane
and UMPG's Evan Lamberg at the Beverly
Wilshire Four Season

3 Man of the hour: Maroon 5 frontman Adam
Levine (left) beams alongside songwriter of the
year honoree Ammar Malik following Levine's
acceptance of the BMI President’s Award.

4T.L (right) rubs elbov ith Sony/ATV Music
Publishing’s Danny Strick (left) and Martin
Bandier at Sony/ATV's after-party.

5 Republic Records’ Monte Lipman (right) and
Avery Lipman deliver the commencement
address at their alma mater, the State
University of New York at Albany, on May 19.

For photos
of the music
busin t
work and
play, goto

6 SESAC's Peniece Le Gall (right) played host
for the SESAC-sponsored International Music
Conference, held May 14 in New York at Toshi's
Living Room Penthouse. Pictured with Le Gall
is Atlantic Records’ David Miller. billboard.biz.

To submit
photos for
consideration,
send images
to backbeat@
billboard.com
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“I'm a fan of all music. | study Stevie
Wonder, Elton John, Queen.” _iotove

SESAC Shows Love, And
A Grammy Block Party

SESAC ranginits 17th annual Pop
Awards in New York, honoring
producer and songwriter of the year
Rico Love for his song of the year,
Trey Songz’ smash “Heart Attack,”
while Nashville got the Grammy
Award treatment at the annual
Block Party rocking Music Row

1 SESAC execs pose with winner Rico Love
(center) at the 17th annual SESAC Pop Awards
atthe New York Public Library on May 13.
From left: SESAC's Linda Lorence Critelli, Pat
Collins, Peniece Le Gall and Trevor Gale.

2 Karen O of the Yeah Yeah Yeahs played
ringleader at the kickoff of the Googa Mooga
festival in Brooklyn on May 17

3 Industry members united at the annual
Nashville Chapter Grammy Block Party,
held May 14 in Nashville. From left: Singer/
songwriter Will Hoge, the Recording
Academy’s Susan Stewart, MCA artist

Kip Moore, Nashville Chapter member
Suzanne Alexander and Red Light's Shawn
McSpadden

4 First Artist Management's Robert Messinger,

composer Peter Golub, BMI's Doreen Ringer-
Ross and Walt Disney Studios’ Scott Holtzman
were all smiles at the Sundance Institute

L.A. Music Composer's Lab at the Downtown
Independent Theatre on May 18.

5 Business leader Juliana Terian and music
legend Paul Williams (center) were honored
atthe 2013 Caron New York Gala. They're
pictured with Sony Music’s Neil Lasher at
Cipriani 42nd Street on May 15.

6 Songwriters Connie Harrington, Jimmy
Yeary, Jessi Alexander and recording artist Lee
Brice (in the back, from left) pose with special
guest Paul Monti (center) at the recent No. 1
party celebrating their hit “| Drive Your Truck” at
the Nashville offices of the Country Music Assn.
offices on May 13.

7 The Darkness’ Ed Graham, Frankie Poullain,
Justin Hawkins and Dan Hawkins look the part
backstage at the Googa Mooga festival

8 DJ Ruckus (left) and Rev Run get amped at
the Belvedere party at Le Chambre Noire at the
JW Marriott in Cannes on May 17.

9 Blue Note and Universal Music Classics &
Jazz execs celebrated the signing of singer/
songwriter Gregory Porter at Sear Sound in
New York on May 15. From left: Blue Note's
Don Was, Porter, producer Brian Bacchus,
Universal's Pascal Bod and associate producer
Kamau Kenyatta

10 Gavin DeGraw (left) made fast friends with
Time Warner's Jeffrey Hirsch (center) and the
driver of the No. 5 Time Warner Chevrolet SS
car, Kasey Kahne, ahead of his performance
at the Charlotte Motor Speedway in Concord,
N.C.,on May 18.

For The Record: Last week's Backbeat
misidentified SESAC president/COO Pat
Collins as Stephen Swid, whois SESAC's CEO,
and miscredited 2012's SESAC song of the year,
“Tonight ('m Lovin' You)," as the current song of
the year instead of Rico Love's “Heart Attack.”

Buzz act Wild Belle raised the roof with Man Made Music at its
rooftop event May 16 in New York. From left: Man Made's Joel

Beckerman, Wild Belle ‘s Natalie and Elliot Bergman, and Man
Made’s Allison Meiresonne and Natalia Romiszewski.

@wepr Man Made Music with Wild Belle at the Primetime Salon
at SoHo House ) (

To get your Instagram photos onto Billboard.biz, tag @Billboard
and include #Backbeat in the caption, along with the who,
what, when and where. One submission will be featured in the
magazine every week.
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T&E

Report

Montauk, N.Y.
The Hamptons

With moguls and rockers
all seeking a sunny escape
from Gotham, the music
scene on the eastern tip
of Long Island has taken on a life of

its own. East Hampton and South-
ampton are still where you'll find the
velvet ropes, but once-sleepy Montauk,
described by nightlife impresario Nur
Khan as “more artist friendly” than
other East End towns, has become

the draw for more culturally inclined
types. One such local resident, Rufus
Wainwright, was married on the shore
off Old Montauk Highway last year
and has played Gurney’s Inn’s outdoor
beach concert series in past years. Local
roots-rock sensation Nancy Atlas
confirms, “Montauk has been on fire
the last few years, with tons of live
music.” Of course, there are also the
big-ticket benefit bashes. Cyndi Lauper
headlines the Ross School’s 10th annual
Live @ClubStarlight June 1 (ross.org/
starlight), and Russell Simmons hosts
his 14th annual Art for Life benefit
(rushphilanthropic.org) at his Georgica
estate in East Hampton on July 27. The
Zen hip-hop guru can often be found
meditating on nearby beaches or sun
saluting at Yoga Shanti (yogashanti.
com) in Sag Harbor. The 4th annual
Apollo in the Hamptons (apollotheater.
org/hamptons) will close the season in
style on Aug. 24, raising funds for the
iconic Harlem Theater. “It’s become
the music event of the summer sea-
son,” Clear Channel president John
Sykes says. “You know you are at some-
thing special when Paul McCartney
jumps up to join the encore.”

BROWSE

Montauk’s Surf Lodge
(thesurflodge.com)
draws a hipster/boho
crowd; G. Love plays
aregular “acoustic set on the deck
with the pond in the back and the
sunset blazing.” The new Topping
Rose House (toppingrosehouse.com)
has a stunning design by architects
Roger Ferris & Partners and a hot new
restaurant from celebrity chef Tom
Colicchio. King & Grove's Rusch-

meyer’s (kingandgrove.com) attracts
the likes of the Beastie Boys’ Mike

D and just kicked off a new Reggae
Sundays series featuring legendary D]
Stretch Armstrong.

Epic Records CEO L.A.

Reid loves a night out

at upscale Hamptons

mainstays like Pierre’s
in Bridgehampton (pierresbridge-
hampton.com) and Nick & Toni’s
(nickandtonis.com) in East Hampton.
Da Silvano scion Leyla Marchetto’s
hip Navy Beach (navybeach.com) in
Montauk is a fave with jazz guitar-
ist/producer Fabrizio Sotti. “The
location and the sunset are breathtak-
ing,” he raves. 668 The Gig Shack

Clockwise
from left: The
interior of

Surf Lodge,
the view from
Navy Beach.
Montacos from
the Gig Shack,
Epic's L.A.
Reid and Surf
Lodge's Jayma
Cardoso.

(668thegigshack.com), famed for its
blackened catch-of-the-day “Mon-
tacos,” is another must for local
flavor. D] Victor Calderone heads

to the beachy-chic Crows Nest
(crowsnestmtk.com). Strategic Group
co-founder Jason Strauss says, “For
a serious meal, the Red Bar in South-
ampton [redbarbrasserie.com] is
always reliable, as is the Palm in East
Hampton” (thepalm.com). Surf Lodge
partner and music impresario Jayma
Cardoso heads to Swallow East
(swalloweastrestaurant.com): “It’s
fun to sit by the Marina; on Sundays
they have reggae bands, which puts
feet on the dance floor.” Warner Mu-
sic COO Rob Wiesenthal is all about
the Mexican eats at the Blue Parrot
(blueparroteasthampton.com), which
is co-owned by Jon Bon Jovi.

For glamour- and celeb-

seekers, an outpost

of hot nightspot Pink

Elephant is returning
this year (pinkelephantclub.com).
For live music, engineer Cynthia
Daniels, whose East Hampton studio
MonkMusic has worked with Paul
McCartney and Beyoncé, insists that
“the quintessential place to see and be
seen in the Hamptons is the Stephen
Talkhouse [stephentalkhouse.com] in
Amagansett. .. it’s a gritty bar that has
hosted big stars including Patti Smith,
Ziggy Marley and Shelby Lynne.” But
the Surf Lodge has quickly become
the new scene of scenes. Courtney
Love’s drummer and One Manage-
ment president Scott Lipps recalls,
“Me and Nur Khan hosted a concert
there last summer with the Kills and it
was epic.” This year’s lineup includes
Django Django, Blonde Redhead and
even Willie Nelson. —Ken Scrudato

@thedrums-
forever

The Drums
are playing
afree
Memorial
Day show
atThe

Surf Club,
Montauk NY
tomorrow
from 7pm.

@aaron-
carter

New York
See you
soon! Also
get ready for
some new
material.
161 Main St,
Amagansett,
NY 11930

@Howie-
KDay
Intimate
solo
acoustic
(loopy)

show Friday
night @ The
Stephen
Talkhouse in
Amagansett,
NY.

@Brandon-
Silv

Excited for
my girls @
nervomusic
this Sunday
at SLEast
in East
Hampton.
See you
there:)

@Black-
Book

Party fora
Good Cause
With Mike D
and Stretch
Armstrong
atRusch-
meyer's This
Weekend

@Uncle-
RUSH
Oneof the
best ways
to get your
mind in
shapeis
through the
practice of
meditation.

TRAVEL ESSENTIALS

Brian Bumbery

Power publicist Brian Bumbery, founder of Los
Angeles-based BB Gun Press and former senior
VP of publicity at Warner Bros, tracked more than
100,000 miles last year to assist his ever-growing
list of A-list talent, including Green Day, Metallica
and Muse. Most recently, Bumbery touched down
in Las Vegas for the Billboard Music Awards, joining
his clients the Band Perry at the ceremony on May
19. The best part about traveling for Bumbery? The
inspiration—and frequent flier miles. “For some
people, their best ideas come to them when they’re
in the shower or commuting,” he says. “Mine come
to me on the airplane.” —Nick Williams

TRAVEL PLAYLIST

Usually I listen to Jean-Philippe Rykiel & Lama
Gyurme’s “The Lama'’s Chants,” because it gets
me out of my head and sometimes puts me straight
to sleep.

MOST RECENT BOOK DOWNLOADED TO IPAD
David Sedaris’ “Let’s Explore Diabetes With
Owls.” Thope it’s as funny as
some of his past books.

TRAVEL BAG | SWEAR BY
Rimowa Topas’ cabin trolley
multi-wheel. It's easy to move
around the airport, gives me a
finite space and allows me to

only pack what I need—which is
usually jeans, button-down shirts,
shoes and toiletries. I can get by
for a week with that carry-on.

FAVORITE KICKS TO TRAVEL IN
Vans, because they’re easy on and easy off, a neces-
sity when moving through the airport.

ON-THE-GO SNACK

Pretzels, almonds and water. Although if I'm on the
plane and theyre serving food I'll happily eat air-
plane food. Calories on the plane don’t count.

DUTY-FREE INDULGENCES

If 'm coming from Europe, I'll buy
Piz Buin SPF 30 allergy lotion, and
I'll usually buy however many are on
the shelf. Those folks know how to
make sunblock, and it’s probably the
equivalent of a drugstore brand in the
U.S. From Asia, it’s Muji’s spicy dried
ramen noodles.

KEY ORGANIZER/APPS

Waunderlist. I can sync it with everyone in the office
and add random things to the overall to-do list and
know what I need to do for folks back home. Also,
United Airlines’ app is surprisingly easy to use and
integrates seamlessly into other apps on my phone.

ITEM | NEVER LEAVE HOME WITHOUT
Dr. Schulze air detox spray. It kills germs and makes
it smell like you're in a spa wherever you are. @

OF SURE
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Gear

Round-The-Clock Rocl

From Daughtry to Halestorm, bands stay focused at Howard Benson’s live-in studio

Provenance: From
Philadelphia, he received

an engineering degree from
Drexel University and worked
inaircraft engineering

while playing in a band in
Hollywood.

Big break: Producing
P.O.D.'s million-selling The
Fundamental Elements of
Southtown in 1999 and
Satellite in 2000, which
has sold 3.2 million copies,
according to Nielsen
SoundScan.

Grammy love: Nominated
twice for producer of the year,
in 2007 and 2008.

Studio slate: Rascal Flatts,
Halestorm, Scott Stapp,
Skillet, RED

“At the
end of
the day
it has to
be about
the
songs.”

Work flow, more than any piece of gear, is how How-
ard Benson believes his g-month-old studio operation
in Woodland Hills, Calif., distinguishes itself. Based on
methods developed at the Bay 7 studio in North Hol-
lywood, Benson has created an efficient system with
his main engineer Mike Plotnikoff, assistant engineer
Hatch Inagaki and Pro Tools editor Paul DeCarli that
emphasizes speed and professionalism while leaving
the door open for bands to experiment.

“The starting point is the people,” says Benson, cur-
rently working on projects with Rascal Flatts, Scott
Stapp and Halestorm. “That’s why I knew this would
work. We are a guitar-oriented thing here, but things
are happening in parallel. As soon as one song is
tracked, we’ll start recording vocals immediately. The
editor is working elsewhere and I'm up all night at my
home studio arranging and editing things. So we can be
done with records in two or three weeks.”

The work flow, which takes advantage of Benson’s
vocal booth at his home studio in Calabasas, Calif.,
and DeCarli’s off-site Pro Tools operation, “makes it
50 we're working faster and focusing on the important

PHOTOGRAPHS BY SAMI DRASIN

things, which are the songs and the vocals, the mixes,
the arrangements,” he says.

The hallway walls of Benson’s converted ranch-
style house are covered with gold and platinum album
awards for the likes of Kelly Clarkson and Papa Roach.
The gated house offers bands an isolated living and
working space, filled with vintage keyboards, includ-
ing a Hammond B3, an ARP2600, Voxes and Farfiss.
He uses a Sony C800 to record vocals in Calabasas.

The crew is big on mixing and matching sounds,
never doubling music with the same instruments,
amps or compressors, racks of which surround a com-
paratively antique RCA BA-6A amplifier.

Asimportant as the technical side is, though, the key
for Benson is getting artists’ personalities on a track
rather than those of the producer and engineer. “At the
end of the day it has to be about the songs,” he says.
“I'm really glad we got a country project and you see
the fundamentals are still the same. I did Daughtry
with Clive Davis and the A&R guys—all hardcore song
guys. Coming through that world to Rascal Flatts is not
that far off.” —Phil Gallo

1Anew
AKG C24
has become
the main mic
in Woodland
Hills.
Benson,
Plotnikoff
and Inagaki
were
especially
impressed
with the way
it recorded
the drums of
Halestorm’s
Arejay
Haleina
small room
adjacent to
the control
room.
“Because he

JUNE1, 2013 | WWW.BILLBOARD.BIZ Q

wiznnp,

wizand

is so good,”
Benson says,
“we were
able to gain
confidence
inthe room.
Butwe

need a great
drummer
for the room
towork. It's
unforgiving.”

2Benson
and his crew
keep Kiss
figurines

on the
soundboard
for
“rock'n’roll
awareness.”
Part of his

STV ETTTTIITY
pnnnrat

tradition

is to have
each band
that records
theresigna
dollar bill.

3The head
cabinet-
amplifier
setup allows
for multiple
setups.

4 Benson
purchased
this Neve
8058
console from
astudioin
Glasgow.
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Hitting The
Jackpot

The Billboard Music Awards posted their best
ratings in a decade, up 28%, showing that live
TV and major stars are once again forces to

be reckoned with
By Phil Gallo

e BILLBOARD | JUNET1, 2013

Taylor Swift and her team clearly know the importance
of televised awards shows. She opened this year’s Gram-
mys in February with “We Are Never Ever Getting Back
Together,” sang “Highway Don’t Care” with Tim McGraw
at the Academy of Country Music Awards (ACMs) in April
and delivered the TV debut of “22” on the Billboard Music
Awards on May 19. She then proceeded to dominate the
competition, winning eight BBMA honors.

While data backs up the positive impact that award show
performances have on music sales (and the BBMAs pro-
duced big sales bumps; see story, page 25), TV networks
are rekindling their romance with music-oriented award
shows. The BBMAs had a viewing audience of 9.5 million,
according to Nielsen, a 28% spike over 2012’s audience of
7.4 million viewers.

In the age of TiVo and DVRs, award shows—like sport-
ing events—reliably deliver a live audience that isn’t skip-
ping commercials. And regardless of overall numbers, mu-
sic award shows have been performing extremely well the
last three years in delivering key demographics, specifi-
cally viewers aged 18-49.

This year’s BBMA telecast—broadcast on ABC live
from the MGM Grand Garden Arena in Las Vegas—of-
fered marketable superstars in Prince and Madonna,




a superstar with a fervid fan base in Christina Aguilera and
brigade of under-25 performers: Swift, Justin Bieber, Selena
Gomez, Chris Brown, Ed Sheeran and Kacey Musgraves. The
last two, along with Icona Pop, were among the evening’s most
freshly minted stars. Comparatively speaking, the Grammys
and even the American Music Awards (AMAs) present more
long-venerated sets of artists.

“What I think translates to success is we won’t do the final
bookings until eight to 10 weeks out,” BBMA producer Don
Mischer says, adding that the program leans heavily toward up-
tempo numbers. “We want to know what’s trending and what’s
popular and trying to get performers that people are talking
about that week.”

That strategy drove the BBMAs, which ran from 1989 to 2006
and were revived in 2011, to its strongest ratings in a decade. Of
the show’s 9.5 million viewers, 4.5 million of them were in the
18-49 range. The BBMAs’ 18-49 audience was a mere one-tenth
of a ratings point behind Fox’s “American Idol.”

The spike that the BBMAs provided helped ABC become the
first network to beat Fox in the ratings the week of the “Ameri-
can Idol” finale, a week Fox has won every year since the show’s
debut in 2003. And it marks a change in the conventional wis-
dom that set in seven years ago, when it appeared the TV audi-
ence was finished with professionals in favor of amateurs.

In February 2006, “Idol” and the Grammys went head-to-head for an hour of airtime,
and despite the presence of Madonna, Coldplay and Uz, a episode of “Idol” auditions had
nearly twice as many viewers, 28 million to 15 million. That year’s Grammys, with a total
viewership of 17 million, was a ratings nadir for the CBS telecast. The 2006 AMAs, held in
November, also posted its worst numbers ever, pulling in just 10.9 million viewers.

Recent years, however, have seen significant recovery for music awards shows. The
Grammys began a winning streak in 2009 with 19 million viewers, and the AMAs pulled in
15 million. While the AMAs’ numbers have dipped in successive years, their 18-49 ratings
remain respectable, hitting a 3.4 (4.4 million viewers) in November.

The crucial factor has been a combination of timing and bookings. The major award
shows—and this extends to the ACMs and Country Music Assn. Awards—have come to de-
fine a particular spot on the TV calendar. The Grammys, which have broadened far beyond
their “nominees only as performers” policy, hit a sweet spot right before Valentine’s Day,
while the AMAs provide a platform for fourth-quarter releases and the BBMAs supply a
springboard to summer.

Beyond just the acts booked for the BBMAs, the time they came onstage was crucial
as well.

“We timed it so Taylor Swift would come on two minutes to 9 p.m. on the East Coast—
at 5:58 Las Vegas time—because we knew a lot of people at home have their clickers in
their hands and are thinking about switching to CBS to watch the Tim McGraw special,”
Mischer says, noting that part of the instant payoff is in seeing fans react on Twitter. A
similar defensive move to hold viewers came at 10 p.m. with the Jennifer Lopez/Pitbull
performance. “We learn something every year and like to think we improve it a little bit
each year.” @
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1Prince performed a slowed-
down version of his classic
“Let's Go Crazy," then, after
soloing, transitioned into his
collaborative single with group
3rdeyeagirl, titled “FixUrLifeUp."

2 Selena Gomez and Taylor
Swift in the audience

3PSY and Billboard Music
Awards host Tracy Morgan
introduce Chris Brown's
performance.

4The Band Perry formsa
drumline for “Better Dig Two.”

5 Chris Brown sings “Fine
China."

6 Justin Bieber enchants
Beliebers with “Take You."

7 Jennifer Lopez gets a boost
during her "Live It Up” number.

8 Nicki Minaj and Lil Wayne
are all giggles during their
“High School” performance.

9 Bruno Mars channeled
classic Motown while singing
“Treasure.”

10 Will.i.am escorts Madonna
to the stage to collect her top
touring artist award.

11 Suave Miguel croons
“Adorn.”

12 Pitbull and Christina
Aguilera dueting on "Feel This
Moment."
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Swift’s Sweet
Victory

And The Winners Are...

Taylor Swift led the pack of top honorees
with eight awards

TAYLOR SWIFT
Top artist

Top female artist
Top Billboard 200
artist

Top digital songs
artist

Top country artist
Top Billboard 200
album (Red)

Top country album
(Red)

Top country song
(“We Are Never
Ever Getting Back
Together”)

GOTYE

Top Hot 100 song
(“Somebody That
1Used to Know”
featuring Kimbra)
Top radio song
(“Somebody That I
Used to Know”)
Top streaming song
(“Somebody That I
Used to Know™)
Top Rock

Song (Audio)
(“Somebody That I
Used to Know”)

@ BILLBOARD | JUNE1, 2013

JUSTIN BIEBER
Top male artist
Top social artist
Milestone Award

MADONNA
Top touring artist
Top dance artist
Top dance album
(MDNA)

NICKI MINAJ

Top streaming artist
Top rap artist

Top rap album (Pink
Friday: Roman
Reloaded)

ONE DIRECTION
Top new artist
Top duo/group
Top pop artist

RIHANNA

Top R&B artist
Top R&B album
(Unapologetic)
Top R&B song
(“Diamonds”)

Taylor takes home eight trophies,
including artist of the year
By Ray Rogers

Taylor Swift
performing
22" at the
Billboard
Music
Awards.

Forthe full list of winners,
go to Billboard.com/
bbma/winners. The Bill-
board Music Awards are
based on key faninterac-
tions with music, including
album sales and down-
loads, digital song down-
loads, radio airplay, tour-
ing, streaming and social
interactions on Facebook,
Twitter, YouTube, Vevo,
Spotify and other popular
online destinations for
music. The measurements
were tracked year-round
by Billboard and its data
partners, including Nielsen
SoundScan, Nielsen BDS
and Next Big Sound. The
awards are based on the
tracking period of March
12,2012, through March
10,2013.

The biggest stars in music lit up the stage of Las Vegas’ MGM
Grand Garden Arena for the Billboard Music Awards. But no one
beamed brighter than Taylor Swift, who netted eight awards. Ac-
cepting her gold statue for top artist, Swift gave props to the 3.7
million fans who purchased Red and drove her across-the-board
victories: “Thank you for making my music the soundtrack to your
crazy emotions,” she said. “You are the longest and best relation-
ship I've had.”

She also premiered her new single, “22,” in one of the night’s
most spirited performances, which kicked off in her dressing
room and wound its way through the audience before hitting the
stage. Ditching her glittering blue Zuhair Murad mini-dress for a
unicorn-emblazoned T-shirt and shorts, Swift sang of the joys of
being her tender age, surrounded by a full posse (including mem-
bers of two mainstay Vegas acts, Cirque du Soleil and Jabbawock-
eez). Billboard checked in with Swift just days after the show, as
she was already back in the thick of her current U.S. tour.

You were the night’s big winner. What was the highlight of the
night for you personally?

For me the highlight of the night was standing onstage with my 15
breathless, beaming dancers after we finished our performance. We
were all standing together and got to look out into a crowd that was
giving us a standing ovation. It was a wonderful feeling.

What performances stood out to you? Was there anyone who
surprised or moved you in a way you didn’t expect?

Iloved Ed Sheeran’s performance because I get to see him move
crowds with just an acoustic guitar and his voice every night on
tour, and to watch him do that on a nationally televised scale made
me so happy.

Who were you excited to see and meet at the show?

T'was just excited that a bunch of my friends were there like Selena
[Gomez and Ed]. It turned the night into more of a dance party than
a high-pressure media event.

Madonna was the top touring artist. As someone who spends
a lot of time on the road, have you learned anything by what
she's done in her career?

One element of Madonna'’s career that really takes center stage is
how many times she’s reinvented herself. It’s easier to stay in one
look, one comfort zone, one musical style. It’s inspiring to see some-
one whose only predictable quality is being unpredictable.

There were also artists on hand who are part of the new wave
of younger performers taking hold at radio—Selena Gomez
performed, and Ariana Grande presented. What advice would
you give them?

I never give advice unless someone asks me for it. One thing I've
learned, and possibly the only advice I have to give, is to not be that
person giving out unsolicited advice based on your own personal
experience. I've always had a lot of older people giving me advice
because I'm young, and in the end, it all comes down to who you
want to be remembered as. Just be that.

How did you celebrate your victorious night?

We had a giant dinner at Nobu for all of my bandmates, dancers
and friends. It seemed like everyone was there. Ed, Selena, Austin
Mahone . .. We were all just laughing together and rejoicing in a
really fun evening.

How late were you out? Where did you go and who did you
hang with?

I flew back to L.A. that night, so I was only out till about 1 a.m. Then
1 got home, said “hi” to my cat, then fell asleep in seconds.

You gave a heartfelt thank-you to your fans and acknowledged
them as being “the longest and best relationship I've had.”
How would you describe that relationship? And how did it

feel to have the opportunity to thank them publicly as you ac-
cepted artist of the year?

Iloved being able to thank my fans for this life they’ve given me. Be-
ing on tour, I get a nightly reminder of how lucky I am to get to stand
on giant stages and sing for sold-out crowds. Now I have so many
girls my age coming up to me and saying, “I've listened to you for
seven years.” It’s crazy to me that we've been in each other’s lives
that long and it still feels new. But hey, I guess that’s what real love
feels like. @




Billboard worked with
Tumblir and a team of GIF
artists to merge the second
screen with the TV screen in
real time

What's a GIF good for? The Internet’s favorite mov-
ing image format is inescapable on blogs and, increas-
ingly, news sites, illustrating “Mad Men” recaps and
livening up listicles. For this year’s Billboard Music
Awards, however, Billboard brought the GIF to a new
frontier—live TV. With Tumblr and social agency
Digital Media Management as partners, Billboard
tapped noted GIF artists Mr. GIF and Deckhouse
Digital to capture the night’s ephemeral highlights
in real time, the results of which were then broadcast
moments later during commercial breaks.

“The idea had tremendous momentum from the
very beginning,” Billboard head of social Katie Morse
says. “We wanted to bring the social conversation to
life and we're proud to be the first show to include GIFs
created in real time into a broadcast.”

The GIFs were uploaded throughout the broad-
cast to Billboard’s official Tumblr, where they helped
drive 22% user growth overnight. Engagement saw
an even bigger jump, with the average number of re-
blogs per post rising from 12 to 2,457. The most popular

shot? Selena Gomez flashing her pearly
whites on the red carpet.

“We all spend a lot of time reading
tweets, which are great, but for us we’ve
always wanted to do the second screenin
amuch more visual way,” Tumblr enter-
tainment evangelist David Hayes says.
“The fact that people were able to relive
a moment via a GIF, and that Billboard
was validating that and saying, ‘This is
important,’ was really awesome.”

One GIF in particular, of Miguel land-
ing on the head of a female audience
member in a stage jump gone awry, took
on a life of its own. The young woman
was unharmed and accepted a personal
apology from the singer in an interview
with Billboard editorial director Bill
Werde during Billboard’s backstage live
stream. That moment, of course, was
GIF’d as well. —Reggie Ugwu

Live! From Backstage!

Billboard live streams brought fans up close and
personal with stars preshow and backstage

The action onstage at the BBMAs was matched
by the action backstage, and dedicated fans could
watchitall unfold live, Billboard broadcast live
streams of preshow arrivals on the Cambio blue
carpet and from the backstage area, attracting

Miguel sings
“Adorn” and
speaks to
Billboard's
Bill Werde
(left).

BBMA Big

Show sparks major sales gains

The 2013 Billboard Music Awards drive big sales bumps
on the charts this week, thanks to galvanizing perfor-
mances both spectacular (Bruno Mars, Jennifer Lopez)
and stripped-down (Ed Sheeran, Kacey Musgraves).

In the week ending May 19, the broadcast spurred an
overall 15% gain for the 18 previously released songs per-
formed on the broadcast, according to Nielsen Sound-
Scan. That increase handily beat the overall song down-
load market’s 1% gain this past week—an impressive feat
considering there were only a few hours left in the track-
ing week before the close of business on Sunday night.

Combined, the 18 tunes sold 842,000 downloads—up
from 733,000 in the previous week. Those songs include
Mars’ “Treasure” (24,0005 up 220%), Lopez’s “Live
It Up” (65,0005 up 53%) and Sheeran’s “Lego House”
(56,0005 up 134%). “Treasure,” which is the third single

billboard
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Bumps

from Mars’ Unorthodox Jukebox, also de-
buts on the Billboard Hot 100 at No. 71. 1t
follows the album’s two previous No. 1s:
“Locked Out of Heaven” and “When I
Was Your Man.”

Even a-ha’s classic Hot 100 No. 1 “Take
On Me” earned a 30% gain, following its
surprise performance on the show. A-ha
singer Morten Harket joined Pitbull and
Christina Aguilera during their rendition
of “Feel This Moment,” which samples
“Take On Me.” The '80s smash sold
3,000 downloads for the week.

Expect further sales gains next week,
following a full week of post-show im-
pact. —Keith Caulfield

nearly 100,000 concurrent viewers and more than
325,000 unique page views for the two live-stream
pages on Billboard.com. During the backstage
broadcast—presented by Samsung Galaxy S4 and
anchored by Billboard's Bill Werde and TV host
Michelle Marie—Miley Cyrus broke the news of
the June 3 release of new single "#We Can't Stop”
(4), Ariana Grande rapped some Justin Bieber
verses and autographed a guitar (3), Billboard's
Keith Caulfield talked with Madonna about

the upcoming DVD of her MDNA tour (1) and
Werde chatted up Celine Dion (2). Five cameras
positioned throughout the staging area of the MGM
Grand Garden Arena gave fans unprecedented
access tothe press room and the stage entrance
itself, and caught moments like Madonna and

Cee Lo Green reuniting for the first time since their
Super Bowl performance. And seconds after one of
the night’s most talked-about moments—Miguel's
missed stage jump—he was backstage with the
affected fan, Khyati, talking to Billboard. “I'm very
happy to bring my new friend, Khyati, We just met,”
he said. “Unfortunately, we did not meet under the
best circumstances, but | think we're OK." —Joe Levy

TITLE ARTIST SALES % GAIN
“Treasure” Bruno Mars 24,000 220%
“Take You” Justin Bieber 3,000 203%
“Play Hard” David Guetta, Akon & Ne-Yo 12,000 164%
“Lego House” Ed Sheeran 56,000 134%
“Live It Up” Jennifer Lopez 65,000 53%
“Merry Go 'Round” Kacey Musgraves 7,000 44%
“Fine China” Chris Brown 35,000 41%
“Take On Me a-ha 3,000 30%
“High School” Nicki Minaj 17,000 24%
“Come & Get It” Selena Gomez 164,000 15%

Source: Nielsen SoundScan
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8:34

Chris Brown
performs
“Fine China”

NUMBER OF TWEETS (IN THOUSANDS)

4
8:45
Macklemore & Ryan 8:58
Lewis perfor:n Taylor Swift
“Thrift Shop performs “22"
o
Kacey Musgraves
; performs “Merry Go
‘Round.”

8:00PM 8:15PM 8:30PM 8:45PM 9:00PM

9:15PM

9:35
Ke$ha and Pitbull
perform “Crazy Kids"

9:22

Justin Bieber
performs
“Take You"

9:30PM

I IS S

Tweets containing Unique conversations
#BBMA or (May 19)
#BillboardAwards 1,000,766
(May:19) Percentage increase
’ 686,788 17.67%
Percentage increase Pe-£
30.59% < &
Unique > =
conversations i J
(during live w
broadcast) =
464,073 -
Percentage increase
26.73%
Twitter potential
Bilhard impressions
@! oar
mentions i’ozst' 34'5, 730
62,900 ercentage increase

Percentage increase

A minute-by-minute look at the 117.62%
BBMAs’ ratings and social activity ¥ -
By William Gruger 721,460,202 —‘

Percentage increase

73.98%

SOURCES: Social
media data courtesy
of Attensity Media.
TV ratings compiled
and supplied by
Nielsen,

The Billboard Music Awards sparked the most
online conversation of any BBMA show yet, with
more than 1 million unique conversations about
the show occurring May 19 (up 17%) and more
than 464,073 conversations occurring during the
broadcast, a 26% increase over the previous year.

nielsen
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Total GIFs created during the broadcast

Total GIFs used on our page during the broadcast

20 were left
40 on the cutting

room floor
Total Average Most popular GIF:
reblogs/hearts reblogs/ Selena Gomez on
of the published hearts per  the carpet
GlIFs GIF 26.970

’

98,606 2,457 reblogs/hearts

The Billboard Music Awards included live GIFs
on-air, a first for the broadcast and ABC. The 40
GIFs produced during the red carpet and broad-
cast received 98,606 reblogs and “hearts” from
Tumblr users during the same time frame. Selena
Gomez on the red carpet was the most reblogged
GIF, outpacing that of Miguel’s missed stage jump
(and Billboard interview backstage with affected
fan Khyati) by 256%.
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1
ost Memorable Tweets
10:12 @ArianaGrande
David Guetta Excited for the @Billboard Music Awards
o ‘;‘:"t?:ttop DM tomorrow! My first time going. I'm intro-
Miguel leaps across VIEWERS (IN MILLIONS)  ducing a cert.ain_boy who's performing
the stage during 10:45 16 *cough* Justin Bieber!
p-s per'formance of Lil Wayne takes the
‘Adorn stage during Nicki @macklemore
Minaj's performance
10:02 of “High School” VYF. WON BES1: RAP SON|G at the @
Pitbull and 10:33 billboard music awards! Crazy. Never
@ Jennifer Lopez Justin Bieber wins thought I'd be performing at an award
perform “Live the:tan:voted Chevy show much less winning one #goodwill
It Up” Milestone Award
:3?;1k?er — @TommyHilfiger
® Will.i.am still & 10:54 12 Great music, big names, and incredible
performing Prince style. We're always excited for @billboard
Hinlpowsp ® performs and the #BillboardMusicAwards
“Let’s Go
‘ Crazy”
. . @_MAXWELL_
Y #BBMA @billboard great show you made
g’45 e MioLar w me actually wanna release my record
eginning of Miguel's
“Adorn” performance | #Summers2013
izt — e
B @NeYoCompound
Me, @davidguetta & @Akon @billboard
Awards.. Nuff said.. #BBMA #Aftershow
#legendary #Compound RT pic.twitter.
com/RS3bQ1K794
> 10:50
Will.i.am perform Janelle Monae
o: #thatpower 10:27 and Erykah
.Ed Sheeran earforms David Guetta, Akon |- 1 - | Baduintroduce
Lego House' and Ne-Yo perform Prince 4
“Play Hard"”
10:40
Nicki Minaj
begins
performing
“High School”
9:45PM 10:00PM 10:15PM 10:30PM 10:45PM 11:00PM

Demo, Sentiment @jessicaalba

My girl @JLo let us have it #BBMA #Wow
DEMOGRAPHIC OVERALL SENTIMENT Nicki Minaj wins top rap artist: @JimmyWayne

conversations

@thebandperry ROCKED the @billboard
#BillboardAwards #Billboard #Billboard

Miguel leaps across the stage during his #billboardmusicawards GREAT JOB!
performance of “Adorn”: #niceBAND

Chris Brown performs “Fine China”:

Justin Bieber boards a starship toward

the end of his performance of “Take You”: @BrunoMars
I know Im late but | just wanted to thank

@billboard for letting us jam on sunday.
we had a blast!

Selena Gomez performs “Come & Get It":

Prince
Macklemore & Ryan Lewis perform “Thrift

Shop”:

=
S
o
@u‘

Icona Pop performs “| Love It":

Taylor Swift performs “22":

Lil Wayne takes the stage during Nicki
Minaj’s performance of “High School”:

Kid Rock drops the mic:

SOURCES: Volume of transactions, in thousands, tracked

; 5 , Fac
As the winner of the fan-voted Chevy Milestone by Twitte, Fatebiokand Gonglet

The demographic split of viewers was 65% female,  Award, Justin Bieber takes the cake as the top-
35% male. Overall sentiment was positive, particu-  mentioned artist of the evening with more than

larly for Prince’s performance. Viewers expressed 223,170 mentions throughout the night—more
positive sentiment for Chris Brown'’s dancing but than five times that of the second-most-mentioned
negative for his singing. artist, Selena Gomez (42,527).
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o 1he BBMA Backstage Hang

presented by Chevrolet,

Samsung, the Las Vegas " N—

Convention and Visitors
Authority, Buffalo Jeans and
Cambio—featured music stars
and power executives. Among
those who hung out:

1 Creative Artists Agency's
Jenna Adler (left) and Atlantic
Records Group's Julie
Greenwald

2 Big Machine’s Scott
Borchetta with Irving Azoff

3 Madonna and Guy Oseary

4 From left: Caesars
Entertainment’s Milo Johns,
AEG/Concerts West's

John Nelson, Shania Twain
manager Jason Owen, AEG/
Concerts West's John Meglen
and Caesars Entertainment’s
Kelly Frey

5 Amber Rose and Wiz
Khalifa

6 Jennifer Lopez with her
children, companion Casper
Smart (in jacket) and the
dancers who performed with
her onstage.

7 Kid Rock

On May 18, Billboard held
its official Billboard Music
Awards pre-party at Tryst at
the Wynn hotel, sponsored
by Samsung, Buffalo Jeans,
Chevrolet and the Las Vegas
Convention and Visitors
Authority.

8 Federal Communications
Commission chairman Julius
Genachowski with Rachel
Goslins, executive director of
the President’s Committee on
the Arts and Humanities.

9 Andy Allo performs for the
pre-party crowd, and Prince
came to see her set

10 PMK-BMC's Taj Hosseini
and Paradigm’s Rick Faigan.

11 Chevrolet's Rose Clay, Matt
Scarlet, Molly Peck and Kellee
Montgomery (from left).

3
§
5
3
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$

12,4 1080 4SS
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The Billboard Music Awards
Welcome Dinner, presented
by Samsung Galaxy S4, took
place May 17 at Hakkasan in
the MGM Grand Hotel. Among
the attendees:

1Billboard's Bill Werde
(center) had the pleasure of
introducing Miguel (left) to Ed
Sheeran, who shared mutual
appreciation and talked about
possibly recording together
one day.

2 Prince’s manager Julia
Ramadan

3 Fame Factory’s Mark Young
(left) and Vector Management's
Jack Rovner

4 Guggenheim Digital Media's
Ross Levinsohn (left) and
Billboard Group's John Amato

5 From left: Snow Patrol's
Gary Lightbody and Johnny
McDaid with Interscope’s
Dennis Dennehy

6 Capitol Records' Mike Flynn
(left) and Britney Spears’
manager Adam Leber

Buffalo David Bitton presented
the official Billboard Music
Awards after-party, held at

the Marquee nightclub at

the Cosmopolitan Hotel.
Additional BBMA sponsors
featured in the multi-sponsor
video showcased throughout
the venue included Chevrolet,
the Las Vegas Convention and
Visitors Authority, Samsung
and Cambio. Jason Deriilo—
accompanied by several
dazzling dancers—and G-Eazy
both performed, while DJ
Rashida kept the party-goers
going. Among them:

7 G-Eazy won the Billboard/
Sonicbids contest to open the
after-party.

8Jason Deriilo was the
evening’s headliner.

9 Guggenheim Partners’ Zach
Warren and his wife, Wendy,
with Katie Boehly and her
husband, Guggenheim’s Todd
Boehly (from [eft).

10 SESAC Latina's JJ Cheng
(left) and Sony Electronics’
Ruben Tellez

11 Prometheus’ Dana Miller
and awards show producer
Don Mischer

T4 WAL

12 Billboard's Aki Kaneko
(center) with Iron Mountain's
Steve Nottingham (left) and
Jeff Anthony
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Starting

Up In LOS
Angeles

Silicon Valley may get all the love
from the tech press, but in the
last few years Southern California
has quietly emerged as one of the
hottest regions to start a digital
music or media business

By Alex Pham

A 2 2 & 4

ess than 400 yards from the warm, buttery sands of Venice
Beach and tucked away in a modern upstairs live-work space is
Vyclone, a media startup co-founded by musician Joe Sumner,
son of Gordon, who's better-known as Sting.

But today, during what is a typical Southern California morn-
ing with the sun sparkling through fluffy white clouds, there is
no mention of Sting—only unbridled enthusiasm for Los Angeles
as the adopted home of Sumner’s fledgling technology company.

“People have this notion that Los Angeles is a shallow, vacuous place that just hap-
pens to have great weather,” Sumner says. “But if you stop to think, Los Angeles is a
huge melting pot of ideas and energy, and it’s responsible for exporting culture on a
global scale. A lot about how we think of the world around us came from here.”

Lately, Los Angeles has also emerged as a melting pot for digital music and media
companies. With the total startup market attracting more than $800 million in in-
vestment, more than 200 digital businesses were launched here in 2012, more than
in any previous year, according to a recent survey from Built in L.A. The top startup
category: digital media, which outstripped the number of startups in fashion and ap-
parel, marketing and financial. It's easy to forget that just five years ago, the collapse
of the L.A.-based Myspace under Rupert Murdoch'’s watch was partly blamed on a
lack of digital talent and engineers who preferred to work in San Francisco.

Fueled by an influx of capital and talent, Southern California has become a
hotbed for a new generation of entrepreneurs who envision a wider role for mu-
sic than just download sales. They've built Stageit, TuneWiki, Maker Studios,
Fullscreen, Zefr, Hello Music, Topspin, Gobbler, Mobile Roadie, Music Master-
mind, Chromatik and Gigit, to name a few.

To this class of go-getters, music is woven into a larger tapestry of media and en-
tertainment, whether it’s video, books, events, games, movies or social networking.
For them, the value of music is to bring people together, to create emotional connec-
tions, to be part of a bigger entertainment experience—not an isolated medium. If
nothing else, Los Angeles is the undisputed entertainment capital of the world.

“The music business has become about the broader entertainment world,”
Universal Music Group (UMG) chairman/CEO Lucian Grainge says of his own
decision to relocate the record company’s headquarters to Los Angeles in 2010
from New York. “If you want to build an entertainment brand, this is where you
need to be.”
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The Small-Screen Economy

It is nearly dusk on a chilly but clear Wednesday in February at Google’s YouTube
space in Playa Vista, but there’s no sign of weariness among the 20-somethings
plugging away at the 41,000-square-foot co-working space just north of Los An-
geles International Airport.

The concrete and glass building was once an airplane hangar for Howard
Hughes’ aircraft empire, and later became one of James Cameron’s main stages
when he filmed “Avatar.” Now, it has the vibe of a bustling college dorm, filled
with musicians and videographers who call themselves YouTubers. Empty cans of
Mountain Dew and used paper plates are strewn about as young men and women
huddle over their sticker-festooned MacBooks, crunching HTML code and editing
videos and soundtracks.

Looping on a jumbo screen in the lobby are the latest music videos from David
Colditz, who goes by Dave Days. Colditz himself has just wrapped a recording ses-
sion for his project, called “The Writing Room,” which chronicles the efforts of
10 songwriters paired with 10 YouTube musicians to create 10 original songs and




music videos. There is a breezy, let’s-see-what-happens optimism that goes with
the project.

“Right now, I'm cool with being where I am,” says Colditz, who has turned down
label contracts to focus on building his brand with Big Frame. “This project is about
seeing whether we can bridge the gap between professional songwriters and You-
Tube artists, without any middleman or BS involved.”

“The Writing Room” is being co-produced by Big Frame, a startup based in
West Hollywood that represents emerging YouTube talent like Colditz, who has
sold 227,000 singles and 13,000 albums, according to Nielsen SoundScan, and
has 1.5 million subscribers to his YouTube channel. Their collaboration is an ex-
ample of how music is leveraged in “Silicon SoCal.” Rather than see music as
a single product that can be bought or sold, the project pulls together multiple
entertainment strands to create a broader package—a YouTube reality series, 10
original songs that can be sold as singles or together as an album and a set of
music videos.

Big Frame, which started in New York and moved to Los Angeles to be closer to

a booming community of YouTube talent here, is one of several startups sprout-
ing up around the “YouTube economy” in Silicon SoCal. Other companies include
Zefr, Maker Studios and Fullscreen, all of which rely on music to some degree to
fuel their businesses.

“Music plays a role in everything we do. It’s in the DNA of our company,” says
Courtney Holt, COO of the Culver City-based Maker. “But are we in the traditional
music business? I would say ‘no.’ Our business is first and foremost a talent business.”

It's a small, but significant, distinction—one that speaks to Grainge’s rationale
for moving UMG’s headquarters to Los Angeles. For the industry to grow, Grainge
believed, music had to be part of a larger entertainment package, with the artist at
the center, creating not just music but other consumer products like apps and books.

A case in point is Beats Electronics. The Santa Monica company, founded in
2006 by Interscope Geffen A&M chairman Jimmy Iovine and Dr. Dre with some fi-
nancial assistance from UMG, is an example of the magic that can happen in South-
ern California when celebrity and technology fall in love. Fueled by celebrity cul-
ture, Beats has a commanding share of the growing premium headphones market:
It captured 40% of all U.S. headphone sales and close to 70% of premium-priced
headphone sales during the 2012 Christmas period, according to NPD Group.

That's Entertainment

Dre and lovine helped pave the way for celebrities and entertainment executives to
become intrepid technology entrepreneurs, adding some sex appeal to the geeky
nature of the market. Jared Leto, Ashton Kutcher, Justin Bieber, Justin Timberlake,
Troy Carter, Guy Oseary, Bruno Mars, Scooter Braun and Will.i.am are just some
of the big names that have invested in the region’s startups.

“Like they say, ‘If you want to make cars, you go to Detroit,”” Leto says of his deci-
sion to found two digital startups in Los Angeles, VyRT and the Hive. “If you want
to be in digital media, youneed to be in L.A. The artists are here. The engineers are
here. The connections are here. Everything you need is right here.”

Entertainment is also what gives Los Angeles its competitive edge and makes
it different from other technology clusters around the world, according to venture
capitalist Brad Feld.

“L.A. is the epicenter of the entertainment industry,” says Feld, whose firm the
Foundry Group has invested in Topspin Media in Santa Monica. “This is one of
L.A’s obvious natural resources, which is a critical thing for any startup commu-
nity to build on.”

It’s also an asset that Silicon Valley, with its magnetic pull on technology talent,
can'’t take away, says Chris Kantrowitz, CEO of Gobbler in Hollywood. “Silicon
Valley has to pay to get access to artists,” he says. “Here, artists are creating and
investing in their own companies.”

That goes for music industry executives as well. Matt Serletic, former chair-
man/CEO of Virgin Records and a Grammy Award-winning producer/songwriter,
moved from New York to Calabasas in northern Los Angeles to start Music Master-
mind in 2010. Hugo Nicolson, a record producer/engineer who won a Grammy for
his work on Radiohead’s In Rainbows, founded Woulda Coulda Shoulda in the Sil-
verlake neighborhood of Los Angeles in 2012. His company developed Polychord,
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) CHROMATIK: artist services, social network
Chromatik.com

1410 Second St. Suite 300, Santa Monica CA 90401
Music-collaboration app platform used by more than 500 music
organizations, including “American Idol,” across 72 countries.

9 TUNEWIKI: mobile app, social network
TuneWiki.com

725 Arizona Ave. Suite 406, Santa Monica CA 90401

Develops apps that display synchronized lyrics and allow users
to share lyrics through social networks.

© STAGEIT: online video

Stageit.com

1617 Cosmo St. Suite 403, Hollywood CA 90028

Live-streaming platform used by artists to host concerts online.

4 GOBBLER: artist services

Gobbler.com

6427 W. Sunset Blvd., Hollywood CA 90028

Collaboration software and secure cloud-based backup service
used by artists working with large media files.

©) MYSPACE: social network, streaming music
Myspace.com

407 N. Maple Drive, Beverly Hills CA 90210

Acquired by Specific Media and relaunched last year.

© FULLSCREEN: online video

Fullscreen.net

9336 Washington Blvd. Building K, Culver City CA 90232
Network representing more than 5,000 YouTube channels.

@ MAKER STUDIOS: online video
MakerStudios.com

13347 W. Washington Blvd., Los Angeles CA 90066

Network representing more than 10,000 YouTube channels.

({2} BEATS ELECTRONICS: hardware, streaming music
BeatsByDre.com

1601 Cloverfield Blvd., Santa Monica CA 90404

Premium headphones company that’s also developing a sub-
scription music service.

0 VIDDY: online video

Viddy.com

616 Hampton Drive, Venice Beach CA 90291

App lets artists and fans capture quick, stylized videos and
share them.

) ZEFR: online video

Zefrinc.com

1621 Abbot Kinney Blvd., Venice CA 90291

Rights management, branding and ad-optimization service for
YouTube channels.

) VYCLONE: online video

Vyclone.com

1416 North La Brea Ave., Venice CA 90028

Social video app for concerts and other live events.

@ MUSIC MASTERMIND: mobile app
MusicMastermind.com

24003-A Ventura Blvd., Calabasas CA 91302
Develops Zya, a mobile social music-making game.

{1 EARBITS: streaming music

Earbits.com

957 Lake St., Venice CA 90292

Streaming radio service featuring mainly independent artists.

_! PLUG.DJ: streaming music
Plug.dj
1600 Vine St. Suite 1019, Los Angeles CA 90028
Real-time social DJ platform.

15 GIGIT: artist services

Gigit.com

714 Kensington Road, Santa Monica CA 90405
Band booking site.

16 BIG FRAME: artist services, online video
Bigfra.me

8228 Sunset Blvd., West Hollywood CA 90046

YouTube talent management firm.

(%) MOBILE ROADIE: mobile app, artist services
MobileRoadie.com

8671 Wilshire Blvd., Beverly Hills CA 90210

DIY mobile apps generator.

18 TOPSPIN: artist services

TopspinMedia.com

1538 20th St. First Floor, Santa Monica CA 90404

Digital marketing and online management tools for artists.

19 SCOREASCORE: artist services
ScoreAScore.com

132 S. Rodeo Drive, Beverly Hills CA 90212
Online marketplace for music composers.

20 TICKETMOB: artist services
TicketMob.com

11833 Mississippi Ave. Suite 201, Los Angeles CA 90025
Ticketing and venue management platform.
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OF FULLSCREEN

a music-creation app. Adam Lilling, who cut his teeth at PolyGram Records and
founded Pentagon CDs & Tapes, an online commerce company that he sold to Vir-
gin in the late '90s, is an investor in Big Frame and Zeft.

City Of Angels

Though PriceWaterhouseCoopers and the National Venture Capital Assn.’s “Mon-
eyTree” report ranked the region as the fourth-largest in attracting venture funding
in 2012 (after Silicon Valley, New England and New York), there’s plenty of “hidden
investing” by wealthy individuals, or so-called angels, living in Southern California.

“The angel community here is extremely active,” says George Abe, faculty direc-
tor of the Strategic Management Research Program at the University of California
Los Angeles (UCLA) Anderson School of Management. “The proportion of private
angel investments is probably higher here than in other parts of the country. These
are people who don’t necessarily want to advertise their investments, so their ac-
tivities don’t always show up on any charts.”

Small, strategic investments are also more common in Silicon SoCal. Tradition-
al entertainment companies like UMG, DreamWorks Interactive SKG and Live
Nation Entertainment have placed small bets in various digital media startups.
Live Nation, for example, purchased online media analytics firm BigChampagne.
DreamWorks has a stake in Vyclone. And UMG co-owns Vevo, the online music
video network that started in Santa Monica before it moved to New York.

Big venture capital money is also shifting to L.A.

Between 2000 and 2008, GRP Partners invested just 15% of its fund in Los An-
geles, says Mark Suster, a partner in the firm Century City, Southern California’s
largest venture company. Between 2008 and 2012, 66% of the fund went toward
L.A. startups.

More than 170 venture capitalists and angels invested an estimated $871 mil-
lion in local startups last year, with at least 100 companies receiving more then

- N‘v

CEO George
los and his

team celebratethe
two-year annivel
of Fullscreen,w}?&
headquartered in
Culver City, Calif.

5 To Watch

Q: Why would anyone
launch a cutting-edge
startup in Los Angeles?
A: Why wouldn’t you?

FULLSCREEN

Where: Culver City, Calif.

Who: George Strompolos, CEO

What: Fullscreen is a multichannel YouTube network
that reaches more than 100 million subscribers online.
In addition to general entertainers, Fullscreen represents
more than 700 burgeoning musicians who have generated
8 billion views in aggregate. The company has deals with
Warner/Chappell and Universal Music Publishing Group to
share revenue for cover songs on its network.

Why L.A.: Strompolos, who rose through the ranks at
Google as co-creator of YouTube's Partner Program in
Silicon Valley, started Fullscreen in Los Angeles in order
to be closer to the growing community of YouTube stars in
Southern California. “The Bay Area is software-driven. L.A.
is content-driven. There’s a good nexus here between tech-
nology and entertainment,” he says.

GOBBLER
Where: Hollywood

$1 million each in financing, according to the Built in L.A. survey. And 43 L.A.-
based digital startups were also acquired in 2012, more than in any previous year.
“Ten or 15 years ago, the growth was around technology infrastructure com-
panies building servers, databases and browsers. Those were in Silicon Valley,”
Suster says. “Now that all of that infrastructure is in place, the growth is one layer
up, which is creative. That plays directly into L.A.'s strengths.”
One of the key ingredients in Silicon SoCal’s soup of media and music startups
is accelerators, or incubators.

“They're miniaturized versions of a startup ecosystem,” says Daniel Kehrer, pub-
lisher of BizBest, which features a resource guide for Southern
entrepreneurs. “They offer shared work spaces, shared reso
and funding. And they’re popping up like mushrooms across

Launchpad.LA, Amplify.LA, MuckerLab, IdeaLab, ks, io
by former Myspace CEO Mike Jones, are all beehives of young
nimble entrepreneurs.

Matt Sandler, the 25-year-old CEO of Chromatik in Santa Ménica, created his
music collaboration platform while participating in Launchpad.LA’s three-month
program in 2012. Ten months later, he released his app, and today it’s used by 500
music organizations across 72 countries, including UCLA’s music department,

“American Idol” and the Los Angeles Unified School District. Chromatik’s inves-
tors include Mars, Lilling, Jones and Shangri-La Music co-founder Jeff Ayeroff.

The reason Chromatik, Maker Studios and other startups like them are now
starting to attract investor interest is because, for them, music is part of a bigger
picture, according to Lilling. “Chromatik taps into education, which is a much
bigger market than music,” he says. “Big Frame, Zefr, Hello Music—they all look
to music as an anchor for something larger. With Big Frame and Zeft, it’s online
video. With Hello Music, it’s commerce around gear. Music is the key driver, the
attractor, but it’s not the central business model.” @
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FUNDING FOR LOS
ANGELES STARTUPS
RAISED FROM
VENTURE CAPITALISTS
AND ANGEL
INVESTORS IN 2012.

Who: Chris Kantrowitz, co-founder/CEQ; Jamie Kantrowitz,
co-founder

What: The idea for Gobbler was born when Lenny Kravitz
asked Kantrowitz to help him revive a defective disk drive
containing working versions of his latest songs. Instead,
Kantrowitz developed a service that would automatically
back up large media files and allow artists and engineers to
track, manage and collaborate on songs without having to
download files or send disk drives back and forth by mail.
Why L.A.: “If you think about the success stories of tech
companies, many of them have been built on content that’s
created here,” Los Angeles native Kantrowitz says. “L.A. has
this amazing ability to project ideas across the world.”

STAGEIT

Where: Hollywood

Who: Evan Lowenstein, founder/CEOQ

What: Stageit lets artists and performers put on live online
events and gives them the tools to collect ticketing revenue
and tips. Artists use Stageit’s self-serve tools to schedule

events, set ticket prices and determine the maximum num-
ber of fans for each event. Among the artists who have used
the platform are Carly Simon, Rick Springfield and Jason
Mraz. Investors include Jimmy Buffett and Sean Parker.
Why L.A.: “Silicon Valley companies tend to start as
problem-solving ideas wrapped around a business oppor-
tunity,” Lowenstein says. “Here in L.A., you have people
who have a passion for the art and who understand the
needs of artists.”

VYCLONE

Where: Venice, Calif.

Who: Joe Sumner, co-founder/chief creative officer; David
King Lassman, co-founder/CEO

What: Sumner had the idea for his collaborative video-
sharing app in 2010 while performing in Vilnius, Lithuania,
and watching fans record videos of the concert on their
phones. His thought? ““What if we could sync all of these
videos, stitch them together and make a collage of the entire
concert from the fans’ point of view?””

Why L.A.: “When we were looking for investments, Rob
Wells at Universal in Santa Monica introduced us to Guy Os-
eary, who then called Ashton Kutcher and told him he had to
see our product,” Sumner recalls. “That same day, we showed
Ashton the demo while he was on break on the set of ‘Two
and a Half Men.’ Three days later, we had a term sheet. People
here don’t dither. They put their money right on the line.”

ZEFR

Where: Venice, Calif.

Who: Zach James and Rich Raddon, co-founders

What: Founded as an online video rights management and
monetization platform, Zefr identifies user-uploaded You-
Tube videos that contain its clients’ intellectual property and
monetizes them by optimizing the advertising put against the
clips. In April, Zefr added Universal, Sony and Ultra to its cli-
ent roster as well as major Hollywood studios.

Why L.A.: “Our businessis about shepherding newideasand
advancing the dialogue between fans and creators,” James
says. “There’s no better place to do that than here.” —AP
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R&B

‘Sound’ Of
Home

Booker T. Jones returns to a
revitalized Stax Records for
accessible, guest-filled album
By Phil Gallo

Forty-three years after leaving Memphis for Los An-
geles, Booker T. Jones has been reunited with the la-
bel whose sound he helped define, Stax Records. He
left at a time of turmoil and change in ownership at
Stax in 1970, but he rejoins, coincidentally, during an
ownership change at parent Concord Music Group,
but during a much smoother transition.

“I'm so comfortable with whats going on now—it’s
areturn home,” Jones says of his signing with the label.
“It has worked well for me going from that company to
this company. If it hadn'’t fallen apart in the ’70s, Stax
would have had to make all of those changes for R&B

to survive through disco and hip-hop. Somehow, the
universe has made it possible for me and Stax Records
to be in the same place after all these years.”

Sound the Alarm, due June 25, is Jones’ first album
for Stax since 1971’s Melting Pot. Unlike those MG's
records, the new disc is filled with guest vocalists and
instrumentalists ranging from Gary Clark Jr. to Pon-
cho Sanchez to Anthony Hamilton.

“It’'s arecord that captured the essence of Booker T.
while being modern but not too slick,” Concord A&R
chief John Burk says. “The guests were really great.
They had the right spirit, and they all appreciate him
as an artist. The album has the feel of a collision of
generations.”

Jones, 68, credits Burk and his daughter Olivia, who
became his manager two-and-a-half-years ago, for
making the album a success, coordinating songwrit-
ing and recording sessions, and seeing it through to
completion.

The album follows a path similarly taken on his last
two albums: Road to Memphis, which featured members
ofthe Roots plus guest vocalists, and Potato Hole, a guitar-
driven work with the Drive-By Truckers and Neil Young.
Both albums, released by Anti- Records, won Grammy
Awards and rejuvenated Jones’ recording career.

“Our record with the Roots is a great record, which
I love, but it's more alternative, jazz hip-hop—we had
Lou Reed on that record,” Jones says. “It worked for
me because I'm always trying to reinvent myself, which
keeps my spirit alive.” He adds that Sound the Alarm “is

more of an R&B record, and it should be on Stax. This
is a more accessible work, more accessible music.”

Jones marveled at the way the collaborations came to-
gether. The Avila brothers, Bobby Ross and 1Z, anchored
his band with guitarist Raphael Saadiq and co-wrote
many of the songs. They met when Jones guested with El
DeBarge and they were in his band. Hamilton and Jones
bumped into each other at the Grammys three yearsin a
row, vowing to work together. Daryl Hall, who had Jones
on his “Live From Daryl’s House” show, recommended
Mayer Hawthorne. Jones stumbled upon Clark when the
guitarist was performing at an Apple event.

Burk suggested that Jones meet the members of
Vintage Trouble. “They really hit it off,” Burk re-
calls. “Booker T. has been such a force behind the
scenes helping other people achieve great creative
milestones”—a reference to his work with Otis Red-
ding, Eddie Floyd and William Bell—"“but he’s not the
kind of guy to look back [at his success]. Every conver-
sation is about what he can do going forward.”

The first promotion of the record will come June
25 with an hour-long special on AXS TV featuring a
concert of the new material from the El Rey Theatre
in Los Angeles. Jones is busy writing charts for an ex-
panded version of his band while various guests are
being booked for the show that will include a classic or
two like “Green Onions” or “Time Is Tight.”

“We feel he tapped into something special and new,”
Burk says of the album. “It’s the mark of a great artist
that he’s still so passionate about what he’s doing.” @

THE BIG NUMBER
I

Digital sales of “Green Onions,”
the biggest hit for Booker
T.&the MG's, for the years
Billboard has data. T