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Post Malone (left)
collects his firsttop 10
single alongside prolific
Migos star Quavo.

‘Congratulations’
To Post Malone On
First Top 10 Hit

APPER POST MALONE
celebrates his first top 10
on the Billboard Hot 100
as “Congratulations”
(featuring Quavo) rises 13-10.

The track bullets at No. 7 on

the Streaming Songs chart with

30 million U.S. streams, up 3 percent
in the tracking week, according to
Nielsen Music, and soars 24-12 on
Digital Song Sales, up 13 percent to
37,000 sold, aided by a 69-cent sale
price in the iTunes Store. Malone
previously peaked at No. 14 on the

Hot 100 with his debut entry, “White
Iverson,” in January 2016. Both songs

are from his debut album, Stoney,

which arrived at its No. 6 peak on the

Billboard 200 in December and has
spent its first 25 weeks in the top 25.

Quavo collects his third Hot 100
top 10 as a soloist. He previously
reached the region as a featured
artist on Drake’s “Portland” (also
with Travis Scott), which hit No. 9
in April, and on DJ Khaled’s “I'm
the One,” at No. 3 after debuting at
No. 1 (May 20). Quavo is one-third
of Migos, whose “Bad and Boujee
(featuring Lil Uzi Vert) spent three
weeks atop the Hot 100 in January
and February.

Meanwhile, Billboard’s Songs of
the Summer chart returns, led by
Luis Fonsi and Daddy Yankee’s
“Despacito” (featuring Justin
Bieber). The running tally (see
Billboard.com) tracks the Hot 100’s
biggest hits between Memorial Day

”

and Labor Day. GARY TRUST
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From left: Laurent
Brancowitz, Deck D’Arcy,
Christian Mazzalai and
Thomas Mars of Phoenix
photographed May 3 at
The VNYLinNew York.
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DJ Khaled photographed

by Sami Drasin on May 8

at The Fig House in

Los Angeles. Styling by
Terrell Jones. Khaled wears
clothing by Terrell Jones and
produced by 5001 Flavors.
Shoes by Jordan Brand.
Watch an exclusive video

of Khaled revealing how he
got his famous friends to
collaborate on “I'm the One”
at Billboard.com.
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Congrats, Deb Curtis, on being named one
of Billboard’s Branding Power Players.

Love,
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OMD Congratulates Adam Harter for being
named one of Billboard’s Branding Power Players



-~ There are reck \\
stars. Then there
are showstoppers.
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The Citi Family would like to congratulate Jennifer Breithaupt

on being named Billboard's Branding Executive of the Year.

Your unigue leadership and vision as Global Consumer CMO have
brought Citi cardmembers from around the world closer to their
favorite artists with some of the most exciting marketing, media
and branded entertainment programs around.

t ®
© 2017 Citigroup Inc. Citi and Citi with Arc Design are registered service marks of Citigroup Inc. C I I
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ONE LXTE
MANCHESTER

One Love Manchester would not have been possible without Ariana’s vision and
resilience, the support of the amazing artists who signed up to lend their talent,
Scooter’s perseverance and determination, the invaluable expertise of
Melvin Benn, Simon Moran and Denis Desmond and the contributions of scores of
others who came together to make this magical event happen in less than a week.
Live music can make a difference. As the One Love Manchester Concert
shows, live music can heal, inspire and unite.

Thank you fo..

Ariana Grande

Coldplay Mac Miller
Black Eyed Peas Marcus Mumford
Children’s Choir Miley Cyrus

Imogen Heap Niall Horan
Justin Bieber Pharrell Williams
Katy Perry Robbie Williams
Liam Gallagher Take That
Little Mix Victoria Monet

Made with @
L{VE NATION
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Epic Sails Through A Storm

After the uncertainty surrounding the Sony Music division in the wake of L.A. Reid'’s
departure, Sylvia Rhone has stepped in. Can she lead a promising roster into the future?

T HAS BEEN FOUR WEEKS
since Sony Music’s new CEO
Rob Stringer oversaw the
abrupt exit of Antonio “L.A”
Reid from the top job at Epic
Records, a bold move that both
shocked and impressed the industry
amid allegations Reid had sexually
harassed a female assistant.

The stakes were high for Epic,
which was already in the spotlight:
DJ Khaled had the No. 1 songon
the Billboard Hot 100 with “I'm
the One,” while Future had risen to
No. 5 on the chart with
“Mask Off.” Releases
from Fifth Harmony,
Camila Cabello and
Big Boi were also lined
up from a roster of Epic
artists sold on Reid’s
vision. The departure of Reid, known
for his big bets on young talent and
deep ties within the hip-hop and R&B
communities, sparked confusion
and worry among several artists he
had signed about whether support
for their projects would continue,
sources told Billboard.

But one month later, the

130%

Growth in Epic’s revenue
generated by streamingin
2016 overthe prior year.

BY GAIL MITCHELL

immediate panic has thus far been
alleviated as another seasoned
leader at Epic — president Sylvia
Rhone, Reid’s No. 2 since 2014 — has
stepped up to the plate. Following
the recent rollout of new singles by
Fifth Harmony (“Down,” featuring
Gucci Mane), Cabello (“Crying
in the Club,” “I Have Questions”)
and Big Boi (“Mic Jack,” featuring
Adam Levine), the label is on track
to deliver albums from Khaled,
21 Savage and French Montana
in the coming weeks, avoiding the
delays or roadblocks that
some feared following
the executive shakeup.

“Everything is on track
like it was supposed to
be,” a manager for one
Epic act tells Billboard.
“Everything we need is still there.
They haven’t changed up things like
everyone thought they were going to
do.” As another inside source notes:
“It’s full steam ahead.”

Both Sony and Rhone declined
to comment for this story, and
Reid hasn’t commented since his
departure, which neither he nor

Sony explained. However, sources
tell Billboard that Stringer has been
checking in regularly with both
Epic’s acts and executives, boosting
morale and showing his support by
attending a recent Future concert in
New York, for example.

Meanwhile, Rhone’s stabilizing
leadership is allowing Stringer to
take his time as he determines the
future of the storied 64-year-old
label and who is best to execute
that vision — questions he must
answer while he also seeks a leader
to replace himself at the helm of
Columbia. It’s a tall order as record
companies grapple with how to adapt
and whom to turn to for leadership
in a fast-changing media landscape,
while music floods the Internet and
streaming replaces record sales as
the industry’s main revenue stream.

There’s no question about Rhone’s
ability to successfully run a major
record label, says Richard Bengloff,
Elektra’s former CFO when Rhone
served as Elektra Entertainment
Group chairman/CEQ in the 1990s.
Bengloff calls her a “smart and fast
study” who understands all facets

THE OVER UNDER
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Capitol Music Group
names veteran producer
Dlon*Nol.D.” Wllson, formerly
of Def Jam, executive vp.

L

A new lawsuit filed in Florida
accuses Suge Knlght of coercing an
inebriated Scott Storch to give up
royalties on a number of hits.

o

Cher confirms that a musica
based on her life and career is
heading to Broadway in 2018, with
Jason Moore (Pitch Perfect) to direct

ILLUSTRATION BY JOHN UELAND
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of the business. While the bulk of
Rhone’s experience stems from an
older era, one source notes that she
remains “one of the best operations
executives in the business.”

The Wharton School graduate
broke ground as the first African-
American female to head a major
label in 1990 as president/CEQ of
Atlantic’s EastWest Records America
and marked another milestone in
1994 as the first African-American
and first female to become chairman
of a major with her ascension to the
top job at Elektra. Rhone then segued
to a dual role as Motown Records
president and Universal Records
executive vp from 2004 to 2011. Two
years later, she launched Vested in
Culture, her joint venture with Epic,
and rose to president of Epic in 2014.

Posting steady market-share
growth during the last five years,
Epic stands at 3.64 percent to date,

Former Fifth Harmony member Cabello has
dropped two singles under Rhone’s watch.

according to Nielsen Music, up from
2.46 percent in 2013, the year Rhone
joined the label. Boosting that growth
in 2016 was the streaming-only album
Epic AF, the brainchild of Epic senior
vp commetce Celine Joshua, one of
many remaining key team members
who have fueled Epic’s hot streak.
The project bundled popular singles
by several of its artists (including
Khaled’s “I Got the Keys”) into a

playlist-compilation release that
spent four weeks in the top 10 on the
Billboard 200, peaking at No. 5, and
helped spur No. 1 albums by Travi$
Scott and Khaled that year.

It’s a strategy that has continued
to deliver for the label: Follow-up
Epic AF (Yellon/Pink) is No.11 on

hopes to build on moving forward.
For Stringer, having a committed
leader steadying the ship in the short
term fosters stability and provides
Rhone a trial run to prove she can
energize and propel the label beyond
the projects already in motion. But
given Rhone’s ties to Sony chairman

the Billboard 200 after and former CEO Doug
peaking at No. 6 in May. @@ lt’ f ll Morris, Stringer might
Factoringin A Tribe S u opt to seek fresh blood
Called Quest’s No.1 to put his own stamp on
album late last year and St e am the company.

top five sophomore sets 99 At the moment,

by Meghan Trainor ahead. there’s no rush to

and Fifth Harmony, change the new

Epic’s streaming Epic insider on status quo, and that
business rose more than Rhone’s strategy has fostered a sense

130 percent in 2016

over the previous year, double the

U.S. industrywide 68 percent growth

in streaming revenue the RIAA

recorded inits 2016 year-end report.
It’s that momentum that Epic

of optimism among
Rhone’s supporters. “I really think
Sylvia’s about to take [Reid’s] spot,
and that’s a good thing,” says one
managet, “because she’s just as
passionate about us as L.A. was.”©@

‘Stranger Things’
Have Happened

As TV soundtracks top the charts, the Primetime Emmys

are finally embracing music supervisors

BY MELINDA NEWMAN

or the first time
inthe Emmy
Awards’ nearly
70-year history,
music supervisors will be
recognized for the artistic
role they play in crafting
the tone of TV programs.
QOutstanding music
supervision is one of
10 new or amended
categories added to the
69th Primetime Emmys,
which will air Sept. 17
on CBS. The award will
go toasingle episode
of a series, TV movie or
special, and ithonors
creative contributions
through music, including
original or pre-existing
songs, scores and
performances.
Two years ago, the

Emmys admitted music
supervisorsinto the
Television Academy as
fullmembers for the
firsttime. The Guild

of Music Supervisors
(GMS) lobbied for

both that and the new
award, to challenge the
notion that they serve
primarily as rights-
clearing administrators,
says music peer group
executive committee

member Tracy McKnight.

The award comes ata
time when TV music is
resonating strongly with
viewers. Since 2015, 12
TV-show soundtracks
have landed in the top
30 of the Billboard 200,
including two No. 1s:
Empire: Original

Soundtrack
From
Season 1in
March 2015
and Disney's Descendants
in August 2015. And the
theme from the hit 2016
Netflix series Stranger
Things, written by Kyle
Dixon and Michael Stein
of the band SURVIVE,

has tallied more than

3.4 million on-demand
audio streams, according
to Nielsen Music.

Late last year, several
top music supervisors,
including McKnight and
GMS presidentJohn
Houlihan, made their
case for the award before
the Emmys’ board of
governors, arguing that
asupervisor's role was

as valuable as Emmy-
eligible craftspeople in
wardrobe, casting, hair
and makeup. “lt was
nerve-racking, because
we knew that there was a
culture in the academy to
limit the number of Emmy
categories, and most
requests are shot down,”
says Houlihan.

For now, supervisors
are not eligible to vote
for the five other music
categories, says musical
director/producer Rickey
Minor, who is one of the
music peer group’s two
governors. “Until we are all
educated on how it works,

Theyod&gcastof
Netflix's 2016 hit show
Stranger Things.

it makes sense to go slow,”

he says. “Just because
you're a composer or
director, that doesn't
mean you understand the
job of a supervisor.”

For the GMS, this
is a first step toward
broader recognition.
Next upis persuading
the Academy Awards
to invite supervisors to
join the music branch
as fullmembers. “We
are looking for anew era
of consideration,” says
Houlihan. “But we're not
antagonistically gunning
for [film] membership. We
come in peace."©@

7 SUPERVISORS
TO WATCH

Season Kent,

13 Reasons Why
The emotional,
somber music has
drawn comparisons
to John Hughes’
films

Jen Ross and David
Jordan, Empire
Fox’s rap-label
drama remains a
leader for its

use of licensed
source cues and
original music

Zach Cowie and
Kerri Drootin,
Master of None
Aziz Ansari’s
Netflix show
about looking
for love casts a
diverse musical
net

Liza Richardson,
The Leftovers
Bold, ironic
and bitter, the
choices on this
drama accent its
plot twists

Nora Felder,
Stranger Things
The '80s sci-fi
thriller won
praise for its
eerie score and
smart covers
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LIVE NATION PROUDLY CONGRATULATES

MAUREEN FORD
& RUSSELL WALLACH
ON BEING NAMED TO BILLBOARD'S TOP BRANDING POWER PLAYERS 2017

LIVE NATION
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The memorial
outside Pulse
nightclubon

June 12,2016.

Achieving One Love

Ariana Grande’'s team had 13 days to put together a stadium-size benefit after the
May 22 concert bombing. Scooter Braun explains how they did it — and what it meant

BY RICHARD SMIRKE

FTER THE MAY 22 SUICIDE BOMB
attack that killed 22 people following

“Manchester, we’re strong. We’ll keep singing

our song.” When the show was over and 55,000
Ariana Grande’s concert at people had to leave, they started singing louder
England’s Manchester Arena, her and louder to where it became a roar of people

manager, Scooter Braun, wanted to respond by singing “Manchester, we’re strong.” The city of

organizing a benefit show. “I was obsessed with Manchester was the hero of the show.

it,” he says of the idea. At first, Grande wasn’t

sure when, or even if; she’d be ready to go

onstage again. Two days after the attack,

though, the singer called Braun and said,

“‘Ineed to do something,’ ” he says. “I tell

her [the idea] and she goes, ‘OK, 'min.””

On June 4, just 13 days after the bombing Braun
and one day after a separate attack in

ORLANDO STANDS TALL

Ayear after the mass shooting at
LGBTQ nightclub Pulse, a memorial
and a new sense of pride emerge

What was the biggest challenge?
Just the doubts and the repetitive noes.
113 ) .
No, there’s no way this can happen; we
can’t pull it off. No, you shouldn’t be doing
this, it’s too soon.” We didn’t care.

BY TYLER GRAY

If terror was the intent of the shooter who
killed 49 people at the popular Orlando LGBTQ
club Pulse on June 12, 2016, he couldn’t have
chosen a city with a more defiant community

In the year since the attack, Pulse owner
Barbara Poma has declined the city’'s offer to
buy her property for $2.25 million. Instead
she formed the onePULSE Foundation with
community leaders, artists and the families
of victims, which is helping to raise money
for grants, scholarships and an official
memorial and museum

Did you seek any advice beforehand?
London, Grande and Braun, backed by Live It’s the music business, so no. But that’s the
Nation, put together One Love Manchester, a beautiful thing about music: There are no rules.
stadium show for §5,000 people that featured an The only rule in the music business, in my
all-star lineup of performers, including Grande, opinion, is follow your heart.

Justin Bieber, Katy Perry and Miley Cyrus.
The concert raised $3 million for the British Red
Cross that night alone, and the BBC live telecast

During the show, Grande spoke about how
meeting the mother of Olivia Campbell,

of the event became the one of the victims “¥é) néE f?"ﬁ"‘:rialihze f:is so zufure
6 ° 2 X generations wi now what happened,” says
most.popular §howc_)fthe l tOld her that l m who d.led in the arena Poma, who opened Pulse in 2004 to honor her
year in the United Kingdom, . bombing, helped set the brother, who died of AIDS. “Otherwise you
according to Overnights. not gOlng tO lea\/e show’s upbeat tone. can’t have a voice to create change.”
The month of June is when Orlando, a

tv. (It was also shown

on ABC’s Freeform and
livestreamed on YouTube
and Twitter, among other
platforms.) A special benefit

Everyone was very sensitive
about paying respect to the
victims. We met with 15 of
the families, one by one, and
Olivia’s mom was the last.
rerelease of Grande’s “One Last Time,” which She told me what songs were Olivia’s favorites
will support the We Love Manchester Emergency  and she said we needed to play the hits — “That’s
Fund, could reach No. 1 on the U.K. chart. Most what Olivia would have wanted.”
important, says Braun, “what we did last night
is going to be a kind of symbol of hope” after
both the May 22 bombing and the attack in
London the night before the show.

“One Love Manchester would not have been
possible without Ariana’s
vision and resilience,” says
Live Nation CEO Michael
Rapino. Adds Braun about

southern oasis for the LGBTQ community,
erupts in rainbows for Gay Days, which draws
hundreds of thousands of prideful visitors
to the area. This year, onePULSE partnered
with Gay Days for its 27th edition, adding
a renewed sense of purpose. The city itself
is planning Orlando Love: Remembering Our
Angels, a June 12 event at Lake Eola Park,
with Grammy winner Olga Tafién and The Voice
contestant Sisaundra Lewis, among others
“People don’t realize the families didn’t
get to see this outpouring of support; they
were burying their kids,” says Orlando City
Commissioner Patty Sheehan. “Now, a year
later, it’s really important for us to show

-

her side. We’re all
in this together.”

What did you say to Grande to help get
her through these past two weeks?

Ijust told her that I'm not going to leave her side.
We're all in this together. ©

those families what we all saw
Sheehan, the first openly gay elected
official in Central Florida, says the Pulse
-~ massacre brought unlikely people together
- The senior pastor from First Baptist Church
in Orlando, for example, has hosted support
how the event came together: tee ’j‘i.‘j groups for victims of the Pulse shooting. “If
“You couldn’t tell us no.” % I—— you had told me a year ago that Pastor would
. / \ , hold my hand, cry and pray with me, I'd have
\ said you were insane,” says Sheehan. “Things
have changed for the better.”
However, memories are still raw for some
‘ of the 300-plus survivors. Ray Rivera, aka
D) Infinite, was spinning on Pulse’s patio
that night. He has continued to play clubs
and onePULSE events around Orlando. “I don’t
think it has changed me,” he says before
adding, “But I find myself looking where the
exits are, at security.”

55,000 people
attended the
Oneloveevent.

What were the memorable
moments of One Love
Manchester for you?

BRAUN The best performance
of the night for me was when
the show ended, something
magical happened. During
[Robbie Williams’] set,

he kept doing this thing
with the crowd, singing,

Poma feels the aftermath more acutely
“[Pulse) will reopen,” she says. “That’s how
we’1ll know hate doesn’t win.”
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You take things to another level. Thank you, Brad Bentley,

for the passion and energy you put toward bringing

people closer to the music and entertainment they love.
We couldn’t do it without you.
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FROM THE DESK OF

EXECUTIVE VP, UNIVERSAL MUSIC GROUP

Michele Anthony

The veteran label executive, dedicated philanthropist and UJA
Music Visionary of the Year on intertwining music and activism

BY ROBERT LEVINE
PHOTOGRAPHED BY DUSTIN COHEN

"M A CHILD OF THE ’608,” SAYS
Michele Anthony. “Sothere’s no
demarcation between work and
philanthropy or activism.”

Sitting on a couch in the listening room
next to her New York office, Anthony is
explaining how her job as executive vp at
Universal Music Group connects to her
charitable work — chairing the Global
Poverty Project’s Global Citizen Tickets
Initiative, raising money for the women
writers retreat Hedgebrook and working
with pro-choice organizations. On June 14,
Anthony, 61, will be honored for both
her philanthropic work and professional
accomplishments as Jewish philanthropy
organization UJA-Federation of New York’s
Music Visionary of the Year.

At Universal, Anthony helps manage
the company’s U.S. labels, global catalog

and brand partnerships operations. She
also oversees its U.S. commercial services
division, where she assists labels in
pursuing new businesses. She has been
in the music industry since she was a
teenager, starting out by helping her
father, Dee Anthony, who managed Tony
Bennett and Peter Frampton, among
others; he helped bring a wave of British
acts to the United States in the 1960s and
’70s, including Joe Cocker and Traffic.
“Iliterally grew up with bands coming
over from England and sleeping on our
living room floor,” says Anthony. “When
Iwas 13, I'd go to the early show and the
late show at the Fillmore East, and my dad
would argue about the night’s take and
then put it in my green-fringed suede bag.
Because who would ever look for it there?”
Anthony surprised her father by going

-

to college — then law school — at the
University of Southern California. She
represented acts like Pixies and Ozzy
Osbourne at Manatt Phelps Rothenberg
& Phillips, then spent over 15 years at Sony
Music, where she rose from senior vp
domestic operations to president/COO of
the label group, leaving in 2006.

Throughout her career, Anthony has
worked on charitable causes that connect
naturally to her work with music and the
feminism that inspired her growing up.
“I'm also a child of music,” she says with
a smile. “And music has always been an
instrument of change.”

Were you kvelling when you found
out about the UJA honor?

More like shpilkes. The work they’re doing
is so important that I really want to deliver
for them in terms of fundraising. My
willingness to accept the award was not

based on the fact that it’s an industry honor

—it’s more about the times we’re living in.
I had just read an article about headstone
vandalism at a Jewish graveyard in St.
Louis when [Glassnote Records founder]
Daniel Glass called me about this.

What the UJA does isn’t limited to
raising awareness about anti-Semitism, of
course. And another reason I'm doing this
is that I'm also reading in the news about
the rollback of programs for vulnerable

"l had the amazing
good fortune of being
born into the music
business,” says Anthony,
photographed May 19 at
Universal Music Group
in New York.”ltwasn’t
anindustry then. Itwas
my dad and Jerry Moss
and Chris Blackwell and
Frank Barsalonaand
Bill Graham.
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populations —women, the elderly, kids with
special needs. They cut Meals on Wheels!

You're involved in several causes.
How do you decide what to take on?
Alot of my philanthropy and activism has
come through artists. When I was at Sony,
the company created a technology that
would show what a child abducted at 3
would look like at 13 and donated it to the
National Center for Missing & Exploited
Children, and I was on the board of the
organization. I've been very blessed to have

Citizen Festival] by reading white papers or
petitioning politicians. We extended that
to other concerts, making it easy for artists
and managers to donate tickets; we just
give them two names for will call.

You're also active with Hedgebrook,
aretreat for women writers.

Through Nicole Vandenberg [Pearl
Jam'’s publicist, who also works on the
band’s Vitalogy Foundation] I met Gloria
Steinem, who is a hero of mine. And both
Pearl Jam and I began doing different

“I'm a child of music. And music has
always been an instrument of change.”

Pearl Jam in my life, and we’ve been ona
journey, starting with the West Memphis
Three — they got involved in that case in
the ’90s, and that became something near
and dear to my heart.

Also through [Pear] Jam manager] Kelly
Curtis  met Hugh Evans, who started
the Global Poverty Project with the goal of
ending extreme poverty. He wanted to do
a concert in Central Park, and in 2012 we
pulled off a first show with Neil Young, the
Foo Fighters and others. And from that
first year, when we were begging people,
we’re now in the position where in 2015 we
had Beyoncé and Ed Sheeran.

Is that how you became chair of
the Global Citizen Tickets Initiative,
which gives fans access to tickets if
they take action to fight poverty?
Hugh’s vision was, let’s not give tickets
away, let’s educate and engage. So fans
became eligible to win tickets [to Global

fundraisers with Gloria for pro-choice
organizations. A few years later, Gloria

and Nicole told me about Hedgebrook, a
property that provides women writers with,
in the words of Virginia Woolf, “a room
of one’s own.” Their tagline is “women
authoring change.” Together we hosted
several fundraisers, which in part helped
create their songwriters program; Brandi
Carlile and Joanna Newsom are alums.

You once said that Steinem and your
father are your biggest influences.
If I talk about Gloria, I have to talk about
my mother. My parents were divorced,
so I would go on the road with my dad
but then also watch the indignities that
my mom went through in the workforce:
getting sent home from work for wearing

1 Pearl Jam gave Anthony the white
citrine crystal, which symbolizes
abundance, when she came to work at
Universal; the black crystal symbolizes
protection.2”Whenlwas 14, | went

to Japan with Humble Pie for three
weeks,” says Anthony (front, third from
right). "It was like Almost Famous.”

3" 'To Michele with respect’ —that’s
pretty big,” she says of Lou Reed’s note.
4The Oscarthat Allen gave her father.
"When I think of protecting artists,
that’s whatthis is for.” 5 Anthony and
former Epic Records A&R rep Michael
Goldstone (center) with Pearl Jam and
Curtis (left) during the band’s first visit
to Sony Music’s office.

pants, or having her boss giving her

his hotel-room key when they went

on a business trip. So my mother and I
would read Gloria’s articles in New York
magazine, and those became guiding
principles for me.

What did you learn from your father?
My dad managed [Australian singer-
songwriter] Peter Allen. Peter frequently
wrote with Carole Bayer Sager,

and Carole, Burt Bacharach and
Christopher Cross were working on the
theme song to Arthur. They got stuck
on the hook, so Carole called Peter for
help. A few nights later, Peter was flying
back to New York from L.A., circling
JFK [Airport], and he came up with the
line, “When you get caught between the
moon and New York City.”

When it was time to submit it to the
Oscars [for best original song, in 1981],
Carole calls Peter and says, “There have
never been four writers for an Oscar-
winning song; we want to pay you, but
would you take your name off it?” Peter
said sure, and called my father. My
father said no and called Carole — who
later told me how much she regretted
this —and she asked, “Is there anything
we can do to change your mind?” My
dad said, “Yeah, you can fucking hum
when you get to the chorus.” Peter’s
name stayed on the song, they won the
Oscar, and as Peter walked offstage, he
handed the statue to my father and said,
“This is yours.” ©
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TOPLINE

]

T.I. and Kevin Hart confirmed
that they will executive
produce a scripted, music
office-comedy series for
Showtime called The Studio.

ASCAP appointed Tony
Dunaif executive vp/head of
international affairs.

Damian Marley and Oreva
Capital acquired a 60 percent
- stake in marijuana magazine
High Times, its digital
platforms and its Cannabis
Cup trade shows.

06-01

VH1 Save the Music
Foundation, in partnership
with Gibson Foundation,
commissioned a series of
custom Les Paul guitars from
Miley Cyrus, Mark Ronson
and others for an auction

in October to celebrate the

Country star Clay Walker

foundation’s 20th anniversary.

06-03
signed with UTA worldwide. E—
%
06-02 Police evacuated 80,090
attendees at Germany's
- Rock am Ring music festival
= N Nurburgafterreceivinga
bomb threat.
06-05
Universal Music -

Publishing Group
named JW Beekman
CFO, worldwide.

Beekman

Rae Sremmurd’s Slim

Jxmmi (left) and Swae

Leein Reebok's “Classic
Leather” campaign._

Longtime music PR veteran

Perry Serpa (Record Store

06-06
Day, The Polyphonic Spree)

joined Tell All Your Friends PR -

as a principal.

Garcia
in 1991,

A guitar owned by late
Grateful Dead frontman
Jerry Garcia, nicknamed
Wolf, sold for $1.9 million at
auction in Brooklyn.

Imagine Entertainment
and White Horse Pictures

announced that Oscar
winner Ron Howard will
direct a documentary about
Italian tenor Luciano
Pavarotti.

06-08

Jeffrey Campbell, aka
The Educated Rapper,
amember of ‘80s hip
hop quartet UTFO,
died of cancer.
He was 54.

APA Nashville
signed singer
songwriter
and American
Idolalum
CaseyJames.

Campbell
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IHeartMedia president of the
national programming group
Tom Poleman added the title
of chief programming officer
to his nameplate.

Apple Music global head of
consumer marketing Bozoma
Saint John exited to join

Uber asits new chief brand
officer, tasked with building

a “"deeper, more meaningful
connection” with customers.

SaintJohn

American sportswear

brand Reebok selected Rae

Sremmurd to frontits latest

“Classic Leather” campaign.

Maggie Vail, a veteran

of labels Kill Rock Stars

and Bikini Kill, joined the
nonprofit organization Cash
Music as executive director.

Warner Music Group
launched Arts Music

new repertoire division for
classical, musical theater,
jazz, children's music and film
scores — with former Rhino
Records executive Kevin
Gore as president. WMG also
announced a joint venture
with musical-theater imprint
Sh-K-Boom/Ghostlight
Records, with Kurt Deutsch to
continue as president.

Interscope Geffen AGM
elevated Gary Kelly to
executive vp/chief revenue
officer at the label, with a
directive to focus on playlists.

The Chainsmokers opened a
four-day “Memories” pop-up
shop in New York, offering
new merchandise and a
limited run of custom denim
jackets from their design
director, Lauren Kessler.

BIRTHDAYS

June 8 Junel3

Kanye West (40) Rivers Cuomo (47)
Bonnie Tyler (66) David Gray (49)
June 9 June 14

Matthew Bellamy (39) Boy George (56)
June 10 June 15

Faith Evans (44) Gary Lightbody (41)

Kim & Kelley Deal (56)
June 12
John Linnell (58)

Nadine Coyle (32)
June 16
Ben Kweller (36)

WorldRadioHistory

LEEI COURTESY OF QRAESREMMURD. SAINT JOKN: EARL GIBSON //GETTY IMAGES. CAMPBELL: MICHAEL OCHS ARCHIVES/GETTY IMAGES. GARCIA: TIM MIOSENFELOER/GETTY IWAGES. BEEXMA Nz COURTESY OF UNIVERSAL WUSIC PUBLISKING GROUP. GUITAR: COURTESY OF ANTHEWIC AGENCY,
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CONGRATULATIONS

ANDREW STEW
KLEIN (X HEATHCOT

BRANDING POWER PLAYERS!

Here’s to your vision and commitment to excellence on
behalf of AEG and our partners. Well deserved and Thank You! FOAS

Your friends at
AEG Global Partnerships
and AEG Presents

PRESENTS
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1“Arianadidn’tknow

if she could evergoon
stage again,” Braun
(right), backstage with
Bieber, told Billboard." Two
days after[the attack]
she called me and goes,
‘I need to do something.’
She was so courageous
and I'mincredibly proud
of her.”2"Love conquers
fear, and love conquers
hate,” Perry told the
crowd before performing
“Part of Me” and “Roar.”
“This love thatyou
choose will give you
strength. It’s our greatest
power.” 3Horan (left)
backstage with Robbie
Williams. 4 Pharrell
Williams. 5 Gallagher
(left) surprised fans with
asolo setbefore bringing
out Coldplay’s Chris
Martin for Oasis’ “Live
Forever.”

One Love Manchester

MANCHESTER, ENGLAND, JUNE 4

PEACE, LOVE AND SOLIDARITY SERVED AS THE
rallying cry for One Love Manchester, the benefit
concert that Ariana Grande and her team, led by
manager Scooter Braun and backed by Live Nation,
produced in just two weeks’ time. The star-studded
event featured some of the world’s biggest stars —
including Marcus Mumford, Take That, Robbie
Williams, Niall Horan, Pharrell Williams, Miley
Cyrus, Katy Perry, Justin Bieber, Mac Miller,
Liam Gallagher, Coldplay and others —in a
powerful show of unity to honor the victims of the
May 22 terror attack that killed 22 people and injured
more than 100 at Grande’s Dangerous Woman tour

stop in Manchester. A subsequent attack in London
on June 3 made what was already an emotionally
charged evening even more poignant for the 50,000
people inside Manchester’s Emirates Old Trafford
cricket ground. “The kind of love and unity you're
displaying is the kind of medicine the world needs
right now,” a clearly moved Grande told the crowd.
The three-hour-plus show raised $3 million for

the British Red Cross during the concert alone.
“Manchester, I love you so much,” Grande added

to huge cheers before delivering the night’s
heart-rending closing number, a striking cover of
“Over the Rainbow.” RICHARD SMIRKE
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SCENE

on the

S

1JBalvinatthe Neon Desert Music
Festival in El Paso, Texas, on May 27.
2Rihannaand Kareem “Biggs"” Burke,
co-founderof Jay Z's Roc96, at the
Madeworn xRoc96 Pop-Up Event
inLos Angeleson May 31. 3Haute
Living celebrated Rick Ross atabash
in Miamion June 1.4 Josh Groban
performed during his Find Your Light
Foundation Galaat City Winery in
New York on June 5.5 Halle Berry (left)
and Spirit of Chrysalis Award honoree
Common at the Chrysalis Butterfly
Ballin Los Angeles on June 3.6 Chloe
XHalle at the Ladylike Foundation’s
annual Women of Excellence Awards
Galain Beverly Hillson June 3.

7 Veteran entertainment attorney

and SESAC Visionary Award honoree
JayL.Cooper (left) with SESAC
chairman/CEO John Josephson at the
SESACFilm& TV Composers Awards
held in Santa Monicaon May 31.
8Mya at the Flamingoin Las Vegas on
June 3.9 The CFDA Board of Directors
Tribute honored Gloria Steinem,
Planned Parenthood president Cecile
Richards and Janelle Monae (from
left) atthe CFDA Fashion Awards in
New York on June 5.
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THANK YOU

FIITIIRIE

MIGOS - TORY LANEL - IOEY DOLLAL

WITH SPECIAL THANKS TO LIVE NATION AND ICM PARTNERS FOR CREATING MEMORIES WITH US.

/ BARCLAYS HOME OF
CENTER HIP-HOP

A BROOKLYN SPORTS & ENTERTAINMENT VENUE

WorldRadioHistory
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1Jean-Benoit Dunckel (left) and Nicolas Godin

of French duo Air backstage on Randall’s Island
on June 4."“The American public applaud a lot,
soit’s cool for us to feel that warmth,” Dunckel
told Billboard.2DuaLipaon June 3. 3From left:
Wu-Tang Clan’s Inspectah Deck, GZA and Masta
Killa after their 20th-anniversary set on June 3.
4"[At] festivals, | try to make it the same emotional
experience withoutassuming thateveryone knows
me,” said Tove Lobackstageon June2.5RZA on
June 3.6 Charli XCX on June 2.7 From left: Jenny
Lee Lindberg, Emily Kokal, Theresa Wayman and
StellaMozgawa of Warpainton June 4.

7 DAYS onthe SCENE

PHOTOGRAPHED BY TAWNI BANNISTER




CONGRATULATIONS

Jennifer Breithaupt / Citi
Billboard Branding Executive Of The Year

No one better represents the
future of music and branding
more than you.

Thank you for five years of
iInspiring leadership, partnership
and friendship.

- Marcie and the MAC Presents Team

FEARLESS LEADER

Marcie

Your unrivaled commitment to forging
new paths for music, brands and the
next generation of leaders continues
to inspire us everyday.

Congrats on being recognized as a
Billboard Branding Power Player.

Love,
The MAC team

MAC PRESENTS

NEW YORK / CHICAGO / NASHVILLE
MACPRESENTS.COM
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JAY Z
THE FIRST RAP ARTIST OW‘%/
TO BE INDUCTED KENNETH “BABYFACE” EDMONDS
BERRY GORDY
JIMMY JAM & TERRY LEWIS
ROBERT LAMM & JAMES PANKOW
MAX MARTIN

SHAWN “JAY 2" CARTER

Special CAwarady
£D SHEERAN
ALAN MENKEN
PITBULL
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Clotkwise fromtop: I
Phaenix’s Christian Mazzalai,
Degk D'Arcy, Laurent
Brapcowitz and Thomas .
Mal]; photographed May 3 &t |
~ The VNYLin New York

-

When it comes to global politics, French band
Phoenix says “the moral compass is broken.” Its~ = -
response? To make its most joyful album to date

— —

.

BY ROB LeDONNE -
PHOTOGRAPHED BY ERIC RYAN ANDERSON



the beat

WHAT DOES A HIT SINGLE MEAN TO PHOENIX?
“It’s a curse,” says frontman Thomas Mars,
while sitting next to guitarist Laurent “Branco”
Brancowitz at Manhattan eatery Doma Na Rohu
in the West Village on a cool spring morning.
“We don’t chase hits,” continues Mars, “because
a successful album can be a gift, but a hit is
usually not.7

In the streaming era, where playlist-friendly
singles are king and rock groups angle for a
top 40 crossover to find casual listeners, Phoenix
couldn’t care less whether its new album, T: Amo
(out June 9), contains another chart-topping
hit like “1901.” The Paris-bred quartet of Mars,
Brancowitz, guitarist Christian Mazzalai and
bassist-keyboardist Deck D'Arcy — uniformly
warm and soft-spoken, and friends since forming
as a garage band in 1996 — spent its first decade
as a darling of the ’00s indie blogosphere. With
2009 album Woifgang Amadeus Phoenix, which
featured the synth-rock anthems “1901” and
“Lisztomania,” Phoenix rose to festival-headliner
status. “1901” landed in a Cadillac commercial
that aired during Super Bowl XLIV in 2010 and
the track topped Billboard’s Alternative Songs
chart. “When it’s a very good song and hits No. 1?
That almost never happens,” says Brancowitz,
ruffling the dark hair above his black-rimmed
glasses. “When it does, those moments are the
most important. It’s almost like a page turning.”
By the end of 2010, Phoenix was playing Madison

Square Garden in New York and bringing out their

pals Daft Punk as surprise guests.

The “curse” then of a song like “1901” is that
the band likely will never replicate its ubiquity.
The deliriously light Ti Amo is Phoenix’s second
full-length since Woifgang, and like 2013 album
Bankrupt!, it does not have any smash hits (first
single “J-Boy” has reached No. 24 on Alternative
Songs). Yet Phoenix is unaffected by such
expectations, as is longtime label Glassnote
Records. “Phoenix are a romantic rock band
whose inspirations come from experiences they
have soaking up culture all over the word,” says
Glassnote founder Daniel Glass. “Iwould be
remiss to impose our beliefs on their process.”

For Ti Amo, the group stationed itself at La
Gaité Lyrique — a complex in Paris that houses
everything from tech startups to performance
venues — and crafted the album during regular
working hours, after previously recording only
at night. Built around dreamy sci-fi synths, the
album also serves as a musical tour of Italy;
there are lyrical nods to Federico Fellini’s 1960
classic film La Dolce Vita, fior de latte gelato and
Via Veneto, which Mazzalai describes as “the
most famous street in Rome.” Brancowitz says
“my father is Italian, and we’ve spent a lot of
time there,” but adds that the band treated the
country as “a fantasy land — an Italy that never
really existed and is more like a safe harbor for
our imaginations.”

Ti Amo’s sunnier sound also belies the climate in

which it was created. During the recording process,

which began in 2014 and wrapped last spring,
violent attacks including both the Champs-Elysées
street shooting in April and the November 2015

massacre at the Bataclan
happened. The January
2015 terrorist attack at
the Paris office of satire
magazine Charlie Hebdo
hit closest to home. “A
lot of the cartoonists
who were killed were
people we [followed]
when we were kids,”
says Mars. “For us, it
wasn'’t just political — it
was people connected to
our childhood and pure,
innocent memories. It
was very traumatizing.”

Mars, who married
Sofia Coppolain 2011
and has two daughters
with the director, says
the group recognized
that the cheeriness of Ti Amo conflicted with
the world in which it was conceived. “What was
strange is that we did feel we were making a
record that was a total contradiction of what was
going on,” he says. “We were disconnected, so
we did feel a slight sense of guilt at first ... We just
had to accept it. Our reaction was spontaneous,
and it was like an antidote.”

Ti Amo will be released just weeks after the
election of French president Enmanuel Macron
over far-right candidate Marine Le Pen, as well
as the May 22 terrorist attack at Manchester Arena
in England that left 23 dead. “You can feel that the

moral compass is broken,” says Brancowitz. “I went

to go see my dermatologist. She’s a very intelligent
person,; 10 years of study in college. Even she was
conveying information that were fake Facebook

THE ‘CREEPY’ SOUNDS OF
SOFIA COPPOLA’S BEGUILED

A low, bass-driven thrum accompanies the final shot of
Sofia Coppola’s The Beguiled,a remake of the 1971

Civil War drama about a Louisiana girls’ boarding school

that takes in a wounded Union soldier. Unlike the most

memorable music moments of Coppola’s filmography —
think Marie Antoinette star Kirsten Dunst traipsing around

Versailles to Bow Wow Wow, or Scarlett Johansson
staring out of her Tokyo hotel room window in Lost in

Translation as Squarepusher’s “Tommib” fills the space —

Dunst (right), star of Coppola’s 2006 film
Marie Antoinette, joins Farrell in The Beguiled.

Phoenix headlined the second day of the Governors Ball music festivalin New York on June 3.

posts.” Yet he also points out that “in dark times,
there’s a tradition of happy music,” and the band,
which members say is closer than ever, is ready to
bring the positivity of T: Amo to the masses.

After headlining spring festivals like Governors
Ball and Hangout, the group will play large fests
across Europe and likely tour throughout 2018.
Phoenix is also enjoying the recent Cannes
acclaim of Coppola’s latest film, The Beguiled,
to which the group contributed new music (see
story, below). The band members don’t mind if
they’re still headlining arenas years from now,
or if they return to the clubs that Phoenix used to
play pre-“1901.” Brancowitz likens an intimate
club to a church: “You can look at everyone and
stand there like a priest.”

“A club,” adds Mars, “is a sacred thing.” ©

Coppola

there are no pop songs
here. The music of The
Beguiled is sparse, filled
with eerie tunes that
date back to the 1860s
(‘Lorena,” “Aura Lea”) and
accompanied by the distant sound of gunfire. The period
piece — which stars Colln Farrell and Nicole Kidman, and
opens wide June 23 — connected with audiences in May
at the Cannes Film Festival, where the 46-year-old took
home her first best director prize.

“l wanted the movie to be full of tension,” says Coppola.
She turned to husband Thomas Mars and his band
Phoenlx, who contributed the score to her 2010 film
Somewhere. | asked the guys if they would do something
minimal and tonal. | liked the idea of having synthesizers
to change the mood, but | wanted something that wasn’t
going to get too much attention.” For The Beguiled's
final scene, the group used a snippet of Italian composer
Claudlo Monteverdl’s “Magnificat,” which Coppola says
added a “creepy, lingering feeling.”

When working with Phoenix on a film project, Coppola
will first send stills to establish a sense of the scene’s
mood before screening the full sequence. “[Mars] will play
me afew options, and we'll see what fits,” she says. “It's
nice to have a musician in the house.” —ALEX SUSKIND
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dascap CONGRATULATES
OUR ASCAP POP AWARDS WINNERS

BMG

MUSIC PUBLISHING

Q Sony/AXV

SUAN

=~

-

ASCAP FOUNDERS AWARD
DIANE WARREN

ASCAP VANGUARD AWARD
MEGHAN TRAINOR

*

\ gV

SONGWRITER OF THE YEAR
MAX MARTIN

—~——

PUBLISHER OF THE YEAR
SONY/ATV TUNES LLC

INDEPENDENT
PUBLISHER OF THE YEAR

BMG

SONG OF THE YEAR

LOVE YOURSELF

WRITERS: JUSTIN BIEBER, SCOOTER BRAUN
PUBLISHERS: BIEBER TIME PUBLISHING, SCOOTERFISH PUBLISHING, UNIVERSAL MUSIC PUBLISHING GROUP

679

Writers: RemyBoy Monty, Fetty Wap
Publishers: 45th and 3rd Music Publishing Inc., Remy Boy Monty Publishing, RGF
Productions, Sony/ATV Tunes LLC, Wamer/Chappell Music, Inc., Zoovier

24K MAGIC

Writer: Christopher “Brody” Brown
Publishers: Late 80's Music, Thou Art The Hunger, Wamer/Chappell Music, Inc.,
Westside Independent Publishing

7YEARS

Writers: Christopher “Brody” Brown, Lukas Forchhammer, Stefan Forrest, Morten Ristorp
Jensen, David LaBrel, Morten Pilegaard

Publishers: F*ck You Dave, Halla!Halla! Publishing, Late 80's Music, Lukas Graham Songs,
StefMusic, Thou Art The Hunger, Wamer/Chappell Music, Inc., Westside Independent
Publishing

ANTIDOTE

Writers: Dave Guy, Ebony “Wondagurl” Oshunrinde socas, Bryan Van Mierlo
“Eestbound’socan
Publishers: BMG, Extraordinaire Music, Songs of Big Deal

CAKE BY THE OCEAN

Writers: Mattman & Robinsmn
Publisher: Wamer/Chappell Music, Inc.

CAN'T STOP THE FEELING!

Writers: Max Martin smw, Shellback smw, Justin Timberlake
Publishers: DWA Songs, Kobalt Music Publishing America, Inc., Tennman Tunes, Universal
Music Publishing Group

CHEAP THRILLS

Writers: Sia wmw, Greg Kurstin

Publishers: Kurstin Music, Pineapple Lasagne, Sony/ATV Tunes LLC
CLOSER

Writers: Frederic Kennett, Joseph King, Isaac Slade, Drew Taggart
Publishers: Aaron Edwards Publishing, Nice Hair Publishing, Sony/ATV Tunes LLC

COLD WATER

Writers: Justin Bieber, Philip Meckseper o), Thomas Wesley Pentz
Publishers: Bieber Time Publishing, | Like Turtles Music, Mad Decent Publishing, SONGS
Music Publishing, Universal Music Publishing Group

DANGEROUS WOMAN

Writers: Johan Carlsson sma, Max Martin sme
Publisher: Kobalt Music Publishing America, Inc.

OON'T LET ME DOWN

Writer: Drew Taggart
Publishers: Nice Hair Publishing, Sony/ATV Tunes LLC

EX'S AND OH'S

Writer: Dave Bassett
Publishers: Bassett Songs, Sony/ATV Tunes LLC

GOLD

Writers: Rev. Felix Snow, David Benjamin “Campa” Singer-Vine
Publishers: Felx Snow Productions, Indie Fop Music, Sony/ATV Tunes LLC, Warner/Chappell
Music, Inc.

HANDS TO MYSELF

Writers: Selena Gomez, Max Martin snmw, Mattman & Robin sme
Publishers: Kobalt Music Publishing America, Inc., SMG Tunes, Universal Music
Publishing Group, Wamer/Chappell Music, Inc.

HELLO

Writer: Greg Kurstin
Publishers: Kurstin Music, Sony/ATV Tunes LLC

HERE

Writers: Robert T. Gerongco, Samuel T. Gerongeo, Terence Lam socan
Publishers: Brass North Music, Samety Sam Publishing, Wamer/Chappell Music, Inc.

HIDE AWAY

Writers: Scott Bruzenak, Brett McLaughlin, Britten Newbill

Publishers: BMG, Bob Ochoa’s Homemade Salsa, Noise Castle [Il Music Publishing,
Sony/ATV Tunes LLC, Tennessee Kid Music

I HATE U, | LOVE U

Writers: Garrett Nash, Olivia O’'Brien
Publishers: Olivia O’Brien Publishing, Songs | Wrote Asleep, Sony/ATV Tunes LLC

ITOOKAPILL IN IBIZA

Writer: Mike Posner
Publishers: North Greenway Productions, Sony/ATV Tunes LLC

IN THE NIGHT

Writers: Ahmad “Belly” Balshe socax. Savan Kotecha, Max Martinsnw, Ali Payami sme,
Peter Svensson smw. Abel “The Weeknd™ Tesfaye socan

Publishers: BMG, Kobalt Music Publishing America, Inc., SONGS Music Publishing,
Warner/Chappell Music, Inc.

JUST LIKE FIRE

Writers: Oscar Holter sma. Max Martin snw, Shellback sma
Publishers: Kobatt Music Publishing America, Inc., Walt Disney Music Company,
Warner/Chappell Music, Inc.

LET IT GO

Writer: Paul Barry ovs
Publisher: Universal Music Publishing Group

LET ME LOVE YOU

Writers: Louis Bell, Justin Bieber, Lumidee Cedeno, Steven “Lenky” Marsden s,

DJ SNAKE sacenn, Dj Tedsmooth

Publishers: 1433 Publishing, Bieber Time Publishing, BMG, Cuts of Reach Music, Get
Familiar Music, Greensleeves Publishing Limited, Logi, Pay That Fam, Sony/ATV Tunes
LLC, Universal Music Publishing Group

LIKE I'M GONNA LOSE YOU

Writers: Meghan Trainor, Justin Weaver

Publishers: Big Yellow Dog Music, MTrain Music, Comman Music,
Wamer/Chappell Music, Inc.

ME, MYSELF &

Writers: Christoph Andersson, Gerald “G-Eazy” Gillum, Pete ‘Merf Kelleher =,

Ben Kohn ees)

Publishers: BMG, Christoph Reiner Andersson Publishing, G-Eazy Publishing, Primary
Wave Music, Sony/ATV Tunes LLC, Universal Music Publishing Group

MY HOUSE

Writers: Marcos “MAG” Borrero, Johan Carlsson smwn
Publisher: Kobalt Music Publishing America, Inc.

NEEDED ME

Writers: Prince Charlez, Adam “Frank Dukes” Feeneyrsocan, Brittany “Starra” Hazzard, Derrus Rachel
Publishers: Almo Music, BMG, Nyan King Music Inc., Feople Over Planes, Seven Comers,
Sony/ATV Tunes LLC, These Are Songs of Pulse, Universal Music Publishing Group

NEVER FORGET YOU

Writers: Astronomyy, Zara Larsson sme, MNEK ers
Publishers: Kobalt Music Publishing America, Inc., Sony/ATV Tunes LLC, Warner/Chappell
Music, Inc.

ON MY MIND

Writers: llyasma, Savan Kotecha, Max Martin s
Publishers: BMG, Kobalt Music Publishing America, Inc., Wamer/Chappell Music, Inc.

ONE CALL AWAY

Writers: Frank E, Maureen “Mozella” McDonald, Matt Prime sws
Publishers: Artist Publishing Group West, J Franks Publishing, Mo Zella Mo Music,
Sony/ATV Tunes LLC, Wamer/Chappell Music, Inc.

ONE DANCE

Writers: Paul “Nineteen85” Jefferies socam, Noah “40” Shebibsocan
Publishers: Nyan King Music Inc., Roncesvalles Music Publishing, Sony/ATV Tunes LLC

oul

Writers: Andrew “Dilla” Bonsu, Khari “Needlz” Cain, Jeremih Felton, “Kenny Kold”
Publishers: Dry Rain Entertainment, Ghanadon Publishing, Ohaji Publishing, Power Pen
Associated Publishing, Universal Music Publishing Group

FANDA

Writer: Adnan “Menace” Khan
Publisher: Stellar Sun Songs

PILLOWTALK

Writers: Joe Garrett #w, Anthony Hannides, Michael Hannides, Levi Lennox srs
Publishers: BMG, Sony/ATV Tunes LLC

ROSES

Writer: Drew Taggart
Publishers: Nice Hair Publishing, Sony/ATV Tunes LLC

SAME OLD LOVE

Writers: Mikkel Eriksen, Tor Hermansen
Publisher: Sony/ATV Tunes LLC

SAYIT

Writers: Gordon Chambers, Nicci Gilbert Daniels, Dave Jam Hall
Publishers: Brown Gir Music, Orisha Music, Stone Jam Music, The Night Rainbow Music,
Wamer/Chappell Music, Inc.

SEND MY LOVE (TO YOUR NEW LOVER)

Writers: Max Martin s, Shellbacksma
Publisher: Kobalt Music Publishing America, Inc.

SHUT UP AND DANCE

Writers: Ben Berger, Hli Brose Maiman, Ryan McMahon, Nicholas Petricca, Kevin Ray, Sean
Waugaman

Publishers: Anna Sun Music, Benjamin Berger Publishing, Ryan McMahon Publishing,
Sony/ATV Tunes LLC, Treat Me Better Tina, Verb To Be Music,

Wamer/Chappell Music, Inc., What A Raucous Music

SIT STILL, LOOK PRETTY

Writers: Scott Bruzenak, Britten Newbill
Publishers: BMG, Noise Castle Il Music Publishing, Tennessee Kid Music

SORRY

Writers: Justin Bieber, BloodPop®, Sonny Moore
Publishers: Bieber Time Publishing, Kobalt Music Publishing America, Inc., Michael
Diamond Music, These Are Songs of Pulse, Universal Music Publishing Group

STARBOY

Writers: Doc McKinney socas;, Jason “Daheala” Quenneville socan, Abel “The Weeknd”
Tesfaye socaw, Henry “Cirkut” Walter

Publishers: Cirkut Breaker LLC, Prescription Songs LLC, SONGS Music Publishing,
Universal Music Publishing Group

THIS IS WHAT YOU CAME FOR

Writer: Adam Wiles
Publisher: Sony/ATV Tunes LLC

UPTOWN FUNK
Publishers: BMG, Thou Art The Hunger, Wamer/Chappell Music, Inc.

WANT TO WANT ME

Writers: Sam Martin, Lindy Robbins
Publishers: Artist Publishing Group West, Hey Kiddo Music, Sam Martin Music Publishing,
Wamer/Chappell Music, Inc.

WE DON'T TALK ANYMORE

Writers: Selena Gomez, Jacob “JKash” Hindlin
Publshers: Prescription Songs LLC, Rap Kingpin Music. SMG Tunes, Universal Music Publishing Group

WILDEST DREAMS

Writers: Max Martin s, Shellback sme
Publisher: Kobalt Music Publishing America, Inc.

WORK

Writers: Jahron “FARTYNEXTDOOR” Brathwaite socaw, Monte Moir, Allen Ritter, Matthew
“Boi-1da” Samuels, Richie Stephens srs, Sevn Thomas socan

Publishers: 1Damentional Publishing LLC, Avant Garde Music Publishing Inc., Greensleeves
Publishing Limited, New Perspective Publishing Inc., Ritter Boy, Sony/ATV Tunes LLC,
Universal Music Publishing Group, Wamer/Chappell Music, Inc.

WORK FROM HOME

Writers: Joshua ‘Ammo” Coleman, Alexander Eskeerdo, Dallas Koehlke

Publishers: Aix Music Publishing, BMG, Dallask Music, Each Note Counts, Prescription
Songs LLC

&ascap WE CREATE MUSIC

WorldRadioHistory
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BEHIND THE SCENES

‘All Eyez’ Back On °Pae

The major players of the new Tupac Shakur biopic break down the film’s pivotal moments

BY ADELLE PLATON

“It was like solving a Rubik’'s Cube,” says L.I. Hutton, producer of the Tupac
Shakur biopic All Eyez on Me, of bringing the rapper’s story to the silver screen
amid production delays and a shuffling of directors. It has taken more than 20
years since Shakur's 1996 death for a dramatized depiction of the MC to arrive,
but some of its key moments have been obvious since day one. Real-life Shakur
collaborator Hutton, director Benny Boom and star Demetrius Shipp Jr. — who
makes his acting debut as Shakur, and whose father was an in-house producer
at Death Row Records — pinpoint the major scenes from the movie, which hits
theaters on what would have been Shakur's 46th birthday, June 16.

TUPACHEADS TO COURT
Shipp pored over hours of Shakur
footage to nail his mannerisms and

to gain insight into the rapper’s most trying
moments. He points to the sequence where
Shakur lands in prison on Riker’s Island on
two counts of sexual abuse stemming from
a 1993 incident. “You're going to see aman
dealing with life as it comes — not always
making the smartest decisions,” says the
28-year-old, who scored the role after his
father passed his audition tape to Hutton.
“You know what Tupac did, but you don’t
know what Tupac was dealing with at the
time he made those choices. You're going to
see what was going on.”

THE BIGGIE BEEF BOILS OVER
Little is known about Shakur’s
communication with The Notorlous

B.I.G. (Jamal Woolard, reprising his role from
the 2009 Biggie biopic Notorious) when the
East Coast-West Coast feud raged in 1996.
The film attempts to show Shakur’s humanity
when he denies sleeping with Biggie's wife,
Falth Evans (Grace Glbson), to close friend
Jada Pinkett (Kat Graham). “There’s a scene
where Jada walks in and says, 'What'’s that
about?' ” says Hutton. “Tupac answers,
‘Listen, it's not like that. What I'm saying is,

|l used to let him rock at my shows, let him
sleep on my couch. | did a lot for him. He
owes me more.””

HUSTLING IN THE STUDIO
Death Row Records CEO Suge
Knlght signed Shakur to his roster

while the rising star was in jail, leading to
many long studio sessions in Los Angeles
after he had completed nine months of his
prison sentence in 1995. With input from
Hutton and Shipp’s father, Boom showcased
Shakur’s work ethic. “We were able to get
the insight on the day-to-day at Can-Am
studios,” says the 45-year-old director. “ "Pac
did three or four records a day when he got
out. He’d record and didn’t want to mix it [or]
hear it back. He was almost recording like he
knew that it was going to be over for him, but
he wanted to leave his legacy.”

THE DRIVE-BY SHOOTING
Understandably, the most
emotional scene was the 1996 Las

Vegas incident that led to Shakur’s death at
25. “E.D.l. [Mean] from [the Shakur-founded
rap group] Outlawz was there, and he’s
actually in the movie, playing himself,” says
Boom. “I was like, ‘Can you play this scene
where you’re once again telling "Pac to hold
on?' It was tough for everybody — tough for
the actors because the shooting was the

last thing we did in Vegas, [and] for us as a
crew to film that scene because we knew
ultimately we had to get there, but we wanted
to save it for the end. You feel the emotion in
the scene when you see the film. It was deep.”

36 BILLBOARD |

JUNE 17, 2017




RPN CONGRATULATE OUR

\.RAN DN G
POWER
B AYERS

UNITED TALENT AGENCY

Los Angeles New York London Nashville Toronto Miami Malmé

WWW.UNITEDTALENT.COM

- -.4- ” 7 d o, <, L ¢ ” ,

NS RN NN Sy S f
Lok IR N A WL
’<r % 2 | : AL ST

3 p r " L { ’ 5 ;
i
o e Iy A 4



the beat

Drag Race’s
Killer Queens

RuPaul’s leading ladies refuse to compromise in a divided world

BY JOELYNCH
PHOTOGRAPHED BY SAMI DRASIN

n the 25 years since bursting
l into view with the 1992 single

“Supermodel (You Better Work),”
RuPaul has continued to bring drag
culture to the mainstream with the
long-running reality series RuPaul's
Drag Race, now inits ninth season. Ina
discussion moderated by Tamar Braxton,
past Drag Race competitors Mariah
Balenciaga, Derrick Barry, Willam Belli,
Pandora Boxx and Manila Luzon reflect
on RuPaul's cultural impact and
Pride Month in the Trump era.

ON BREAKING

BOUNDARIES

PANDORA BOXX When RuPaul
came out with “Supermodel,”
you saw drag change. Before,
people liked drag and came to
shows but they didn’t want to admit
it. [After] the song, straight people
wanted to come because they saw
RuPaul on MTV.

MARIAH BALENCIAGA What | love about
her is the fact that she came from an
eclectic background, so when girls on
the show or drag queens or anybody
says, "l can't do that, that's not who |
am,” you can be whoever and whatever
the fuck you want to be. Create it. You
just have to find the avenue for yourself,
and she has done that.

TAKING PRIDE
IN LGBTQ
MUSIC HEROES

June is a time to honor

the lesbian, gay, bisexual,
transgender and questioning
community’s rich history

and highlight its remarkable
achievements. To celebrate
Pride Month, Billboard asked
modern music stars to pen
essays about their favorite queer
icons, and how their sounds,
lyrics and overall images
influenced a new era of artistry.

RuPaul

ON MUSIC’'S RELATIONSHIP
WITH DRAG
DERRICK BARRY Ru’s music is so good,
whether he's singing as a man or
woman, and that's what's empowering.
[Without that example], | don’t think
Adore Delano from American Ido!
would have produced the music he
has coming right off the show. It took
drag for him to find that voice and be
comfortable in that persona.
MANILA LUZON As drag queens,
we'e so used to being told that
we have to lip-sync for our
shows. But on RuPaul's Drag
Race, the audience doesn't
even care what song you sing
— they're just excited to see us.

ON WHAT PRIDE MEANS
TO THEMIN 2017
BARRY We have to be more visible
than ever. | remember telling my fans
[after the 2016 tragedy at the Pulse
nightclub in Tampa, Fla] that it is so
important for you to be out, vocal and
visible right now. | feel like with the
Trump administration, it's the same
thing. We have to be bigger for this
Pride because we are now under a
microscope. This is our time to get
people united. It has to be universal for
us to progress. ©

A Great Big World’s Chad King

The first time | heard Freddie Mercury

| was in a friend's dorm room, smoking
pot, trying to escape the feeling that King
people were suspicious of my sexuality

when Queen’s “Good Old Fashioned Lover Boy” came

on. Never before had | heard

or felt that kind of flamboyant
fearlessness and unabashed
artistry. It was as if every single
piece of Freddie was in that
performance. He embraced his
identity, poured it into his art and
gave it life. He was unafraid to

share his true self with the world.

Instantly, Freddie became one of
my biggest inspirations.
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Even at a young age | had this innate

sense of relating to George Michael

as a homosexual male, without even

realizing my own sexuality or him being out.

| remember him coming out in 1998 and feeling a sense
of relief and ease with my
young burgeoning instinct. |
was yet to experience anything
gay for another year, butin
many ways, seeing him step
out in the public helped me
decide to never hide once |
started making music. He
gave me the strength to be a
gay public figure, and for that,
| am so grateful.

38 BILLBOARD | JUNE 17, 2017



Fror‘n left: Barry, Luzon,. |

Balenciaga, Belli and Boxx.." -
photographed May 22 at The
Abbey in West Hollywood.
Watch their digcussion at
Billbbard.com.

Justin Tranter

It's September 1997, the morning

after the student-directed AIDS

benefit show that | created at my Tranter
high school. Two girls from the show come

up to me and say, “We just wanted to give you a gift to
thank you for putting that all together,” and they gave

me Ani DiFranco’s Dilate. The first song is “Untouchable
Face,” and my 17-year-old femme queer head exploded!
Did she just say “she’s not really my type”? A she said
shel For a straight person, pronouns in songs don't seem
like a big deal, but that's because they're used to hearing
songs with the pronouns that make sense to your DNA
all day every day. For LGBTQ folks, we've still never heard
an artist use same-sex pronouns on the radio. | was in the
kind of heaven that only great songs can take a teenager
to, and | never wanted to leave.

MELISSA
ETHERIDGE:
‘DON'T LET FEAR
GUIDE YOU\

Since 1988, Melissa Etheridge has rele

14 studio albums, spawning hits such as “I'm

the Only One”and “Come to My Window." The
eavenworth, Kan., native — who came out publicly

the Triangle Ball during President Bill Clinton’s

993 inauguration — also has won two Grammys

and an Academy Award, and received a star on the

Hollywood Walk of Fame. The 56-year-old mother

of four reflects on what she would say if she met

hex younger self todx
would first say, ‘Don’t worry about your hair

Everyone's going to relax about n¢
it's not going to be an issue.’ \KXW
"Then | would mostly say, ‘Take'your ti

e more in the now.’ | was such adreamer an
such an ‘l got to get to this place’ [person] that
when | got there | didn’t even know | was there.
would say enjoy the journey. Don't let fear guide
any of your choices: that either it's never going
to happen or it's all going to go away. All that
\l\ear is going to fade away quickly. Just stay the

ourse and you'll get there.

“Back in 1993 when | came out, nobody was

ut, and the ruling thought was that if you come
out, you're going to lose your career. Everyone
will leave you in droves. | came to a pointin my
life where it wasn't worth it — that this fear,
this thought that if people aren’t going to like
my music if they know I'm gay, then they're ngt
listening to my music. | just had to believe in
myself. | needed to let the fear of being rejected.
either publicly or privately, go away. What other
people think of me is none of my business. Once

gotto that place, it made all the difference in

eworld.” 3-AS TOLD TO GARY GRAF

Visit Blllboard.com to read Pride-themed
letters and essays by BRITNEY SPEARS,
SELENA GOMEZ, ELTON JOHN and more.
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AND BEST MUSICAL GOES TO...

Two red-hot productions — Dear Evan Hansen and Natasha, Pierre & The Great
Cometof 1812 — are the frontrunners in the top race at the Tony Awards (June 11).
One is likely to take the torch from Hamilton — but which will win the 2017 prize?

A misfit teen finds
popularity and viral fame
following a classmate's WHAT IT'S
death, but a dark secret ABOUT
threatens to shatter his
newfound confidence.

9 NOMINATIONS

After a year co-starring in
The Book of Mormon, Ben Platt has

become Broadway's biggest new star as
LEADING

the morally questionable Evan. “He owns MAN

that role,"” says book writer
Steven Levenson. “There was never any
doubt he was our Evan."”

Benj Pasek and Justin
Paul, who won an Oscar for
best original song earlier COMPOSERS
this year for “City of

Stars” from La La Land.

No. 8, the highest debut of a Broadway BILLBOARD
200 CHART

cast album since 1961's Camelot. HIGH

As Evan's deceased frenemy
Connor, Tony nominee

Mike Faist is the “absent
" COMMANDING

center of the story,” says CO-STAR

Levenson. “There's something
about Mike that's inviting,
but also mysterious."”

Performed by Evan's mother (Rachel
Bay Jones) after the show's
climax, “So Big, So Small” gives TEARJERKER

the audience “a chance to take MOMENT
a collective breath,” says

Levenson. “It's healing."

Like the Netflix hit 13
Reasons Why, the show
encourages dialogue on mental WHY IT
health issues. "People SHOULD WIN
are hungry for that,"” says

Levenson.

An immersive take on a
chapter of Leo Tolstoy's
War and Peace that
boasts a multicultural
cast and electro-pop

score.

12

Josh Groban makes his Broadway
debut — in a fat suit, no less — as
the hard-drinking, soul-searching
Pierre. "He's both a leader and a

follower, and that’'s a delicate balance

to strike with [his] level of success,”
says director Rachel Chavkin.

Dave Malloy, a musical
theater veteran from
Cleveland who's at
work adapting another
classic, Moby Dick.

No. 84

Denée Benton lends
“philosophy, self-awareness,
humor, arrogance and humility"
to the romantically challenged
Natasha, says Chavkin. “Her
soul is enormous. In the end,
it really is Natasha's play."”

The titular characters finally
connect in the show's penultimate
number, the aptly titled “Pierre

& Natasha,"” accompanied only by piano.
“Some are here for the dance party,
and some for romance,” says Chavkin.

In light of America's
political climate, “a play
about selfishness and tiny

acts of bravery feels really

says Chavkin.
CURTIS M.WONG

timely,

A WAY-TOO-EARLY
LOOK AT 2018

A slew of new musicals from
Broadway and beyond could be vying
for the big prize at next year's Tonys

THEBAND'S VISIT

This alluringly quiet musical — based on the 2008
film about a band of Egyptian musicians who get
stranded in a remote Israeli town — was a critical
darling when it premiered off-Broadway in 2016. It
has a gorgeous score by David Yazbeck, rollicking
songs played by a live band and heartbreaking
performances from Tony Shalhoub and Katrina
Lenk. Casting for the fall's Broadway production isn’t z
yetannounced, but if they come back, consider both
locks for 2018 nominations.
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MEAN GIRLS

Can fetch happen at the Tonys? With showman

extraordinaire Casey Nicholaw directing and
choreographing, Tina Fey’s much-anticipated

adaptation of the beloved 2004 movie should spring

to life on Broadway next March. Bonus: The score H
is by Fey’s husband, Jeff Richmond, who wrote 30

Rock’s zippy background tunes. 3
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FROZEN 5
Not since The Lion King has a Disney stage musical
been so eagerly anticipated. Oscar-winning
songwriters Bobby Lopez (who also wrote Avenue Q
and The Book of Mormon) and Kristen Anderson-
Lopez return to the scene of “Let It Go,” with plenty
of new songs in tow, for a March 2018 premiere.

2019 CONTENDER?

JAGGEDLITTLEPILL
The American Repertory
Theater in Cambridge,
Mass., is known as a
Broadway incubator, so

look for the new Alanis

Morissette musical,
debuting there next May. Diablo Cody wrote
the book, and Diane Paulus — who helmed
Sara Bareilles’ Waitress both at ART and on

Broadway — directs. REBECCA MILZOFF
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MEET THE
GO-TO GUY AR
FOR ALBUM ART

With psychedelic designs for Tame Impala,
Kelis and others, London-based Leif Podhajsky
has quietly become a virtuoso of LP covers

BY NICK WILLIAMS

FOA

HOLY Fi

N ARTIST LEIF PODHA]JSKY’S EAST LONDON STUDIO,
stacks and stacks of colorful vinyl testify to his near
decade-long love affair with album artwork. Inspired
by J.R.R. Tolkien’sillustrations as a child growing up
in Byron Bay, Australia, Podhajsky grew fascinated with
the fantastical album covers of Roger Dean (Yes) and the
Hipgnosis collective (Pink Floyd, Led Zeppelin). Now, the
35-year-old is a master of the medium, producing dozens of
covers during the past seven years.
In 2009, Tame Impala’s manager emailed
Podhajsky, who specializes in mixed
media, to take a crack at the group’s
debut LP, Innerspeaker. It was a “dream
job” for Podhajsky, who had once snuck
into one of the band’s sold-out gigs in
Melbourne. After relocating to London
in 2011, Podhajsky took on clients like
Lykke Li and Kelis, and his psychedelic-
leaning style became a go-to for labels Sub
Pop and Modular. Color features heavily in
Podhajsky’s work, thanks to his having synesthesia, a
neurological phenomenon where he sees color in sounds.
“They say the drugs of the time define the music,” he says.
“But there has been a huge revival of people exploring
consciousness, and my artwork really fit that style of music.”
After offering designs to Nike, Ballatine’s Whiskey and
the Sydney Opera House, Podhajsky will launch a line of
silk scarves in August and a virtual-reality experience called
“Horizons” for Google’s Daydream platform: “I try and keep
pushing myself'to new levels, and keep learning as I go.” ©

1“London Grammar came into the
studio, and we chatted about what
they had gone through personally
and emotionally in writing it,” says
Podhajsky of working with the British
pop trio on the cover for the group’s
LP Truthls a Beautiful Thing, out
June 9."The album photo has asoft,
warm quality and also adarkness.
This duality really underlines the
album perfectly.” 2 Podhajsky’s
portfolioincludes Tamelmpala’s
Innerspeaker,Foals’ Holy Fire (3)and
Kelis’ Food (4). 5-6 Podhajsky's scarf
designs will arrive this August via
his shop (shop.leifpodhajsky.com).
7Interior of his East London studio.

Podhajsky

DAD'S BIG DAY

WHEN YOUR
FAVORITEL

A ot

MCISYOUR i
(LIL WAYNE'S DAUGHTER)

SHANIAH MAULDIN VANESSA SIMMONS ROMEO MILLER

: (JERMAINE DUPRI’'S DAUGHTER) (REV. RUN'S DAUGHTER) (MASTER P'S SON)

FATH E R “The best gift 1 gave :  “My gifts have always - “There have been ~ * ‘I got him a blinged

_ _ _ my dad was an actual : been personal, hand- :  tons of gifts over the :  out 4lmm Audemars
Having a hip-hop icon for a dad . : . : : : :
makes for a challenge when it trophy, for being the : crafted items. However, : years, but as I get . Piguet, but I think
comes to Father's Day gift giving. best dad a girlcould :  if youwere to ask my . olderIrealizethe : my fal{wr is ha;?py I
The stars of WEtv's Growing Up ever ask for! Ithink :  dad whatwas thebest . best possible gift]  :  haven't made him a
Hip-Hop and Growing Up Hip- that’s the best award :  gift he received, he  :  could give is spending i grandpa yet. That may
Hop: Atlanta, the latter of which he could receive.” would say me.” © quality time together.” :  be the greatest gift.”

premiered May 25, reflect on the

STEVEN J HOROWITZ
best present they ever got for Pop.
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Martin Bandier and everyone at

Sony/ATV Music Publishing
congratulate Brian Monaco 3=1¢11"7/:\\"4

/ MUSIC PUBLISHING

on being named one of this year’s
Billboard Branding Power Players.

WorldRadioHistory
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J KHALED IS DRIVING A GOLF
D cart down the double yellow

line of a road in Beverly Hills,
because traffic is snarled and he just wants
to get back home to work on his album.
People in luxury cars stare as we pass
them — though we’re traveling no more
than 20 miles per hour, we must seem to
be whizzing by. The unseasonably cool
May air whips through Khaled’s beard as
he coughs and grumbles about the chill.
“How cften do you fire this pupgy up?” 1 yell.
“Every day,” he replies. “Go to Starbucks,
get me a pumpkin bread. It’s off the chain.”
I glance at the brown paper sack in my lap,
the pastry warming my knees through my
jeans. The bag is secure. Whew.

Khaled Mohamed Khaled, 41, is a man
who appreciates the small things. And
— as we return to his recently acquired
$10 million mansion in a gated 90210
community — I'm reminded that Khaled
also appreciates the big things. The
driveway is crowded with Rolls-Royce
Wraiths, one black and one Arabian blue,
plus the Escalade he signed for earlier that
day (more on that later). There’s nothing
middling about the producer’s life or career,
the line between which he has been gleefully
blurring since he became a Snapchat
celebrity/sentient meme in late 2015.

“That’s me being myself,” says Khaled,
referring to his outsize online persona.
“These artists work with me because I make
good music, but also because I have good
energy, a good heart and I'm grateful — the
special things that God is blessing me with,
now the world can see them.”

His grandest blessing is his 7-month-old
son Asahd (Arabic for “lion”), who has
atiny motorized Rolls of his own and an
executive producer credit on Dad’s other
intensely fussed-over creation: his 10th
album, Gratcful, out June 23 on Epic and
Khaled’s own We the Best imprint. Khaled
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Why
He’s So
Popular

Things
Share

What
He'’s
Really
Ahout

recruited A-listers including Rihanna,

Drake and Big Sean for Gratcfil, which has
already been heralded by two Khaledian
mega-collabs: head-nodder “Shining” with
Beyoncé and Jay Z (a Billboard Rhythmic
chart No. 1) and bubbly rap-pop crossover
feast “I'm the One,” in which Justin Bieber,
Lil Wayne, Chance the Rapper and Quavo
from Migos merrily rhyme over what sounds
like a dolphin humming dancehall. When
the single debuted at No. 1 on the Billboard
Hot 100, Khaled celebrated on Instagram by
putting on swim trunks and the most serious
face imaginable, then spraying five bottles
of champagne across his lawn.

When I arrive at Khaled’s home, a couple
of hours before our snack run, I expect to
find him covered in gold chains, floral prints
and cocoa butter, getting his hair touched
up by a team of stylists as he prunes a fern
—you know, Snapchat stuff. Instead, he’s
in gray sweat shorts and a white tee (both
Polo) with gray socks and black We the Best
slides, his only adornment a small diamond
pendant that spells “Allah” in Arabian
script. He’s in an armchair, neck hunched
and eyes locked on his phone. “Make
yourself comfortable,” he says distractedly.
He then stands up and disappears for 20
minutes. I'm left with a sleepy Siamese
cat named Coco, a tray of Ciroc vodkas
and the black velvet damask wallpaper
last owner Robbie Williams chose for the
high-ceilinged anteroom.

Khaled leaves again just 25 minutes
into our talk — that time I overhear words
like “my lawyer” and, with an irritated
edge, “that was early in the process.” His
phone never stops buzzing. “The day in
the life of a Khaled is crazy, right? This
album I’'m making is literally impossible,”
he says, in what sounds like a boast until

‘HE IS A MODERN-

DAY PHILOSOPHER’

Arianna Huffington and Rick Ross on what
they value about their friend, DJ Khaled

Huffington It's not just about mastering the technology
and media young people favor. It’s also his message
that resonates: It's about success, empowerment,
confidence, but also about community and the world.

Ross Khaled changed the landscape of rap. He was
talking [early on] about collaborations and breaking
barriers — West Coast, East Coast, down South. Even if
| was beefing with somebody and Khaled took a photo
with them, | wouldn’t question his loyalty.

Huffington We have a lot in common in terms of the
“Major Keys” about gratitude. And we share a love of pillows.

Ross We've shot basketball at my house, and we've
gambled on basketball. We once went up to $170,000 —
we ran the numbers up extremely high, and then we both
milked French Montana for a check.

Huffington We walk through life taking so much for
granted, and he reminds us of the simple pleasures and
simple joys. He is a kind of a modern-day philosopher.

Ross When the gangster era was dominating, he was the
only dude who'd jJump out the car and say, “My brother!”

he adds, “clearing samples, dealing with
other labels. When you work with these
big artists, it’s very delicate. Legally it’s
anightmare.”

Yes, this is the same guy who in
November published The Keys, a
motivational book with chapter headings
like “Don’t complain,” “Life is what you
make it, so let’s make it” and “Have a lot
of pillows,” which is important so you can
“rest your greatness.” Looking at his eyes
I venture a guess: He hasn’t been resting
his greatness. “I don’t sleep a lot,” sample-
clearing Khaled admits. But Keys Khaled
—walking, as always, an unswerving
line between cartoonishly inflated and
monkishly reverent — quickly cuts in and
adds, “If I only get two to four hours of
sleep, I want to sleep in the biggest bed
ever with the most pillows in the world and
the most beautifullest view. I remember
sleeping on the floor with one sheet and no
pillow. So I don’t take nothing for granted.”

One way to think of Keys Khaled is
as the living embodiment of sample-
clearing Khaled’s triumph over childhood
adversity, as the first-generation son of
Palestinian immigrants who escaped an
Israel-occupied West Bank with $200 in
their pockets. As a kid in New Orleans, he
helped his folks hawk clothes out of their
van at a flea market. They built the family
trade into an “empire” of apparel stores
stretching to Orlando, but that collapsed
after an IRS audit, forcing teenage Khaled
to take on various jobs and hustles to keep
them afloat. A stellar work ethic, after all,
is the one thing all iterations of Khaled
indisputably share.

ICTURE JOHN CUSACK HOLDING

a boom box, but with a big-bodied,

hirsute man in place of Cusack,
and a PA speaker instead of a boom box.
This is, essentially, how Khaled won the
affection of Justin Bieber and made “I'm
the One.” He got the beat from — “Lemme
see his name,” says Khaled, checking his
phone, “I want to make sure I get it right”
— Los Angeles producer Let Me See You
(aka Nic Nac). He took out some drums
to highlight the groove and suddenly
realized he had something worthy of
pop’s hook-man of the moment. He and
Bieber were longtime pals, but he had been
waiting to ask him to collaborate until his
own career was on the level, “so I don’t play
myself” (a “Major Key” to success). It was
early January, his first day in his Beverly
Hills mansion, and he made the call. Bieber
invited him to his place. “I hung up, jumped
inthe Rolls and brought a PA just to make
sure I presented it right,” says Khaled.

They wound up listening to the track in

Bieber’s truck, which, Khaled wonderingly
says, ‘has starsin it, a reclining fur seat, shit
like a movie.” The Biebs started bobbing
his head. He liked it. Bieber said he’d play
around with it. Before Khaled could leave,
he made him play ground hockey. “I took
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the beating for the song,” says Khaled.

Khaled calls this sort of thing “going into
their world.” “His energy is infectious,”
says Bieber. “He’s got an amazing ear for
hits, and when I heard the beat for this
track, [Bieber’s collaborator] Poo Bear and
I decided to jump on and write the hook.
Khaled is a good friend and a lot of fun to be
around, and when he believes in something,
he makes you believe.”

Rick Ross, a close friend who has
appeared on every Khaled album, puts it
this way: “When you answer a call from
DJ Khaled, regardless of what time it is,
he’s screaming like it’s 8 a.m. He’s excited,
he’s got this big idea that’s much bigger
than the last — ‘You won’t believe this one.’
The thing is, he really feels that way. He
really loves his music that much.”

With Bieber onboard (Khaled’s
directive: “I want a big, anthematic call-
out hook”) the names of the would-be
MCs came to Khaled all at once. Chance
the Rapper was staying in Malibu, eating

“Istarted taking care of
my family damn near 17,
18 yearsold.l gotraised
with greatness. And my
sonis going to be the
biggest mogul.”

“KHALED IS A GOOD FRIEND
AND A LOT OF FUN TO BE
AROUND, AND WHEN HE
BELIEVES IN SOMETHING,
HE MAKES YOU BELIEVE”
—BIEBER

barbecue with his family when the DJ
showed up. Chance recognized Khaled’s
vision and was sold. Migos were coming to
Los Angeles in mid-January to tape Jimmy
Kimmel Live!, so Khaled booked a post-
show room with them at Westlake Studios
(where Thriller was made, because the
track’s melody reminded him of “Human
Nature”) and Quavo did his verse in five
minutes. Then Khaled called Lil Wayne.
The two met, famously, when Wayne was
12 and Khaled, 19, was a NOLA record

”

shop clerk. “He’s never told me ‘no,’
says Khaled. Weezy knocked it out, and
that was it — except Bieber wasn’t done.
“I'm calling every day like, ‘Do you need
me to bring you tea? Is the AC good in the
house?’ Then he sends it. I'm not going to
lie. I shed tears.”

Critics want Khaled to be | Dilla, in
the lab all day, smoked out, dreaming up
beats. He does still make actual music
(he cites “Shining” and Gratcful’s cut
with Rihanna), but more importantly, he
masterminds songs-as-events, providing
direction, putting the right people in the
room, fine-tuning results and dealing with
the administrative details after everyone
has gone home.

LaTrice Burnette, senior vp of marketing
at Epic, calls Khaled a “one-stop shop.” Epic
president Sylvia Rhone says Khaled gets
the best out of his superstar collaborators
because he maintains real friendships with
them, and adds, “He is an excellent legal
dealmaker on top of all of that — one of the
sharpest businessmen that [ have seen on
the creative side of music.”

I tell Khaled that there are people who
think he doesn’t do anything, and he
retorts, “Anybody who’s confused what
Khaled does is an idiot.” He’s perched on
the edge of his cushioned seat, waving his
arms, voice echoing. “I produce, I write,
I orchestrate. I'm a mogul and one of the
biggest DJs you've seen in your life. I'll
bust your ass on some turntables. You go
to my Miami studio, you’ll be blinded by
the shining of the [platinum and gold]
plaques. What, you think my records get
made magically?”

No, I say, but some assume that he lets
others do the work, then puts his name on
it. “The difference with me is this,” says
Khaled, suddenly calm. “I show love. I
don’t hide credit for anybody that works
with me. A lot of these producers don’t say
[who helped them].”

Khaled came of age in the late '80s,
break dancing (as Special K), amassing
golden-age vinyl and practicing his
turntables in the garage. He sold music
behind a counter while guys like Wayne
peddled mixtapes outside and, after
fate brought him to Florida, set himself
apart from other DJs by being the most
loudly enthusiastic voice on the radio
and in the club. Of course he fantasizes
about improbable posse cuts and treats
musicians like rare collectibles (“I
checked a lot of people off with this
album,” he says). Of course the first thing
you see when you walk through his front
door is a vintage photo of Nas and Jay Z
autographed by both of the once-bitter
rivals. Of course it galls him that he still
hasn’t worked with Eminem. (“It’s going
to happen one day, I feel it. His lawyer
is my lawyer.”) He hollers his every
accomplishment from the rooftops not
only because Khaled is Khaled’s biggest
fan — Khaled is rap’s biggest fan.
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VEN SO, RAP TURNED ITS BACK
B on Khaled two years ago. “I had

people betray me, want me broke,”
he says, though he won'’t get specific because
he has a policy of not speaking about other
people unless theyre great. (Khaled refuses
to utter Donald Trump’s name or comment
on his policies, saying only, “I expect our
leaders to lead with love. Obama’s my
president.”) But in 2015 Khaled self-released
the atypically broody I Changed a Lot. He’d
broken from Cash Money Records without
explanation — Ross has claimed label boss
Birdman owes Khaled millions; Khaled
insists they’re still pals. He does say he was
burned out, and all of his assets were tied
up in simply maintaining his career: “I'm
putting out all these records, on the road
nine months of the year, and what do I have
to show for it? A watch?”

Khaled went to his girlfriend, Nicole Tuck,
and told her he wanted a child. (They’ve now
been together 13 years.) “I said, ‘If this music
thing is over tomorrow, I'll be happy. I just
want you, my baby, my swimming pool, my
flowers, my jet ski and I'm good. And some
barbecue cheeseburgers. I was searching for
joy and happiness. I found it [at home]. Now
that I'm a father, 'm unstoppable.”

It’s a moving speech, and while he’s
delivering it, he’s signing for the Escalade
that pulled up in the drive an hour earlier.
Several times Tuck asked Khaled to do this
so the man from the dealership could leave,
and each time Khaled said, “We spending
all this money, he can wait.” Now she’s
holding the paperwork in front of him and
pointing to the places where his signature
goes while he talks to me. How much did
he just spend? “No fucking idea.”

Khaled recently set a new rule: He and
his family are never to be more than three
days apart by car. Khaled, if you don’t know,
is terrified of flying. Motivational guru
Tony Robbins is trying to help him with
this, leaving voice memos every few weeks
reminding Khaled he’ll take him up in his
jet anytime. For now, Khaled takes a tour
bus between homes and responsibilities.
Asahd, though, may change that. “He flies
private,” says Khaled. “I'm just as stressed
out on ground waiting for him, so I might
as well be up there.”

Father and son have been otherwise
inseparable: in the studio, on red carpets,
at the Grammys in matching tuxes, in the
“I'm the One” video, at a Gratcful press
conference. Asahd is the cover model
for the album and its first three singles.
He’s got verified Twitter and Instagram
accounts and has been a regular on
Khaled’s Snapchat literally since birth.

It’s one thing to film yourself watering the
lawn while dropping philosophical nuggets
about tending to one’s spiritual garden.
Likewise to ask your followers for help
when you're lost at sea on a jet ski at night
(the incident that made Khaled a viral hit).
But it’s another to broadcast your fiancee in
labor from beginning to end. “She wasn’t
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the happiest,” Khaled admits. But didn’t he
also want to keep that moment for himself?

He leans in very closely: “He’s my son,
but when I look at him, he’s my prophet,
too. I believe me and Asahd was put on this
world to show what love is.”

This would seem to be at odds with
Khaled’s presentation of himself as the
bottle-popping soul of rap excess. It’s so
on the nose that one of his mentors is Sean
“Diddy” Combs, Diddy being known
less for making music than for mogul-ing
(including with his MTV reality show,
the only real precursor to commanding
millions of followers on Snapchat). Khaled
got his break making beats for ballers like
Fat Joe, Big Pun and Fabolous, back before
bling gave way to name-checking designers
as the come-up-signifier of choice.

His millennial-friendly update to such
signifying was to rebrand it all as a personal
affirmation. “I gave the kids a language
that’s clear and positive,” he says.

“He has a very natural approach,” says
Arianna Huffington, who in December
shared a stage with Khaled for a speaking
engagement at Columbia University. “It’s
rooted in the deeper stoic philosophy of
approaching life — to not be overwhelmed
by events or defeated by adversity.”

In other words, it’s real in a way that social
media usually isn’t. While countless claim to
be simultaneously #blessed and #humble,
Khaled genuinely seems to be both.
Authenticity may be irrelevant to his art (as
popular, accomplished and legally fraught

%. '
5 fay A
(& ‘,(};“i

-

b

?'4.‘-1‘-/?:\_ )L{. : A

¥

Clockwise from top:
Onstage at Coachella
in April; with girlfriend
Nicole Tuck and theirson
Asahd Tuck Khaled at
the 2017 Grammys; the
video for "I'm the One,”
featuring (from left)

Lil Wayne, Quavo and
Takeoff of Migos (rear),
Bieber, Chance the
Rapper and Khaled.

asitis), butit’s crucial to his lifestyle. “We
live in a world where so much is fake,” says
Robbins. “Even reality television, we all
know, is fake. So when you get something
raw and real, it strikes a chord with people.”

“I’'m about one love,” says Khaled,
although.you could also call it self-love.
That’s what Khaled models, whether
he’s unbuttoning his silk shirt to free
his belly on The Wendy Williams Show or
Instagramming at 2 a.m., snuggling Asahd
while murmuring, “You wake daddy up any
time you want. I love you.”

Khaled’s a beacon in this age of
contradiction, when being true to one’s self
seems more attainable than ever — and our
president’s policies flout such freedoms.
Khaled’s proudly living large in a time when
some would marginalize his demographic.
The “they” Khaled frequently invokes —
the ones who don’t want you, the dreamer,
to “win” or “succeed” —are no joke.

They also do not want Khaled to get
props at Starbucks, but this happens three
times before we hop into the golf cart with
our pumpkin bread: The barista behind
the counter throws up metal horns when
we walk in; a young mother stops for a
selfie near the register; and as we pull away
in the cart, a man close to Khaled’s age
reaches for a fist bump. I'm reminded of
when, back at the house, Khaled paused
and asked me, in all earnestness, “Am I
acelebrity?” It’s hard to say whether he
thinks he has a ways to go — or sees he may
have become something more. ©
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Khaled advises "the

younger moguls out there”

toinvestinreal estate.
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For decades, tens of millions of fans from dozens of nations have watched
the Eurovision Song Contest, cheering fringe musical talents and the

spirit of inclusivity itself. But in 2017, Russia and Ukraine’s Crimean
conflict spilled over into the competition, destabilizing a cultural utopia

BY WILLIAM LEE ADAMS

#2 “Juliabecame asymbolic
soldierin Russia’s conflict
with Ukraine,” says
Eurovisionscholar Dean
 Vuletic of Samoylova,
pictured onstage in Russia
inMarch.“The 2017

¥ contestbecamea power
." game.” Inset: Eurovision
2017 winner Salvador
Sobral of Portugal, with his
sister Luisa, who wrote his
winningsong.

ERE AT THE INTERNATIONAL EXHIBITION CENTER IN KIEV,

Ukraine, on the night of the first Eurovision semifinal, nothing seems
out of the ordinary — or at least, any stranger than usual. A Greek pop
chanteuse stands center stage, singing a dramatic melody as a pair of
bare-chested men dance and stomp in a large puddle. A Polish diva,
all blond hair and overflowing cleavage, belts about animal rights
before a screen showing a digital flock of birds. A buff Montenegrin
whips his 3-foot hair extension to the beat of a disco number before
tearing off a voluminous skirt to reveal spangled silver leggings. More
than 10,000 Euro-pop devotees, speaking a dozen languages, cheer
their favorites and wave their nations’ flags.

But it is no typical year at Eurovision, global music’s most popular
kitschfest. The performer who has dominated headlines across the
continent for months is not even in the concert hall on this evening in early May. More than 400 miles away,
in the Crimean city of Sevastopol, Russia’s Julia Samoylova — a 28-year-old with lustrous blond hair and a
beatific smile — sits onstage in her wheelchair, flanked by members of Russia’s armed forces. In addition to
performing her intended Eurovision entry, a saccharine ballad called “Flame Is Burning,” she sings of “air
saturated with gunpowder” to commemorate Victory Day, a holiday marking the Soviet defeat of the Nazis.
Though she had earned Russia’s place at Eurovision two months earlier, Ukrainian authorities had subsequently
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banned Samoylova from the competition,
citing a performance she had given two
years ago in Crimea, the peninsula at the
center of a territorial dispute between
Ukraine and Russia. The week before the
Victory Day concert, Samoylova tells me
through a translator that her motives for
appearing are purely patriotic. “I've been
granted a chance to honor the memory of
all those who lost their lives,” she says. “It
has nothing to do with the Eurovision Song
Contest — just coincidence.” But it’s hard
not to see Samoylova’s appearance as less
innocent — the latest not-so-subtle political
provocation from her home country.
Eurovision is best known for its spirit
of inclusion and entertainingly over-the-
top performers. Created in 1956, it is the
mother of all reality shows, a Miss Universe-
meets-American Idol parade of artists who
take pride in competing on behalf of their
nations. (A jury and viewers from each
country vote for songs from nations other
than their own.) The televised final regularly
draws close to 200 million global viewers
(though it has been broadcast in the United
States only since 2016, on Logo), and while
its winners, who often already have record
contracts, only take home a microphone-
shaped trophy, they frequently find global
success. Past victors include ABBA (1974,

Jamala performed at the first Eurovision semifinal in Kievon May 9.

“ONE THING IS
IMPORTANT — ARE
YOU HUMAN OR
NOT? THAT'S WHY
THIS SITUATION
BETWEEN UKRAINE
AND RUSSIA REALLY

with “Waterloo”) and Céline Dion (1988).

I discovered Eurovision in 2007 as a
recently transplanted American writer living
in London. In reserved Britain, the show’s
anything-goes approach felt refreshing and
rebellious — my first Eurovision, I cheered
for a tinfoil-wearing Ukrainian drag queen.
(Later I started Wiwibloggs, an independent
news site devoted to the competition.)

But the contest has historically served as

|

UPSETS ME.”
— Ukraine’s Jamala,
2016 Eurovision winner
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alens for more serious subjects, too. With
performers from more than 40 countries
thrust into close proximity for two weeks,
it is a kind of microcosm of Europe and the
myriad issues that afflict it. In 2015, Armenia
submitted “Don’t Deny,” a song marking
the centenary of the Armenian genocide.
(It was forced to change the title to “Face
the Shadow.”) When Austria’s Conchita
Waurst, a bearded drag queen, wonin 2014
in the aftermath of Russia’s anti-LGBTQ
legislation, Russian politicians called her
victory a sign of “moral decay of the West.”
In 2000, Israel’s broadcaster of Eurovision
disavowed its country’s own act after the
group waved Syrian flags.

With all the disruption now afoot on
the global stage — from Russia’s possible
U.S. election meddling to the groundswell
of (ultimately unsuccessful) support for
Marine Le Pen in France to, well, President
Trump — perhaps it’s not surprising that this
year’s Eurovision was destabilized, too.

Eurovision’s diversity arguably makes
it far more engaging to watch than any
American Idol finale — not to mention a
beacon for the marginalized groups across
the world that, to a large extent, make up
its fan base. But as Samoylova learned, it
also means that a young woman with spinal
muscular atrophy, wishing to sing a song
of hope, can find herself'in the center of
an international fracas — to her embattled
home country, a sympathetic representative;
to Ukraine, technically at least, a criminal.
“Julia became a symbolic soldier in Russia’s
conflict with Ukraine,” says Dean Vuletic,
a historian and Eurovision scholar at the
University of Vienna. “The 2017 contest
became a stage on which a real war was
waged by other means.”

i Running AfOlll Of IRAVERIEN Moscow and its policies negatively impacted the contest long before this year

<« 2007, HELSINKI
Ukrainian drag queen
Verka Serduchka
repeatedly sang “lasha
tumbai,” a nonsensical
phrase she claimed was
Mongolian for “whipped
cream.” Russia took
offense, claiming it was
amispronunciation

of “Russia Goodbye”
and an insult after
Ukraine’s Orange
Revolution. Russia
banned Serduchka from
entering the country

for a year after the
performance.
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A 2009, MOSCOW

Stephane & 3G won Georgia’s Eurovision
selection with "We Don’t Wanna Put In,” an
apparentdig at Putin after, in 2008, Russia
aided separatist forces in Georgia's South
Ossetia. Fearing tensions in Moscow, the
European Broadcasting Union banned the
song. Georgia withdrew from the contest.

<4 2014, COPENHAGEN
Following Putin’s
introduction of anti-
LGBTQ legislation and
annexation of Crimea,
Russia’s Tolmachevy
Sisters competed with
the sappy love song
“Shine.” The audience
unfurled gay pride

flags and booed during
the duo’s performance
and again during the
voting results, when

the 17-year-old twins
broke down in tears.
They came in seventh
place anyway. —W.LA.
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IN EUROVISION TRADITION, EACH YEAR’S
winning country becomes the next year’s
host, and so it went with Ukraine. In 2016,
Jamala — a glamorous 33-year-old Muslim
known for her sophisticated fashion and
elctro-pop sound — took home the crown at
the competition in Stockholm. With lyrics
like “When strangers are coming, they
come to your house, they kill you all and say,
‘We’re not guilty, not guilty, ” her winning
song, “1944,” told the story of Josef Stalin’s
expulsion of Crimean Tatars that year,
including Jamala’s own great-grandmother.
As Jamala tells me outside her dressing
room at this year’s contest, “It’s about our
historical background. We made some
mistakes, but we are a new generation, and
we can’t do this in the future.”

Russian political leaders perceived
“1944” as a comment on the country’s
nationalist agitations under Putin, and
onlookers guessed that Russia might
sit out the 2017 contest in protest.

But on March 12, Russian broadcaster
First Channel revealed it had chosen
Samoylova to represent the country. She
had risen to fame on Faktor A — Russia’s
version of The X Factor — and performed
at the 2014 Paralympic Games in Sochi.
Following the announcement, Samoylova
assures me that “the only thing worrying
me is my weak English. Also the thought
that I absolutely need to perform well to
be worthy of the choice Russia made.”

Ten days later, Ukrainian security
officials banned Samoylova from entering
the country. Since spring of 2014, after
Russia annexed the Ukrainian territory
of Crimea and ensuing skirmishes on
the eastern border displaced at least
1.4 million Ukrainians, Ukraine and
Russia have effectively been at war. By
entering Crimea in 2015, Samoylova had
breached Ukrainian law. Russia could still
compete at Eurovision, authorities said,
but only with an artist “who did not violate
Ukrainian legislation.” The European
Broadcasting Union, which oversees
Eurovision, condemned Ukraine’s actions
but offered a workaround: Samoylova
could perform via satellite. Russia’s state
broadcaster refused.

Knowingly or not, Russia had created
the perfect PR storm: selecting a disabled
singer who fit Ukraine’s chosen 2017
theme, “Celebrate Diversity,” but who
had also broken its law. The host country
— which, unlike Russia, had not been
recently booed at Eurovision — was
cast as the aggressor. A Samoylova
performance could have given visibility
to a group too often treated as invisible;
instead, her absence only highlighted
Moscow’s most likely less-than-altruistic
motives. The EBU rebuked Ukraine. “We

On the same day as the first Eurovision semifinal, Samoylova
sangin Sevastopol, Crimea, for Russia’s Victory Day.

“I GO ONSTAGE IN
DIFFERENT PLACES
— THIS IS MY JOB,

I HAD NO IDEA THAT
THE |[CRIMEA| CONCERT
WOULD CAUSE
SUCH A REACTION.”

— Samoylova, Russia’s
2017 Eurovision contestant

had a promise in writing and orally from the prime minister
down that everyone was welcome at the song contest,” says
Frank-Dieter Freiling, chairman of the EBU’s Eurovision Song
Contest Reference Group, which governs the contest. “We were
disappointed Ukraine didn’t live up to their word.”

In late April, competitors from 42 countries descend on Kiev for
the first Eurovision rehearsals, amid extra-tight security prompted
by ongoing terrorist activity in Europe. (Weeks earlier, an ISIS recruit
had driven a hijacked truck into a crowd at a Stockholm department
store, killing five.) “There is always a risk that someone with a
different agenda is taking aim at the song contest,” Freiling tells me.
Inside, we watch rehearsals as security guards prowl, carrying clubs.

IN THE END, NEITHER SECURITY ISSUES NOR THE UKRAINE-
Russia standoff dampen the spectacle. At the first semifinal on
May 9, contestants ranging from Sweden’s Robin Bengtsson (who
sings while dancing on a treadmill) to Azerbaijan’s Dihaj (joined
onstage by a man wearing a horse head, voguing on a ladder)
shimmy onto the mammoth stage, with its 11,000 square feet
of LED screens. Twenty-six acts ultimately advance to the final,
including one of the bookies’ favorites — bohemian Portuguese
singer Salvador Sobral. Four days later, the grand finale unfurls
in predictably dazzling form. During the voting interval, Jamala
performs her new single, “I Believe in U” (“The ‘U’ is for
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Ukraine,” she tells me); during the opening
bars, a Ukrainian streaker mounts the stage
and flashes the audience.

Ultimately, it’s the quietest competitor
who takes the prize: Portugal’s Sobral,
singing a delicate, jazz-inflected tune
called “Amar Pelos Dois” (Love for Two).
Sobral, like Samoylova, came equipped
with a sympathetic backstory: His sister,
Luisa, wrote “Amar Pelos Dois” for him,
and he had had to skip rehearsals owing to
a serious heart condition. In a year when
cynicism nearly overwhelmed Eurovision,
his minimalist performance — he sings
softly, alone on a bare stage — feels like a
throwback to the Eurovision of old, when
music mattered more than machinations.

But political intrigue has a way of
resurfacing after the contest. Two
days after Sobral’s win, speaking at an
economic summit in Beijing, Vladimir
Putin defended his country’s decision to
stay out of the competition. “I believe that
our agencies involved in that process did
the right thing,” he says. “From my point
of view, the current authorities in Kiev are
unable to host events of this kind.”

Eurovision has but one line of defense
where its integrity is concerned: the EBU’s
Reference Group, which on June 12 will
meet to decide whether it will punish the
Ukrainian and Russian broadcasters. “We
want to make sure no one is using the song
contest for their own political interests,”
says Freiling, adding that this year turned
into a “propaganda war on both sides.”

Though she didn’t perform, Samoylova
may still be a winner: Thanks to the
publicity, she has won scores of new fans
and boosted the visibility of physically
challenged performers — all while
representing a country that Human
Rights Watch has cited for mistreatment
of disabled children. “The news that I
could not come to the contest hurt me,
but I never give up, never,” she tells me. “I
would like to say to all the people — with
physical challenges or without them —
believe in yourselves, never give up and
make your dream come true.”

The day after Eurovision, a popular
talk show on Russia’s First Channel airs a
special, Blacklist for Eurovision, devoted to
Samoylova’s recent travails. The host and
commentators describe their disgust over
her treatment, but the artist herself, who
wears a rhinestone between her eyebrows,
remains serene. “The participants were
wonderful — Eurovision is always a
celebration,” she says. “To be honest,
there were not so many memorable
songs.” She smiles demurely as the host
turns the conversation to 2018. “Now we
know for sure,” he announces. “Julia will
represent Russia in Portugal.” ©
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GREGG ALLMAN'S .
BROTHERLY LOVE

The co-author of Allman’s autobiography remembers sitting with the

Southern rock great as he struggled with his health — and took solace in the

ever-present spirit of his long-departed sibling and bandmate, Duane

BY ALAN LIGHT

HEN GREGG ALLMAN’S
devoted manager, Michael
Lehman, spoke to me about
working with Gregg on
his autobiography, I was
skeptical. [ had written
a few stories about Gregg before and knew
he was a reluctant interview — he could be
serious and thoughtful, but was far from a
life-of-the-party raconteur.

Our first session was set for sometime in the
spring of 2011, less than a year after Gregg’s
liver transplant. And then, before we met up, he
suffered another medical emergency — this time
going Code Blue in the hospital after blood had
seeped into his lungs. Still,
Michael assured me that
Gregg wanted to proceed
with the book.

We first sat down in
northern Florida, where
Gregg had gone to rest
and recover. He needed
a walker to move around,
and he looked old and very
fragile. As soon as I turned
the recorder on, he told
me about a vision he’d had
while he was unconscious
in the hospital: a dream in
which he came to a bridge,
and someone with long
hair — his late brother,
Duane, he assumed — stood on the other side.
Gregg decided that it wasn’t time to go across.
The dream was eerie, and it ended up providing
the prologue to the book that was eventually
titled My Cross to Bear.

Soon enough, Gregory — what he preferred to
be called; to him, “Gregg Allman” was a brand —
returned to his home outside Savannah, Ga. Every
few weeks we would sit on the couch and talk; he
was often proudly wearing the purple psychedelic
booties that his mother, already in her 9os, had
knitted for him. His beloved “house manager,”
Judy, kept the coffee on and meticulously laid out
the dozens of pills he needed to take to maintain
his immune system. No matter what he was
recounting — his father’s murder when he was
just 2 years old, the years of substance abuse, the
bandmates he had lost along the way — he would
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Gregg (left) and Duane Allmanin
Muscle Shoals, Ala.,in October 1970.

perk up when his two little puffball pups would
skitter into the room.

It was stunning how present Duane seemed
to be in Gregg’s mind. He would bring him up
constantly — he had notes from Duane framed
on the walls of the house, and he emphasized
that the Allman Brothers Band was Duane’s
vision and would always be Duane’s group.
Maybe it isn’t surprising that 40 years after
his death, his brother was still so important to
Gregg; think about what it must feel like to go out
night after night fronting the Allman Brothers
Band when you're the only living Allman Brother.
Gregg clearly felt some kind of survivor’s guilt,
but Duane’s memory also seemed to give him
a drive and a purpose for his
musical gift.

Make no mistake: As
laid-back as he was, Gregg
was competitive when
it came to music. He
understood the group’s
legacy in helping to
create both the Southern
rock and jam band
movements, but he bristled
at any comparisons to
Lynyrd Skynyrd or the
Grateful Dead — as far
as he was concerned, the
Allman Brothers were in
another league.

Gregg had a hard time
slowing down. He would take me out to his garage
and show off his motorcycles, dreaming of being
able to get back in the saddle and open one up on
the highway. But as I drove away from the house,
I would see him and Judy in my rearview mirror,
climbing onto bicycles for a careful lap around the
block, gradually building back his strength.

I don’t know when Gregg said the words that
come near the end of My Cross to Bear, but I
sure do remember him saying them. “When
it’s all said and done, I'll go to my grave and my
brother will greet me, saying, ‘Nice work, little
brother —you did all right.” ”

He damn sure did. He walked through so many
fires that we all started to suspect that he was
unstoppable. Now that time has inevitably caught
the Midnight Rider, I'm honored and grateful that
I got to be along for part of the ride. ©
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Allmanonstage at
California’s Long Beach
ArenainMarch 1972,
afew months after the
death of his brother.
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Branding Power Players 2017

These are the 57 executives driving the $2.1 billion business of partnering marketers with superstars — led
by Citi's Jennifer Breithaupt, whose latest moves include tapping Katy Perry (and Nugget, her poodle)

EXECUTIVE OF THE YEAR

JENNIFER BREITHAUPT*
GLOBAL CONSUMER CHIEF MARKETING OFFICER, CITI

HEN GUNS N’ ROSES GUITARIST SLASH HEADLINED A BENEFIT
for the Greater Los Angeles Zoo Association in May, many fans
experienced the show without being there, thanks to virtual reality.
“It’s a big area of focus for the next-generation [of | fan
experience,” says Citi’s Jennifer Breithaupt, architect of the
“Backstage With Citi” concert series, a partnership with Live
Nation and NextVR, a leader in broadcasting live events in virtual reality.

An innovator in creating music happenings to drive customer loyalty, Breithaupt is
Billboard’s branding executive of the year, having led Citi to its most successful year in
music branding since the launch of the Citi Private Pass program more than a decade
ago. On her watch, ticket revenue rose 34 percent and total tickets sold increased
20 percent in 2016 over the previous year.

Beyond the Slash VR experience, her deals drove exclusive ticketing and cardmember
experiences for more than half of the past year’s top 100 tours, including Guns N’ Roses,
Coldplay, Luke Bryan, Dave Matthews and Selena Gomez. She also continued Citi’s title
sponsorship of NBC’s Today Concert Series, with more than 30 performances.

“Jennifer has been widely recognized as a leader in her field,” says Citi Global Cards
CEO Jud Linville, who announced Breithaupt’s promotion in April to global consumer
chief marketing officer for Citi.

One of Breithaupt’s most notable moves this year was tapping Katy Perry and her
poodle Nugget for Citi’s first global TV spot, for the company’s Double Cash campaign.
In February, she also launched Citi Sound Vault, a live-music program curated
exclusively for cardholders that debuted during Grammy Week with performances by
Beck, The Chainsmokers, Metallica and Sting.

Breithaupt aims to drive Citi’s music marketing to greater heights. “2016 was the
most successful year we have had from an entertainment standpoint,” she says, “and
2017 is on track to beat last year.” ‘WILLIAM CHIPPS

CONSUMER BRANDS

MIKE BELCHER, 49
VP MARKETING AND BRAND
PARTNERSHIPS, T-MOBILE

Securing the naming rights in

*» 2016 to Las Vegas’ hottest new

Z arena and sponsoring Justin

' Bieber’s Super Bowl LI ad, as
well as his U.S. summer stadium tour, are
helping T-Mobile build brand awareness
— and its customer base. Belcher says the
telecom company has added more than
1 million customers in each of 16
consecutive fiscal quarters, including
8 million new customers last year alone.
“We look for talent that, like our brand, is
bold and disruptive,” he says. “Artists
want to partner with us; they’re coming
to us with ideas.”

JOE BELLIOTTI, 43
HEAD OF GLOBAL ENTERTAINMENT
COCA-COLA

Coca-Cola, through multiple
- music-branding moves, kicked
off 2016 with its first new
: tagline in seven years, “Taste
the Feeling,” powered by an original song
by Avicii and Conrad Sewell that collected

Breithaupt hung out
backstage with Metallica
atthe Hollywood
PalladiuminLos Angeles
during the Grammy
Week launch of the

Citi Sound Vault. From
left:Lars Ulrich, Kirk
Hammett, Breithaupt,
James Hetfield and
Robert Trujillo.

* Declined to reveal age
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48 million Spotify streams. Coke products
have been covered with lyrics from 75
songs by artists including Selena Gomez
(who drew 4.4 million likes for an
Instagram shot of her lyric-wrapped
bottle). And Belliotti also launched the
livestreaming platform Coke Music TV,
on Facebook Live, which has amassed
3.§ million viewers for more than 50
original broadcasts. “Music,” he says,
“could actually outpace sports spending
for brands in the future.”

BRAD BENTLEY, 4/
EXECUTIVE VP MARKETING, AT&T
ENTERTAINMENT GROUP

Bentley led AT&T’s multiyear
deal with Taylor Swift, giving
the company access to exclusive
video, including February’s
AT&T-sponsored, pre-Super Bowl program
featuring Swift, The Chainsmokers and
Sam Hunt. The show followed the
November launch of the premium-content-
driven DirecTV Now app, which drew
200,000 subscribers in its first 30 days. (A
pending merger with Time Warner would
bring more customers under the AT&T
umbrella.) “We want to deliver experiences
consumers can’t get anywhere else,” says
Bentley. “Music is a great way to do that.”

ERIN CHIN, 39
GROUP BRAND DIRECTOR, PROXIMO
SPIRITS

Nielsen measured a 9 percent
spike in overall growth for 1800
Tequila in 2016 after Chin
infused the two-century-old
brand with hip-hop culture. The “Back to
the Block” series (through partnership with
Billboard) showcased Travis Scott, Wale,
G-Eazy and Mike Will Made-It returning to
their hometowns, while visual artists like
Enoch Perez created limited-edition
bottles. Chin also helped plug Octave
Minds’ “Tap Dance” (featuring Chance the
Rapper) into the brand’s “Just Refined
Enough” campaign.

DEBORAH CURTIS*

VP GLOBAL EXPERIENTIAL
MARKETING AND PARTNERSHIPS
AMERICAN EXPRESS

Amex cardholders, through
deals struck by Curtis, got
presale offers this year to tours
by Kendrick Lamar, The xx and
J. Cole, following 2016 exclusives for
Beyoncé, Justin Bieber, Drake, Kanye West

| and Rihanna. Curtis this year also

expanded Amex’s Coachella activation
with customer experiences delivered
through the Coachella app (including the
pop-up American Express Platinum House
at the Parker Hotel in Palm Springs, Calif.).
Says Curtis: “We surrounded the festival
and made it an extraordinary experience
that we’re extremely proud of.”

RAISSA GERONA, 34

CHIEF BRAND OFFICER, REVOLVE
MICHAEL MENTE, 36
CO-FOUNDER/CEO, REVOLVE

The online fashion
é retailer Revolve (in a

partnership with

Billboard) staged its

second #REVOLVEfestival April 14-16 in
Palm Springs, Calif. “Music, like fashion,
connects people, and we are continuously
trying to make deeper connections with our
customers and fans,” says Gerona. The
festival’s Epic Records-curated lineup
included Migos, Rick Ross, 21 Savage,
A$AP Ferg, Lil Jon and Slim Jxmmi of Rae
Sremmurd. “Not to mention,” adds Mente,
“Drake hosted a secret private party to
close out the weekend, complete with a
five-hour DJ set.” For Revolve, says Mente,
“the week that followed was our most
successful sales week to date, ever.”

ADAM HARTER, 45
VP MARKETING, CULTURAL
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Bentley (left) struck
adeal for Swift to
performatapre-
Super Bowl concert
sponsored by AT&T.

CONNECTIONS, PEPSICO NORTH
AMERICAN BEVERAGES

Harter scored a marketing triple
play in the past year with the
Sound Drop emerging-artist
program, the return of the Pepsi
Zero Sugar Super Bowl Halftime Show and
the use of music from John Legend, among
others, for the launch of Pepsi’s LIFEWTR
brand. “Sound Drop has had as much as a

160 percent positive impact on artist sales,”

says Harter of the campaign, which has
boosted Lukas Graham, Alessia Cara,
Tinashe, Jidenna and Bebe Rexha.

MARCEL MARCONDES, 4/
U.S. CHIEF MARKETING OFFICER
ANHEUSER-BUSCH

Bud Light’s sponsorship of Lady
Gaga’s Dive Bar Tour included
% three events streamed through

| Facebook Live. “The key
element we take into consideration is
authenticity,” says Marcondes. “Lady Gaga
is a great example, because she wanted a
project to go back to where everything
started, playing in bars.” Marcondes (who
inherited the Gaga campaign in his new
role) oversaw Budweiser’s “Born the Hard
Way” Super Bowl spot, which has gotten
more than 28 million YouTube views.

RAJA RAJAMANNAR, 55
CHIEF MARKETING AND
COMMUNICATIONS OFFICER
MASTERCARD

' Rajamannar led MasterCard’s
largest push into music in 2016
in more than 20 countries. That
included 40-plus concerts
produced exclusively for cardholders,
activations at more than 200 events
including the Grammy Awards, “priceless”
opportunities (artist meet-and-greets, red
carpet access) and partnerships with
Robbie Williams and Juanes. “The biggest
challenge is not just making consumers feel
good, but making consumers act,” says
Rajamannar, who reports that MasterCard
has seen increased frequency of use and
spending by its cardholders.

JEREMY TUCKER, 47
VP MARKETING COMMUNICATIONS
AND MEDIA, NISSAN NORTH AMERICA

After a movie tie-in last year
with Rogue One: A Star Wars
Story to market its Nissan
Rogue, Tucker turned from
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the galaxy to a country superstar. He
struck a deal for the Nissan Titan
full-sized pickup truck to sponsor Blake
Shelton’s current Doing It to Country
Music Tour. “We have a great
relationship with Blake, which started
through our sponsorship of The Voice,”
says Tucker. “Country music resonates
with our Nissan Titan fans in an
unbelievable way.”

BRANDING AGENCIES

MARCIE ALLEN, 43
PRESIDENT, MAC PRESENTS

When H&M debuted its
biggest ad spend of 2016

for its collaboration with

I =# Paris fashion house Kenzo,
Chance the Rapper was the face of the
global campaign — thanks to the
brand-partnership savvy of Allen and
MAC Presents (and partners at C Lewis
Group). Whether pairing The Rolling
Stones with Citi in 2013, Imagine
Dragons with Southwest Airlines in 2015
or Khalid with Forever 21 this summer,
Allen assures all “are getting the best end
of the deal.” But her proudest recent
accomplishment? Allen received a
distinguished alumna honor in March for
her career and philanthropy from her
alma mater, Harpeth Hall, the
independent, women’s college-prep
school in Nashville.

BRUCE FLOHR, 50

FOUNDING PARTNER, GREENLIGHT/
LIVE NATION STUDIOS; CHIEF STRATEGY
OFFICER/EXECUTIVE VP CREATIVE, RED
LIGHT MANAGEMENT

DOMINIC SANDIFER, 47
PRESIDENT/FOUNDING PARTNER
GREENLIGHT/LIVE NATION STUDIOS

Flohr and Sandifer
and their partner,
Red Light
Management
founder Coran Capshaw, sold a majority
stake in Greenlight to Live Nation in May

| 2016, allowing them to tap the clout of the

concert giant’s sponsorship division. Their
work with Logitech’s UE Boom wireless
Bluetooth speakers since 2012 helped put
UE among the top three brands in global
market share. And citing Greenlight’s
mission to “create culture instead of
one-off marketing campaigns,” Sandifer
points to the firm’s work with Spotify on the
series Music Happens Here that bowed on
the streaming service in February as part of
a 360 initiative with Live Nation partner
Hilton. In the works: a humorous,
nonmusical campaign titled Safeties First to
highlight eight-year client Hyundai’s
partnership with the NFL.

ADAM OWETT*
PRESIDENT, ARCADE CREATIVE GROUP/
SONY MUSIC ENTERTAINMENT

The team behind the
partnership deal with
Forever 21, from left:
Khalid’s agent Cara
Lewis, Khalid, his
manager Courtney
Stewart of Right Hand

Music Group and Allen,

atthe MAC Presents
and C Lewis Group
officesin New York

At Arcade, an advertising
agency within Sony Music
Entertainment, Owett professes
) two passions: “music and
delivering meaningful campaigns for
brands.” Among the events that he staged
worldwide in 2016 for the launch of Ford’s
Platinum Edition Explorer, SUVs rolled into
New York’s Grand Central Terminal with
Foreigner blasting from their premium
Sony sound systems. Says Owett: “The
music industry may, in many respects, have
deeper data and more compelling insights
atits disposal than many brands do.”

ELENA SOTOMAYOR, 45
EXECUTIVE VP MARKETING, HENRY/CMN

Sotomayor has connected
brands with Hispanic
consumers for more than 20

# years. At Henry, the new
branding arm of Henry Cardenas’ concert
and event promoter CMN, she’s moving
beyond traditional music and sports
sponsorships to more extensive deals.
Recent campaigns include a three-year
agreement with Bank of Americato
increase engagement with Hispanics in
communities on Marc Anthony’s tour.
“The road to success must go through the
music fan,” says Sotomayor, whose team
brought in $5 million to CMN in 2016.

ALLISON STATTER, 37
CO-FOUNDER/CO-CEO, BLENDED
STRATEGY GROUP

As her company marks its
second anniversary on July 1,
Statter cites partnerships she
has created for Revlon (with
Ciara and Gwen Stefani), DirecTV (with
Jon Bon Jovi), Muller Yogurt (Nicole
Scherzinger) and American Family
Insurance (Jennifer Hudson). “My biggest
professional accomplishment,” she says,
“was growing BSG to be a reputable
business for both brands and talent.”

TALENT AGENCIES

BRITTANY BALBO, 37

AGENT, UNITED TALENT AGENCY
JEREMY ZIMMER, 59

CEO, UNITED TALENT AGENCY

Working with Balbo,
UTA’s branding
i superstar D] Khaled
4= M hascollected some
17 million social media followers to the
benefit of branding partners like Apple,
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With new venues and emerging businesses,
Brooklyn Sports & Entertainment CEO Brett Yormark has provided a tremendous

platform for both rising artists and global superstars to reach their fans.
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T-Mobile and Ford. “The days of
traditional sponsorship and advertising are
gone,” says Balbo. Every division of UTA
has experienced growth year-to-date, says
Zimmer, but the agency’s CEO is most
proud of a nonfiscal move. In February,
UTA canceled its pre-Oscars party in favor
of arally supporting free speech and
donated $250,000 to the ACLU. “We're in
a time that demands our generosity and
awareness,” says Zimmer.

BRANDON FRANKEL, 32

SENIOR VP BRAND PARTNERSHIPS AND
CREATORS INITIATIVE, PARADIGM
TALENT AGENCY

Frankel has racked up frequent-
- flyer miles in pursuit of

branding opportunities for his

clients, traveling to Mumbai
with Major Lazer for the opening
ceremonies of the Indian Premier League
cricket finals and to a mall in Moscow with
Yung Lean for a Calvin Klein campaign.
Paradigm’s creators initiative is reaching
out for brand opportunities to “non-
traditional talent,” he says, from gamers to
YouTube stars. “We’re pairing creative
people with the things they love.”

KEVIN GELBARD, 48
MUSIC BRAND PARTNERSHIPS AGENT
CREATIVE ARTISTS AGENCY

During the past year, Gelbard’s

- - team closed more than 220

o deals for CAA’s clients, a
Py T percent increase over the
year before. His work included partnering
Carrie Underwood and Carnival Cruise
Line to benefit Operation Homefront’s
charitable initiatives for veterans and
securing OneRepublic’s headlining slot on
the Honda Civic Tour — the agency’s sixth
act on the tour in seven years. The key to
successful artist-and-brand partnerships,
says Gelbard, is “finding the right
messaging that works for everybody.”

CAROL GOLL, 43
PARTNER/HEAD OF GLOBAL BRANDED
ENTERTAINMENT, ICM PARTNERS

B Tofind the right partners for
1 I 1 ICM artists, Goll dives deep,

' /i | talking with them about their
brand preferences, personal
allegiances and philanthropic connections.
The effort has yielded a multiyear deal for
Cyndi Lauper and Novartis Pharmaceuticals
highlighting her psoriasis struggle and a
2016 deal with Xbox for video-game fan

Castelli (right) was
joined by Becky G atthe
2014 iHeartRadio Fiesta
Latinafestival presented
by Sprintat The Forumin
Inglewood, Calif.

Fetty Wap. For clients, it is all about
“leveraging commercials, endorsements
and brand affiliations to help build careers.”

TODD JACOBS, 57

SHARI LEWIN, 3]
PARTNERS/ENDORSEMENTS AGENTS
WILLIAM MORRIS ENDEAVOR

The value of brand
deals offered to
L~ B WME artists totaled
| R more than
$180 million in 2016, up 39 percent over
201§, says Jacobs. “It’s our strongest year,”
he adds, citing Selena Gomez’s
partnerships with Coca-Cola and Verizon,
The Weeknd’s with H&M and Alicia Keys’
with Levi’s. Focusing on country music,
Lewin paired Brad Paisley with Nationwide
Insurance, Jason Aldean with Field &
Stream, Garth Brooks with AT&T and Blake
Shelton with Nissan as a tour sponsor.

ARTIST MANAGEMENT

JULES FERREE, 34
HEAD OF BRAND PARTNERSHIPS
SB PROJECTS

After connecting T-Mobile with
Justin Bieber for a branded
finale at the 2015 American
Music Awards, Ferree and

SB Projects had the mobile-phone
company on speed dial for their clients.
They connected again with T-Mobile for a
commercial last fall featuring Ariana
Grande’s then-future No. 1 hit “Side by
Side” as well as Bieber’s spot for Super
Bowl LI and as sponsor of his U.S. stadium
tour. T-Mobile, says Ferree, “loves to push
the boundaries just like we do.”

MATT RINGEL, 47

EXECUTIVE VICE PRESIDENT, RED LIGHT
MANAGEMENT; MANAGING PARTNER
NEW ERA MEDIA AND MARKETING

Ringel had a feeling that Luke
Bryan would welcome a brand
tie-in with the Chevrolet
Silverado: The country star
featured the pickup truck onstage in
concert and on his YouTube channel
before any branding deal existed. The
partnership that Ringel subsequently
struck with Bryan was one of 135 deals for
Red Light/New Era in the past year. “It
all starts with a creative idea,” he says.
“We helped build a partnership between
Luke Bryan and Chevrolet, a brand that
has been in his family for generations.”

MEDIA

TIM CASTELLI, 49

PRESIDENT OF NATIONAL SALES
MARKETING AND PARTNERSHIPS
IHEARTMEDIA

For the market-leading
broadcaster and digital media
company, iHeartMedia’s
B8 Castelli has directed brand
tie-ins with Macy’s Rising Star talent
search and brought top acts (Pitbull, Ed
Sheeran) to the Honda Stage. Castelli
reports revenue growth in every quarter
back to 2013, crediting campaigns that
respect the needs of brands and artists.
“There has to be input and mutual respect
on all sides of the partnership,” he says.

ANDY COHN, 43
PRESIDENT, THE FADER

The Fader’s web traffic rose by
165 percent last year, says Cohn,
: thanks to “highly curated

. quality journalism and
meaningful content experiences.” Such as?
An award-winning Mykki Blanco video, an
original co-branded YouTube series and a
Webby Award-nominated short doc with
Grimes. No wonder, then, that Drake chose
the Fader Fort, a perennial music-branding
stronghold at South by Southwest, for a
surprise show in March 2016, staged to
announce his album Views, which debuted
a month later atop the Billboard 200.

LIVE

MAUREEN FORD, 53
PRESIDENT OF NATIONAL AND FESTIVAL
SALES, LIVE NATION
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BRAD BENTLEY

Executive Vice President & Chief Marketing Officer at AT&T, Entertainment & Internet Services

JENNIFER BREITHAUPT

Global Consumer Chief Marketing Officer, Citi

DEBORAH CURTIS

Vice President, Global Sponsorships & Experiential Marketing, American Express

ADAM HARTER

VP Marketing & Cultural Connections, Pepsi Beverages North America

MARCEL MARCONDES

U.S. Vice President of Marketing, Anheuser-Busch InBev
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RUSSELL WALLACH, 5/
PRESIDENT OF MEDIA AND SPONSORSHIP
LIVE NATION ENTERTAINMENT

Wallach moved
Jagermeister, a
brand linked with
metal and mosh pits,
into EDM festivals, including New York’s
Electric Daisy Carnival, through Haus 56, a
branded treehouse-like experience that
created “thousands of sharable moments,”
he says. “It’s how brands want their stories
told.” Ford’s team works with 900 brands
including an elite — and growing — tier that
spends over $1 million annually. She has
launched new virtual reality partnerships
with Twitter, Hulu and NextVR. “We have
to continue to innovate,” she says, “to meet
fans wherever they consume music.”

"

STEW HEATHCOTE, 46
ANDREW KLEIN, 47
SENIOR VPS GLOBAL PARTNERSHIPS, AEG

Heathcote’s AEG
division increased

= sales 15 percent in
S 2016 thanks to

deals like the naming rights for the
Microsoft Theater at LA Live. With
American Express, says Heathcote, “a
large, multilayered international deal”
included a Coachella app with cardholder
rewards. Klein went high-tech to help
AEG’s Panorama Festival stand out in the
crowded New York market. He partnered
with HP to create The Lab, “an
interactive playground” for festivalgoers.
“We even had a subway on a LED

board where you could spray-paint”
digital graffiti,” he says. “It was so
successful, we took it to Coachella and
made it bigger.”

DAMON WHITESIDE, 43
CHIEF MARKETING OFFICER, COUNTRY
MUSIC ASSOCIATION

Thirty top acts collaborated on
“Forever Country,” the all-star
. medley celebrating the CMA’s

. soth anniversary, which bowed
at No. 1 on Billboard’s Hot Country Songs
chart last September. The song not only
raised awareness of the CMA’s milestone
ahead of its awards show on Nov. 2 but also
raised money for music education. “It was
one of the biggest accomplishments of my
entire career,” says Whiteside.

BRETT YORMARK, 50
CEO, BROOKLYN SPORTS &
ENTERTAINMENT

Barclays Center has celebrated
its Brooklyn roots with events
like a tribute to hometown hero
Py The Notorious B.I.G. at arecent
Nets home game. But under Yormark, the
Brooklyn Sports & Entertainment brand
has expanded to Long Island with NYCB
LIVE, the Nassau Veterans Memorial
Coliseum presented by New York
Community Bank, and to Manhattan
through a deal with AEG Presents to buy the
Webster Hall nightclub. On Yormark’s wish
list: “Taylor Swift. We’ve had nearly every
major artist but her perform at Barclays.”

[

STREAMING

SETH FARBMAN, 48
CHIEF MARKETING OFFICER, SPOTIFY

As brands like Starbucks,
Gatorade and Coca-Colareach

f
q& out to Spotify’s 100 million
o users (and 50 million paid

WorldRadioHistory

Yormark (center)
honored Billy Joel (right)
withacommemorative
giftas Joel played afinal
show at Nassau Veterans
Memorial Coliseumiin
2015. Joel returnedin
April 2017 toreopen

the renovated arena,
rechristened NYCB LIVE.

subscribers), Farbman notes that the
streaming giant’s campaigns, featuring the
likes of Katy Perry and Migos, also have
tapped distinctly nondigital media, from
billboards to transit ads. “Even though
we're a born-on-the-internet, digital
company,” says Farbman, “we find that
out-of-home media reinforces what Spotify
does by creating a sense of community
through a shared love of music.”

RYAN REDINGTON, 36
DIRECTOR, AMAZON MUSIC

As competition for streaming
exclusives intensified in the past
year, Amazon Music scored a
coup: Country megastar Garth
Brooks signed an estimated eight-figure
deal to stream his full catalog exclusively
with the Seattle-based company. The
partnership dovetailed with the launch of
Amazon Music’s Prime Unlimited. The
deal includes a TV campaign starring
Brooks and was months in the making.
“Any time we have an opportunity to do a
deal with the No. 1-selling solo artist of all
time,” says Redington, “youwant to spend
alot of time getting that right.”

BOZOMA SAINT JOHN, 40
HEAD OF GLOBAL CONSUMER
MARKETING, ITUNES/APPLE MUSIC

Before Saint John departed
this month for Uber, she drove
marketing campaigns starring
Drake and Taylor Swift, plus
high-profile streaming exclusives with
DJ Khaled, Chance the Rapper and Frank
Ocean, that boosted Apple Music to
20 million subscribers during the last
year. But the forward-looking Saint John
had also transitioned into various
“music-adjacent video projects” with
content from Harry Styles, Sean “Diddy”
Combs and Clive Davis. “There’s a bigger
music story than just singles and
albums,” says Saint John.

JOHN TRIMBLE, 53
CHIEF REVENUE OFFICER, PANDORA

As Pandora joined the fray of
on-demand music streaming
services, Trimble’s focus
- remained on the company’s
bread and butter: ad-supported internet
radio. He oversaw the launch of three new
initiatives to give Pandora’s advertising
partners more tools to engage with its
81 million monthly active users, growing ad
revenue 15 percent in Pandora’s 2016 fiscal
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BACKSTAGE PASS / Branding Power Players

year and surpassing $1 billion in ad revenue
for the first time. “The key in the digital
space is innovation,” says Trimble, “and
the opportunities are endless.”

PUBLISHING

RON BROITMAN, 48
EXECUTIVE VICE PRESIDENT/HEAD
OF SYNCHRONIZATION, WARNER/
CHAPPELL MUSIC, WMG MASTERS
|
I results for synch placement.

Warner Music Group’s filings
with the Securities and Exchange
Commission back his claim, showing that
publishing synch revenue grew to
$58 million in the first six months of the
company'’s fiscal year that ended
March 31 —a 5.6 percent increase over
the same period a year earlier. (Master

synch revenue for the recorded-music
operation, which Broitman also oversees,

Broitman reports that his team
is delivering record-setting

| that “everyone wins — the publisher, the

is not broken out.) “Our role,” he says, “is |

to value the use of music properly.”

TOM EATON, 47
SENIOR VP MUSIC FOR ADVERTISING
UNIVERSAL MUSIC PUBLISHING GROUP

Moments after the all-star
- tribute to Prince aired during

‘ the Grammy Awards on

Feb. 12, the artist’s song
“Nothing Compares 2 U” appeared in a
commercial for the Google Pixel phone.
“We had just obtained the right for
Prince’s publishing catalog,” says Eaton.
The spot featured a montage of artists
and fans singing the song and, although
Universal has not released specific
figures for the placement, Eaton calls it
an “artistic and financial success.”

BRIAN MONACO, 45
PRESIDENT/GLOBAL CHIEF MARKETING
OFFICER, SONY/ATV MUSIC PUBLISHING

than 10 songs in ads for Super
Bowl LI, including three
placements for halftime-show
performer Lady Gaga (for Pepsi, Tiffany
& Co. and the National Geographic
channel’s Genius trailer) and the use of
The Temptations’ “My Girl” in an
Amazon Echo spot. “The synchs showed
the diversity of our catalog,” says
Monaco. He acknowledges the challenge
of balancing the goals of all involved
when a song appears in an ad, ensuring

label, the artist and the brand.”

MUSIC SUPERVISION

ANDREW KAHN, 35
FOUNDER/MUSIC SUPERVISOR, GOOD
EAR MUSIC SUPERVISION

As a former Apple music

supervisor at TBWA Media Arts

Lab, Kahn helped scout many of

m. the most iconic songs of the

iPhone/iPad/iPod era under Steve Jobs.
Independent since 2011, his three-person
synch shop scored a record $6.3 million in
revenue from clients including Google
Pixel, Michelin, Honda, General Mills and
more freelance work with Apple. “We've
had a great year — over 60 synchs with 30
brands,” says Kahn. “But I'm especially
happy about working with [the music of]]
artists we're truly fans of: Beyoncé,
Kendrick Lamar, Nina Simone, Chance the
Rapper and lots more.”

JOSH RABINOWITZ, 52
EXECUTIVE VICE PRESIDENT/DIRECTOR

OF MUSIC, TOWNHOUSE
L S
; like Pantene, Gillette, Volvo and
the NFL produce memorable

music-laden commercials, including the
2016 Cannes Lions gold winner “Super
Bowl Babies” (a reworked take on Seal’s
“Kiss From a Rose” for the NFL). But last
summer he took on a broader role as head
of music for TownHouse, a cross-agency
production unit of ad agency WPP, which
spends a record $19.4 billion on advertising
worldwide. TownHouse booked more than
§00 music jobs in 2016 alone. “We’re most
proud of doing really good work at a high
level,” says Rabinowitz, “and paying music
fees to real musicians.”

RECORD LABELS

CLAUDIA BUTZKY*
SENIOR VP GLOBAL BRAND
PARTNERSHIPS, RCA RECORDS

For more than a decade,
Rabinowitz has helped brands

Butzky has spent the past year
seeking brand partnerships for
\ newer acts and product
placements in music videos (at
$5,000 to $500,000 per deal). But “my
biggest challenge has been educating
partners” on how to boost both brand
awareness and artist profiles, she says.
Recent alliances have included Khalid

Sony/ATV chairman/
CEO Martin Bandier (left)
and Lady Gaga (center)
shared amoment with
Monaco at Gaga’s family
holiday party at New
York’s Ludlow Hotel.

with Forever 21 and Pentatonix with
Lego. Butzky notes the clout of RCA’s
roster in calling on major brands. “If I
say, ‘I have new music from Justin
Timberlake, Foo Fighters, Pink, Kesha
and Miley Cyrus,’ I'm getting a call back.”

LORI FELDMAN*

EXECUTIVE VP BRAND PARTNERSHIPS
AND CREATIVE SYNCH LICENSING
WARNER BROS. RECORDS

LIZ LEWIS, 39

VP CREATIVE SYNCH LICENSING FOR
ADVERTISING AND GAMING, WARNER

BROS. RECORDS
"g n 588,000 downloads

P "M (accordingto
Nielsen Music) but was never a big single
on radio. “So this was all about brand
partnerships and some publicity,” says
Feldman, who placed the soulful track in
spots ranging from a Beats by Dre ad with
Selena Williams before the U.S. Open to
an AT&T salute to military veterans.
Lewis nurtured another young artist,
Spencer Ludwig, and landed his song
“Diggy” in Target’s fall fashion
campaign. “My passion is helping break
new artists,” says Lewis, “and getting
that synch for Spencer really helped to
jumpstart his debut album.”

Andra Day’s hit
“Rise Up” has sold

JENNIFER FROMMER*
SENIOR VP CREATIVE CONTENT

COLUMBIA RECORDS
'_7? Condé Nast, Frommer came to
© Columbia Records last year.
She has since been involved in John
Legend’s Super Bowl spot for Pepsi’s
LIFEWTR brand and also helped place
Rag’n’Bone Man’s breakout hit, “Human,”
with some 20 separate synchs. Brands are

Bringing experience from a
brand partnership role at
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BACKSTAGE PASS / Branding Power Players

looking beyond superstars, she notes.
“They’re much more apt to take a chance
with a developing artist and to work on
things that come from a creative place.”

QUE GASKINS, 57

EXECUTIVE VP STRATEGIC MARKETING
AND BRAND PARTNERSHIPS, DEF JAM
RECORDINGS

v Gaskins, who came to Def Jam
~ in August 2016 from his own
branding agency, has every

v partnership angle covered: app
development, brand collaborations, artist
endorsements, product placements and
events like the Def Jam Halloween Party
hosted by Desiigner and Teyana Taylor.
Events alone, he reports, “have generated
over $1.2 million in brand sponsorships,
garnered over 100 million media
impressions and over 100 million eyeballs
via social media engagement.”

CAMILLE HACKNEY, 46

EXECUTIVE VP BRAND PARTNERSHIPS
AND COMMERCIAL LICENSING,
ATLANTIC RECORDS; HEAD OF THE
GLOBAL BRAND PARTNERSHIPS
COUNCIL, WARNER MUSIC GROUP
BRAD RAINS, 40

SENIOR VP BRAND PARTNERSHIPS AND
COMMERCIAL LICENSING, ATLANTIC
RECORDS

“Iget alot of
satisfaction helping
artists, particularly
early in their

careers, to bring their music to the
masses,” says Hackney, who has a
reputation as a must-meet executive for
new Atlantic signings. She recently linked |
rising label stars Lizzo and Kehlani with |
brands like Condé Nast, Walgreen’s,
Google Play, Make Up for Ever, Samsung
and Budweiser. Rains, who placed Saint
Motel’s “Move” in an Uber campaign,
echoes that strategy: “It’s always
amazing to pull in something for Bruno
Mars or Ed Sheeran,” he says, “but what
has always excited me is getting younger |
bands their bigger looks.”

GUSTAVO LOPEZ, 46
GM/EXECUTIVE VP, UNIVERSAL MUSIC
LATIN ENTERTAINMENT

The L Festival is a Latin music
e @) event, held for the second
time in March in Pico Rivera,
‘1 . Calif., with stars Marco
Antonio Solis, Juanes, Daddy Yankee and |

Luis Fonsi. But unlike other festivals it’s

| not the creation of a promoter but a label,

Universal Music Latin Entertainment, as
part of Lopez’s work transforming UMLE
with new ventures and branding deals.
Citing partnerships like Juanes with
MasterCard and | Balvin with Pepsi,
Lopez says that the festival “allows us to
create the relationships.”

NAOMI MCMAHON, 34
SENIOR VP STRATEGIC MARKETING

| AND BRAND PARTNERSHIPS, UNIVERSAL

MUSIC GROUP USA

MIKE TUNNICLIFFE, 56

EXECUTIVE VP BUSINESS DEVELOPMENT
AND PARTNERSHIPS, UNIVERSAL MUSIC
GROUP USA

Tunnicliffe came
from Saatchi &
Saatchi to launch
UMG’s in-house

o

| branding agency in 2015 and has

attracted blue-chip companies like
Honda, M&M'’s, Kellogg’s, American
Airlines and Marriott. In the past year,
his 25-person team (and their label
counterparts) created 21 brand
partnerships featuring 94 UMG acts,
including Shawn Mendes. For Mendes’
tour for his album Handwritten,
McMahon'’s team linked the singer with
the launch of Paper Mate Inkjoy Gel
Pens. “It was a natural partnership and
fit,” she says. The key, adds Tunnicliffe, is
“creating authentic programs that really
connect with fans.”

NICK PACELLI, 36
SENIOR VP STRATEGIC MARKETING AND
PARTNERSHIPS, REPUBLIC RECORDS

Before joining Republic in
2015, Pacelli helped launch the
Made in America Festival,

S wedding Jay Z-curated lineups
to Budweiser in a union that has endured
since 2012. Now, he’s creating
partnerships for The Weeknd and Ariana
Grande. “Specifically, I help artists
understand the media value behind a
brand,” says Pacelli. He guided the
creation of the 2017 Coachella Hyde

| Away — a two-day showcase for such

Republic up-and-comers as Post Malone
and Hailee Seinfeld — with record
attendance by brand partners.

DANIEL SENA*
HEAD OF STRATEGIC MARKETING
INTERSCOPE RECORDS

Lewis (left) gotahug
from Jason Derulo
backstageatMTV’s
Times Square studio.

METHODOLOGY
Branding Power Players
were chosen by editors
weighing a variety of
factors, including but not
limited to such metrics
as chart performance,
Ltouring grosses and
licket sales, social
media impressions

and radioand TV
audiences reached;
company growth; career
trajectory; reputation
among peers; and
overallimpact in the
music marketing
industry during the past
12 months.

f Senawas Interscope’s point
person for Lady Gaga’s
partnership with Bud Light for
her Dive Bar Tour, preceding
the release of her album Joanne, and Rae
Sremmurd’s ambassadorship for Puma. But
his most attention-grabbing move was the
June launch of Interscope’s own Electric
Sky Wine brand, in single-serve plastic
bottles sold at music festivals and select
retailers. “It dawned on me,” says Sena, “to
invest in our own proprietary brands [to
create revenue to] reinvest back in music.”

’

”

ERIC WONG, 4/
EXECUTIVE VP/GM, ISLAND RECORDS

As the top executive at Island

Records, Wong has broad

responsibilities. But key among

them is to “help close”
partnership deals, he says. Wong set the
stage for Bon Jovi’s No. 1 Billboard 200
debut with This House Is Not for Sale
through a Tidal partnership that included
seven exclusive tracks and listening parties.
He had Shawn Mendes pair up with Paper
Mate for the “Spread Joy, Not Smears”
program. The social media-driven
campaign leveraged the artist’s close
relationship with his fans, as he challenged
them to write more notes #IRL — and share
them using the hashtag #Spreadjoy.

CONTRIBUTORS Rich Appel, Cathy Applefeld
Olson, Steve Baltin, Dave Brooks, Dean
Budnick, William Chipps, Ed Christman, Leila
Cobo, Frank DiGiacomo, Chuck Dauphin,
Adrienne Gaffney, Andy Gensler, Gary Graff,
Andrew Hampp, Steven J. Horowitz, Steve
Knopper, Kerri Mason, Gail Mitchell, Melinda
Newman, Chris Payne, Adelle Platon, Dan
Rys, Colin Stutz, Andrew Unterberger
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Congratulations to Caroline Bienstock,
for winning the Songwriters Hall of Fame
2017 Abe Olman Publisher Award

... From her Hammerstein Partners

represented by Oscar A. Hammerstein,
Marc Wager Weisgal and Andrew Boose

EDWARD B.
m MARKS MUSIC
COMPANY
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Ray Romero
Building Services Manager
23 years

)
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Ray and his crew can get the ' —— —
floor broken down after a show AT

in 15 minutes. Guaranteed. For
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crews in the business have
handled the biggest events
in the world at SAP Center.
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at san jose

SAP Center at San Jose. Northern California’'s Premiere Sports and Entertainment Venue.
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E/AMALIE AREVA

SCOTT AUDETT

Beyond Conecerts, From
Bubble Pools To Drake Night

This year's annual Event & Arena Marketing Conference honors the clever and innovative
strides that venues are making as they vie for marketing distinction (and dollars)

BY DEBORAH WILKER

HICH NORTH
American

venues had the

most successful
(and wackiest)

_ promotions during
the past year? The annual Event & Arena
Marketing Conference, set in Tulsa,
Okla., June 14-17, will salute outstanding
efforts in marketing, publicity and
sponsorship integration during its awards
luncheon. From resourceful campaigns
costing just a few hundred dollars to
immersive exhibits and celebrity-assisted
viral moments, venues throughout North
America will be recognized for their
unique efforts over the last year. These
buildings are among this year’s finalists.

MARKETING CAMPAIGN
FINALISTS

THE BEACH
Amalie Arena, Tampa, Fla.
CAPACITY 21,500

When Penny Vinik, wife of Jeff Vinik,
owner of the NHL’s Tampa Bay

Lightning, discovered an art exhibit
called “The Beach” in Washington,
D.C.,in 2015, she had the Vinik Family
Foundation bring it to Tampa. A year
later, the 15,000-square-foot installation
occupied the floor of Amalie Arena for
three weeks in August — and was free

of charge to attendees. Comprising

1.2 million recyclable, antimicrobial white
balls, the immersive exhibit, created

by New York design firm Snarkitecture,
welcomed visitors to lose themselves

in the “waves” and attracted reams of
media attention and 100,000 visitors.
“We wanted to do something for Tampa
Bay,” says Amalie Arena senior manager
of event marketing Angela Lanza.

KELLOGG'S TOUR OF GYMNASTICS
CHAMPIONS PROMOTION WITH
AMERICAN GIRL

Chaifetz Arena, St. Louis

CAPACITY 10,600

With gold-medal stars Simone Biles,
Laurie Hernandez and Gabby Douglas, the
Kellogg’s Tour of Gymnastics Champions
made its way to 36 cities in 2016, including

The “Beach”
exhibit at Amalie
Arenain Tampa, Fla.

BACKSTAGE PASS

Chaifetz Arena in St. Louis, where an
imaginative third-party promotion with
alocal American Girl retail store helped
the venue land a whole new audience.
Partnering with the store and local
media, the venue gave away more than

a dozen event-themed dolls (valued at
$120 each), racking up Facebook likes
from young fans. Additional dolls also
were a big draw in group-sales promotions
and for patients at St. Louis Children’s
Hospital. “American Girl came to the
table,” says Lindsay Gjerde, the building’s
director of marketing. “They gave us 20
dolls, which really helped us expand our
typical budget.”

CIRQUE DREAMS HOLIDAZE
Allied Integrated Marketing on behalf
of Cirque Dreams and the Shubert
Theatre, Boston

CAPACITY 1,600

For its first-ever play in the Boston
market, the long-running Cirque Dreams
Holidaze Tour “needed a strategy,”

says Barb King, whose work with Allied
Integrated Marketing differentiated the
colorful tour from other holiday fare.
The Cirque Dreams shows, from South
Florida producer Neil Goldberg, have
long been known for their Broadway-
meets-sideshow splash, but, says King,
“Boston is very busy at Christmas. It’s
tough to cut through.” Aligning with local
food bank Project Bread and partnering
with the local CBS station for Faneuil
Hall’s annual tree lighting helped Cirque
Dreams Holidaze exceed expectations,
leading to six shows total.
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Drake (left) and Toronto
Raptors president
Masai Ujiri during Drake
Nightat the Air Canada
Centrein 2016.

PUBLICITY CAMPAIGN
FINALISTS

DRAKE NIGHT

Maple Leaf Sports & Entertainment/Air
Canada Centre, Toronto

CAPACITY 19800

When Drake uses a lint roller at an
NBA game, you can count on a social
media firestorm. The response from the
Toronto Raptors was perfect: A week
after the April 2014 incident, the team
was handing out Drizzy-branded rollers

as part of a #NoLint campaign sponsored
by Bounce. It’s such nimble thinking

that continues to propel the team’s
annual Drake Night, held every fall. This
season’s Nov. 16 sold-out game between
the Raptors and the Golden State
Warriors featured a 20-minute press
conference from the superstar MC and
unique merchandise for fans of his OVO
imprint (including lint rollers), earning
more than 172 million media impressions
globally on a $2,000 budget.

BREAKFAST WITH NEW KIDS
ON THE BLOCK

Frank Erwin Center, Austin
CAPACITY 17800

To increase visibility for the New Kids
on the Block/Paula Abdul/Boyz II Men
Total Package Tour, the Frank Erwin
Center teamed up with Austin eatery
Torchy’s Tacos for a NKOTB-themed
breakfast that Erwin staffers hand-
delivered to media all over town, costing
just $287.49 total. The promotion proved
quite effective, as many in the targeted

media had been teenagers during the boy
band’s heyday and were happy to hype
the concert both on-air and on social
media. The campaign even scored a
tweet from NKOTB’s Donnie Wahlberg
to his 1.3 million followers.

#RUPPTURNS40

Rupp Arena/Lexington Center,
Lexington, Ky.

CAPACITY 23,500

To mark the 40th anniversary of Rupp
Arena, the building’s marketing team
wanted to be both reverential and
sentimental. One thing they didn’t want
was to be “egotistical,” says Paul Hooper,
marketing manager for Lexington
Center Corp. “We wanted to make it
more about the community.” To hit

that note, the arena’s #RuppTurns40
campaign asked fans to share memories
of their favorite Wildcats games and
concerts; created posters, cups and
jackets with a nostalgic bent; and
produced a 16-page commemorative
section in the Lexington Herald Leader.

New Release by Dick Brewer

“IT’S ALL ABOUT LATIN”

bt
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