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When even the lawn ornaments cringe at the sight of
your car coming up the driveway, you know it's time for
a new ride. The good news is, for a limited time, your
neighbors at First Entertainment Credit Union have auto
loan rates as low as 1.49% APR.” Rates this low don't
come around every day. And they won't last forever
either. So don't delay, do yourselt and your garden
friends a favor and apply today.

Visit www.firstent.org/gnome, call 888.800.3328
or stop by a branch to apply.
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After 7 million albums,
she's ready to start
over. “If you put Dolly
Parton, Adele and
Juicy J together, you'd
have it.”
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LIFE FLIES BY IN
AN INSTANT, LET'S

THE MEN WE LOVE.

One in six men will develop
prositate cancer in their lifetimes.
Every 16 minutes, a man dies of
prostate cancer in the U.S. But
prostate cancer is often freatrable.
ENncourage the men in your life 1o
spedk TO Thelr hedlth care providaers
abour prostare cancer screening,
Visit PCF.ORG to create a plan for
pefter prostate health.

=UINCY Jones and daughter Kashida Jones,

stand Up To Cancer Ambassadors

L

PROSTATE CANCER W%
&} FOUNDATION T A M

10 LEARN MORE GO TO SU2C.0ORG.

Siana Lip g Cancer s a program of the eEnterfainmeant Incustty Foundation, a 501 () (3) non-profit organizo
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DIGITAL

Radio’s Game Theory

Pandora snaps up tiny South Dakota radio
station in latest chess move in ongoing battle
for lower royalty rates

By Glenn Peoples

andora’s latest attempt to lower its royalty obligations is its most
unconventional. The Internet radio giant has purchased adult top

 KXMZ 1s1in the country’s 255th-largest radio market as of the
spring ratings period, according to Arbitron, with a population of
108,000. Nearly 71 million people listen to Pandora’s Internet radio service
every month. § But the purchase is a strategic move that Pandora hopes will
help lower the price of the royalties that it pays to ASCAP, one of the major
performing rights organizations in the United States. The company’s goal

is to take advantage of a potential loophole in ASCAP performance royalty
rul€s that offers loweriees to broadcast radio stations and the Internet radio
services operatéd by owners of such stations. § At the heart of the acquisition

o BILLBOARD | JUNE 22, 2013

40 KXMZ-FM Rapid City, S.D. Terms of the deal weren't disclosed.

1s Pandora’s desire for licensing terms that are avail-
able to many of 1ts competitors. In November, Pan-
dora filed a lawsuit in federal district court seeking an
adjustable-tee blanket license with terms available to
Internet radio services under the settlement between
the Radio Music Licensing Committee and ASCAP in
2012. That settlement covers broadcast and Internet
performance royalties and sets a blanket license fee
of 1.7% of a licensee's gross revenue less standard de-
ductions (12% of revenue for broadcast stations, 25%
tor Internet services). The RMLC represents the ma-
jority of radio stations mn the United States.

A terrestnial broadcaster covered by the RMLC can
also ofter a stand-alone, non-interactive Internet radio
service that enjoys RMLC rates and deductions. The
November complaint notes that Clear Channelisable to
pay RMLC rates for its iHeartRadio service, Pandora’s
biggest Web radio competitor, and claims “there 1s no
basis for disciminating” among similar types of music
services or the way they distribute music to listeners.

ASCAP believes Internet and terrestrial radio "are
very different businesses’ that use music in different
ways. Pandora 1s tryving every trick in the book to
brazenly and unconscionably underpay and take ad-
vantage of the creative labor that produces the core
offering of their business—music written by individ-
ual songwriters and composers,” ASCAP president
Paul Williams says.

Pandora i1s also asking the court for rates that reflect
any direct licenses with publishers that have withdrawn
new-media nghts from ASCAP. EMI Music Publishing
and Pandora have already reached a deal. BMG/Chrys-
alis, Universal Music Publishing Group and Warmer/
Chappell have notified they mtend to withdraw new-
media nghts on July 1. Kobalt Music Publishing plans
to withdraw on Oct. 1, and Nashville-based Sea Gayle
Music Publishing will follow on Jan. 1, 2014.

Lower rates would result in modest but impor-
tant savings. Performance rovalties tor BMI, SESAC,
ASCAP, EMI and Sony/ATV repertoire accounted for
4.3% of revenue in the fiscal year ended Jan. 31. In the
Securities and Exchange Commussion filing related to
the KXMZ acquisition, Pandora said 1t behieves that
paying RMLC rates would result in savings of “less
than 1% of revenue, or less than $4.3 million in the
last fiscal year. That level of savings would have re-
duced Pandora’s net loss in fiscal 2013 by roughly 9%.

National Music Publishers’ Assn. president/CEO
David Israelite calls the acquisition "another sad
step in Pandora's escalating war on songwriters.
While other digital partners are making voluntary
deals, Pandora chooses to sue the very creators who
make its business possible.”

Pandora has also pursued lower royalty rates for
sound recordings. Last year it supported the In-
ternet Radio Fairness Act, legislation that would
change the standard by which the Copyright Royalty
Board sets statutory royalty rates. IRFA expired in
January at the end of the last Congress. A similar ball
is expected to be introduced this year. O

ILLUSTRATION BY SEBASTIEN THIBAULT
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Second Bite
At The Apple

WilliTunes Radio pay oft

for the music business like
executives hope, or just for

Apple’s ecosystem?
By Ed Christman

After nearly a year of speculation, rumor and talks,
Apple has finally unvelled 1Tunes Radio, a Pandora-
like service that will be funded by advertising revenue
and let users build their own listening stations based
on chosen songs/artists plus each user’s iTunes buy-

ing history and 1Cloud account.

I'Tunes Radio isn't just a Pandora copy, which already
has a major head start with 7o million users every month.
For example, it'll allow labels to pitch music that can fit
with a user’s choices, and iTunes Radio will come with
a “buy” button, which labels hope will spur iTunes sales.

The new Apple service will ultimately pay out more

dollars to the labels and publishers than Pandora, according to sources.

On the recorded-music side, sources say Apple has agreed to carve
out two buckets of revenue and whichever 1s higher will be where pay-
ments come from. In one bucket, Apple will store 10%-20% of ad reve-
nue to cover its costs in lining up advertising and then split the remain-
der evenly with the labels. In the other bucket, Apple will pay shightly
more than the pure-play rate that Pandora pays, which 1s $0.0012 per
song stream. Some sources peg that number at $0.00125-$0.0013
per stream, but that bucket will also have a sliver of an undisclosed

amount of ad revenue added to it.

But the ad-revenue bucket may be shortchanged if Apple takes a
loss-leader approach to its service,
in the hope that it'll help sell more
1IPhones and 1Pads (see story, page 12).
Billboard did an informal survey of
music industry executives on whether
1Tunes Radio will have a big impact on
Pandora and couldn’t find any willing
to bet against Apple. But none were
willing to write off Pandora either.

“If you are Pandora, vou have such
a huge head start,” one major-label
executive says. But he wonders how
many users will change services just
because it's Apple.

Apple’s music library also has 26
million songs versus 1 million at Pan-
dora, although the 1Phone maker will
still have to do an aggressive round of
licensing in order to be able to offer all

and BEMI isw

PROs. The chal

e

L0 negotiate .

enge tor ASLAF

ther they re able

(1% of ad revenue

performance rates or it i Tunes
Radio's functionality requires a
mechanical icense and whether the
10% rate has o be divided between
an advertising and mechanical
license, the latter of which is paid
directly to the publishers or their
digital agministrators.

those songs on 1ts new service.

While it has cut deals with both the publishing and
recorded-music sides of Warner Music Group, Sony
Music Entertainment, Sony/ATV Music Publishing and
Universal Music Group's recorded-music division, it still
needs to do so with Universal Music Publishing Group,
BMG, Kobalt (which, according to ASCAP, has notified
the performing rights organization that it's withdraw-
ing its digital nghts as of July 1), the three PROs (ASCAP,
BMI and SESAC) and thousands of independent labels.

Apple says it's working on getting indies signed up.

“"We expect to have the largest catalog of music oftered
by any Internet radio service when we launch in the
fall,” spokesman Tom Neumayr says.

While Pandora enjoys the first-mover advantage, an-
other label executive says Apple followers will all try the
new service, which could affect Pandora. But, “Apple
better get it right, right out of the box, because it people
try them and it's not as listener-friendly as Pandora,
they'll go back to Pandora and probably not bother to try
Apple again down the road, after they work out the bugs.”

In its presentation at the Apple Worldwide Develop-
ers Conference on June 10, Apple senior VP of Internet
software and services Eddy Cue told the audience that
in addition to allowing customers to build their own
channel, 1Tunes Radio would launch with hundreds of
genre-based playlists, including “summer songs” and

“"80s dance party music, and even artist-based stations
like one built around Led Zeppelin, according to a video
of the WWDC on Apple’s website. ©

ITunes sales. The recorded
music industry will be watching
closely to see how iTunes Radio's
success affects sales, During the
negotiations, labels fought for a
seamless link between the new
service and the iTunes store

--‘ .b. r L -

Appie s
Eddy Cue
at the
Worldwide
Lavelopers
Conferance
inSan
Francisco,
where the
company
unvelled
Tunes Radio
[left)

MYSPACE
RETURNS
[he new
Myspace,
backed

by the
Vanderhook brothers, has
afficially launched as its
rebuilt platform moves out

of beta and adds a new
mobile app. Profiles from the
classic Myspace have been
upgraded so members can
log in using their Myspace,
Facebook or Twitter accounts
1o access their content. The
new platform is "designed to
showcase creativity, foster
collaboration and promaote
discovery” and boasts access
to some 53 million songs from
established ana unsigned acts.

BEATLES'
UNIVERSAL
APPEA
Bravado,
the globa
merchandising
arm of Universal Music Garoup,
has announced a deal with
Apple Corps. The management
boutique, founded by the
Beatles in 196/, covers nghts
to Beatles merch in North
America. That makes UMG, for
all intents and purposes. the
haome of the Beatles in Narth
Amernca, asit now handles the
rights 1o the Beatles repertoire
since it bought EMI's recorded
music assets last fall. The deal
enables UMG "to provide a
unified marketing strategy

for the music and associated
products of the most influential
and beloved band in the history
of musiec.”

THE

Action

INAB
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BROADCASTER
FIGHT
Hen. Marsha
Flackburn,
R=-Tenn,, slyly
attacked the
Mational Assn. of Broadcasters
for not paying performance
rovalties to artists and labels at a
recent House subcommittee on
communications and technology
The conversation centered on the
TV industry s desire to rewrn e
laws governing satellite radio
as local stations aren't currantly
compensated for redistribution
of their transmissions by satellite
TV eompanies, "Content deserves
Lo be paid forand incentivized,”
Blackburn said

NCREDIBLE
SEESRED
Nick
Cannon’s
Niredible
-ntertain
ment and Sony Music
Entertainments RED
Distrnbution have entered

an exclusive partnership
Upcoming releases will
INnclude Cannons own music
and comedy projects. ilm/ TV
compdations and recordings
by select artists under the
MCredible banner, such as
rap duos Waonder Broz and
Queenz. Cannon, whose other
NCredible projects include the
July 9 returnof "Wild ‘N Out”
on MTVZ and his directorial
debut with the hilm "Cliques”
for Lionsgate, signed a multi-
vear, multimillion-dollar
tirst-look production deal with
MNBC Networks earlier this
vear to develop scripted and
Unscripted programs
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dl e
launching

d Nnew
business
called
Audiam that
will focus
on getting
indie music
and user-
generated
content on
YouTube
properly
credited and
maonetizeg
Price
announced
Audiam’s
launch at
the MNorth by
Mortheast
conference
in Toronto
5aying

the new
service will
soft-launch
autside

the United
atates.

Jeftf Price
and Peter
Vells, best-
known as the
co-Tounders
of TuneCore

RETAIL

Gold’s
Declining

Worth

The best-selling gold singles
today generate less comparable
value than they did in the early

days of pop
By Phil Gallo

The RIAA’s requirements for gold record status have
changed dunng the last 55 years, starting with shipments
of more than 1 million units, dropping to 500,000 and
then updating 1t to include on-demand streams, count-
INg 100 streams as a single paid download.

Studying records that reached gold status in a single
format reveals the dramatic drops in the income a gold
record generates. The peak came with the CD single in
terms of total revenue generated per songs, though n
contemporary dollars downloads and streams contin-
ue to trail 78 rpm discs released during World War 11.

For example, to be certified gold, "Chattanooga
Choo Choo” by Glenn Miller (1942) and “Catch a Fall-
ing Star by Perry Como (1958) had to ship 1 million
copies. But even when halving the revenue generated
by those singles to retlect sales of 500,000 copies (to
put them on a par with gold records from 1982 on), it
was clear singles generated significantly more rev-
enue in the early days of popular music.

For the table at nght, the records selected registered
their sales in a single tormat. Joan Jett & the Black-
hearts’ “I Love Rock 'N Roll,” for example, could only
be purchased as a 7-inch 45 rpm record. In each n-
stance, the previous top format was on its way out—78s
giving way to 45s in the late 1950s, and CDs taking over
for cassettes at the start of the 21st century.

The RIAA's inclusion of on-demand streaming is the
first time the organization has recognized music activity
without any financial transactions. While very unlikely,
it's possible a song could hit the 50 million online plays

YEAR : SONG/ARTIST : UNIT PRICE : FORMAT

. 78 rpm vinyl* :

. RETAIL REVENUE

: RETAIL REVENUE IN 2013 DOLLARS

"Chattanooga : :
1942 : Choo Choo/ - 75 cents . $375,000 (
¢ Glenn Miller ; : i =
i 451 m
: : 2 vinyl” . E
é Hl::ﬂt[:hﬂ: } : g é
1958 : Falling Sta”  ; /0 cents . $395,000 0
: Perry Como : :
, . 45 rpm
{ “l Love :  viny :
1982 : ?;::;:'“H&ﬂ”r : $149 - $745,000 $1,820,00(
: the Blackhearts
Cassette
™ I . single : 5
' ove 15 - 3 : :
1993 : on the Way,” $1.99 . = — $995,000 ; F
: Saigon Kick ' y eme :
: CD_
: : single ;
: "A Moment : : »
2002 : Like This’ . $4.49 © $2,250,000 - $2,920,(
: Kelly Clarkson : : :
. : Digital***
: “Hollaback | 1 5 1
: Gwen Stetan: : :
: f Stream
i “This Is War,” j E
2013 | 30 Seconds . free . $0-$250,000° i1 $0-$250,000°
: to Mars : : :

* presented by HCA Hecords  ** the hirst RIAA presentation

*** First platinum digita!l single award ' Estimate based on Spotity's paymant of S.005 per stream

Vin 1842 and 1968 each record sold 1 milhon copes 1o earn a gold disc. But for fair compansons the revenue dollars were halved to align with records that sold

200,000 1o earn a gold disc, Sources: RIAA, Billboard

needed to go pold without ever registering a sale. Were a song able to
cross that mark through Spotify alone, its income—based on Spotify's
estimated payment of $.005 per stream—would be $250,000.

The eftect will certainly be felt in the number of songs earning gold
and platinum status based on levels of consumption rather than acqui-
sition. The question remains whether streaming music can play a role
in generating sales of albums as 45s could do in the '60s, '70s and '80s.

Naturally, “Chattanooga Choo Choo" didn't have the potential

revenue streams available today through synch usag-
es1n film, TV and videogames. One of the first songs
to hit gold status due to the inclusion of streams was
30 Seconds to Mars’ “This Is War” (2010), which has
been placed in two videogames and used to promote
NBC's “Revolution.”

Prices listed are the manufacturer’s suggested retail
price in each song's era based on reports in Billboard. ©

Music
Games Plot
Comeback

Music creation games among
highlights ot E3 video convention
By Alex Pham

o BILLBOARD | JUNE 22, 2013

The music game genre, left for dead after sales of “"Guitar Hero" col-
lapsed three years ago, 1s starting to show signs of life again.

Four titles shown at this year’s E3 videogame convention in Los An-
geles are carving a path toward the next trend that could lead to a re-
vival in music games: music creation.

“The light-bulb moment for us came when we saw a survey show-
ing that 84% of people wish they could make music, but couldn't,”
says Matt Serletic, chief executive of Music Mastermind, developer
of an upcoming mobile title called “Zya.” “There's a wide chasm
between the desire to make music and the ability to produce a sat-
isfactory result.” Serletic was a record producer for artists like Rob

Thomas and chairman of Virgin Records from 2002 to 2006.

&l

Zya, along with “Fantasia” from Harmonix Music Systems, “Rock-
smith 2014" from Ubisoft Entertainment and “Bandfuse: Rock Leg-

ends” from Realta Entertainment Group strive to give players a taste,
it not the tull-on expenience, of creating and playing their own music.

The shared bet for all of these titles i1s that bridging the gap be-
tween wanting to make music and actually doing so will open up
new interactive possibilities and rejuvenate a genre whose sales
evaporated from $1.9 billion in 2008 1n the United States to a mere
$41 million in 2012, according to NPD Group.

“The last era of music games was about rock performance simula-
tion, but that'’s just one example of how music can be interactive,’
says Alex Rigopulos, CEO of Harmonix, which created such titles as

"Rock Band” and “Dance Central.”

“Fantasia’ lets players create their own compositions using arm and
hand gestures. Licensed tracks include Bruno Mars’ “Locked Out of

I it O 1

Heaven, Queen's “Bohemian Rhapsody” and Awvicii's “Levels.” @

INFOGRAPHIC BY DAVID FOSTER



Going Direct

As Fleetwood Mac cuts the first
performance royalty deal with
Clear Channel, the industry
divides over what it means

By Ed Christman

In cutting a deal to pay artist performance royalties to
Fleetwood Mac for the band s new EP, Clear Channel
Media & Entertainment continues to enter deals to pay
royalties for master recordings trom terrestnal radio
advertising in exchange for predictable reduced rates
for digital radio.

According to Clear Channel, it's the first rights part-
nership between aradio company and an artist, but the
company has already cut deals with 11 indie labels in-
cluding Big Machine, Glassnote, Naxos and Wind-Up.

“"Reaching an agreement with |Fleetwood Mac] 1s
the clearest sign yet that this kind of revenue-sharing
model represents the industry s future—it is a win-win-
win, for artists, fans and the music business, Clear
Channel CEO Bob Pittman said in a statement.

While the U.S. music

industry has long sought
performance royalties for
master rights owners and
artists—which are paid In
most other countries—it
has never achieved that
right stateside. The clos-
est the industry has come
was In 2010 when, at the
behest of Congress, la-
bels and radio stations ne-
potiated such a pertormance right and royalty, but those talks broke
down and the legislation wasn't enacted before the session ended.
The impetus behind the direct deals 1s because in the digital space,
where radio must pay artist performance rights royalties by law, it's
hard to predict costs as the rate typically involves a per-play/per-lis-
tener formula. While a station can estimate the size of its audience in
a terrestrial market and thus estimate a payout if one was required, on
the Web it isn't able to predict how many listeners may stream a sta-
tion, since the potential audience 1s worldwide.

Consequently, in order to build a sustainable Internet model with
a predictable cost for royalties, the station i1s willing to compromise
and make royalty payments to artists and master nghts owners on
terrestrial broadcasts. Fleetwood Mac's new Extended Play EP was re-
leased on its own label and is only available digitally. In its six weeks of
availability, the release has scanned about 12,000 units, according to
Nielsen SoundScan, most of which came in the first two weeks. There's
no word yet on whether the EP will be available in physical formats.

“It's fitting that a group that’s played such an integral role in ra-
dio and music history would be the first band to take such a major

Hot 100

No. 1 A

Pod s o trademark
of Apple Inc.,
registered in the
L5, and ather
countries, App
Store s g service
mark of Apple Inc,

Fleetwood
Mac's
Fxtoended
FlayEP has
sold 12,000
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step, says Azoff Music Management’s Irving Azoff,
who represents Fleetwood Mac and also sits on Clear
Channel’s board of directors.

But one major-label source questions the significance
of the deal, claiming Azoff has been a Clear Channel
representative in shopping these deals to the majors.

According to sources, the deal Clear Channel 15 of-
fering consists of paying each record covered by the
deals a pro-rata share of 1% of ad revenue from terres-
trial radio, while paying 2% of digital ad revenue.

“The economics don't work because it is a short-
sighted deal,” a major-label executive says. “They re
betting they'll be payving less overall in artist perfor-
mance rovyalties in the future than they're paying now.”

But indie labels like the deal, because "we are get-
ting nothing now from terrestral radio, and the bigger
percentage we get from digital radio now won't make
or break our business,” says an executive at a label that
has inked a deal with Clear Channel. ©

access the

best in music.
anytime. anywhere.
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Social
COmMMerce
startup
Lhirpily now
allows sellers
o accept
credit cards
and send

and accepl
automated
clearinghouse
payments

The
company had
previously
used only
PayPal to
PIOCESS
Dayments
Chirpty
enables
users to ouy,
sefl, tip and
lungd-raise
on Twitter,
Facebook and
Instagrar

Breaking

The Mold

Debut festivals in Columbus,
Ohio, and Dallas highlight new

risk-averse model
By Ray Waddell

he festival gold rush 1s on, with announcements of new
events coming in a seemingly endless ow. Generally they
have cool names and enough famihar headliners to draw
media attention. But some of them are tailing, or are des-
tined to, even with experienced producers at the helm.
This 1s the chimate in which Prime Social Group 1s launching not
one but two multi-act, multistage festivals under the Breakaway
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Prime Social

aroup
Music Festival banner, set tor Columbus, Ohio, and Dallas on Sept. partners
14 and 24, respectively. “Breakaway " is a soccer term, and these ‘:""::l"l"":?"
: . : . i - . = right) anc
events wﬂl‘ﬁ[tl.ng!}' take place In thc_ cost-saving existing infra- 7ach Rubin
structure of Major League Soccer stadiums. at Tigsto's
The first 1s at Columbus Crew Stadium, home to the MLS' Co- E}“!“‘J‘*}
: : . , : : VASION
lumbus Crew, with a lineup that includes Bassnectar, Empire of tour stem i
the Sun, Kendrick Lamar, Porter Robinson, 21 Pilots, Juicy ], Tokyo Michigan i
Police Club and Schoolboy Q. The following weekend at FC Dallas T’d "‘:““”-‘1"

: T, = ! ) | . and with
Stadium in Frisco, Texas—home of MLS team FC Dallas—features _ ‘

. X , . . . : . . . Steve Aok Live music. If the Breakaway
Wu-langﬂ Clan, I:,rnpln:‘ of the Sun, BI‘g Gigantic, Matt Si Kim, Ex- . | | (center) at tests. which rmeld EDM with
plosions in the Sky, Cnzzly, Ra Ra Riot and Danny Avila, among  sional sports, who wanted more music events at their Columbus Crew I';Fpi*: other genres, come off well,

. : : B3 ot fIces i fe ,
others. Capacity will be 30,000 per event. Stadium. The Dallas venue, also owned by the Hunt group, wasadded ¢~ 1bu- 15 anly good for 8 genre now

faced with proving its legs as
EDM enters the mainstream.
Fit fails, Breakaway wil
become a cautionary tale for
hoth EDM and the surge in

as sort of a “package deal,” according to Lynn. “They know what the
hell they re doing, and they've got some deep pockets, he says.
Both Columbus and Dallas are relatively clean in terms of fes-

Prime Social co-founder Adam Lynn expects the concept to grow to
more days and more cities, with “baby steps” being the credo. " The first
year it made sense to do it just on the Saturday,” he says, adding that

the company was tempted to go bigeer. "By 2014 and 2015, we expect
two- and three-day events tor both markets. We are gomg to build this
brand year by year until we believe it can sustain a multi-day [festival].”

Lynn and his partner Zach Rubin were separately buying talent
for Midwest college markets in Ann Arbor, Mich., and Columbus,
increasingly becoming aware of each other’s growing reputation.
After the two entered a bidding war over Kid Cudi, they began
working together and then merged their two firms—Prime Pro-
duction and Social Studyz—to form Prime Social in 2010. They re
based in Columbus—no small leap of taith tor a Michigan grad like
Lynn—but Ohio seemed a better bet than taking on established
promoters on either U.S. coast or in South Flonda.

One successiul show led to another, and Prime Social will have pro-
duced some 300 events by the time Breakaway rolls around, so the
trust factor with agents is firmly established.

“"We didn't get into this to do festivals. It was just a matter of grow-
ing events until they got to the right size,” Lynn says, "and basically

tivals, "not like New York, Los Angeles or Chicago, with a festival
every weekend.”

The Breakaway budget, including talent and production, is
about $1 million per event; that they're working in an existing in-
frastructure helps keep costs down. Production, however, will be
at a level that today's fans have come to expect. Both events carry
$5 million in liability insurance.

Other markets and MLS stadiums are on Prime Social’s list for Break-
away fests, but not major markets like Los Angeles and New York. “We
don’t want to go to the overserved, we want to go to the underserved,”
Lynn says. "Markets like Vancouver, San Jose [Calif.], Boston—under-
served festival markets, that's more where our heads are at.”

Of course, Prime Social has noticed the flurry of acquisition ac-
tivity in the EDM space, though Lynn's and Rubin’s phones haven't
been ringing much in that regard. "I'm assuming we'll start getting a
few more incoming phone calls,” says Lynn, who seems only mildly
interested. “Zach and I own this whole company. We have no inves-

new testivals

Prima Social. If these
festivals make hefty profits,
Frime Social will no longer
be under the radar and AEG.
L wve Nation, C3 Presents and
Bob sillerman will likely be

calling

The heartland. Frime
social 1s finding success by

going where the big-name
promoters often don't

But virgin territory doesn't
stay virgin for long in this

tors. It's nice to be able to make our own decisions and run the com-
pany how we want to.” ©

the right amount of money in our bank account.”
A relationship developed with the Hunt family, a big name in profes-

THE BIG NUMBERS

Breakaway budget, including Breakaway liability insurance
talent and production, per event per event
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Mumber of artists at
Columbus, Ohio, event

S0K 24

Fan capacity per event
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John Trimble
Chief Revenue Officer
Pandora

As chiet revenue officer of Pandora, John Trimble over-
sees all advertising sales, marketing and ad operations
for a company that 1s very much still growing. For the
fourth quarter of Pandora's fiscal 2013, which ended Jan.
31, the company reported revenue of $427.1 million, a
§69% year-over-year increase. That was led by $375.2 mil-
lion in ad revenue, which also posted a 56% gain, along
with $51.9 milhon in subscrniptions and other sources.

Start my morning workout, 20 minutes on the
elliptical—aided by Pandora, of course. Today's station

5 "0.P.R"—got some Eminem and Dr. Dre to get the old

Metro North train into Manhattan, then take the
subway to Union Square office

Breakfast at Coffee Shop with a prospective senior i W ey ey

- . : - 1ES L reitie = et e '!i-!_l_-l- ------- E:;.'- 1E.ps
sales leader candidate., . . G R e

body cranked up.
Quick catch-up with finance team working on ] ® _ Wy & :.:
systems integration. When you're growing the way we ST .

d ‘‘‘‘‘‘
A
are, the Internal systems get taxed really quickly. Were

n this constant state of updating and automating the process to L - ) S -
make it more efficient for the sellers. It's our constant battle . i - & e B, e, N TR

Dig out of emails after being out Wednesday afternoon
@ for my son's graduation from high school—Fordham
Frep, up in the Bronx,
@ of BlueKal, and Gina Kim, senior director of business
development and partnerships. They're a data-parsing
company, and were Iooking at potentially working together on
how to best use Pandara's big data for targeting.

‘ @ Internal review of a major pitch from a Fortune 100

Meeting with John Sedlak, senior VP of global sales

brand. They have a significant activation strategy around
the holidays, and they see Pandora as a great platform,
because in early November we start seging a significant spike in
engagement and traffic around holiday music

@ Quick lunch with Steven Kritzman, our semior VP of
Meeting with Walt Cheruk, executive VP of digital
media at Carat USA. We do a lot of business with

sales, at Blue Water Grill
E hageo, Macy's and General Motors, and Walt's been the

catalyst at Carat in scaling operational efficiencies for his clients
and bringing us multipiatform opportunities.

@ Quick beer with Rich Riley, the new CEO of Shazam.

He comes from a sales hackground at Yahoo, and if you
look at Shazam and Pandora, theres a (ot of similarities,
and somewhere down the line there could be places to work

together. —Andrew Hampp

John Trimble

photographed

at Fandoras
affices in

NEW YOrk
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TOPLINE

The Deal

Publishers’
iITunes Radio Pact

WHAT: Apple has inked deals with the major publishers just in
time to announce the fall launch of its 1Tunes Radio service. Since
Sony/ATV Music Publishing (including EMI Music Publishing), Uni-
versal Music Publishing Group (UMPG) and BMG Chrysalis have
withdrawn digital rnights from ASCAP and BMI, Apple had to cut in-
dividual deals with each of them, as well as Warner/Chappell Music,
which exercised its nonexclusive licensing arrangement with the per-
forming rights organizations to also deal directly with Apple. Accord-
ing to sources, the result of those negotiations 1s that Apple has agreed
to pay publishers 10% of ad revenue from the service, which is more

than twice the combined 4.19% of revenue amount that Pandora pays
through ASCAP, BMI and SESAC to the publishing sector.

WHY: The major publishers pulled their digital rights from

ASCAP and BMI because both PROs operate under consent de-
crees, which limit their ability to negotiate competitive rates. Once

a service asks for a license from the PROs, 1t can immediately start

broadcasting because the publishers have to license the songwriter
performance right due to the consent decrees under which ASCAP
and BMI operate. This sometimes leads to royalty rate disputes

winding up in court. That process so far has yielded a publishing
performance rovalty of 4.1% of Pandora’s revenue, and publishers

are intent on getting a bigger share, which i1s why the majors are cut-
ting direct deals with digital service providers.

WHO: The tense negotiations between Apple and the publishers

hints at the latter's increasing leverage as the music business shifts

to the access model. Long seen as playing second fiddle to their la-
bel owners, publishers are now starting to exert some power, espe-
cially the No. 1-ranked Sony/ATYV, which 1s essentially independent

through its joint ownership. Apple had to go the direct licensing
route and had to cut deals with the major music publishers as well

as the major labels. While Apple has negotiated publishing deals

with two of the publishers, Sony/ATV and Warner/Chappell, 1t still

hasn't completed a deal with UMPG, even though it has done a deal

with Universal Music Group's recorded-music operation. It also

must negotiate deals with ASCAP, BMI, SESAC and BMG Chrysalis,
the lattermost also having pulled its digital nghts from the PROs.

| F : While publishers have agreed that royalty payments will be 10%
of advertising revenue, that's for the free portion of the planned

Web service. Apple also has a premium component to 1Tunes Ra- The tense neg Qtiﬂtiﬂ ns bEtWeen AP PIE

dio, which will allow subscribers to use its scan-and-match 1Cloud

service and get an ad-free version of the streaming service. In that an d the Pu bl i S he rs h i ntS ﬂt t he Iﬂtter ,5

case, publishers will actually be paid their pro-rated share of 12% of

revenue because that’'s how much they negotiated for publishing iﬁCfEﬂ Sing IEVE rﬂge as the mUSiC bUSinESS

royalty payments for the various cloud services, including 1Tunes.

_achistman SHIFES to the access model.

Indie publishers. Hundreds
of established but smaller
publishers like Downtown
Publishing, Pen Music and
. Reach Music that use PROs
to negotiate royalty payments
might see their income rise
as a result of the direct deals.
Rate court judges will likely

consider the direct rates in
making future decisions.

Sony/ATV. The world's
largest music publisher

has led from the front on
advocating for better royaity
rates for songwriters, and
CEC Martin Bandier has
been more vocal than most
given that his company s size
gives it a stronger hand In
deal talks.

downtown
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PROs. ASCAP and EMI are
still doing OK in these deals,
egven though the majors are
pulling digital rights from
them. That's because they
still plan to use the PROs to
administer the rights. The
lower administration-only
fees might be offset by the
larger rates that they 're likely

to get due to the direct deals.

Ml

ILLUSTRATION BY BRIAN STAUFFER



ITUNES BY THE NUMBERS

EXECUTIVE TURNTABLE

RECORD COMPANIES

After a nine-year stint at Epic Records, Mike Flynn
has joined Capitol Music Group as senior VP of A&R
and staff producer. “One of the things I'm trying to do
s find those next things that we can bring in,” Flynn
says, declining to reveal any new projects he's work-
ing on. "From the production side, my job is trying to
nurture new talent and the things that are hopetully

Further Dealings

German broadcasting giant ProSieben-

o Share of revenue
o Pandora pays publishers
@ through PROs

like Amazon-controlled LoveFilm and

going to keep this business rolling for the next however
many vears. Based in Los Angeles, Flynn will produce
music from both the Capitol Records Building and his
personal studio in West Hollywood. Flynn previously
served as senitor A&R executive and staft producer at
Epic, where he was ongmally signed as a recording
artist. He is credited with discovering the Fray and
producing the band’s first two albums. Flynn has also
worked with such acts as Cher Lloyd, Sara Bareilles
and the Script.

Island Def Jam Music Group promotes Jennifer
Hirsch-Davis to VP of marketing administration. She
was senior director.

Sony Music Australia & New Zealand appoints
Jon Hanlon director of electronic dance music. He'll
continue to oversee the Konkrete Agency.

PUBLISHING
ASCAP promotes Marc Emert-Hutner to VP of pop/
rock, membership. He was senior director.

TOURING
Nederlander Concerts taps Justin Kujawa as di-
rector of talent for Northern California. He was senior

talent buyer for Live Nation and House of Blues In
Washington, D.C.

DIGITAL
WIMP names Andy Chen CEO. He was CEO at Pre-
view Networks in Copenhagen.

TV/FILM

CMT taps Quinn Brown as executive producer. He

most recently helped launch Fuse TV’s “"Fuse News.”
—Mitchell Peters, exec@billboard.com

0%

Fremantlebedia,

one of three

Amencan ldol”

production
partners

lalong with
Foxand 19

Entertainment)

has named
Far Blankens

execulve
producer of
the show's

| 3th season.

The news
follows the

exit of Nigel
Lythgoe
Blankens
worked on
the Swedish
varsion of
ool where
he also
serves as
executive
producer,

last six months. The London-based

Sat.lislooking tocarve outapiece of the
growing music streaming business with
the launch of Ampya, an online stream-
ing service akin to Spotity. The just-
launched Ampya teatures more than 20
million music titles in addition to 57,000
music videos and more than 100,000
radio stations, available through an ad-
supported “freemium’” service or on a
subscription basis. Music streaming
15 already a crowded market. In addi-
tion to Swedish-owned Spotity, such
services as Napster, Simty, WiMP and
Deezer compete for music-hungry
German fans. But despite its corpo-
rate bulk, ProSiebenSat.1 has proved
adept 1in competing with flexible on-
line startups. The company's Internet
video-on-demand service, MyVideo,
is the territory’s leading video stream-
ing operation and a major entrenched
competitor to nternational operators

Netflix, which has yet to launch in the
German-speaking market. . . . Austra-
lia has a new crowd-tunding platform
that targets music campaigns. Zosh-
Pit has launched in a marketplace
that has already delivered some suc-
cess for the likes of creative industries
plattorm Pozible, while PledgeMusic
has a team on the ground Down Un-
der, with former Shock Entertainment
executive Scot Crawford recently ap-
pointed GM for the Australian and
New Zealand territories. The upstart
ZoshPit, however, has its focus nar-
rowed on music—a first-of-its-kind
service for Australia, The company,
which has offices on Australia’s west
(Perth) and east (Noosa) coasts, 1s keen
to become a one-stop marketing solu-
tion for music makers. . . . Omnifone
has added 1.2 million subscribers to
its cloud-based music services in the

MIKE FLYNN PHOTOGRAPH BY BEN CLARK

company, which also has a U.5. of-
fice in the Los Angeles area, provides
licensing and back-end services for
a variety of digital music services.

“Our growth during the past10 yearsis

further evidence of streaming’s rele-
vance to the future success of the mu-
sic industry,” CEO Jeft Hughes says.

"As we look to the next 10 years, we

aim to be integral to the global adop-
tion of digital music consumption
through more partnerships in more
countries.” A company representa-
tive says the increase in subscribers
1$ the result of gains at SiriusXM Ra-
dio’s MySXM, Sony Music Unlimited
and subscription radio service Rara.
MySXM is a new Internet radio ser-
vice that allows users to personalize a
number of SiriusXM channels. Music
Unlimited launched in Brazil in May
and Mexico in March.

Share of ad revanue
Apple will pay publishers
lor iTunes Radio

Attending
Pvblic’s
premiere

of the
gOCumentary
"Girl Rising”
are (from
left) Pvblic's
Anjula
Acharia-
Bath. Jimmy
lovine, film
narrator
Privanka
Chopra and
Interscope’s
Jurgen
Grebner.

o Pro-rated share of iTunes
o Radio revenue if songs are
streamed through iCloud

GOOD

Works

Pvblic Foundation

Earlier this year, when Pencils of Promise was look-
ing for a marketing partner to help spread the word
about its annual Justin Bieber-supported Schools 4 All
fund-raising campaign, the mternational education or-
ganization turned to the nonprofit Pvblic Foundation,
which specializes in donating millions of dollars’ worth
of unused advertising spots to chanties. The results
WEre Impressive.

Pvblic made a media grant of $100,000 to Pencils
of Promise that included donated banner ads trom
websites targeting 14- to 18-year-olds. As a result, Pen-
cils of Promise raised $400,000 to help build new
schools 1n struggling countries, according to Pvblic
co-founder Anjula Achana-Bath, who 1s also CEO of
entertainment/lifestyle website Desi Hits.

“They were able to help dnive eyeballs and partici-
pation from a very specific demographic, which we
wouldn’t necessarily have been able to attract on our
own,  Pencils of Promise COO Melanie Stevenson
says, ' Through the campaign we raised enough funds
to build 15 schools. It was a tremendous success, and
Pvblic was a huge part of that equation.”

Acharna-Bath says Pvblic gives away about $1 million
worth of media each week to nonprofits, ranging from
billboards and bus shelters to magazine pages and on-
line banners. Co-founders Antonio Ruiz-Gimenez and
Sergio Fernandez de Cordova fund the organization.

Although some have been skeptical about the con-
cept of recewving free ad space, Achana-Bath assures
there aren't any fees attached to partnering with
Pvblic. “Our whole mission is to give and recycle un-
used media assets that are sitting around doing noth-
ing, she says, noting that the nonprofit is currently
working with Alicia Keys and Ne-Yo. “We actually have
more media than we know what to do with.”

Nonprofits interested in receiving donated media
can fill out a grant application at Pvblic.org. "Essen-
tially, you tell us what your needs are and then we work
with you as a team to figure out the best way to execute

your campaign, Acharia-Bath says. “Then we make
the calls.” —Mitchell Peters
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TOPLINE

Think Tank

LEILA COBO

Big Upside
To Smaller
Latin Synchs

Two recent ads 7
show there's value
outside of major

artist deals

ou may have caught a new, bilingual
Wells Fargo commercial featuring a
young Latina girl getting her hrst pay-
check. Playing in the background is

Chilean “Algo” by Chilean singer/songwriter
artist Deborah Del Corral, an artist little-known 1 the
Deborah 't S e T 2
Del Corral’s United States. A SO aIring now 1s a la.rguth summer
‘Algo” Prep” ad scored to "Ula Ula” by Argentine funk group
5“;;:”:|“"““'*5 lllya Kuryaki & the Valderramas. Those synchs—
d YVEHS . .

Fargo ad along with lﬂfit menthT:a Iﬂurﬁu:h of E

linset). new venture focusing on Latin music
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licensing called El Search Party—suggest there's a
surge of Latin music placements in mainstream ad-
vertising paralleling the increasing importance of
Latin demographics in marketing of all things, from
politics to department-store staples.

But it ain't so.

Latin publishing companies and labels report
steady growing revenue from their synch business—
much of it coming from TV and Latin-American
campaigns. But placement of Spanish-language mu-
s1¢ 1n general-market campaigns remains rare. And
even placement in Spanish-language U.S. campaigns
lags behind what one sees in the mainstream.

“It will be up to the advertising and brand indus-
tries to react to the fact that Latins are a minority to-
day but will be a majority in 18-20 years, says Gus-
tavo Melendez, regional managing director for
Latin America at Warner/Chappell. "Beyond that,
our job is to promote our music.”

One 1ssue 1s that promotion tends to be segmented.
Latin labels and publishers tend to have contact with
Latin agencies and brands, not with the mainstream.
Although it's becoming increasingly common to see
the same campaign featuring mainstream artists for
the general market and Latin acts forthe Latin market.

In fact, that's how the Wells Fargo spot featuring
Del Corral began. The track was originally requested
for the Spanish-language version of the ad, but during
the filming of the commercial, the creative team was
impressed enough with the young Latin actress that
they asked if she spoke
English. Like most voung
Latinos 1 the States,
she did. And voila, an
English-language (with
a smattering of Spanish)
version of the ad was
created, using the same
Spanish-language song.

There's a model here
that should be noted by
brands, publishers and
labels. The use of Latin
tracks by non-superstars 1s far more common 1n
many Latin countries than it 1s stateside. Big brands
generally seek expensive synchs by big-name, cross-
over artists like Shakira and Pitbull. And Hispanic
agencies in the United States still rely on voice-overs
to drive messages home in their commercials, pre-
ferring jingles over more expensive synchs.

But more and more, “brands are making an effort
to license music, says Fernando Rojo, senior cre-
ative director for new business at Universal Music
Publishing Latin America. "They're analyzing their
targets and they realize music 1s listened to more
than ever before through multiple platforms.”

There's still a disconnect between music compa-
nies and Latin agencies, Melendez says. But at least
there are encouraging signs, including the Del Cor-
ral and Kuryaki uses, which are particularly auspi-
cious because neither of those two albums had been
released stateside prior to these campaigns.

“We just have to be prepared,” Melendez says, “so
when the trend explodes, we're right there.” ©

TAKEAWAY: In the United States, big brands can be too
focused on big synchs; smaller brands aren't focused

enough on music. There are opportunities for brands and
labels with non-superstar artists.

The
Saturation

Solution

With interchangeable
destination festivals
in oversupply, artist-
branded events offer
a different ticket

he pioneers of long-lasting touring fes-
tivals in North America have much to
teach newcomers in the field. There's a
stark difference between touring fests
that survive or at least end on their own
terms (Vans Warped, Ozzftest, Mayvhem, Rock the
Bells) and those that do not (Lollapalooza, Lilith Fair,
H.O.R.D.E.). While a vanety of factors play a role in
an individual festival's success, or lack thereof, the
fests that endure for the longest haul have one com-
mon denominator: They usually stay true to their
niche. The ones that fall by the wayside (as tours, at
least, as the Lolla brand thrives as a non-touring fes-
tival) all make the same critical error—trying to be all
things to all fans, diluting their brands and disengag-
ing the core audience in the process.

Broken Record

A new report shows growth
throughout the media
sector—except one

f you're waiting for a rebound in the recorded-music market,
you might have to wait quite a few years.

PricewaterhouseCoopers' new media report shows growth is
everywhere in the United States except recorded music. Con-
certs are expected to grow at a compound annual growth rate
(CAGR) of 3% through 2017. PwC expects the game business to rise
at a CAGR of 6.2%. The North American film business (including
the United States and Canada) i1s forecast to have a 3.3% CAGR. And
the U.S. fixed-broadband market, the delivery mechanism for much
of this entertainment, 1s slated to grow at a CAGR of 4.49%.

But recorded music 1s expected to shrink at 1.3% durnng the next
five years, falling from a $6.4 billion business (in consumer spend-



There s still room for growth, but the
current market for major destination
festivals with broad appeal and nation-
al audiences 1s headed toward a satu-
ration point, as evidenced by recent
notable failures like HullabaLOU in
Louisville, Ky., and Kanrocksas in Kan-
sas City, Kan. Already, many of these
fests are booking the same headliners
or trading on acts booked for smaller
stages just to differentiate themselves.

Since concert-going  Americans
have clearly bought into the festival experience in a broad way, the

best opportunities may well lie in the niche market, specifically fes-
tivals with a clear 1dentity and a targeted lifestyle. In many cases,

these are artist-curated events that tap into a basic trust factor. A
fan might think, “I don’t know all these bands very well, but if my
favorite artist digs them, then I probably will too.”

Not every headliner has enough gravitas to pull it off, since this kind

of validation requires a stamp of approval that actually means some-
thing. The ability to be a viable “curator™ and effectively host a band-

branded event transcends simple popularity. The band must have a
community of fans associated with an identihable set of passions, even
if' it’s just purely underdog status within its genre. Indeed, this might be
one instance in which market fragmentation can be a good thing,

Pete Pappalardo 15 an agent at Artist Group International,

which has several clients that successtully host these band-centric
events, mcluding Metallica with Orion, Motley Crue with Crue

Fest and Insane Clown Posse with the Gathering of the Juggalos.

has been involved in every decision,”
Pappalardo says, "from the name of
the festival, the production, choosing
the artists, the ancillary events like art-
work. They are curating Yestival.”

The current members of Yes, AGI
and promoter Live Nation hope they
have a franchise on their hands, some-
thing along the lines as Orion, Crue
Fest and the Gathering. "There 1s a
generation of younger musicians who
look at Yes as prog-rock gods,” Pap-
palardo says. “If we grow the festival
M more cities next year, we expect
to bring in not only the older generation groups, but also some

vounger bands that idolize Yes."
However it plays out, Pappalardo firmly believes a strong, unique
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Most recently, prog-rock legend Yes announced the inaugural Yes-
tival, set for Aug. 3 at the Susquehanna Bank Center in Camden, N.].

Yestival 1s intended as prog nirvana, not just the band slap-
ping its name on a concert event. Among the acts signed are Carl

niche 1s the best way forward n the fest world. "Any new festivals
have to be artist-driven and artist-branded,” Pappalardo says. "In
addition to the music, you're also trying to capture a lifestyle ele-
ment. With Crie Fest, for example, that would include having tat-

East Coast Contumer Accotnt Executive Slevancdras Harlr alosaneles Ha it Faht e arel o it
East Coast Consamer Account Executive Julian Hodguin Judan Hodguingg b board.com
Sponsorship/Buasiness Development Manager Cebele Manjuer cebele marmuersd hilboand com
Executive Director, Branded Entertainment & Integrated Partnerships
lay Goliherg |y.ealabhergelbdlsaani nom
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Palmer's ELP Legacy; veteran prog-rockers Renaissance; the

Peter Gabriel-licensed Genesis tribute band called the Musi-

cal Box; and Tool drummer Danny Carey’s side project, Volto!
Plus, Yes will do two complete album pertformances, and there will
be an art exhibit from album-cover tllustrator Roger Dean. " Yes

Ing) in 2012 to 56 billion in 2017.

The story behind the numbers 1s a tamiliar one: Digital growth
isn't enough to overcome losses in physical sales. Combined digi-
tal sales, expressed as track-equivalent albums (where 10 tracks
equal one album), were up 1.9%, or 2 million units, through June

2, according to Nielsen SoundScan.
Track sales were down 2.8% and digi-

THE BIG NUMBER tal album sales were up 7.7%.

e The drop in CD sales continues to be

Estimated cdeching in recorged
music by 201/

problematic (for those labels still sell-
ing them). CD sales were down 13.9%
through June 2, representing a loss of
10.7 million units. The loss will be 26.8
million units it CD sales continue at
the same pace through the end of 2013.

Some digital segments are faring
better than downloads. Last year, sub-
scription and streaming revenue (not
from SoundExchange) rose 59% to $571 million. Performance roy-
alty distributions from SoundExchange rose 589 to $462 mullion
and, judging from how Pandora and SinusXM are growing this year,
will have strong growth again this vear. Internet radio royalties will
get a boost in 2013 from Apple’s Internet radio service.

But can the growth continue? Common sense says digital revenue
will have strong growth for many vears. After all, today’s services
are 1n their infancy and the multinational corporations are, outside
of cloud storage and YouTube, mostly on the sidelines. Yet France,

too parlors on the concourse. You want the music to provide the
common thread for the lifestyle that goes with it.” @

TAKEAWAY: Festivals with no clear brand are floundering. Niche, artist-
curated events tap fan bases and offer opportunity for growth,

home to subscription service Deezer and numerous
competitors, had its audio subscription revenue grow
a paltry 2.1% in the first four months of the year, ac-
cording to French trade group SNEP. Since subscrip-
tion revenue 1s recurring revenue, low growth comes
from low demand, not the disappomting release
schedules that can drag down download sales.

PwC’s numbers are bleak but they aren't all bad.
Concert growth 1s expected to be healthy and could
end up better. PwC might be underestimating the
value that could accrue to promoters and artists
through dynamic pricing and mobile ticketing. In
addition, EDM events are thriving, ticket prices are
rising, and attendance 1s holding up well in a slug-
oish labor market.

But the report's underlying message is clear:
There's a wide gap between where the music busi-
ness wants to be by the end of the decade and where
it 1s headed. The 1dea that every American will pay
for music through a mobile or broadband connection,
thus creating a tidal wave of new revenue, is a vision
that won't come to fruition anytime soon. The poten-
tial is there but the timeline is lengthy. ©

TAKEAWAY: Thouagh the live business is healthy,
recorded music continues to declinge, and despite digital
revenue growth this won't change anytime soon.
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TOPLINE

QUESTIONS

Answered

Cary Sherman
Chairman/CEO, RIAA

What did you wake up thinking about this morning? What
Is on my calendar? Can | wear jeans, or do I need a suit because I'm
meeting with a senator? | wrap my head around whatever 1ssue [ will
be dealing with during the day when I am swimming laps, which [ do
in the morning in the summer, and when [ am showering and coming
to work. Today, | was preparing for a speech that [ have to give next
week and | was thinking about how to put it together.

Describe a lesson you learned from failure. There have been two
important failures: the inability to get legislation on the rogue sites or
legislation on the performance nghts tor music played on [terrestnal
radio. The lesson I learned was to try and establish a policy from the

market up rather than from Congress down. Industries are feartul ot

legislation. But if yvou start in the marketplace and forge a solution with
the other parties, you get a lot less resistance—and often a more flexible
approach. To cast today's solution in concrete may not be appropriate
for tomorrow’s problems. Sometimes when you crystallize words in
legislation that are going to be interpreted, or misinterpreted, in a court
or used by a clever lawyer to architect around the law, you begin to real-
ize legislation is not the way to deal with a problem. We were able to
get deals done with the |Internet service providers| on piracy because
that 1s a voluntary effort. The faillures that we have faced, they have now
been dealt with through a voluntary solution. With radio, we are talking
with the broadcasters again instead of fighting it out in Congress.

What will define your career in the coming year? Keeping the
rate structures for streaming services mtact. For 15 years we have been
hearing from our critics that we didn't embrace the Internet. Most still
aren't aware how the industry has made it through the digital transi-
tion. The industry has stabilized and digital i1s now 59% of revenue.
We have a great story to tell—that music is on the march again with all
the digital models, and we are gaming traction—but everyone still has
a decade-old impression about us. Now we are waiting for growth to
come again to bring us back to where we were—and then to suddenly
have a service like Pandora saying that they should be paying less, we
need to protect the pricing structure to protect the industry’s future.
[t 1s a defining moment that we will have to pay attention to this year.

Name a project that you're not affiliated with that has most
impressed you in the past year. The Anti-Defamation League 1s
celebrating 1ts 100th anniversary, and they created a video to John
Lennon’s “Imagine.” It is a stunning piece of work, very inspirational.

Name a desert island album. Sgt. Pepper s Lonely Hearts Club Band.
It's the answer | gave when I was in summer camp, and it’s the answer
| grve today. It has survived the test of time. —Ed Christman
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1 This
lalephone
ndex has
Lravelad with
me from affice
to office for 30
vears. Opening
it rerminds me
al people Trom
my pastand
present.

2 1l s greaf
beng able Lo
locK acrass the
room al some
ol my favorite
family photos
Thigy re

the most
important
peopleIn

my life.”

3" The RIAA
helped bring
a new branch
of Musicians
an Call to D.C,
in 2011, and
weve hosted
a number

of events
benetiting the

Age: 65

charity since
| love the idea
of musicians
giving back

and the RIAA
supporting

that mission.

4 A favorie
painting by a
close friend.
Ellen Sinel
whose work
| love, My
home is filled
with b
painlings.”

5 A recent
pet project
putting all
the stult we
haa aroung
the office in
the RIAA's
lobby and
SNoWwWCasing
the century-

long
collaboration

hetween
music and

technology.

Favorite breakfast: "Fruil
with plainyogurt.”

First job: "Music director of a
summer camp in the Poconos.
That was a great summer,’

Memorable moment: " T he
day (then-RIAA chairman/
CEO] Hilary Rosen called and
implored me to come in-house
at the R1AA, | was the outside
counsel, and it changed my lile
in profound ways.”

Advice for young artists:
‘While you are astruggling
artist, keep your eyes apen 1o
work vou can do—even it it's
not music, outit it's girectly
related to things you love. How
aryy record executives, even
at the RIAA, started out as
aspiring musicians?”

Cary Sherman
photographed
at the RIAA
oifices in
Washington,
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All Eyes
On
Nashville

The biggest names

In country music,
including Carrie
Underwood, Miranda
Lambert and Sony
Music’s Gary Overton,
lit up Music City as the
CMT Music Awards and
the CMA Music Festival
took over the town.

1 Golden girls: Country superstars Carrie
Underwood and Miranda Lambert celebrated
their g wins at the CM T Music Awards, held
June 5 at the Bridgestona Arena in Nashville
Underwood took home video of the year for

"Blown Awav ™ while Lambert nabbed double
honors for performance of the year tor "Over
You" and female video of

Broken Heart’

the vear for "Mama's

2 Warner Music Mashville president/CEQ
John Esposito (left) and Hunter Hayes were
all laughs at the 21st annual CAA BB(Q at the
Lreative Artists Agency offices in downtown
MNashville on June 3—the unaofficial kickoft tor
LMVA Music Festival week

3 Threesacharm: MTV Metworks Music &
Logo Group president Van Toffler soaked in
the festivities at the CMT Music Awards with
CMT senior VP of music events and talent John
Hamlin and president Brian Philips (from left).

4 All together now: Backstage at LP Fiaeld tos
the June 9 finale of the CMA Music Festival
were (from left) Sony Music Nashville's Paul
Barnabee Sony Music Nashwille chairman/
CEC Gary Overton, Carrie Underwood. Brad
Paisley. Arista Nashville's Lesly Tyson, Sony
Music Nashville's Jim Catino and Caryl Healey,
and Arista Mashville's John Sigler




“There’s no place like home: Broadway
Cll'ld NEW Yﬁl'k City- " —Cyndi Lauper

And The Award
GoesTo...

SESAC honored TV and film
composers in Santa Monica,
Calif., while Cyndi Lauper and
“Kinky Boots” dominated the Tony
Awards in New York. Across town,
Kanye West and Of Monsters and
Men braved rain and mud at the
Governors Ball Music Festival.
1 Pen pals: SESAC s TimFnk and composers

Brad Chiet. Brenda Burns and Todd Burns

(from lett) mingled on the red carpet before

SESACs Filmand TV Composer Awards in

Santa Monica, Calit, on June 6. Todd Burns

was honored for miework on the TV shows “48
Hours and "Maury.”

2 Time toshine: Atthe Film and TV Composer
Awards were (from left) SESAC's James
Leach, GGrow Music Project’s Kristin and
Christopher Tyng, and SESAC s Erin Collins
and Dennis Lord

3 The musical "Kinky Boots™ walked away with
top honors at the 67th annual Tony Awards in
New York on June 9. Actor Billy Porter took
home an award for best performance by a
eading actor in amusical, and Cyndi Lauper
triumphed in best original score (music and/
or lyrics).

4 Praise Yeezus! Kanye West at the Governors
Ball Music Festival on June 9 in New York,
where he preamiered new songs from his
forthcoming album Yeezus,

5 Weathering the starm: Of Monsters and Men
posed backstage atter their rainy performance
at Governors Ball

6 Ficture perfect: Actress/singer Anna
Kendrick and Universal Pictures president

af film music and publishing Mike Knobloch
were honored with a platinum plague for
kendncks it "Cups.” from the "Pitch Perfect”
soundtrack, at an event hosted by WHTZ
{£100) New York at the iHeartRadio Theater
on June /. "Cups s No. 25 0n Billbpard's
Mainstream Top 40 chart.

7 Peace be with you: Legendary progducel
Timbaland mingled with the star-studded
crowd at Kanye Wesl's surprise Yeezus album
lIstening party, which took place on a loading
dock at New York's Milk Studios on June 10

8 This guy! New Music Seminar founder Tom
Silverman (and former CEQ of Tommy Boy
Entertainment) and SoundExchange president
Michael Huppe (nght) showed brotherly love
on the red carpet at the NMS opening-night
blowout at Webster Hall

‘ublicist Fiona Bloom captured (from left) Olivia Cipolla of new
Tommy Boy Entertainment signing OL.C.AD, South African
artist Jesse Clegqg. O.C.A.D.'s Arie Dixon, Clegg's manager Dani
Cooperman and Clegg's quitarist Thomas Selmer-Olsen at the
MNew Music Seminar on June 9 at New York's Webster Hall

nonabloom Hanging outside aZillboard
L wy fmlesseclegg from and newly signed
Artist @OCADMUSIC - #NewMusicSeminar

o get your Instagram photos onto Billboard.biz, tag @Billboard
and include #Backbeat in the caption, along with the whao

what when and where. One submission will be featured in the
magazine avery weak,
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BACKBEAT PLACES

GETTING THERE
It's always best to go late at night and

get there in the early, early morning, so

you re not sweating while pulling up to
the hotel. —=Holly Carter, CEO, artist
manager/ producer, Relevé Entertainment

STAY HERE

| feel like people are having the most
fun at the W Hotel [whotelsnew-
orleans.com|; in the lobby there’s a
party all the time. —Emil Wilbekin,
editor at large, Essence

Harrah's [harrahsneworleans.com|,
but not the casino; they have a sepa-
rate hotel portion that's pretty nice.
It's comfortable and centrally located.
—Jaha Johnson, artist manager

Le Pavillon Hotel [lepavillon.com],
which abuts the French Quarter and
ofters a respite from the revelry.
—Catherine Brewton, VP of writer/
publisher relations, BMI

DRINK UP

Any corner daiquin shop. They are all
over the city, and New Orleans has an
open drinking policy, so you can just
walk in and walk oft with your drink.
—Michael Paran, manager/CEO,

P Music Group

The Hotel Monteleone [hotelmonte-
leone.com| has a bar and lounge that
1s like an actual carousel. You sit at the
bar and 1t iterally goes around in cir-
cles. It's really cool. —Emil Wilbekin

GRUB HUB

Mother's [mothersrestaurant.net] is a
real Southern experience, with great
people working there. The food 1s
good, and the down-home environ-
ment 1s just what 1 need.

—Anthony Hamilton

Camellhia Gnill |626 S. Carrollton Ave.]
has the most amazing breakfast I've
ever had. The line is out the door. It's
counter seating only; there’s nothing
tancy about it. —Jaha Johnson
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Rituals

Essence Festival

The ins and outs of the 19th annual, four-day,
eight-stage celebration of the biggest and best in
black music in New Orleans (July 5-7)

If I'm secking comfort food, I'll head
to Willie Mae's Scotch House [2401 St.
Ann St.]. Trust me, its many offerings,
including red beans and rice, will
change your life.

—Catherine Brewton

BARGAIN HUNTING

Take the trolleys around the city. You

get more for your money. You can just
sit back and take in all the beauty and
history of New Orleans, without hav-

ing to drive. —Michael Paran

SIDESHOW
[ like to walk around and drink on
Bourbon Street. People watching is the

best thing to do in New Orleans.
—Jill Scott

Go to the World War 11 Museum
inationalww2museum.org|, the New
Orleans Museum of Art [noma.org|
and the art galleries down Rovyal Street.
Also, a lot of the places in Treme—
make sure you hit Lil Dizzy's [1500
Esplanade Ave.|. —Michael Paran

['m a church girl, and the place to go
15 Greater St. Stephens |greaterst-
stephenministries.org|, which 1s
Bishop Paul Morton’s church.

—Holly Carter

BIZ HOT SPOT

Saks Fifth Avenue [sakshfthavenue.
com| has this Fourth of July weekend
sale, and everything 15 50%-75% off.

[t's packed with people that vou know.
Everyone’s shopping, they serve Cham-
pagne, they re playing music, and it's
just really fun. —Emil Wilbekin

The W New Orleans in the French
Quarter doubles as a boardroom for
many music industry professionals
during Essence Festival. Its SoBou
restaurant [sobounola.com| provides
ample space to network and nibble on
delicacies crafted by executive chef
Juan Carlos Gonzalez.

—Catherine Brewton

AFTER HOURS

We tend to go to Harrah's Casino to
take in some scenery and enjoy the
buftet. —Anthony Hamilton

Down Poydras Street there's usu-

ally this huge open-air market with
vendors selling food. So, on your way
walking from the Super Dome back to
your hotel, yvou can grab real authentic
Southern Cajun food, probably the
best you'll have. —Emil Wilbekin

BEAT THE HEAT

Wear something really light, from san-
dals to sun dresses. In anything else,
you re overdressed and you're going to
burn up. —Holly Carter

MUST-HAVE

A positive party attitude, patience,
a smile, at least one tab outfit and at
least one pair of comty shoes.

—Jody Watley

DON'T MISS

I'm always excited to see Beyonce. |
just think that she is the most incred-
ible pertormer ever. Her vocal ability,
her dancing, her confidence, her
talent—she's amazing and I'm a fan for
lite. =Jill Scott

Faith Evans. It's good to see great R&B

singing. Big Daddy Kane. I'm a big hip-

hop fan of the seasoned artists and he
has lots of hits. Jill Scott 1s an R&B fa-
vorite and always a great show. Emels
Sande 1s an awesome British soul new-
comer. Alice Smith 1s a nice alternative
soul singer. And Mali Music, because
it's great to see artists on the bill with

a spiritual message. —Larry Shields,
agent, the Agency Group

SPECIAL SOMETHING

It's a gumbo of togetherness, with the
preatest fans in the country and from
all over the world. New Orleans has
great history, soul, food, warmth and
hospitality, which embodies what the
testival 1s all about.

—Colin Stutz

Clockwise
[ram center:

SoBou burger,
interior of tha

W Hotel in the
French Quarter.
Jill Scott and
Anthony
Hamilton.

—Michael Paran
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Kanye’s Drill Sergeant

19-year-old production prodigy Young Chop 1s bringing the sound of Chicago’s streets to Kanye West's new album

Name: Young Chop

Software weapon of
choice: "FL Studio, loaded
upwith VS Ts —virtual studio
technology—"and drumi kits."

Breakout: Producing 2012
viral hits " Don't Like” and
"Bana for Chiet Keef

Other recent notables:

Big Sean’s "Guap,” French
Maontanas "Ucho Cinco,
Pusha Ts "Blocka™ and Wyclel
lean’s "Hope N Pray.”

Up next: Kanye West's
Yeezus, Big Sean's Hall of
Fame, R. Kelly and upcoming
Lhicago rappers | ink and
lohnny May Cash

1 Young Chop's simple laptop-
and-a-mouse setup. "You don't

need nothing major these
days, he says.

2 SoundScape’s Studio A:
“The mixing is real good in
here—they got it all padded
out.”

3 Young Chop eschews the
vintage Wurlitzer and other

instruments at SoundScape
in favor of VST sounds. "l use

Nexus on almast every beat |
do. Purity—{ use that one to
the death.”

PHOTOGRAPHS
BY NOLAN WELLS

Though Young Chop (real name Tyree Pittman) is the
leading beatmaker in the “drill” rap subgenre explod-
ing from Chicago's South Side, he can usually be found
at SoundScape, a small studio in Humboldt Park, on
the other end of town. When he's home, that is—just
three to four days a month, Chop says. He Hatly de-
nies he was just in Paris, where he was rumaored to be
working on Kanye West's Yeezus, though his Instagram
showed otherwise. "1 did that on Photoshop,” the pro-
ducer jokes. (His manager, Wayne “Hustle” Hampton,
later confirms that Chop contributed to Yeezus.)

All of this—the trnicked-out studio with 1ts French
wallpaper, the jet-setting to studios around the world
s a far cry from the 19-year-old’s humble roots. A mere
two years into his beatmaking career, Chop broke
through alongside Chief Keet when their YouTube
sensation I Don't Like” garnered a purported $3 mil-
lion deal with Interscope for Keet and a publishing deal
with Warner for the young producer.

“Keef used to call up and say, 'Come over, and |
would pack up my PC—not even a laptop, I had a desk-
top—into this huge suitcase the size of halt this room
and have my mom give me a ride over, he says with a
laugh. “Tused to bring the studio to the people.”

Chop’s setup has changed only slightly since those

days. After cracking the screen of his HP laptop dunng
the making of Keef's debut, Finally Rich, Chop was too
busy to deal with getting 1t replaced, so he just contin-
ued to work on the busted computer for months. "1 got
it fixed now, ' he says, grinning and adjusting his jewel-
encrusted Jesus pendant.

The irony of this—that he's making his sample-
tree, 808-heavy tracks for the likes of Wyclet Jean and
French Montana with a laptop running FL Studio and a
MIDI keyboard—is not lost on him. He knows he could
work anywhere, but says SoundScape’s intimate Studio
A, where a small figurine of four-armed Hindu deity
Ganesha presides over a long mixing console and an
overstuffed leather couch, 1s where he feels most com-
fortable. Chop and Keef''s patronage has helped make
SoundScape the de facto spot for Chicago street rap.

“1 like the vibe,” Chop says, motioning to the two-
tone wall behind him, possibly designed with the Chi-
cago Bulls in mind. “It's done up in red and black—
those are my favorite colors. It feels like my house.”

As important as vibe may be, the sound ot the room
is still fundamental. “They have the best subs in here,”
Chop says of the Final Focus speakers next to the mix-
ing console. “They hit hard. I need to hear the 808s.”

—Jessica Hopper
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“l don’t send beats
to no artist. | got

to get in the studio
with you and make
something fresh on
the spot.”
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More than 7 million albums into her career—14 million if
you count Hannah Montana—Miley Cyrus wants you to
know she considers her next album her first. In control
of her sound and image, Cyrus is mixing hip-hop edge

Callin
The Shots

with country twang, and storming the Billboard Hot 100
with “We Can’t Stop” BY MATT DIEHL

i1

his is the worst spot to stand.”

In the middle of a photo studio in Hollywood, Miley Cyrus faces a video
crew there to capture the pop icon relaying spritely promos for an upcoming
blitz of TV appearances on "Good Morning America’ and “Jimmy Kimmel
Live!” There's a director on hand, but it's clear who's running the show.

“Look, I'm not fat or anorexic—I just know my angles,” Cyrus instructs
the cameraman. She then goes over the scripts, which are a little too cutesy
for her taste—the copy riffs on the title of her new single, “We Can't Stop,”
released just the day before. "I hate it when people make puns out of my
song titles,” she says, before adding with a slight smile, “Should I do a Christian Bale and start
freaking out?”

She's kidding, of course: Despite her strong opinions, Cyrus proves anything but a diva in person.
She's utterly professional, hits her marks (there’s never a need for more than two takes) and charms
the crew with equal parts humor and chutzpabh.

But it's also clear that no one knows better how to present Miley Cyrus than Miley Cyrus: There
aren't many 20-year-olds who have earned the veteran showbiz stripes she has. Just out of middle
school, the 12-vear-old daughter of country hitmaker Billy Ray Cyrus quickly catapulted to fame as
the star of Disney's “Hannah Montana” TV franchise, playing a normal girl with a double life as a
teen-pop phenomenon. Fact quickly followed fiction: Soon, Cyrus had evolved into a global brand,
with hit movies and multiplatinum sales—when 2007 ’s Hannah Montana 2 (Soundtrack) /Meet Miley
Cyrus debuted atop the Billboard 200, the then-14-year-old Cyrus became the youngest female to
have a No. 1 album. The Hannah Montana albums have sold a combined 7.1 million copies, accord-
ing to Nielsen SoundScan, while the releases under Cyrus’ name account for 7.2 million. In 2009,
her Dr. Luke-produced single “Party in the U.S.A.” reached No. 2 on the Billboard Hot 100, selling
5.2 million copies.

“Right now, when people go to iTunes and listen to my old music, it's so irritating to me because
[ can't just erase that stuff and start over,” she says. “My last record [2009's EDM-inflected Can't
Be Tamed| 1 feel so disconnected from—I was 16 or 17 when I made it. When you're in your 20s, you
just don't really know that person anymore.”

Teen stars experiencing growing pains as they—and their music—make the transition to adult-
hood are nothing new. Yet there's something different about Cyrus’ next chapter. It's less a tran-
sition than a complete makeover—a brand relaunch, if you will. Peter Edge—CEO of RCA, the
label Cyrus signed with after breaking with Disney-afhhiated Hollywood Records—refers to it as
"Miley 2.0.” Cyrus herself says, "I want to start as a new artist. I consider my upcoming album
my first, really.”
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“What she’s doing now is not what people expect from her,” Edge says. Indeed,
“"We Can't Stop,  the first single from her still-untitled fall album, isn't a bright and
bouncy pop song. If the track—which debuts this week at No. 11 on the Hot 100
and enters the Hot Digital Songs chart at No. 3 with 214,000 sold, according to
Nielsen SoundScan—sounds more like a downtempo Rihanna song, that's because
it was originally intended as one. "It’s like a mature version of 'Party in the U.S.A.,”
Atlanta-based producer Mike WiLL Made It says. “That'’s even how I described it
when 1 presented it to Rihanna, before I'd even met Miley.”

Mike WiLL Made It is best-known for innovating the now ubiquitous “trap” sound
on hip-hop bangers for 2 Chainz, Guccit Mane, Lil Wayne and others; the shght twang
of Cyrus’ vocal, though, pushes “We Can't Stop” into a hybrid of hip-hop grooves
and country-inflected pop. “When hot and cold meet in a storm, you get thunder,”
Mike WILL says. “*We Can't Stop' was the first song we did. We didn't try to reach
and be too ‘*hood’: It’s hip-hop-influenced, but Miley’s a pop singer, and she's going
to have country in there. People don't care about genres right now, just dope music.
Were not trying to walk the line—we're trying to draw it.”

“"We Can't Stop” definitely draws the line between the adult Cyrus and the per-
son she was before, down to its risqué, twerked-out lyrics (“'To my homegirls with the
big butts/Shaking it like we at the strip club”) and drug
references (" Everyone in line in the bathroom/Trying to
get a line in the bathroom/We all so turned up here”).
Cyrus came of age with social media—one could argue
her constant stream of YouTube videos inHuenced how
her audience uses that medium to document their own
lives. (And she experienced the pitfalls of just that when LABEL: RCA
footage of her smoking the hallucinogen salvia went
viral in 2010.) She sees the lyrics of “We Can't Stop™ as
another kind of reportage from her world.

“I didn't make this song for the critics, but for the
people living it,” she says, dragging on a cigarette be-
tween shoots atop the photo studio’s roof, where she's
stripped down to a leather bustier to soak in the rays.
“I'm 20 years old and 1 want to talk to the people that
are up all night with their friends. It's based on a true
story of a crazy night [ had: When | heard the song for
the first time, it captured exactly what I was living.”

Cyrus 1s quick to point out that, having left one band-
wagon, she’s not about to jump on another. “I've always
wanted country-rock influences, but now I'm moving
over to a more urban side,  she says. "It's not a hip-hop
album, though—it's a pop album. I'm not coming in try-
ing to rap. It's more like, ‘1 don't see any girls out there
doing what Miguel and Frank Ocean are doing.” Cyrus TWEETS: @MileyCyrus
pauses, gigeling. “We've been calling it ‘count-step, be-
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cause it's like country, dubstep and a little trap,” she says. "1 love the Lumineers, but
| also love French Montana, Juicy J, Wiz Khalifa and Dolly Parton. It you could put
Dolly, some Adele and Juicy ] together, you'd have that weird balance.”

That weird balance comes through in the choice of producers working on the al-
bum. Reliable hitmakers Will.i.am and Dr. Luke both make appearances, as well as
newcomers like Oren Yoel. But before Cyrus had even approached RCA, she began
mapping out a new sonic vision with Pharrell in Miami. "We wanted to make some-
thing really different,” she says. “He came to my house, and I didn't have shoes on—]}
don't put a show on for anybody. He said, "This is why I love you: You're just wild and
free, and I want to capture that.””

“She got on the guitar and played me a song she'd written,” Pharrell remembers
of that first meeting. "1 loved her spirit—how she’s so intuitive and loves all kinds of
music. Iconic artists are never straight-ahead—Michael Jackson loved Elvis and Burt
Bacharach, and made it a unique blend into what he did. Miley, she loves hip-hop,
but her godmother is Dolly Parton and her dad 1s Billy Ray. She really knows what
she wants to do, and at the same time she’s just discovering who she 1s.”

The pair wrote a song called “Rubber Band” that first day, and quickly had an-
other, “4 x4, which Pharrell describes as a union of “foreign elements.” Cyrus knew
they were onto something. Others were less sure. “People weren't getting it,” Cyrus
says with a groan. “They were like, "He doesn’t have anything out right now.” [ was
like, “Who the fuck cares? He's Pharrell.’ He played me a bunch of stuff he was work-
ing on that was crazy—new Robin Thicke records and the Daft Punk stuff. I realized
his life was about to change the way my life was. Now look: Pharrell’s killing every-
one and starting his empire all over again. And once he set me free on my path, that
brought me to Mike WiLL.”

“Pharrell expanded her vision,” Edge says. “And then when we introduced her

il

to Mike WILL, she ended up making the music that’s the centerpiece of the album.
When she signed to RCA, we thought, "Who's going to take her to the next level that
will be surprising?’ She had the same idea. We were meeting at the Greenwich Hotel
one day, and Miley said, ‘I need a Timbaland to my Justin'—someone who didn't just
make hip-hop, but had a fresh new sound. I said, ‘Have you met Mike WiLL?""

[n addition to “We Can't Stop,” the Mike WiLL tracks on the album include “Stand
by Me" featuring Future—which WiLL describes as "one of the greatest songs ever; a
big feel-good, stadium, Super Bowl-sounding record”"—and " Drive,” which features
murky dubstep/trap synths and drums that'll be best heard banging out of club sys-
tems. The passionate, desperate singing, however, proudly reveals Cyrus’ roots. “
told her, "Keep your country twang, = WiILL says. “That’s what's ill about her.”

“A lot of people wanted to try to make me the white Nicki Minaj,” Cyrus says.
“That’s not what I'm trying to do. I love ‘hood’ music, but my talent is as a singer.” To
that end, Edge is particularly excited about "Wrecking Ball"—a defiant power ballad
produced by Dr. Luke with a thrilling vocal performance. “We were inspired by One-
Republic, and the way Timbaland used to do those big ballads,” Cyrus says. Edge
adds: “"When Miley came to us she had really good songs already, including "Wreck-
ing Ball, which blew us away. It could be a career song for her.”

Indeed, while Cyrus’ upcoming material has a definite hip-hop feel—other
likely guests include Big Sean, Nelly and Ludacris—it resists pigeonholing. "4 x
4" finds Pharrell putting big beats to a country line-dance melody, finding the
clip-clop in hip-hop, over which Cyrus’ vocals ring out unrepentantly free of ef-
fects. “There’s no Auto-Tune on my record,” Cyrus says. “"People want to hear
my voice as it is, the way I sang on a song like "The Climb""—the 2009 acoustic-
driven rocker that has sold 3.6 million copies. "1 want my record to sound like me,
so when they hear that raspy voice on the radio, they know it’s me.”

Of course, who that "me" is is shifting against expectations on this album: The ee-
rie, soulful melodies adoming electro ballad "Adore” evoke “some of the old Usher
songs | grew up listening to,” Cyrus says. And she describes a song called " Fuck You”
as "dubstep meets metal, Motown gone ratchet.”

Music isn't all that Cyrus has changed. In the past
two years she's switched managers three times, most
recently moving from powerhouse company Red
Light to Larry Rudolph, who handles Will.i.am, Avril
Lavigne and Britney Spears, among others. "1'd been
through this transition beftore with Britney—some-
one who's known as a tween artist, making music for
a young audience, coming to the moment where she
had to grow up and expand to an older audience,” Ru-

“"When 1 changed managers, | was at a different
phase,” Cvrus says. "1 feel like I'm at a point almost
where Britney was when she did 'I'm a Slave 4 You." And
Larry hasthe relationships to make everything happen.”
Those relationships came into play after Cyrus signed
with RCA and parent company Sony. “The key to the
whole Sony machine 1s Doug Morris, and Peter Edge 1s
a real record guy, Rudolph says. “Sony was really the
only place I wanted to go,” Cyrus says. “When [ went
and talked to Doug for the first time, as [ was walking 1n
the door, Justin Timberlake was walking out—he’d just
delivered his new record. As everyone was leaving, [ ran
back in and gave Doug a hug. I'm like, 'I'm going to be
here. I'm going to sign with you. Don't say | said any-
thing." Doug thinks we can have the record of the year
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with this album. He and Sony are family to me.”

The Sony family 1s pulling out the stops to make Miley 2.0 a success, with a tacti-
cal, artist-driven strategy. “One week out of the gate, and we're off to the races, RCA
president/COQO Tom Corson says shortly after the release of "We Can't Stop.” “We
haven't set an album date, but this is the beginning of a very long-term commitment.
We 're partners: This is Miley's artist record, so she’s the head of the creative team
and we're amplifying her message.” When “"We Can't Stop” arrived, it was first de-
livered to Clear Channel’s top 40 powerhouse KIIS-FM Los Angeles through a full-
on multimedia event: Cyrus took over the station’s morning programming, and then
the single was rolled out across the entire Clear Channel network. "1 get the value
of radio, and Clear Channel has been an amazing partner,” Rudolph says. “Joe Ric-
citelli and his staft at RCA have a solid promo plan, doing an amazing job working
radio to get adds.”

While Cyrus’ album setup will embrace radio and TV, it will also encompass a
far-reaching, viral digital awareness approach. "The whole branding rollout will
be global, translated locally around the world. "We Can'’t Stop’ has already gone
to No. 1 in 20 countries, and top five in 20 others,” Corson says, referring to the
single’s embrace on iTunes worldwide, “so execution seems to be working, but
there's a lot more to do. This isn’t about just a record company putting out singles,
but doing real branding work.” That includes harnessing Cyrus’ massive social
media presence (she currently has 12.1 mullion Twitter followers), which allows
her fans to doggedly track everything from Cyrus’ latest fashion choices and her
homemade twerk dance videos to her on-again/off-again relationship drama with
“The Hunger Games' star Liam Hemsworth. “Her fans follow everything she
talks about and does, but she needs music to underpin that,” Corson says. "She'’s
a one-woman cultural flashpoint driving culture, and her new music 1s going to
completely change all the dialogue on what she’s now pulled together in the social
media space.”

“She’s so potent out there socially,” RCA's Edge adds. “With the right message
and content, we can harness that commumnity creatively in the coming weeks and
move the needle.” That's clear already from the impact Cyrus had on a promo-
tional tour earlier this month in Silicon Valley. During a Spreecast chat, “all the
fans getting on at once crashed the servers,” Rudolph says, noting Team Miley's
recent hire of former Facebook entertainment head Erin Famarlo. "Then we
went to Facebook and Twitter,” he continues. “The Silicon Valley companies
aren't always impressed with the whole Hollywood thing—Facebook doesn't
usually let anyone even come to their campus, so this is rare. But they know Miley
15 driving people and very engaged with her audience, because the power of her
social media platform is that enormous.”

To make a companson as to where Cyrus has landed 1n her career, Edge recalls
when he signed Alicia Keys as an A&R executive at Ansta Records. “There was no

The Kids Are
All Right

Why former Disney and
Nickelodeon stars are
winning at radio, charts

“It's not a hip-hop album. I'm

not coming in trying to rap. It’s

more like, ‘'l don’t see any
out there doing what Mig
Frank Ocean are doing."”

parallel for Alicia—people were a bit afraid of what she was doing,” Edge says. "She
didn't fit the mold, from her look to what she was doing musically. That's what it
takes to be groundbreaking: Miley has that ability, and she’s not afraid to do it. She
stands out from the pack.”

That's clear enough from Cyrus’ fashion-forward outfit when she talks with Bill-
board: In addition to a revealing black bustier, she's rocking harem pants, a gold-
Versace-symbol adorned baseball jacket and an androgynous platinum quiff that's
more Madonna than Hannah Montana. Just from her style alone, it's going to be hard
to fit her into anything that's not directly stemming from her perspective—including
movies. "I like being characters, but I can't go shoot a movie for three months,” she
says. I can't really be told what to do right now. I'm too young to go in and make
someone else’s vision come to life. | want to go make my visions.”

She takes a most uncharacteristic pause, dragging on her cigarette as she contem-
plates the Los Angeles landscape. "1 never stop working, ever—I put my track list
together this morning, ' Cyrus says. "I want my record to be the biggest record in the
world, and I've given everything to get here, even down to friends and family and
relationships—I've just put this music first. That's been kind of a trip: It's not like I'm
losing who I am—I actually tound out more about who 1 am by making this music.
['m going on a journey, and that's more than a lot of 20-year-olds can say. And I'm
still going to change so much. Because I'm not the same person I was six months
ago—I'm not even the same person | was two weeks ago.”

For Cyrus, this moment truly represents a rebirth—despite the fact that her RCA
debut will be her fourth studio album, she really does think of it as her first, and 1s
already onto the next one. "I started putting songs together for my second record
today, she says. "I called my manager, and he’s like, "You just had your first single
come out. But I'm already thinking about what I want to do next.” ©

girls
uel and
—Miley Cyrus

It started with Hillary Duff and Miley Cyrus selling
albums and concert tickets but struggling to get
airplay at top 40 radio. And it wasn't so long ago
that even Justin Bieber's music was considered
too young for the format, let alone songs from the
latest generation of stars from Disney and Nickel-
odeon shows that targeted tweens.

How things have changed.

This week, Cyrus’ “We Can't Stop™ debuts at No.

11 on the Billboard Hot 100, Demi Lovato’s “"Heart
Attack” is No. 6 on Mainstream Top 40 and No. 20
on the Hot 100, and Selena Gomez's “Come & Get
It” bullets at No. 5 on Mainstream lop 40 and No.
8 on the Hot 100. Ariana Grande’s “The Way" rises
12-9 on the Hot 100, and the Jonas Brothers are
lurking with “Pom Poms,” which has sold 129,000
downloads, according to Nielsen SoundScan.
Disney Music Group senior VP of promotion
scot Finck says it hasn't always been this way.
During the last 15 years the label has pushed hard
to get acceptance at top 40 for a series of artists
starting with Duff and Cyrus. “We fought for
their validation. We'd post a hit and then radio
would be like Dory in ‘Finding Nemo'—they would

completely forget. So we'd come again and post
another one.”

But today, he says, things are different. “Now
99% of radio programmers understand these
artists deliver audience. They drive [Arbitron’s
Portable People Meters] and fill concert seats. It's
the fruits of many years of labor.”

Beyond consistent label promotion, why have
teen stars gone from question marks to staples at
the format? Possibly the most succinct explana-
tion comes from Phil Mcintyre, who manages
Lovato and the Jonas Brothers. “These are the
stars of their generation, and their generation Is
now the radio-listening audience.”

It helps that these artists are delivering the right
songs. “They're putting out mainstream, right-
down-the-middle pop music,” says Rich Davis, PD
at Clear Channel’s mainstream top 40 KDWB Min-
neapolis. " These are really good pop records, really
well-produced. They just sound good.”

Part of what's helping these artists shed their
tween or teen labels more quickly than artists like
Duff or Cyrus did is their multidimensional ap-
proach to promotion that starts with a command

Teen pop of social mediaq.

stars Selena With this surge of under-21 artists, “they're not doing it out
E:::;:E' of thin air,” says Charlie Walk, executive VP of Republic, label
Mahone, home of Grande and 17-year-old viral sensation Austin Mahone.
the Jonas “"What they have in common is a sticky audience that follows
g:’::ﬂm and communicates with them.” Davis believes the window
Lovato that listeners get to peer through into the artists’ personal lives
and Ariana makes a difference. “You feel like you know the artists on a dif-
ﬁr::::tl’;ﬂ ferent level than we've had a chance to in the past. It's almost

like you are vested because you know their story.”

“It's all about moving the masses,” says LH7 Management
CEO Brian Teefey, who manages Gomez. For example, with
Gomez, radio stations get an artist that reaches audiences
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