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WHAT DID YOU THINK OF?

t vou thought that this might be the fitle of a nature documentary,
you might want to turn the page. It you thought of an odd translation

of one of the most beloved Nortefio bands in history, then read on.
Apply today and become a member of the Latin music community.

Visit LalinGRAMMY.com or call 305.5/6.0036 tor details

and a membership application form.

+ + + THE LATIN RECORDING ACADEMY
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lggy Azalea photographed
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photogrophed by Ramonao
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1 OAK in West Hollywood.
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| come from an era of kids who are
always being told that what we make
is not classic. But my album says to
people my age, ‘Don’t devalue that we
can be culturally significant — because

F rr

we can be.” ” —IGGY AZALEA
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The potential total gross for a 25-date
Beyonce-Jay Z stadium lour, based on an

average per-show gross of 55 million

audiences to share production
costs. Brian O'Connell, president
ol Live Nation Country, says Joel
and Aldean, in Washington, D.C.,
and Philadelphia, and Bryan and
One Direction, in Boston, Chicago
and Philly, will share basic staging
for their respective shows taking
place on the same weekend.

Also driving the boom 1s artists
desire to play to tens of thousands
In unique settings. ~What do you
do after you sell out multiples in
arenas and amphitheaters?” asks
O'Connell. "The obvious thing
1s a stadium, but the financials
aren t that advantageous, because
[ refuse to jack up the ticket price.”

But acts combining their stag-
Ing and production offer a solution
to that issue. “We re sharing the
costs of putting on the stadium
shows, so Luke and Jason are both
going into stadiums and the high-
est price 1s $90, says O Connell.

It’s all adding up to the biggest
yvear for superstar shows since INSIDE
1094, when the stadium tour busi- 3
ness peaked with nearly 9 million
fans attending 214 stadium con-
certs that grossed $337 million,
according to Billboard Boxscore.
“The idea of having two shows by
different acts on the same stage,
48 hours apart, would not have
occurred to anybody in 1994,
says O'Connell.

Jay Z And Beyonce: The
LatestIn A Stadium Boom

[t’s looking like the biggest year in touring since 1994 as power

acts double (and triple) up onstage
by Ray Waddell

Z

With sources confirming to Billboard that Jay Z and Beyonce will embark on a 20-city stadium
tour 1n June, megaconcerts are making a comeback not seen since the mid-1990s.

Though Live Nation did not comment on the upcoming dates, this will mark Jay Z's sec-
ond summer in a row touring stadiums, after 2013's Legends of Summer tour with Justin
Timberlake, which grossed an average of $5 million per show for 14 dates, according to
Billboard Boxscore. The pairing of Jay Z, 44, and Beyonce, 32 — who shared the No. 1 spot
on this year’s Billboard Power 100 list — joins a growing club of acts who will be playing sta-
dium dates this year including established hitmakers (Eminem, Rihanna), newbies (One
Direction), veterans (Dave Matthews Band, Billy Joel) and country kings (George Strait,
Luke Bryan, Jason Aldean).

What's driving the boom? New efficiencies, as promoters find ways for acts with different

A collective of

five indie labels
wrests back digital
distribution rights
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M3G sign Ryan
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crganization 8

Fred Davis cpens

THE ACTION

LLast year, 94 North American
stadium shows were reported
to Billboard Boxscore, gross-

a boutique
investment bank
and fuels Spotify

: 1114 : PO speculation 12
ing more than $308 million with PRCUIITON

3.4 million tickets sold — a num-
ber likely to be topped this year.
"It looks like a big stadium sum-
mer, for a couple of reasons,  says
Mark Campana, co-president of
SR e e Hm'.th Ameria::ﬂ.n TDLU’iI‘I‘ngI‘ Live

Daniel Glass singer Katy Tiz after Cleas Katherine Jackson 1 ; publicity at Warner Music Nation Entertainment. "One, the
run Channel chose her as L0 N tr s | —c- - stadium shows have gotten a lot
oS T more efficient in terms of being
able to build these stages without
It being as expensive as it used to
be. And ticket prices are being set
at the nght level, so now you can
sell 40,000 tickets.” ©
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Beats: The First 100 Days

As Spotify allies with Sprint, labels say Jimmy Iovine and
Dr. Dre’s streaming service 1s off to a slow start

By Yinka Adegoke and Alex Pham

Two of music’'s most successful brand
marketers, Jimmy lovine and Dr. Dre,
are in the hot seat as label sources grouse
that the first 100 days of the duo's sub-
scription streaming service, Beats Music,
has been a disappointment and soon will
face competition on the mobile platform
when Sprint begins bundling Spotity with
its “Framily  plans.

Spotify founder Daniel Ek will debut the
rival wireless partnership — a direct chal-
lenge to Beats Music s alliance with AT&T
— on April 29, at a time when a number of
label sources are expressing concerns that
Beats, which launched in January, has yet to
catch fire in the streaming music market.

“Jimmy 1s finding out this is tougher than
it looks,  says one senior executive. " This
business takes time.”

Beats Music was started by Iovine and Dre
with backing led by Warner Music Group
owner Len Blavatnik in a $60 mullion fund-
ing round a year ago. The music service 15 In

o BILLBOARD | APRIL 26, 2014

the process of closing a new round valued
between $60 and $100 million.

Although the labels remain supportive of
Beats Music for the long term, these sources
estimate early subscriber numbers as
“disappointing” despite a marketing launch
valued in the "tens of millions of dollars.”

“Jimmy iIs finding out
this is tougher than it looks.
This business takes time.”

—A SENIOR LABEL EXECUTIVE

(Beats has not released subscriber numbers,
but labels have gauged use by its revenue
impact.) The push included a splashy Ellen
DeGeneres Super Bowl TV ad and the
lucrative mobile phone bundling partner-
ship with AT&T, the No. 2 wireless carrier

in the United States, which has 110 million

Label sources estimate
that the subscriber count for
loving and Dre's Beats Music
15 in the “low six figures.”

Despite a marketing push
valued at "tens of millions
of daollars” —including a
Super Bowl TV ad starring
Ellen Delaaneres — sources
say Beats Music has not
caught hire

mobile customers. Sprint, the No. 3 carrier,
has 54 million, which should put Spotify at a
competitive disadvantage.

The key metric for the labels 1s the
so-called “conversion rate” — the rate at
which free trials to road-test a streaming
service lead to paying subscribers. Label
sources estimate the Beats Music subscnber
count to be in the "low six figures.” Beats
representatives declined to comment for
this story, but company nsiders argue that
subscriptions and consumer reaction has
met expectations and that the "millions
of people” trying out the service exceeded
internal projections.

Some label sources say Beats Music should
scrap 1ts original advertising-led approach
and give away more free music. "We've
learned from Spotify that you have to fund
free for a length of time with users investing
time, creating playlists and getting used to
the service,” says one senior executive.

Spotify has just over 2 million subscribers
in the United States, according to people
familiar with the company’s data. They
point out that it took two-and-a-half years
of educating the U.S. market and giving
away millions of dollars’ worth of music for
subscribers to reach that number.

Despite their concerns, label executives
predict the tipping point for the subscrip-
tion streaming business 1s near now that
two of the largest mobile phone carriers are
bundling Beats Music and Spotify subscrip-
tion fees, at a discount, into customers bills
— which, they contend, is an easier hurdle
than having users sign up for automatic bill-
ing through the streaming site. They also
say they are excited the streaming services
will benefit from their wireless phone
partners huge marketing budgets. Kantar
Media reported that last year, AT&T spent
$1.8 billion on marketing, while Sprint
spent $765 million.

The music streaming business grew 33%
in the first quarter to, Billboard estimates,
$171 million, while music download sales
fell 13% to an estimated $473 million.

The labels not only want more entrants to
boost the market size. They also want more
competition so they re not beholden to a
dominant market leader like Apple’s iTunes,
which has as much as a 70 percent share of
U.S. digital music revenue.

Music industry insiders widely acknowl-
edge that Beats Music is still young and has
plenty of runway to match expectations.
Some label executives also contend that
lovine and Dre's success at building Beats
Electronics into a world-class brand in just
five years created unrealistic expectations
for their streaming service.

“We are rooting for them,” says one. ©

Additional reporting by Ed Christman.

ILLUSTRATION BY LOUISE POMEROY
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Streaming
On Wheels

How automakers and
tech companies will create
the car stereo of the future

By Alex Pham

Global market size for
car infotainment revenue
(in millions U.S5.)*

As the New York International Auto Show
opened on April 18, a rash of announce-
ments and demonstrations heralded the
ongoing rush to further music-connectivity
in cars. AT&T added Volvo to its stable

of cars that will link to its wireless Sensus
Connect infotainment option, Pioneer put
out the word that 1t will connect 1ts in-dash
systems to Apple's CarPlay interface, and
Jaguar showed off new features, developed
with Bosch SotTech, that allow apps from
iIPhone and Android devices to be dis-
played on a car's tech system.

“"When you get the younger buyer,
connectivity is huge. When they see our
research, it’s the No. 1 reason they pur-
chase a car, says Scott Keogh, president
of Audi America, which has pre-wired AT
its 2015 A3 sedan with an AT&T 4G LTE X 2014
connection that turns the car into a rolling

2015 2016

-

By 2016, revenue from connected car
apps and services is expected to overtake
broadcast revenue (in millions U.S.,
excluding over-the-air advertising).*

Streaming music is the most . CONNECTED . CONNECTED
Wi-Fi1 hot spot with access to thousands of desired technological feature in $98 S $381
streaming Internet stations, new cars, according to a survey ﬁ |
According to Gartner Research, in five of 14,000 drivers.** PINIALASY, T BROADCAST
years 70 to 80 percent of all new vehicles ) $121 $207
will include the high-speed wireless 69% ARRRRGRN
service options. As in the smartphone 57% Streaming music

forin-car use

wars, the same players — Google, Apple, Web 459% ‘ | |

Microsoft and BlackBerry — are battling 5::::;‘1 x ‘ 5"-'"'-’-':"'":""5 MUSCWas one ﬂ_f the rm::::-

for supremacy over the connected car. monitor erE;f:! used in-car technologies in 2015.
Some car companies are offering built-in 1 media

technology, like General Motors' OnStar
system and 1ts accompanying App Shop.
Others are opting for brought-in tech- ,
nologies, with the driver's mobile device £iieth th<

111111111111111

25%

Autopilof

running apps controlled through the car 2531 285 sazess
dashboard, using MirrorLink, a standard

backed by a consortium of car companies,
or Apple’s CarPlay.

"People want Pandora in the car, and
they don't want to have to think whether
it's on the phone or in the dashboard,” says 01
Forrester Research connected car analyst
Frank Glllett: The reality 1s that car tha roceto gt P
manufacturers need to embrace the phone ,

music-related apps

and have the experience come ttlrnugh t_;he htegirited into.oor PANDOR A APPI E TUNEIN
phone and the car. In the meantime, we re CARPLAY :
brands? Some 23 car-equipment About 15 equipment Thirteen brands, including

MIBCLE *®S INTERACTVE, **ALCENILRE cEMARKETERI

03 04

i -

Who's winning

P tunein

going to have a lost five years while the car nakers; inchiding Eord. GM. G ek e makers for cars by Ford, GM, Cord. GM. Mini. BMW
cgmpanieg learn the same thing the telcos Toyota, BMW, Mercedes- signed up, including Ferrari,  Chrysler and Honda use itin Tesla, Mercedes-Benz and
Benz and Nissan, offer it. Mercades-Benr and Volva the United States. Volvo use it.

learned with smartphones.” ©
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Number of vehicles
worldwide with built-in
infotainment systems
in the next five years
(in millions)*
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Expected sales

for app systems
in 2014*

MirrarLink O
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SLACKER SPOTIFY
s interactive racio 15 Ford and Volvo offer
availlable in up to seven this service.
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The labels in the
Independent

Distribution
Cooperative are
home to acts
including (clockwise
from top) Vampire
Weekend, Queens
of the Stone Age and
Bon lver.

Indies’ Digital Cash Grab

With a unique alliance, five influential independent labels have

banded to take back their digital rights from distribution giants

By Reggie Ugwu

A powerful collective of five independent
labels is ratcheting up the tug-of-war
between indies and major-label-owned
distribution companies with a new agree-
ment that allows its members to keep
their digital distribution rights.

The labels — Beggars Group, Secretly
Label Group, Domino, Merge and Saddle
Creek, which have dubbed themselves
the Independent Distribution Cooperative

— are longtime clients of Warner Music

Group’s Alternative Distribution Alliance.
Billboard estimates they were collectively
worth approximately $45 million in sales
in 2013. Artists in their stables include
Vampire Weekend, Arcade Fire, Arctic
Monkeys, Bon lver and Bright Eyes.

The IDC's unique arrangement with ADA
delivers a blow to the business model of
major-label-owned distributors and sets
a precedent other indies may follow. One
senior executive at an ADA rival calls the
pact his "biggest nightmare.”

Major-label distribution companies
like ADA, Sony-owned RED and Universal
Music Group's Caroline and INgrooves
divisions typically demand exclusive rights
to sell a label’s assets to both digital and
physical outlets because, they contend,
combining those efforts creates market
efficiencies. It's also lucrative. Billboard
estimates the two largest distributors,
ADA and RED, each contributed about
$175 million to their parent companies’
bottom lines in 2015.

For their services, distributors typically
claim fees of 10 to 12 percent of digital

sales and 12 to 24 percent of physical. In
2013, digital sales for the |DC's five labels
totaled an estimated $27 million. IDC's
move to retain digital rights will keep mil-
lions of dollars out of ADA's pocket.
“Isolating revenue streams may feel like
a short-term win, but the long game of
how you deliver a record commercially
Is compromised,” says one distribution
executive opposed to the move, who notes
that geographic streaming data can drive
CD shipments.

But independent label heads tell
Billboard that the benefits of marrying
physical and digital sales are overblown,
although they acknowledge that services
provided by the major-label distributors,
such as marketing, radio promotion and
the management of hundreds of retail
accounts, are of significant value.

After forming in the spring of 2013, IDC
began talks with ADA that stretched on
tor months. |IDC also spoke with other
suitors, including Caroline, RED and E1
Entertainment. In June former WEA CEO
Mike Jbara took over as president of ADA
Worldwide. He was eager enough to keep
the prestigious indies and their $18 million
in annual physical sales under Warner's
roof that he agreed to |IDC's digital
demands. Papers were signed in January.

Other indie labels are watching closely,
although a source familiar with |1DC's
original proposal says he believes the
industry is “still a few years out” from

physical-only distribution deals becoming
the norm.©
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Aroff has
extended his
reach into film, TV,
sports and music
publishing.

Azoft’s Next Frontiers

The legendary manager stakes a claim in entertainment

marketing and builds up a boutique publishing venture
By Ray Waddell and Ed Christman

Azoft MSG Entertainment s latest dealings
in the marketing and publishing arenas

say much about where the action 1s In

the music business. On April 8, AMSGE,
the joint venture between Azoft Music
Management and the Madison Square
Garden Co., announced its third acquisition
since Irving Azoff and MSG partnered up
last September. The group acquired a 50
percent stake in Burns Entertainment, a
Chicago-based matchmaker of celebrities
and advertisers that recently paired Romeo
Santos and Macklemore with Dr Pepper
and Azoff management client Chelsea
Handler with 7-Up.

Meanwhile, sources familiar with AMSGE
say Azoff and former ASCAP executive
Randy Grimmett have lured hitmaker
Ryan Tedder to the publishing rights
organization (PRO) they re building under
the AMSGE umbrella, which looks to be a
much more focused venture compared to

the company s forays into marketing.

As the Handler deal indicates, Burns
Entertainment 1s hardly mited to music.
It gives Azofl — who also manages the
Eagles and Christina Aguilera — further

reach into the worlds of film, TV and sports.

In tact, the venture between AMSGE and
Burns will be called Burns Entertainment
& Sports Marketing,

And it 's a strategic move with clear
potential to mine other lucrative markets.
According to the analytics firm IEG, $1.3
billion in brand marketing was spent on
live music in 2013, a tiny sliver of total
ad expenditures that year, $120.7 billion,
according to Kantar Media.

Burns Entertainment CEQ/COO Bob
Williams tells Billboard that working with
Azoft and the access he provides “will
create more opportunities with Fortune
100 brands that spend $10 million or more
lannually] in media and hire celebrities to

S$2.5m

Ryan Tedder's 2013 income
for seven songs that e wrole
tor UneRepublic, Beyonce,
Elhe Goulding, Maroon 5,
Demi Lovato and | he Fray,
Under Azolt and MSGE 5
invitation-only PRO, the
hitrmaker could get a bigge:
cut of the digital pie

$1.3b

Amount brand marketing
spent on live musicin 2013,
according to analytics firm
IEG. That's a tiny fraction
of the total ad expenditures
that year, $120.7 billion,
according to Kantar

Meda, ASMGEs Burms
Entertainment & Sports
Marketing is poised to tap

into that heady revenue poaol

build brand awareness and drive sales and
profits.” Synch licenses, tours and naming
rights for venues are among the “directions
we re going to pursue, he says.

AMSGE s investment in Burns is the third
marketing deal it has made in less than a
year. On March 10, AMSGE acquired a 50%
stake in experiential marketing agency
PopzLife, which has worked with the Eagles.

And last fall, AMSGE announced its forma-

tion with a slate of ventures that included
a §0% stake 1in Digital Brand Architects, a
soclal media marketing and online talent
management firm.

At the time, AMSGE also announced the
formation of a publishing venture headed
by Grimmett. The mvitation-only PRO qui-
etly opened 1ts doors in January. Sources
tamiliar with the venture say it's modeled
after the third-largest U.S. PRO, SESAC —
only much, much smaller.

Azofl and Grimmett plan to limit their
representation to 40 to 60 writers, includ-
ing artists that Azoftf manages, and have
sent out invitations to some of today s
biggest talents. Among those who have
RSVP'd yes is OneRepublic frontman
Tedder, whose hits include Beyonce s

“X0,” Leona Lewis’ “Bleeding Love” and

his own band's "Apologize.” (ASCAP and
BMI executives say they haven't received
any notices from Azoff 's management
clients yet.)

SESAC, in comparison, represents
34,000 songwriters and approximately

400,000 songs, while the two largest PROs,

ASCAP and BMI, each claim upwards of

500,000 songwriters and millions of songs.

Like SESAC, Azoff 's PRO 1s not

bound by consent decrees with the U.S.
Department of Justice that regulate how
PROs do business. As a result, SESAC 1s
sometimes able to negotiate higher royalty
rates for its writers with digital service
providers like Pandora. But with such
major publishers as Sony/ATV threatening
to pull parts of their catalogs from ASCAP
and BMI unless the Justice Department
revises the decrees, AMSGE's strategy
could prove prescient. ©

operators contracts with natworks.
These clauses enable operators to drop
achannel or reduce its carnage feas it
its awnership or programming chanoes
Muvo could ill alford either. According

As Nuvo TV and its chietf creative othicer
and shareholder Jennifer Lopez wail
for its parent company 1o complete

a 5226 million acquisition of Fuse

TV. cable sources tell Billboard that

Multiple networks packaged by a
single owner do tend to fare better, For
instance, Viacom’s low-rated Logo
channel benefits from the clout of
sister networks M TV and VH L, But,
the executive says, "Fuse and Nuvo TV
together don 't creale enough scale with
pparators or advertisers to matter,” In
the first quarter, Fuse finished 89th out
of 96 basic cable channels with total
viewers intne 8 p.m.to 11 p.m. pnms-
time daypart, according to MNielsen
(Nuvo numbers are propnelary.)
“They ve got big distribution now,”
says the executive, " The 5226 million

question is what they can do with it

As Fuse president — and current CEO
of wellness network Varia Living — Eric
Sherman says, "Schwimmers strateqgy
of running separate networks is

What Can
Jennifer Lopez
Do With Fuse?

incredibly prudent, but in the long run,
limagine they would look to combing

1o one cable executive, Fuse gets an
average of 7 cents per subscriber per
Al question is whether Nuvo, which month in cable feas compared with
Nas 34 milllon subscribers, can harness M TV, which gets upwards of 50 cents.
-yse’s /4 million to raise its profile Ihe announcement of the deal
and ratings. Nuvo 1s unable to simply incicated that Fuse-and Nuvo will
convert Fuse, which focuses on music operate independently, and Michaoel
videns and programming, Lo its format. schwimmer, CEQ of Nuvo parent S1TV,
which refies on reality shows, due to tramed the deal as a two-channels-
‘definition of service” clauses in cable are-stronger-than-one strategy.

making the purchase pay off could be
an uphill battie

the two brands.” lronically, sources
note that Sean “"Puffy” Combs music-
locused Revolt TV, which was outbid
tor Fuse, would have made a more
synergistic fit. Says Sherman: "While
it's a win for Nuvo and J-Lo, twould
rave been an even bigger win for Pufty
and Hevolt,” —Frank DiGiacomo
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SONY/ATY MUSIC PUBLISRING CONGRATULATES OUR WRITER AND FRIEND,

ENRIQUE IGLESIAS

ONALL OF THE #1°S WE'VE SHARED TOGETHER AND THE MANY MORE T0 COME
Sony/A\V

MIUSIC PUBLISHING




TOPLINE

WHO WON THE
WEEKEND? |

Lana De! Rey (4) and Lorde

(1) were thea most tweeledd-
abautacts on the hill
Beyonce and Solange (3]

the most tweeted moment,

» and OutKast (2] had the WHAT WERE
Tﬁhe first tl{ ree days of Cﬂaj:hella 2014 hn:‘ L,‘E:H “: o bbb
yielded A-listers, Arcade Fire, OutKast b v MUSICAL
and an outsized astronaut SORPRE
By M. Tye Comer and Jason Lipshutz o
: : | Gwen Stefan! (with Pharrell}
‘j] -2 il ‘- i|_l.#._h,l-r:.:“|”[ ..]t r::_l-.*l-.- -- 1%, r'i:ﬁu:r;:l _
e T s ay £ peartormed with Nas,
and Bieber {6) performed with

he first weekend of the Which performers fizzled? Sam Smith — with a mashup of Ghance the Rappe

Coachella Valley Arts & The Replacements, led by a OutKast’s “Ms. Jackson,” Del

Music Festival saw 182 noticeably disgruntled Paul Rey’s “Born to Die” and its own

bands and artists perform  Westerberg, played their first “Time Will Tell.”

on an array of six stages California show in over 20 years to
at Empire Polo Field in Indio, Calif. a few hundred disinterested fans. Which art project was the most
Now that the dust has settled —seri- Superchunk s set was woefully eye-popping?
ously, there was a lotof dust —here  underattended as well, and the The piece de resistance of this
are the highs, lows and WTF mo- audience of April 12 headliner Muse  year's art installations was "Escape
ments of those three days. was siphoned off by a concurrent Velocity” — a 36-foot-tall, 40-foot-

performance by Skrillex that mght.  wide, §7-foot-long astronaut (No. 5

Which record label owned the above) with a video-screen visor
festival? Were there memorable covers? that slowly roamed the field. The
Interscope brought a roster of heavy  Los Angeles-based R&B singer- star man s creator: Tyler Hanson of WHO WERE
hitters to the desert that swung for songwriter Banks impressed with Poetic Kinetics — the guy respon- THE BIGGEST -
the fences. Lana Del Rey, Ellie a shimmering cover of Aaliyah’s sible for South by Southwest’s BREAKOUT r“'l’d’lmulI'f"f;f”'f:E”“
Goulding, Aloe Blacc, Disclosure “Are You That Somebody? Blood Doritos vending machine and last BANDS? wowed the crowds
and The 1975 gave standout perfor- Orange inspired a sprawling year s most buzzed-about Coachella
mances to packed crowds. crowd — which included UK. singer  spectacle, the giant snail. ©

HEAR 8.5

“Chris Brown's new album
1s [also| called X. We're

“Mom, thanks for
letting me drop out

S AY : ﬁ v of high school.” going to have a showdown.
YN = Grohl ’ ' .
et Al " » DAVE GROHL | ;:‘1 not gomng t?{ “311
: : : r The Nirvana drummer, thanking his parents That g stacked.
A look at who s saying what in music : 5 1 wah industed et the Rk ond Rel suy
Compiled by Jessica Letkemann | R RO » ED SHEERAN

The singer, telling a New York radio
audience about his chances against R&B

. - ~“Our music s positive, starBrown:
Whenever a man L~ man.It’ssupposed to Werner and the rect are
shows emotion, W make people feel good. crineless weasels.”
M : . a
| appear. [t's very upsetting tome.” P
» PAUL STANLEY
» TAYLOR SWIFT » CHAD SMITH Stanley  The Kiss guitarist/vocalist and new Rock
The country star, crashing Sath | The F_*'E-'d Hot Chili Peppers drummer, Qn and Roll Hall of Famer on the induction
Rogen's Saturday Night Live hearing that the CIA allegedly used his experience and his feeling about Rock Hall
mugnu|uguel 7S band’s music during iﬂtEfFﬂg-ﬂﬁDﬂE, co-founder Jann Wenner, S'tﬂl'l-iE":r" was upset

that the hall would only induct the original
four members of Kiss.
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As has always been the case,

content is still king.

To that end, we have assembled best in class

“brand teams” to create content across all
platforms. The brand teams include some

of the nation’s best programmers, digital/
promotion/production leadership, and
on-air talent, each specializing exclusively
In one genre or brand of music.

If you are a broadcaster looking to
capitalize on the growth and strength of
the Hispanic audiences, we have the top

mornings shows, music formats and content
services available for your syndication.

The new Univision Radio is looking

: -1 orward to working with you.
For our listeners, our strategy and focus g Y

is clear—to be everywhere our audience is
with the quality and musical experience
that they are looking for, letting them
experience their favorite music and brands
on their terms.

whnload the Uforia Music app and see
vourself what we're all about!

Valle
President, Univision Radio

If you are an emerging artist
looking to connect with the bigges
Hispanic audience in Radio, we have a

i

i reac nivi -
program to develnp_y?ur brund.un reach i S g uforia
across broadcast, digital, and live events. univision.net  @uforiamusic

‘ B | .

-
-



TOPLINE

The Deal

Spotify Rainmaker Davis
Goes Solo Amid IPO Talk

When Spotify founder Daniel Ek finally
shares details on his company s plans to file an

nitial public offering (IPO) — probably later

this year — Fred Davis will be by his side as
he has from the start.

Davis, 54, named Spotify his first client
when, earlier in April, he opened Arista
Advisors, a boutique investment bank that
will help technology and digital media start-
ups raise capital and provide strategic advice
and mergers and acquisition support. Arista
1s named for the label that his esteemed
father Clive Davis founded 40 years ago.
(Arista was folded into RCA in 2011.)

The younger Davis was executive vp at
EMI when he left to co-found the music
law firm Davis & Shapiro in 1995 (eventu-
ally Davis Shapiro Lewit Montone & Hayes).
There, he worked on a range of precedent-
setting digital music deals with clients
YouTube, Myspace and Last.tm. In 2006, he
joined the board of Stockholm-based tween
soclal site Stardoll where he met Ek, the
company s chief technology officer.

“I've been working with Spotify since it
was just a PowerPoint [presentation],  says
Davis. He took Ek around to the labels
to convince them to license their first

FURTHER DEALINGS

I,

BMI has
repped
Cobain's
catalog
since 1989,

, . .‘.-
i

European deals to the Swedish startup
with an unusual business model: offering
a vast catalog of on-demand music that
would entice fans to eventually pay for
subscriptions. " We had to put up with a lot
of refusals when we tried to secure those

‘freemium’ deals with the labels,” says Davis.

But Davis' credentials helped convince
the biggest names in the business, includ-
ing Universal Music Group chairman/CEO
Lucian Grainge, who was then based in
London as head of UMG International.

“Very early on, Fred saw the opportunity
to bndge music and technology, and 1t has

paid dividends for both of us, " says Grainge.

Davis brought Spotity along as a chient in
2010 when he co-founded Code Advisors,
which worked on another hotly anticipated
[PO — Twitter —1n 2013, and was involved
in Spotify's last three fund-raising rounds

.H'Il

ve been working with Spotify
since It was just a PowerPoint
[presentation].” —rreooavis, aristaapvisors

Ek Davis

that amassed $450 milhon from investors.
In the process, Spotify was valued at $4
billion — recent speculation puts it as high
as $7 billion —which meant that an IPO
was the logical next step. People close to the
company privately acknowledge an TPO 1s
inevitable, and though Spotify and Davis
have declined to comment on the matter, it
has quietly sought to hire a regulatory filings
expert and obtained a $200 million credit
line from Morgan Stanley, Deutsche Bank
and other financial institutions. "I really
believe Daniel 1s the best music visionary
of our generation, says Davis, who speaks
of Ek in the same adulatory tones his father
has used i discussing talent ike Whitney
Houston. That's because, he says, "1
believe in the founder of a startup in the
same way that an A&R man believes in the
frontman of a band.” —Yinka Adegoke

SPOTIFY BY
THE NUMBERS

SESAC LANDS COBAIN CATALOG

Performance rights organization SESAC has cut a deal to
represent Kurt Cobain's catalog. For the remainder of
2014, a significant portion of the late songwriter's catalog
rights will remain with larger PRO rival BMI, which has
represented the catalog since 1989. According to infor-
mation provided by BMI and confirmed by a source, BMI
retains representation of the writer s share of Cobain’s
estate until the end of first-quarter 2015. The portion of
the catalog owned by BMG Chrysalis will stay with BMI
until the end of 2014. Cobain's own publishing company;,
End of Music, made the switch to SESAC from BMI on
April 1. SESAC said that “other pieces will move over in
time as 1s customary in this industry.” —Ed Christman

DREAMWORKS MULLS VEVO STAKE
DreamWorks Amimation CEO Jeffrey Katzenbergis
actively negotiating with Vevo's owners and manage-

firm, according to people familiar with the talks. Vevo,
which is jointly owned by Universal Music Group, Sony
Music Entertainment and Abu Dhabi Media, has held
merger talks with a number of interested parties includ-
ing Billboard's parent company Guggenheim Partners,
according to sources. Even though Vevo was one of the
first multichannel networks to successfully leverage
the YouTube platform at scale thanks to its exclusive
music videos, other MCNs with a wider range of con-
tent have developed rapidly into acquisition targets. In
2013, DreamWorks bought Awesomeness TV for a sum
that might top $117 million. More recently, on April

14, another MCN, Maker Studios, said its board and
the majority of its stockholders had approved the Walt
Disney Co.'s $500 million cash offer — which could
top $1 billion if growth targets are met — to acquire It,
despite an 11th-hour offer that was potentially worth
$900 million in stock and an additional $100 million

ment about taking a stake in the interactive music-video “bonus pool ™ to key executives. —Yinka Adegoke

ILLUSTRATION BY GRAHAM ROUMIEU
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Spotify’s valuation following a $250 Total of last three rounds of financing raised by Spotify. Number of LS. Spotify subscribers,
millian funding round last fall.

according to Billboard sources,

MILESTONES

BIRTHS Backstreet Boys Nick Carter, 34, married
Singer Regina Spektor, 34, and her hus- longtime girliriend Lauren Kitt in Santa
band, musician Jack Dishel (who performs Barbara, Calif., on Apnl 12.

as Only Son), announced April 1 the arrival
of their first child together, a boy. DEATHS

British model /writer/TV personality
Peaches Geldof, the second daughter of
Irish singer-songwriter Bob Geldof, died
April 7 at her home in Kent, England. She

was 25. Cause of death was ruled incon-

American Idol star James Durbin, 25, and
his wife Heidi, 34, announced April 7 that
they are expecting their second child, due
in November. They have a son,

Hunter, 4. clusive following an early autopsy. She 1s
survived by husband Thomas Cohen and
MARRIAGES children Astala, 2, and Phaedra, 11 months.

Musiclan/songwriter Linda
Perry, 48, and The Talk host/
actress Sara Gilbert, 39, marred
March 30 during an oceanfront From top: Smith,
ceremony at the One Gun Ranch Geldof, Spektor
in Malibu, Calif e L

Songwriter, multi-instrumentalist,
producer and TV star Arthur “Guitar
Boogie” Smith died April 3 at his home
in Charlotte, N.C. He was 93.

—milestones@billboard.com

EXECUTIVE

TURNTABLE

INTERNATIONAL

Jason lley was tapped as the new
chairman/CEO for Sony Music U.K. &
Ireland by Sony Music Entertainment
CEO Doug Morris. lley was previously
president of Jay Z's Roc Nation Records
for nearly a year. Prior to that, he was
president of Mercury Records U.K.,

the culmination of'a 15-year career at
Universal Music U.K., where he worked
at both Polydor and Island, launching the
careers of Amy Winehouse and Keane,
among others. lley will oversee all of Sony
Music's front-line labels while based in
London, reporting directly to Morris and
Edgar Berger, chairman/CEO of inter-
national for Sony Music Entertainment.
[ley replaced Nick Gatfield, who recently
stepped down from the post.

LABELS

Kimberly Harris joined Columbia
Records as vp publicity. She was previ-
ously at Republic Records.

Corey Brewer became the new senior
director of publicity at Warner Music
Group s Alternative Distribution
Alliance. He was previously a publicist at
Sunshine Sachs.

PUBLISHING

Andrew Gummer was appointed president
of the music division of global music, film
and TV rights company Fintage House,
based in London. His 25 years of experience
include stints at Virgin Records, Warner/
Chappell, Mushroom Records and Imagem
Group/Boosey & Hawkes.

Zach Katz is promoted to chief creative
officer for BMG Chrysalis N.A., report-
Ing to president of marketing and creative
Lauren Hubert, based in Los Angeles. Katz
co-founded label Beluga Heights with

chent/partner JR Rotem.

TOURING
Veteran promoter Andy Somers joined
APA as vp concerts, reporting to agency
president/CEO Jim Gosnell. Somers was
most recently senior vp/co-head of The
Agency Group s Los Angeles office.

—Roy Trakin, exec@billboard.com
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CASESTUDY
ACM Awards

Who got the biggest bump
from the Academy of Country

Music Awards, broadcast
April 6 on CBS?

& 19K

Luke Bryan (above) had the biggest unit
gainon Top Country Albums in the first

full tracking week after the show. His 2013
album Crash My Farty steps 3-2 on the April
26 chart with 19.000 copies sold, up 14
percent, according to Nielsen SoundScan

Rixton’s
‘Heart’
Breaking

Brit band hits the charts with
help from Scooter Braun,
Benny Blanco, Rob Thomas

By Andrew Hampp

ou may not know Rixton, but
you re probably familiar with the
big names behind it. The British
pop-rock band 1s managed by
Scooter Braun, and 1s climbing the charts
with “Me and My Broken Heart,” which is
produced by Benny Blanco (Katy Perry,
Rihanna) and features a writing credit from
Matchbox 20's Rob Thomas (more on
that later). On the Billboard Hot 100 dated
April 26, the song rises 65-55. It also debuts

Wanted, another Braun chient, who recom-
mended the group to him. Rixton had gained ~ 9¢t@'°

"Boy bands

O 23%

With "Play It Again,” Bryan is also the
awards' biggest benefactor on the Country
Dhaital Songs chart, selling 108,000 (up 23
percent) for its second week at No. 1. But
heisn't the only star toearn a bump: Overall
country digital song sales gained by 11
percent in the two weeks ending Apnl 13,
versus the two weeks previous,

9%

According to Nielsen, 14,1 million TV
viewers tuned in for the show, down 9
percent from 15.5 million a year ago. Bul
the 2014 awards had a tough act to follow:
|_ast year's show brought in the annua
broacdcast’s largest audience since 1998
—Keith Caulfield and Wade Jessen

on Digital Songs at No. 42 with 34,000 a following on YouTube for its covers of E:ﬁ:;n
sold. It's sold 93,000 to date, according to Taylor Swift's "1 Knew You Were Trouble™ :’::E:‘:"”
Nielsen SoundScan. The song is the title and Usher's "Numb, but Braun was as band, that's
track from Rixton's debut EP, which was impressed by the act’s originals. 21’:':“5‘:‘-"5
released by Braun’s Schoolboy and Blanco’s “They played me stuff they had written, Jake Roche
Little Big Man imprints through Interscope  and it was really good, ” says Braun. "I real- E::::;;ht]_

on March 18 and also features "Hotel
Ceiling,” written by Ed Sheeran.

But the first time Rixton lead singer Jake
Roche got a call from Braun — the super-
manager behind Justin Bieber, Carly Rae
Jepsen and others — he hung up. "We were
in the studio in London, and I got this call
from an American phone number. I could
feel my phone bill melt into my hands,”
recalls Roche, 21. "It was Scooter, and he
was like, 'T've seen you guys, watched all
your videos on YouTube. I thought some-
one was playing a prank on me.”

But Braun was serious, and he was flying to

London the following day on a business trip.
He called back, and the band mvited him to
one of its private “flat gigs, where the group
plays acoustically at friends’ apartments

1zed this was a real band. They could pick
up any instrument and just play. They could
re-create any song you threw at them.”
The band’s talents for both songwrit-
ing and re-creation come together on “Me
and My Broken Heart,” which features an
interpolation of Matchbox 20 frontman
Rob Thomas 2005 solo smash “Lonely
No More.” “We ve been a huge fan of his,
so we took a lot of inspiration from him and
wanted to give him a tip of the hat,” says
Roche. "Plus, Rob’s a big fan of Benny s,
so hopefully we'll all get to work a lot more
closely.” A source close to Thomas says the
singer was - flattered " by the tribute.
Although the Rixton song's similarity
to "Lonely No More ™ has prompted some
criticism online, it hasn't hurt 1t at radio.

— including that of Nathan Sykes of The It rises 17-16 on the Mainstream Top 40

Bubbling

N N NN N R NN NN N

Under

‘Rude’ Awakening For Magic!

Lanacian reggae/pop quartet Magic! is
crossing to U.S. mainstream and adulf
top 40 radio with its debut HCA single,
the sunny, summery "Rudea.” The song

has scored success in the group’s home
country, aswell as in Australiaand Naw
Zealand. The band is handled by Pitbull's
management, Latium Entertainment, and
landed a key feature on labelmate Shakira's
"Cut Me Deep.” from her recent self-titled
album. Magic! also boasts a track an OUne
Love, One Rhythm: The 2014 FIFA World
Cup Official Afbum, due May 13.

o BILLBOARD | APRIL 26, 2014

Meet Mila ) — Again
In 1991, an adolescent Mila J appeared

in the video for Prince’s last No. 1 on
Billboard's Hot REEB/Hip-Hop Songs chart,
"Diamonds and Pearls.” Today, her very
adult “Smaoke, Drink, Break-Up™ (Motown/
Capitol) bows at No. 46 on R&B/Hip-Hop
Airplay. She honed her chops as part of
Chris Stokes T.U.G. entertainment group
as a dancer and as a member of '90s R&B
trio Gyrl, which included her sister Miyoke.
Their youngest sister 1s budding star Jhene
Aiko, who igs No. 2 on REB/Hip-Hop Airplay
with " The Worst,”

Grizfolk Grows
Grizfolk 15 a mix of both sounds — folk,

rock, pop — and origins, with Swedish
producers Fredrik Eriksson and Sebastian
Fritze and American songwriter Adam
Roth forming the group. The trio's first
Capitol EP, From the Spark, debuted at
MNo. 15 on the Heatseekers Albums chart
dated March 15, while breezy debut single
"The Struggle” is building at triple A
Grizfolk has opened for labelmate Bastille,
the current leading act on the Hot Rock
Sonags chart,
Rauly Ramirez, Gary Trust and Emily White




‘-

airplay chart. Kid Kelly, vp music program-
ming at Sirrus XM — whose 20 on 20 channel
leads Mainstream Top 40 reporters with 345
plays through April 15, according to Nielsen
BDS — says the song s instantly “familiar™
elements helped it catch on. "It went a lot
quicker than most because it has attributes
of recent hit records. Even though it sounds
different, it has an instant appeal.”

Along with Thomas and Matchbox 20,
the band idolizes the grown-up sounds of
American pop rockers like OneRepublic
and Maroon 5 —whose music Rixton's
resembles more than the British boy bands
the act has sometimes been compared to,
somewhat unfairly. “At first it really got to
us, because we re artists. We 've been writ-
ing and playing live for years, says Roche
of being lumped 1in with One Direction and
The Wanted, which also comprise telege-
ni¢ young Brits. " But then we realized boy
bands get a lot of women. So if they want to
call us a boy band, that s fine.”

Rixton's debut full-length is due later this
year on Interscope. But first the band will be
spending a lot more time stateside courting
new fans, with a sold-out headlining mini-
tour next month and a live performance
from Rockefeller Center on Today on May
28. "We just put up New York and L.A.
shows and blew them out in 30 minutes,”
says Braun. “We're going to treat Rixton like
a real rock 'n'roll touring band. It’s not about
packaging them with other people.”

According to Interscope president John
Janick, some “great international synchs”
are also being locked down. “I've never seen
a record fly like this,” he says. “Now we get
to show people who they really are.” ©

After 22 years of making
country hits, McBride
came up with the

novel concept behind
Everlasting, aset of 12
mostly R&B covers, with
an independent ALR
consultant in July. McBride
and noted producer/
Biue Note head Don Was
wrapped the album in
December. Around the
same time, after tenures
with RCA Nashville

angd Republic Nashville,

McBride's
Everlasting bows
atop Billboard's
Top Country
Albums chart
dated April 26
with 26,000 units

sold, according

;‘;:lrlf:ll:;n MecBride was hatching
TR Ishe plans for her own label
did it with help from Koball

Label Services. "I1twas
about making the record
that | wanted without
thinking about hit singles
or the business aspect,
says McBride

Kobalt North American
president Diarmuid Quinn
says a Key strategy was

to "educate peaple by
bringing songs into the
marketplace early,” It
started with MocBride's take
on Harold Melvin & The
Blue Notes” “If You Don't
Know NMe by Now™ as an
iTunes instant download
for album pre-orders

in December. Billboard

debuted an album stream
on March 31, coinciding
with 10 tan listening
parties held around the
country. "We directed
people who weren't at
parties to listen online, post
comments and be part

of the whole thing,” says
McBride. "It was a unique
way to createa buzz.’

After making a number of
broadcast appearances,
starting with presenting
the best country album
trophy at the Grammy
Awards on Jan, 26,
McBride was a presenter
at the Academy of Country
Music Awards on April B
see story, opposite page)
On release day, April 8, she
performed Elvis Presley's
suspicious Mings® and
Aretha Franklin's "Do Right
Woman, Do Right Man”

on NBC's Today, while
interviews aired on CMT
Hadio, Great American
Country and ABC News
Hadio, She also appeared
on VH1s Morning Buzz on
April 9 and performed an
The Arsenio Mall Show two
days later

Kobalt's Quinn says there

will be a second wave of
TV spats around Mather's

Day and another in June.
“We expect it to do more
than have a big first week
and that'sit,” he says. "IL's
going to last.” McBride hits
the road on May 8, with
an itinerary that includes
an appearance at George
Strait's farewell concert an
June 7 in Arlington, Texas.
she'll also perform on the
Country Music Cruise in
January. "We're taking out
a four-piece horn section,
three background vocalists
— a little throwback to
Motown,” she says. "Weve
got suits that match for all
the guys. It's going to be
very visual —lcantwait.
—Gary Graff

Up The Charts

SoMo’s ‘Ride’

R&B rookie graduates from YouTube
covers with hit single, debut album

By Gail Mitchell

ntil two years ago, music was just a hobby for
SoMo. Then he wrote his first original song.
"I was having fun doing covers on YouTube,"
recalls the 26-year-old R&B singer. “But I real-
1zed I could express myself through my own words — and
people might listen.”

They are. SoMo scored his first hit with the sensual
“Ride, which is No. 23 on Billboard's Hot R&B/Hip-Hop
Songs chart dated April 26 after peaking at 20 on Feb. 8.
The song —which has sold 561,000 downloads to date,
according to Nielsen SoundScan — is the first single from
his selt-titled Republic debut, which bows at No. 6 on the
Billboard 200 with 23,000 units sold n its first week. An
oasis in a formulaic desert, the LP 1s a seductive ode to
love highlighted by a '90s R&B vibe and SoMo's undu-
lating tenor. Unlike many newcomers, SoMo wrote or
co-wrote all the songs, and there are no guest features. 1
wanted to come out and prove I would write a whole body
of work on my own,  says SoMo.

Born Joseph Somers-Morales in Denison, Texas,
SoMo taught himself music after his mother bought him
a pr1ano 1in 2008. He began posting covers online, includ-
ing a medley of songs from Drake's Take Care, another
influence on SoMo. Last September, he released the free

SoMo's T
YouTube™ L
covers.
londed him
a Republic
deal.

mixtape My Life, featuring “Ride.” SoMo promoted it
with his “SoMo Sunday” campaign, posting a new cover
every week — and garnering 50 million-plus YouTube
views I the process. A sold-out, 30-date national tour last
fall helped seal the deal: Republic signed the newcomer
in October and began working “Ride " to radio.

Rhythmic KDGS Wichita, Kan., was one of the song’s
early supporters, spinning it 9oy times since Nowv. 10,
according to Nielsen BDS. "He's a pure singer, says
progammer Greg Williams. "His voice connects with
people. It makes you stop and say, ‘Whoa, who's that?’ "

Williams says similar momentum is building for
SoMo's second single, “Show Off,” which went to radio
on April 8 and is bubbling under the Rhythmic chart. In
the meantime, SoMo has appeared on The Arsenio Hall
Show and BET flagship 106 & Park. A spring tour will kick
off April 22 in Knoxville, Tenn.

Dismissing the blue-eyed soul tag, SoMo says he's not
trying to be "anybody but me. Nowadays, people listen
with their eyes too much. They should just appreciate the
music for what it is.” ©
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Coachella

Indio, Calif., April 11-13

These days, it seems Coachella 1s as
much about the parties as it 1s about the
music. The two-weekend-long Coachella
Valley Music and Arts Festival kicked
oft with 182 bands spread across the
Empire Polo Field’s six stages and was
anchored by an epic party scene where
A-listers mingled under the desert

sun. Katy Perry and Lea Michele hit
Lacoste's two-day Beautiful Desert Pool
Party while Friday's Details @ Midnight
had D] couple Hannah Bronfman and
Brendan Fallis on the turntables. Lorde,
Florence Welch and Kate Bosworth
enjoyed a 's0s block party theme at the
H&M Loves Music Saturday soiree,
while Julianne Hough helped host

the Harper's Bazaar poolside fete at

the Parker Palm Springs, where Mia
Moretti D] 'd. The biggest party, per-

haps, was once again Saturday’s famed # ’. 1Katy Perry (leftiand Lea 6 Emmy Rossum was
ATT11 ' Are T aA T Michele hit the Lacoste Coachella-ready in a floral
Neon [}dfﬂl}-’ﬂ], which took place in el E Beautiful Desert Pool Party  headdress at the Wang/
a massive airplane hanger: Steven FEnke & in Thermal, Calif, on the H&M party,
" " & T B et vlau ¢ ashatls
Tyler, Leonardo DiCaprio and TS L L ORY B COMRMIA _a
. o '::E R T 7 Fergie was boho chic on
Zoe Kravitz all made appearances Ta =0 2 Zoe Kravitzand longtime  the third and final day of
::].t thE Fearly qhindlg WhETE v]: I:FS -'.E.:E F'-Fll Alexander W.EI.”I;._! Coachella atthe SD{}“f'.".-"I
, - T nE at the latter's X H&M Bacardi Soho Desen
enjoyed old-school bumper cars i Coachella Party atthe Indio  House in La Quinta, Calif
and a Ferris wheel. rertonying f\ts Lantes on |
April 12. B D) Mia Moretti and Sam
e Smith posed forafun |
3 Steven Tyler rocked his photo at the Soho Desert I
hest desert look at the House S

MNeon Carnival in Thermal

4 DJs and real-lite couple
Hannah Bronfman anc
Brendan Fallhis handled the
turntables at the Details @
Midnight event in Bermuda
Dunes, Calif, on April 11

5 Diplo it up the crowd
al the Algxander Wang A
H&M Coachella Party.

-
mn
L
|
|
-

MICHAEL BESSANAULT TY IVALAT. i

HEY, DJ! Mia Moretti Hannah Bronfman DJ Ruckus
‘ Harper's Bazaar Details @ Midnight Neon Carnival
What turntablists Poolside Fete Justin Timberlake, Led Zeppelin, "Whole
are plu}ri ng at \ The Dramatics, "SexyBack” Lotta Love”
; "Bingo!” Beyonce, "Grown SBTRKT featuring d &
, B
Coachella’s pa rties lagy Azalea, "Work™ Woman” Little Dragon, - >

"Wildfire® 4
Justin Timberlake -3
& Jay Z vs, Alvaro & G232
Lil Jon, "Welcome to EEE
Holy Grail” P s

OutKast, "Hey Yal” Big Sean, "Guap”
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29th Annual Rock
And Roll Hall Of
Fame Induction

Brooklyn, April 10

f

e
1 Courtney Love, who put 3 From left: Carrie
aside her differences with Underwood, Bonnie Raitt,
inductee Dave Grohl of Ermmylou Harns, Shery!
Mirvana for the evening Crow and Stevie Micks
posed with pal Michael made for an interesting
Stipe at the Barclays group shot
Center

4 Inductee Cat Stevens
2 From left: Kim Gordon, [left) with Art Garfunkel
loan Jett, St Vincent ang who gave stevens
Lorde — each of whom induction speach.
sang with Nirvana at the
ceremony — backstage. D Mirvanas Krist Novosehc

[left) and Grohl (right) hung
backstage with Coldplay's
Chris Martin
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THE BEAT

MTV Movie Awards

L.os Angeles, April 13

“This 1s the
You're loo
F—ing Old to
Come Back
Award.”

—Mark Wahiberg

l'--

7
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1 From left: President of
Viacom Media Networks
Music & Logo aroup Van
Toftler, Rihanna, Viacom
aresident,/CEQ Philippe
Jauman anda his wife,
Deborah, on the Nokia
Theatre red carpet.

2 Mark Wahlberg posed
with his Generation Award

3 Newlyweds Sara Gilbert
{lett) and Linda Perry
siruck a pose an the red
carpel

4 Ellie Goulding rocked a
Hoor-length white gown
hy Giorgio Arman

5 From left: Johnny Depp
with The Hunger Games
Josh Hutcherson ang Sam
Claflin

6 Jessica Alba, In a Kenzo
high-waisted skirt (laft),
Rita Ora, ina Barbara
Casasola gown, and Zac
Etron, who won best
shirtless nerformance

7 From left: Oscar
winners lared Leto

and Lupita Nyong o

with Jenna Lee Dewan-
latum and her husband.
Channing Tatum. Both
Letoand Tatumwon MTY
Movie Awards

B Workaholics” Adam
DeVine (lefl) performed
with host Conan O'Brien

8 Actress-singer-
songwriter Victoria
lustice dazzled in Ateher
Versace,

10 The Other Woman
co-stars MNicki Mina,
(left] and Cameron Diaz
nammed it up

11 Twenty OUne Pilots
Josh Dun (left) and Tyles
Joseph.

12 From left: Artists
Matthew Koma, Miriam
Brvant and Zedd on the
red carpet

THE BUZZ

LL CoolJand
Britney Spears
are fans of
the sauna suit
and Shaope
House, whose
L.A. location
on Larchmont
Boulevard
treats clients
with infrared
technology.

The Skinny On Sauna Suits

The entertainment industry 1s loving “urban sweat lodge™
Shape House’s new way to get slim and de-stress

Shape House, which bills itself
as an "urban sweat lodge”
with two locations in Southern
California, is using sauna suits
and infrared technology to help
Britney Spears, LL Cool J and
other artists perspire their way to
good health and weight loss.
Founder Sophia Chiche,
who operates outposts in Los
Angeles’ Larchmont Village
and in Santa Monica, says the
treatments she developed for
her famous clients enable them
to burn 800 to 1,600 calories
per hour and melt away many of
their ailments in the process.
"We have a lot of actors and
musicians. When they need to go
on the road or on tour, they tend
to use us as part of their protocol
tor good health,” she says.
Clients are covered in infrared
blankets in partitioned rooms
for relaxing 55-minute sweat
sessions that run $45 apiece.
Chiche says the body is then
heated as high as 165 deqgrees
— safely less than 200 deqgrees.
And that’s a good thing in Los
Angeles: 200 degrees is the
temperature at which silicone
implants meilt.

“They lay you down, heat you
up and change your life,” says
repeat customer LL Cool J.

Adds Imagine Dragons tour
manager Angie Warner, "Shape
House Is a great way to sweat out
toxins accumulated from interna-
tional travel and an amazing way
to quiet my mind.” The lodge has
TVs but doesn't permit clients
to watch the news during their
sessions. Netflix, TED Talks and
DVDs of motivational speakers
are permitted, however.

Tricia Huffman, Jason Mraz's
wellness and life coach while he's
on tour, says, "Post-sweat, all of
my chronic aches and pains from
fibromyalgia are gone, along with
any stresses and exhaustion that
come with the long hours of the
music industry.”

For customers requiring a more
mobile and intense means of
sweat therapy, Shape House's
sauna suits, which look like
they're made of silver Hefty
bags but actually consist of
heavy PVC, have become a hot
commodity. Spears was recently
photographed in one of the cre-
ations, which cost $30, and LL
Cool J is also a fan. The amount
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of times per week one can wear
a sauna suit — and for how long
— differs according to the health
of each client, says Chiche.

Traditional sweat lodges —
which vary from Chiche’s more
contemporary variety and have
been trendy for more than half a
decade — are often reminiscent
of spiritual cleansing ceremonies
and can take place in domed
or oblong huts, with heated
stones or planks of wood. (In one
highly publicized 2009 case,
three people died in an Arizona
sweat-lodge ceremony led by a
self-help guru.)

Shape House, on the other
hand, uses more modern tech-
noloagy, according to Chiche,
to alleviate aches and pains
and potentially generate quick
weight loss in clients.

Chiche says the sauna suit
causes the wearer to sweat up to
three times more than a typical
Shape House session does and is
only sold to customers who have
been “reqularly sweating.” She
adds, however, that "someone
who is [as fit as] LL can start
using it right away.”

—Carson Griffith
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Fans of the Look

Gwen Stefani wore
round shades while
shopping in London's
Primrose Hill.

Lady (Gaga rocked
circular sunnies when
in London.

=,
H.il"llf.']l":l"'llf]
Rihanna sported

a pair on the beach in
Barbados.

Well ROUNDED

Sunglasses are going full circle this season,
with everyone from Rihanna to Gaga sporting the
retro-inspired shades

hy VINCENT BOUCHER
Photographed by MIKE LORRIG
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Black oyster sunglasses Multicolor “Roundabout” Strawberry bi-color wire Beige crystal "O'Malley” Sky blue "Teddy" sunglasses

with mirror lenses by Triwa, $175, sunglasses by Craig & Karl for Le rim sunglasses by Cutler sunglasses by Oliver Peoples, by Celine, $415, at Saks

triwa.com o specs, $90, petaportercom - and Gross, $Eﬁﬂ,_an%’ ﬁgflﬁ at Oliver Peoples . Fifth Avenue, select stores

* N\ > 2 “utler and Gross &f | = utiques; oliverpeoples.com . 3

,f | / ,f cutlehandgrbss.com \ / ﬁ \h u
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Style

Adidas’ MUSIC GAMBLLE

The sneaker brand, a perennial No. 2 to Nike,

Is betting big on singer collaborations, hoping the cool of

Kanye, Pharrell and Rita Ora will swell sales

hy TASHA GREEN
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=
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B
-----

Adidas Originals
by Kazuki x Mark
McNairy "Match Play
B4-Lab,” $130; shop
markmeonairy.com

More than just a marketing coup, Kanye
West's defection from Nike — where he

helped design the coveted Air Yeezy sneaker

— to Adidas in December signaled a redou-
bling of the 64-year-old publicly traded
German brand’s fashion-focused strategy
for sneaker dominance. Although Adidas
ranks as the world’s No. 2 sports-apparel
manufacturer, it has long played David to

Nike's Goliath. In 2013, Forbes reported that

so-year-old, Oregon-based Nike, also pub-
licly traded, owns 54 percent of the global
market for athletic apparel, compared with
Adidas’ 4.4 percent. (Adidas’ share of the
athletic shoe market 1s 8.6 percent, but
that’s still about a sixth of its rival’s.)

By luring West to its triple-striped Adidas
Orniginals stable of creative collaborators

S \é\.,_t
[\ :N

N

Global Conference in Bamberg, Germany,
on April 7, where he announced the June
release of his YEEZ1 sneakers (1f Nike owns
the Yeezy brand, then this is a clever fix). "1
don't care how crazy I look to anyone, as
long as [ can make the best product for all of
you, he said, calling his new sneaker patron

“experienced and brave enough to give me an
opportunity to create.”

Since West signed with Adidas, the company

has announced further music collaborations

— with fashion plates Pharrell Williams and
Rita Ora — that reinforce its fashion-over-
performance strategy, which began with
designer Yohji Yamamoto's Y-3 label in 2003
and has since included Stella McCartney
and Jeremy Scott — partnerships that likely
helped attract this musical talent.

Pharrell created
these custom

sneaks, worn for

a few personal
appearances,

In canjunction
with Adidas and
Swarovski —
perhaps a sign
that his new line
will be blinged out.

“Nike has always been on a consistent trajec-
tory, which is why they don’t want to make any
change,” explains Elliot Peter Curtis, founder
of the Sneakerology course, the world s first
accredited class dedicated to sneaker culture, at
Carnegie Mellon University. ~ [Nike 1s] totally
paranoid, and will come out with technology
that outdoes their own. But Adidas can be more
Hexible; they ve delved into a lot of other cat-
egories. The question is, will these collections
translate to overall brand success?”

Although it's too early to tell what these
partnerships will yield in the way of designs
and profits, just hints dropped by these artists
create frenzied interest. Even before Pharrell's
and Ora's deals were announced, the artists
were photographed wearing custom Adidas
togs that generated robust social media

The Hype For Red Octobers

Who wants 1o cdrop $80 000 for a pair
of Kanye Wast's Air Yeezy 257 No one,

prices that the shoe is seiling foron
eBay are much lowear. Marc Beckman,

kranye West s newest
MNike Air Yeezy 2 — object

with a reported $10 million deal, Adidas has
effectively declared that it will march to its
own funky drumbeat rather than follow Nike's
playbook. If Nike relies primarily on perfor-
mance and athletes’ celebrity to sell sneakers,
Adidas is counting on the cutting-edge cool
factor found in music and fashion.

“Creativity is my oxygen,” said West during
a talked-about speech at the Adidas Brand
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apparantly. Aftar anew version of the
rappers Nike sneakers [relall price:
§245)was released Fab. 9 and sold
oul within 1l minutes, NUMerous press
reports breathlessly trumpeted the
fact that eBay sellers were posting the
shoes, callad Yeezy 2 Red Octobers,
for sky-high resale prices on the
auction site; Prices ranged from 380,000
o $16.3 million [a particularly absurd
case that eBay suspended|. The actual

of speculation and desire

owner of Desligners Management
Agency, who helps both talent and
brands put together deals like West's,
hasn't seen Red Octobers sell above
five figures. Recent auctions onthe
shopping site back up those numbers.
Air Yeezy 25, ina wide range of sizes.
can be currently tound on elay
with the “Buy It NOw™ oplion [or prices
ranging from $2,.300 10 $3,999.95 —
authenticity guaranteed.

—Carson Griffith
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exposure: There has been speculation that
the three-stripe satin track jacket that Pharrell
wore on Saturday Night Live, or the Swarovski-
jewel-encrusted shoes he wore on The Ellen
DeGeneres Show, or the magic marker-tagged
Stan Smiths he posted on Instagram (and
which Adidas included on a YouTube teaser
video) will be part ot his upcoming collection.
And Ora had sneaker heads salivating when
she posted a photo of her old-school white
Adidas updated with copper-colored metal
toes 1n January. After Pharrell performed in
custom ruby-red high-top Adidas slippers

at the Oscars, brand sales spiked at sneaker
haven Sportie L.A. "Immediately we saw

our customers gravitate even more toward
Adidas,  says store partner Isack Fadlon.

[ronically, Nike may have been the one
to venty that a strategy of linking sneak-
ers to music stars works. West made quite a
splash with the release of the Nike Air Yeezy
shoe, which he developed with Nike creative
director Mark Smith from 2007 to 2009.
Consumer demand for West's designs reached
a fever pitch with the release of a new Air
Yeezy 2 model — known by sneaker heads as
Red Octobers due to its bright crimson color —
especially after Nike announced in February
that it was canceling production of the style
(see sidebar, below left).

Three months earlier, West went public with
his grievances, laying out his side of why the
partnership went bust. During an appearance
on WQHT New York, he explained: “Nike told
me, ‘We can'’t give you royalties because you're
not a professional athlete.’ I told them, ‘T go to
|Madison Square] Garden and play one-on-no-
one. ' m a performance athlete.”” Soon after, he
upped the ego ante on SirusXM hip-hop chan-
nel Shade 45: 1. Am. Warhol. I am the No. 1
most impacttul artist of our generation, in the
flesh. | am Shakespeare, Walt Disney. Nike.
Google. Now who's going to be the Medici
Family and stand up and let me create more?”
(Nike wouldn't comment for this story.)

Adidas has already proved itself a haven
for creative partnerships. Even before
collaboration mania took hold of the fashion
industry, Adidas was partnering with Run-
D.M.C. in the 8o0s and Missy Elliott in
the ‘gos. Its Yamamoto partnership marked

ADIDAS' HIT PARADE

F s

The brand's new 7
superstar collaborators |
and latest high-

fashion sneakers

AN ADIDAS FASHION
COLLABORATION:
Raf Simons unisex

Response Trail, $520,

openingceramony.us

hs LI

Adidas x Rick Owens
Runner women's shoe,

$690; shop.kithnyc.com

showing their stripes
([clockwise from upper
right): Pharrell in a
custom leather Adidas
jacket: Rita Ora ant
West, both in Jeremy
Scott for'Adidas

Adidas Originals by
Jeremy Scott's Foil
Wing shoe, $250,
adidas.com

i
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.
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Jordan — is not completely out of the music
game. Drake, whose OVO brand includes
mainly logo T-shirts and hats, recently signed
with Nike under its Air Jordan subsidiary, and,
in December, revealed an image of his OVO
edition sneaker on Instagram. As Curtis notes,
however, Drake’s affiliation with Nike's OVO
1s merely an endorsement deal, not a creative
collaboration. “His music makes headlines,

technology,” says Adidas Sport Style Division
creative director Dirk Schonberger. “These
are styles that really push the boundaries

of product design.” Adidas wouldn't com-
ment on how much it is paying these artists.
According to Max Nagler, head of the com-
mercial endorsement department of the Gersh
Agency, royalty agreements for these types of
deals can range widely, from 3 to 20 percent.

the first time a high-fashion designer with

couturier status worked with a sports company.

Adidas has since commissioned collections
— with prices that range from $75 to $790 —
from designers Raf Simons, Rick Owens,
Mark McNairy and, newly announced,
Mary Katrantzou. Selena Gomez is now
designing for Adidas’ younger Neo label, and
her on-again-off-again boyfriend Justin
Bieber recently appeared as brand ambas-
sador in Neo campaigns. “The majority of our
collaborations, for example those with Raf
Simons and Rick Owens, produce fascinating
designs that marry fashion with cutting-edge

As photos of Pharrell in his ruby high-tops
are tweeted and posted on Pinterest, demand
1s created for upcoming collections even
before the public knows what’s in them. “The
digital materials we develop around these
projects allow consumers to engage and
ivolve themselves in the process of hype and

spreading the word around these collections,”

says Jon Wexler, Adidas’ global director of
entertainer and influencer marketing.

Nike —whose athletic endorsements
include LeBron James, Kobe Bryant (once
the face of Adidas), Kevin Durant and its
longtime partner, basketball great Michael

but he is not a fashion icon, " he says. "In fact,
sometimes his fashion is mocked.”

Which brings the story full circle. "Adidas
gives complete freedom’ to its collaborators,
Schonberger says — a philosophy under which
West and Pharrell may likely flourish. The tor-
mer considers creative autonomy his lifeblood,
and the latter has been committed to innova-
tive design for years. For instance, maternials
from the eco-textile company he co-founded,
Bionic Yarn, will be incorporated into some of
his collection. Says Schonberger: "1 don't want
to intervene or hinder the process at all. It
would only make a collaboration weaker.” ©
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a rare occasion that Enrique Iglesias is actually at the offices of his
Mr. 305 Productions in Miami's Bay Point neighborhood. So rare, in
fact, that Iglesias’ own corner office serves as a storage room for his
longtime manager Fernando Giaccardi, financial manager Juan Carlos
Sanchez and tour manager Abel Tabuyo, with suitcases and boxes
everywhere. The one personal touch? Piles of awards and platinum
plaques. "I keep this stuff here so it stays out of my house,” says Iglesias.
His presence here 1s all the more impressive when you consider the
rough day he has been having. "I haven't slept in two days — I really
haven't,” says Iglesias. Not only is he fighting fatigue from a red-eye
flight from London, he also has spent a good chunk of his morning
crying. Lucas, his German shepherd of 12 years, died just as Iglesias
was arriving back home trom his weeklong promotional trip in Europe.
It's the saddest he has been since, well, 2010 — when another beloved
dog, Grammy, died just as his album Euphoria had been released. "It's
funny that this 1s happening again when an album's coming out. It's a
circle of life thing, right?” says Iglesias, who also owns a third dog, Jack.
Most stars would have post-
poned or canceled an interview
during such a moment of per-
sonal duress. But the 38-year-old
is energized, engaged and eager
to talk for the next two hours
about the many lessons learned
from a decorated career that
has spanned half his life. Such
Is a typical day for a guy whose
career began in Spanish with
his selt-titled 1995 debut and
has gone on to log 24 No. 1s
on Billboard's Hot Latin Songs
chart (a record, more than any
other artist), two Billboard

Hot 100 chart-toppers and 10 panish singer Julic lglesias (left) with his fathe

albums — the latest of which,
the bilingual Sex and Love, is the
occasion for his current global trek.

Iglesias is back home in Miami for the day, but in just 24 hours, he'll
be on another plane to Curagao to shoot on-air interstitials for German
cable network RTL. Shortly thereafter, he's off to Barbados to film
similar material for a Canadian radio station. (" You can tell the coldest
countries are just dying for summertime,”’ he says of the destinations.)
Interestingly enough for a guy with such a well-worn passport, Miami
is the only place he calls home or owns property. “People ask me where
[ go on vacation, and I tell them, "Miami, hanging out with my dogs.” ™
But, he adds, "If I buy a castle in Spain, you re more than invited.”

Relentless globe-trotting has been par for the course ever since
Universal Music Group chairman/CEO Lucian Grainge gave Iglesias
some important advice in 2001, when Grainge was head of Polydor
in the United Kingdom. "No matter how much technology advances,
you cant expect fans to feel close to you if you don't go visit them,”
Iglesias recalls Grainge saying. "If you re going to France, make sure
you do French TV, French radio. You have to be in their environment.
[f you just put records out and stay home, it doesn't work.”

Most recently, that has meant a whirlwind two-week period in
March that saw stops in Mexico, Germany, Los Angeles, Cuba and
the Dominican Republic. Different stops focused on different sin-
gles from Sex and Love, with Iglesias singing the romantic ballad “EI
Perdedor” (The Loser) — featuring fellow Latin-pop superstar Marco
Antonio Solis — on a big soap-opera awards show in Mexico, and the
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next day tiying to London to pertorm the U.K. top 10 dance-pop hit

"I'm a Freak™ (featuring fellow Latin-pop crossover star Pitbull) on

the U.K. edition of The Voice.

“The Enrique business is a seven-day-a-week, 24/7 venture,  says
Republic executive vp Charlie Walk, who dubs Iglesias “one of the
most hands-on artists 1 know.” Iglesias knows how to work his sex
appeal, but he also knows how to work his demographics. He studies
the charts cover to cover each week and takes an active role in the A&R
process of all his records. That entrepreneurial spirit was first identi-
fied by Jimmy lovine, who signed Iglesias to his major-label deal at
Interscope, beating out offers from Warner Music and Clive Davis at
Sony that would have netted him an additional $10 million or more.
And in the past four years with Republic, Iglesias has further carved
out his own global take on Latin pop with the staying power and track
record that can unquestionably stand up to his superstar father, Julio.

Iglesias is the third eldest of Julio's eight children, but was raised
primarily by a nanny, Elvira Olivares, shortly after Julio and Enrique's
mother, Isabel Preysler, divorced. Though Enrique has a famous
father, his ambition was self-contained, and supported not by his
family but by Olivares, who paid for his first demo. "I never really
shared [my music] with anyone. I felt like it wouldn't happen and I
would have too many people with their opinions,  he says. "By the
time I was 17, 18, I was quietly flying to Mexico to sign my first deal
and going to school to work with a musician, Roberto Morales, who
liked the same Bruce Springsteen and Phil Collins records I loved,
and I could learn from his chord progressions.”

Though Iglesias remains close with the majority of his family
(including older sister Chabeli
Iglesias and two half-sisters
from his mother's second mar-
riage) who often come to his
concerts and visit him in Miami
or Spain, the subject of his father
1s a complicated one. “There
are people who say, ‘Do vou
think you would be in music if
your dad was not a singer? If I
were to bet on it, maybe not,"
says Enrique. But Julio has httle
involvement in his son's career
or personal life. In fact, Julio
had given an interview a few
days prior in which he men-
tioned having never met Anna
Kournikova, 32, the former ten-
nis star who has been Enrique's
girlfriend for 12 years. The story made international headlines, and
Enrique not only confirms that it's true, he launches into a lengthy
explanation. “People say, ‘Yeah, 10 years, 12 years, that’s a long time
not to see your father, = he says, noting that he and Julio Sr. have in
fact seen each other on several occasions without Kournikova in the
past decade. “But the last 14 years, 15 years of my life have flown by.

And that's the only way I can truly explain it. There's no reason why —

it's not his fault, and it's not my fault.”

If Iglesias is evasive on the topic of his father, perhaps it's because
he doesn’t know where his own family life is heading. When it comes
to marriage to Kournikova, he's in no rush. “She doesn't bug me at
all,” he says. “Our mentality in that way is a little different.” And on
having children, “Why not? I don’t know. I don’t know if T will ever be
ready, but yes, I would at some point. You never know, I could be 70
years old when that happens.”

He and Julio are both still global touring artists, which could make
schedules tricky, and explain why Julio has only seen his son at occa-
sions like funerals. " Yeah, but is that really an excuse?” says Enrique
frankly. “Let’s be honest. All I know is that if my dad ever needed me,
| would be there first thing. When [ was a child growing up, if I ever
needed my dad I knew he would be there for me. So as long as I have
that for me, that's fine.”

Still, he seems to have inherited his father’s stubbornness to suc-
ceed. Though Iglesias had a hugely successful, decade-long run
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with Interscope — during which “Bailamos” and “Be With You”
topped the Hot 100 and Iglesias sold more than 5.4 million albums
in the United States, according to Nielsen SoundScan — he wasn't
afraid to walk away from that partnership in 2010, when he and the
label couldn't see eye to eye on "I Like It,” his collaboration with
Pitbull. The track was originally cut in 2007 with rapper T.I., and
earmarked for Iglesias’ 2008 greatest-hits set before Interscope
passed. "They saw it as a one-listen record, ' says an executive with
knowledge of the label's response. But Iglesias saw its potential.
“There are songs that you're willing to bet your career on. If they
don't have that vision or they don't feel it, it's tough, " he says.

He quickly shuftled over to Universal sister label Republic, under
the guidance of then-president Monte Lipman, and turned "I Like
It" into his biggest hit since 2001's "Hero, peaking at No. 4 on the
Hot 100 (with the promotional aid of MTV's Jersey Shore soundtrack)
and spurring renewed interest in his 2010 album Euphoria, which
was repackaged in 2011 with "Tonight (I'm Loving You), another
double-platinum hit that also went to No. 4. A freshly minted status
as a dance-pop divo has earned Iglesias a lesser-known distinction

THE SWEET SMELL OF SUCCESS

Iglesias ready to join the $103 million fragrance market

Enrique lglesias is no stranger
to the highly profitable world of
fragrances, having modeled for
French-Italian designer Azzaro's
popular line of colognes for years.
But it still took him a full decade
to get onboard with making one
of his own — the last three years
of which were spent developing
what will soon be Adrenaline, his
debut men’s fragrance for Coty
this summer. “| wore the same
fragrance for 10 years,” says
glesias, "so | wanted to make sure
could make something that |
oved and liked just as much.”
That patience could prove
costly — celebrity fragrances, a
white-hot category in 2012 with
new products from Taylor Swift
and Justin Bieber, declined by
26% in 2013, according to The
NPD Group’s Beauty Trends
report. Still, that accounted for
.S, sales of $103 million and the
market, once cracked, can yield
dividends for years — sources say
best sellers from Britney Spears
and Jennifer Lopez have revenue

on par with music sales and
touring earnings. One Direction’s
Qur Moment — which targets
the group’s youngq, female fan
base — was the top launch of
2013; it currently ranks as the
No. 22 overall prestige women's
fragrance, according to NPD.
Though he says he's "not really
a fragrance guy,” lglesias has
learned how to talk like one. In
2012, he and Coty began sourcing
ingredients for a "sweeter, more
wood-and-vanilla type of smell,”
he says, a subdued scent "that
doesn't give me a headache, that
vou couldn't smell from miles
away. lglesias tested scents on his
preferred focus group — qirltriend
Anna Kournikova. “She helped
me tremendously,” says lglesias.

"She'd say, 'This is what | think

vou will like,” and we'd narrow it
down to 20." That process took a
ittle longer than Coty might have
iked, notes Iglesias. "There was a
moment after the deal was signed
and | had a conversation with one
of the bosses there, and | told her,

‘Until | find it, | don't give a shit. You

can have your money back. Until I'm
100% sold on something that I'm
going to wear, you can have it back.
When Adrenaline launches in
August, it will join a men’s celebrity
fragrances market dominated by
Jay Z's Gold (distributed by Parlux/
Perfumania). Celebrity scents for
males have been fewer and tougher
to sell, with research showing that
women tend to buy fragrances for
themselves and their partners. Coty
itself is in business with only two
other famous men beyond lglesias,
Tim McGraw and David Beckham.
But Coty vp global marketing
Yael Tuil sees lglesias’ strong appeal
in the Latin market as a particular
selling point. "Enrique’s awareness
peaks in Brazil, which is the world's
largest fragrance market, and hence
a country where Coty would like
to further develop our presence,”
she says. "Enrique’s distinctive
personality offers the perfect tools
for building a powerful fragrance
nouse: He 1s appealing, accessible,
cool and engaging.” —A.H.

L

THE EVOLUTION OF ENRIQUE

1 With dad Julio lglesias,
brother Julio Jose and sister
Chabel, 1981. 2 An amimal
laver since childhood.

3 Ingrade school, 4 At
KDWRB's Jingle Ball, 2013.
EAtthe OncelUpona

Time in Mexico premiere,
2003. 6 With Pitbull

at the Latin Grammys,
2013. 7 Girlfriend Anna
Kournikova, 2011.8 The
singerin 19495

as the solo male artist with the most No. 1s on Billbeard's dance chart
(beating out Michael Jackson and Prince), and helped fuel two global
tours — his 2011 Euphoria Tour, which grossed $30.8 million, and a
2012 co-headlining tour with Jennifer Lopez, which banked $21.1 mil-
l1ion 1n ticket receipts, according to Billboard Boxscore.

Even more change was afoot last December, when Iglesias and
Giaccardi (his manager since 2000, having previously worked with
Iglesias as a promotion executive at his first independent label,
Fonovisa) left management firm The Collective to join Red Light
Management as head honcho Coran Capshaw's first major Latin
signing. He's now part of a roster that includes a range of acts from
Dave Matthews Band and Tim McGraw, to EDM heavyweights Tiesto
and Pretty Lights, to R&B stars Alicia Keys and Miguel. Eventually,
Giaccardi says, they 1l be called upon to bring in other acts as well as
expertise in branding and marketing to the Latin audience.

Which is why Iglesias laughs when people chide him for taking four
years to put together Sex and Love. Not only was Euphoria a two-and-
a-half-year album cycle, he says, but he recorded more than enough
material to fill out two albums this time around. The resulting release

could be the subject of a seminar on the
modern, global album: Different packages
targeted different audiences. There are four
versions of Sex and Love in the marketplace
with additional songs in both English and
Spanish, on 1Tunes, internationally and at
both Target and Walmart. (You know you
have a serious wealth of material when duets
with global stars like Kylie Minogue and
Jenniter Lopez are relegated to bonus tracks.)
And there are alternate versions of the sin-
gles for different formats — including Latin
pop and tropical, as "El Perdedor” was ser-
viced with pop and bachata remixes, while
the lush “Loco” has Iglesias duetting with
two different acts tor those tormats, Romeo
Santos and India Martinez, respectively.
Up next 1s a global launch of single
“Bailando,” originally cut for Sex and Love in
Spanish with newcomers Descemer Bueno
and Gente De Zona. The song was recently
rerecorded with a bilingual mix for the
United States and Europe featuring a guest
rap from Sean Paul. If the title 1s reminiscent
of his breakout hit “Bailamos™ (We Dance),
well, that's the point — "Bailando” trans-
lates to “Rhythmic Dancing” in Spanish,
and its street-wise reggaeton sound 1s
carefully accessible enough to reach four
formats at once, as “Bailamos” did when
It became his first Hot 100 chart-topper in
1999. (Giaccardi jokes that a trilogy could be
in the works: “In 10 years, he'll have to make
‘Baile’ — ‘T Danced.’ ")

Sex and Love debuted somewhat quietly
at No. 8 on the Billboard 200, with sales of
24,000 copies, then slipped to No. 42 1n its
second week. But Iglesias and his camp
have the long view — it took 18 months for
Euphoria to churn out two top five singles.

“I've never been so focused on the first week.
For me, it's about getting to the finish line,”
says Iglesias. Adds Walk, “It's a continuous
process to drive the brand accordingly, glob-
ally, and in the U.S. We've continued to be
fully committed to get this music not just to
his core but to a younger audience.”

It Republic seems newly incentivized to
make Sex and Love work in the States (it has
yet to chart a single in the upper half of the
Hot 100), that's no coincidence. Iglesias’
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contract with Universal is essentially up after he turns in one more greatest-hits
compilation, and he’s quietly exploring options with other partners. "As a mat-
ter of practice, we don't divulge artist contract details publicly,” Lipman tells
Billboard. " We cherish our deep relationship with Enrique Iglesias, and we intend
to continue our partnership for a long time.”

Iglesias has withstood the Latin-pop boom of the turn ot the century with a
dedicated work ethic and a fine-tuned ear for a hit. That was enough to make his
Euphoria comeback in 2011 his biggest-earning year in nearly a decade, when he
ranked No. 23 on Billboard's Money Makers list (out-earning the likes of Usher,
Justin Bieber and Kanye West), pocketing more than $7.3 million from recorded
music and touring.

And he’s still working on the art of being able to say “no.” In recent years, he
has turned down multimillion-dollar deals to appear as a judge on American Idol,
The X Factor and the original cast of NBC's The Voice. The X Factor and The Voice
both would have interfered with his 2012 touring schedule. And Idol, which would
have given him the spot previously held by Lopez for the 2013 season, arrived at
a time when he was in the early stages of Sex and Love. "1 cared more about going
into the studio and writing songs,” he says. “That’s what makes me happier.”

This can be a point of frustration for Giaccardi, who nevertheless understands
the longer game at stake that will ensure Iglesias a third decade of success.

“We ve passed on things that didn't make sense,” he says, “or that Enrique was
not feeling and they would come out shitty.” But Giaccardi also knows that
Iglesias has 44 million Facebook tans and 8 milhion Twitter followers. Pitbull has
touted similar stats successfully to marketers like Bud Light, Dr Pepper, Playboy
and Voli Vodka. "This is the time to start reaping the benefit of so many years on
the brand,” says Giaccardi.

Iglesias is keenly aware of the many deals being thrown at his Latin-pop peers
currently, especially as measured ad spend on Spanish-language media in the
United States reached an all-time high in 2013 to $7.1 billion, a 2.3% increase over
2012, according to Kantar Media. Still, he's hesitant. “Every time I think about
my career with dollar signs, I've made mistakes, he says. "And every time [ ve
thought less about money, the more money I've made.”

Iglesias has even stayed out of the wildly popular World Cup anthem market,
turning down an offer from a "big, big brand.” That was a difficult "no,” he says,
"because I m extremely passionate about [it]. But if I'm going to do a big promo-
tional tour, I got to love the song.” The campaign's anthem in question wouldn't
have allowed him to put much of'a stamp on a prerecorded track, he notes. “It's

still got to feel like me.”

Still, Iglesias 1s flexing his business muscles these days, inking branding deals
that have an equity or royalty component to them. He's frequently spotted, as
he 1s today 1n Miami, rocking a vintage-looking ball cap brandishing the logo for
Atlantico, the super-premium rum in which he became one of five co-owners in
2011 (making his stake 1n the company as much as 20%).

What started from a tiny retail and restaurant footprint in Florida and the
Dominican Republic in 2008 quickly grew to a tripling in sales among the “con-
trol states” (roughly 33% of the U.S. market) during Iglesias’ first two years of
involvement in 2012 and 2013, according to Beverage Information Group analyst
Adam Rogers. The spirit is now available in 20 global territories. It's still a long
way off trom the kind of revenue Sean "Diddy"~ Combs pulls in from his equity
partnership with Diageo’s Ciroc vodka (an estimated $100 million annually), but
it's the type of deal that keeps Iglesias incentivized in a way the typical commer-
cial plug never could.

"EVERY TIME | THINK ABOUT

MY CAREER WITH DOLLAR SIGNS,
[ VE MADE MISTARES. AND

EVERY TIME I'VE THOUGHT
LESS ABOUT MONEY, THE MORE

MONEY I'VE MADE.
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HOW ENRIQUE SELLS SEX

For a guy who named his 10th album Sex and Love, Iglesias has built a
career that never fails to deliver on the former. From his steamy videos
featuring actresses like Shannon Elizabeth (“Be With You") and
Jennifer Love Hewitt (“Hero") to his more recent offerings (and song
titles), the topic is always on the agenda when it comes to the artist

HSAD EYES" I:.l'l._']f}l._'!}: A \ '!'?" i) | AL 2 | WG NAas a SUroriss
steamy. It was never atricially almost satirical ending
. lglesias, ciad mostiy

one point appears 1o touchnh
nimselt IFr_.' You lube-i L] this
one It lglesias himselr hasn't
taken it down already “I'M A FREAK" (2014, featuring
Pithbull): [ here's sex appeal aplenty
n this raunchy clip, which suggests
a straight males idea of a bach-
Is] arty (think lots of g
trying on lingerie and doing shots)
Hi l'x_l‘“;- ae remains cov on the
Ol it, "It depernds on wha
exy. N 1 I I Of erg 1
MaKE _||_J|'I‘ Idens. whether thay |
“TONIGHT (I'M F—IN YOU)" romantic or sexual or just fun.”

(2010, featuring Ludacris): Edited to
lonight ('m Lovin You) for radio

loniaht nevertheless helped ao

down in lurid Billboard Hot 100
nistory in 2017 when It was one o
tnreg songs 1o feature the F-word
n the top of the chart (joined by
Pink's "F—in' Perfect” and Cee | o

sfeens F— You | SEX AND LOVE (2014): | hate

nhoto shoots, says lglesias, s

"DIRTY DANCER" (2011, featuring ndeed is rarely seen without a hat
Usher and Lil Wayne): Iglesias ana uniess hes on-camera. [ he photo
Isher get a (virtual) private show i on the cover or nis new album

nis risque, strip-club-inspired clip the last shot of the day. My stylis

| read some ot these video treat- snowed me a picture andad | was In-
ments, and thev re nilarious | O spired by that, so | said, "'We should
Of the Times The word sexy goesni| try this, and they called in a qir! 1o
SNOW Up, says lglesias of "Dirty use her hands and legs, —A.H.

Then there's Adrenaline, his fragrance line for Coty debuting later
this summer (see story, page 35). Though the scent took three years to
develop, Iglesias says he always knew what the name would be —even
before the ingredients were finalized. In fact, he briefly entertained
naming Sex and Love after the product. "I have a very tough time cross-
promoting things. Because there comes a point where you sell so many
products, which one do you believe in?”

Two decades as a global pop star doesn’'t come without its wear and
tear, however. Iglesias complains of migraines “that are killer,” and
hangovers that take days to recover from when they used to take hours
in his 20s. He has become less of a gym rat now that the rigors of tour-
ing have become their own cardio. “The first two weeks of touring are
tough on me because I notice it in my bones, in my joints, it's "Whoa, "
he says. “But my doctor says I ' m crazy because I never even stretched
or anything. [ was always very athletic as a kid, but I know the day will
come when I have to warm up and stretch.”

But it's this moment, that quest for the next top 10 global smash, that
seems to keep Iglesias motivated. He stands up on the couch to revisit
the Hot 100 chart that's hanging on the wall from the week “Bailamos”
first topped the tally in September 1999, and marvels at all the artists in
the top 10 who have stood the test of time (Christina Aguilera, Santana)
and those who, well, haven't (Chris Gaines, Garth Brooks’ short-lived
alter ego; 702; Sugar Ray). “There's always some artists who don't need
to fight, that get immediately played on top 40 no matter what — you
know you have a guaranteed top 20 hit,” he says, assessing his place in
the landscape. "1 got to fight like it’s my first record every time.” ©
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An accident left the singer nearly paralvzedjnd put a career on pause.




Jason Derule photographed
April 7 at 1 OAK in West
Hollywood. For an exclusive
interview and behind-the-
scenas video, go to Billboard.
com or Billboard.com/ipad.
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Now he’s got the hits, but does he have the "swgrg"*“t'ﬂ become an urban star?

-
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W ‘.,_-Er sy Gail Mitchell
pHOTOGRAPHED BY Ramona Rosales
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6:05 p.m. and things are bustling inside 1
OAK, the exclusive Sunset Strip nightclub
that's known for hosting Oscar and Golden
Globe afterparties and catering to such
high-wattage personages as Bono, Jay Z
and Leonardo DiCaprio. Tonight's main
event: a listening party for Jason Derulo's
third album, Talk Dirty, and the 24-year-old
singer-hitmaker-dancer 1s everywhere: on
scores of postcards, mobile phone skins and
packages of Red Hots candy — party favors
that lay on every table —that are emblazoned
with his sexy, bare-chested image.

While the club’s waitstaff stocks the bars,
security guards confer and Warner Bros.
staffers fidget in anticipation. The celebra-
tion of the April 15 release kicks oft in less
than an hour, but equally anxiety-inducing
is the fact that the label has been count-
ing heavily on Derulo for a return to top 40
territory. Indeed, in claiming the No. 3 spot
on the Billboard Hot 100, "Talk Dirty” 1s
Warner's biggest homegrown hit since the
singer’s own “Whatcha Say” reached No. 1in
2009. And 1n the last two years, Warner lost
the bulk of its urban roster when Rick Ross
Maybach Music Group (rappers Meek Mill,
Wale) segued to sister label Atlantic in late
2012 along with other acts like R&B singer Jill
Scott. (Chart-toppers by Warner-associated
acts Macklemore & Ryan Lewis and Baauer
In 2013 were promotion-only deals.)

Derulo shows moments later buft as ever,
but all that muscle doesn't shield the chill
backstage, where he attempts to take n
a few minutes of downtime. “Thank you,
that saved my life right now,” says Derulo
appreciatively as his girlfriend of nearly
three years, American Idol season-six win-
ner Jordin Sparks, drapes a lightweight
jacket over his shoulders. Although prone
to such exaggerated hyperbole, that's not
the case when 1t comes to talking about his
own career — for despite racking up five
top five singles in five years plus impres-
sive song sales (totaling 19 milhon in the
United States alone, according to Nielsen
SoundScan, and 30 milhhion worldwide),
Derulo remains a relative unknown. But the
determined artist hopes this latest round of
attention will put to rest the question, Who
1s Jason Derulor

[t's a first-world problem: Derulo had
hits 1n such quick succession that he and
his team had no time to properly strategize
an image campaign. "Even though I had
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sold millions in America, people still didn't know who 1
was, he admits. Another hurdle: Derulo was never mar-
keted as an R&B artist, something his manager Frank
Harnis, CEO of 23 Management, feels confused his
audience. “Everyone thought he wasn't black, whatever
that meant,”’ says Harris. “That he was a corny kid who
lacked swag and coolness. While Jason grew up rooted

Derulo's world tour played Birmingham,
Eﬂgﬂﬂr’fd. on March 22,

“THERE WERE A LOT
OF BUTTERFLIES.
| DIDN'T KNOW

HOW PEOPLE WERE

GOINGTO
RECEIVE ME BACK

IN THE GAME.”

—JASON DERULO

in Michael Jackson and Usher, he was just
making music he enjoyed. Perceptions
about him were totally off. It was hard.”

Putting an effective pause to the momen-
tum just after his sixth single, "It Girl,"
peaked at No. 17 on the Hot 100, was an
accident that not only came close to killing
his career, but almost ended his life. While
rehearsing outside of Miami for a world tour
In January 2012, Derulo attempted a chal-
lenging acrobatic move and accidentally
landed on his head, snapping a vertebra in his
neck. “He was less than an inch away from
being permanently paralyzed,” says Harris.

The news of Derulo’s hospitalization and
subsequent rehab (during which he had to
wear a neck brace for four months) played
out on social media (thanks to constant
updates by Derulo and Sparks) and brought
a flood of goodwill to the singer. In a round-
about way — one he would never want to
repeat — the accident gave him the person-
ality that having hit singles never projected.

“"People were asking, "Who's this dude
who hurt himselt?’ " recalls Derulo. ™ 'Is
that the dude who sings this song? Oh, shit,
and he sings all these other songs I know?’
Last year, | was blessed to chart with "The
Other Side’ [Talk Dirty's first single], fol-
lowed by ‘Marry Me." ” (Both songs are a
nod to girlfriend Sparks, whom he starting
dating in 2011 after they both performed
in the Bahamas and who helped nurse him
back to health.) "Then we slapped people
across the face with "Talk Dirty.” So it's
finally starting to happen: The dots are
being connected.”

As are, Derulo hopes, the links between
various influences — pop, dance, R&B, hip-
hop, Caribbean — that shape the Miami
native's evolving style. When he first broke
on the scene 1n 2009, the 19-year-old new-
comer born to Haitian parents and raised In
suburban Miami defied perceptions. Here
was an African-American male who had
Chris Brown's moves, but not the attitude,
who wasn't rapping or crooning R&B bal-
lads. Instead, he was singing unabashed
dance/pop confections and name-checking
himself at the beginning of each song. (He
has since sworn oft the practice. "That
chapter is done — over and out,  he says.)

Adds Derulo, who, in his teens, ghost-
wrote songs for Lil Wayne and others
before going solo, “People didn't know my
other side. But at that point in time, I was



The Derulo Dossier

o things you may not know about the “Talk Dirty” singer

1.

Before scoring a solo hit of his

own at age 19, Derulo broke into
the music business at 16, ghost-

writing songs for Pitbull, Lil
Wayne, Birdman, Diddy, Sean
Kingston and Danity Kane.
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2.

Born Jason Desrouleauy,
he graduated from per-
forming arts high school
Dillard in Fort Lauder-
dale, Fla., at 16. A skilled
hasketball player, he
played guard and helped
the school win several
state championships.
Derulo first met manager
Frank Harris on a Miami
basketball court at 14.

Lillard High

Derulo (right)

with 106 & Fark
hast Bow Wow

4

3.

Derulo’s tirst appear-
anceon BETs 106 &
Park came in May 2013,
four years after he first
charted. "After selling
millions of records, it felt
really hurtful to not be

on my favorite show,” he
says. | wanted people

to know that as African-
Americans, we can do
whatever music we

want to do. It's not urban
entertainment television;
it's black entertainment
television. To finally be on
the show was a relief and
a monumental moment

for me.”

“Talk Dirty" producer
Wallpaper says he
originally had rapper
Missy Elliott in mind
when he put the song's
beat together. "When

| found out Jason was

The Talk Dirty album interested, | was like,

cover 1s an homage,
of sorts, to Janet
Jackson's infamous
September 1993
Kolling Stone cover. "
wanted it to exem-
plify sex,” says Derulo.
"People don't know
that side of me. |
wanted to just be
naked. And when | say
that, | mean transpar-
ent. Thisis me; this is
want people

all of me.

to know a

| of ma.”

'"The same guy who
did "Ridin’ Solo™?
But in the studio, |
soon learned this guy
1s f—ing musical. We
talked about every-
thing from The Beatles
to Aaliyah, throwback

soul and making freaky
records.” —G.M.

Missy Elliott and

Wallpaper
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like, ‘No rules.” Why not do the opposite
and start in another place?”

The inverse formula worked. Tapped as
opening act for Lady Gaga in 2009 and The
Black Eyed Peas a year later, Derulo charted
additional international and U.S. pop suc-
cess in 2011 with “Don’t Wanna Go Home.”

Then, the ensuing recuperation period for
his injury gave the singer time to step away
from the whirlwind, says Harris (whom
Derulo calls “the left brain of this whole
thing”). “He got the chance to spend time
evaluating where he was, where he wanted
to go and the best way to get there, says
Harris. “We let him be who he was: a more
mature, sexier, edgier Jason Derulo. That's
when things started to turn the corner in
terms of perception.”

But Derulo still had to conquer perfor-
mance anxiety, and his first post-injury

studio album Tattoos. A five-song EP by the same name
was simultaneously issued stateside. When his next
single “Talk Dirty,” featuring 2 Chainz, rocketed to No.
1 in the United Kingdom and 13 other countries, Derulo
found himself back in the eye of another whirlwind.
Propelling the single’s U.S. release in January was the
viral video Celebrities Talkin’® Dirty, with One Direction,
Ariana Grande, Robin Thicke and Flo Rida among the
notables lip-synching along to the track.

Adopting Talk Dirty as the title to his 11-track state-
side album, Derulo carried over four of the EP’s songs.
He also collaborated with a diverse lineup of produc-
ers including Timbaland, D] Mustard, RedOne, The
Cataracs and Wallpaper. The lattermost, aka Ricky Reed,
produced the bass-heavy title track and the equally
catchy follow-up single “Wiggle,” featuring Snoop Dogg,
a paean to women with a big butt ("Baby, you got a
bright future behind you"). And for the first time, Derulo
invited several guests to work with him, including Snoop
and 2 Chainz as well as Kid Ink, Tyga, Pitbull and Sparks.
appearance on American Idol's season 11 Acknowledging the album’s “very apparent” urban
finale in May 2012 forced him to confront side, Derulo says the music still retains a pop sensibility.
that fear head on. Says Derulo: "When I "I didn't necessarily try to do a specific kind of music,” he
was in rehearsals, the simplest moves I'd  explains. “Each song is a different story; a roller-coaster
been doing my whole life now seemed like  ride. It's me having fun being myself.”
the hardest moves ... There were a lot of Back upstairs at 1 OAK, Derulo is doing just that. As two
butterflies. I didn’t know how people were  scantily clad dancers bounce to the beats, it’s on and pop-
going to receive me back in the game.” ping as Derulo’s mohawked mixer D] Papo steps up to the

Derulo tapped into his international fan D] booth to preview several Talk Dirty tracks for guests
base for last September’'s release of his ranging from Beats Music curator Julie Pilat to rapper

Romeo. Behind Papo, Derulo and Sparks
bob to the music. But Derulo can't resist the
rhythmic temptation. He jumps down to the
dancefloor for a vigorous workout with his
three-man crew (to be sure, Derulo is a hell
of a dancer, with stylized moves that emulate
hisidol Jackson). The delighted crowd cheers
and cameras flash.

Still, the question persists: Can Derulo
successfully bridge his past and future with
Talk Dirty? One major-market urban radio
programming director calls the title track
a decent record, but still views Derulo as
a “pop artist who's now trying to cross over
into the urban world. And I'm not sure he’s
got enough swag to make the move.”

Time will tell. Two days atter the listening
party, Derulo 1s in New York on the set of
Good Morning America to announce his per-
formance at the upcoming Billboard Music
Awards plus five of the 40 finalist categories.

“Talk Dirty was really a selfish act; some-
thing I was doing for myself to get out of
the dark spot I was in,” says an undeterred
Derulo. “But it truly exemplifies who I am.
So being on the R&B/hip-hop charts now
1s both amazing and cool. That's me going
back and connecting the dots. What's even
cooler: There's so much more left for me
to conquer.” ©
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Dana Giacchetto
photographed
April 1 at The Lion

in New York.
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“LEO DICAPRIO IS LIKE MY LITTLE BROTHER,”
says Dana Giacchetto, 51, sipping Viking Blod Mead
honey wine during a $400 seven-course meal
at midtown Manhattan's Aquavit restaurant and
hoping his next meal isn't on Rikers Island. During
the 1990s, Giacchetto (pronounced “jah-KET-
toh”) was an investment adviser with an incredible
list of celebrity clients that included DiCaprio,
Tobey Maguire, Cameron Diaz, Ben Aftleck,
Michael Owvitz and Michael Stipe (also “like a brother
to me, he says). It all ended very badly. In 2000,
Before Bernie Madoff, the Wall Street schemer he was nabbed at Newark Airport with a falsified

who captured headlines was DANA GIACCHETTO, a flashy, passport and not long after pled guilty to fraud

EElEhrity-SﬂakEd investment star of the '90s who involving the misappropriation of between $5 million

brokered the Sub Pop-Warner Music Group deal, counted and $10 million of clients’ funds. He was sentenced
Leonardo DiCaprio, Michael Stipe and Alanis Morrissette (0 §7 Ionths inprison.

Eriand i 4 of Heluinaitaide Although the money involved might seem small
aSIHERUS alt WaS G e N e ok today, in the pre-Madoff era it was a staggering

CAA’s young superagent Jay Moloney to suicide. scandal fueled by just the right mix of bold-faced
names from Hollywood and Wall Street.

Glacchetto was released 1n 2003 and set
about rebuilding his life. There have been
setbacks and disappointments, 1including
many strange new deals and a recent federal
criminal complaint accusing him of fraudulently
billing $10,045 to someone else s credit card —
allegations he denies — that could put him back
In prison.

Yet tonight, in his first interview since 2003, he
is delighted to have two The Hollywood Reporter
reporters pick up the tab and join him on a three-day
romp through New York City as he explains in great
FOR 10 YEARS’ detail how supremely misunderstood he has been.

The story is, well, like a movie — specifically, The
Wolf of Wall Street, which he believes he inspired, as
DiCaprio in the late '9o0s often stayed at Giacchetto's
SoHo loft, which Giacchetto says was awash 1n
sex, drugs and punk rock. As he consumes a
prodigious amount of alcohol, he rages, sobs, brags,
cackles hysterically, contesses then denies guilt for

BY TIM APPELO ano GARY BAUM the events that sent him to prison and otherwise
PHOTOGRAPHED BY WESLEY MANN exudes the exuberant charm that persuaded

Now under investigation again, the former highflier
claims he's not the bad guy, really.

I'm the Lamb of Wall Street ... Everyone forgave me’

hundreds of intelligent, worldly people to trust him
with their money.

Celebrities, executives and even former close
friends including DiCaprio almost unanimously
refused to comment on Giacchetto's stories
— "I need to be in this story like I need tooth
decay, says one. A few facts are uncontested:
Born in Medtord, Mass., 1§ minutes from Horatio
Alger’'s birthplace, Giacchetto was an Italian-
American baker's grandson whose mom told him,
“It 1s impossible not to love you.” At 19, he got a
job at Boston Safe Deposit & Trust and released
a punk rock album while earning a bachelor's degree
from the University of Massachusetts. At 26, he
founded Cassandra Group with about $200,000
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from his mom's Treasury bonds. Befriending
Marc Glimcher, now president of New York's Pace
Gallery, he sold conservative blue-chip stocks
to artsy blue bloods. Glimcher introduced him
to then-skyrocketing CAA agent Jay Moloney,
who hooked him up with Hollywood mogul Ovitz,
manager Rick Yorn and pre-Titanic DiCaprio.

There were some legitimate deals along
the way. In 1988, Joyce Linehan, a friend from
Harvard Extension School, told him to call
her pals at an underground Seattle record label called
Sub Pop. Giacchetto cold-called Sub Pop's chief finan-
cial officer Rich Jensen in 1991, when the label nearly
was broke but on the brink of getting a small fortune
because of Nirvana. In 1994, Giacchetto brokered the
sale of 49 percent of the label to Warner Music Group
for $20 million —many times its expected value. By
1998, Cassandra controlled $100 million in assets,
and he formed a separate $100 million partnership
with Chase Manhattan. Giacchetto forged alliances
between high art and lowlife, music and movie
stars. One of his big-name hires was a young law-
yver named Chris Cuomo, now co-host of CNN's
New Day, as his head of compliance.

The celebrity he was most closely associated
with was Di1Caprio, who crashed for months In
his vast penthouse loft in the Singer Building at
Prince and Broadway. Giacchetto took the young
star, 12 years his junior, on a tour of the New
York Stock Exchange to "demystify the capital
markets.” They frequently were photographed
together at parties. Giacchetto cultivated a
Svengali-like image. His presence was huge,
though the scale of his business often was
unclear. He now claims it was far greater than
$100 million. “The truth is, I had a lot more,
probably $5 billion,” he says. "I underexaggerated
because | was terrified about the SEC — after
$2 billion, they start to do audits.” How much did it
cost to become a Cassandra client? "One million
was the minimum [investment],  he says. “Unless you
were super-cool.”

The assumption now is that DiCaprio’s experience
with Giacchetto fueled his interest in doing The Wolf
of Wall Street, though DiCaprio never has publicly said
such a thing. Giacchetto claims to have heard what
his old friend says on the subject. "People ask Leo,
‘Was [ Wolf] about Dana Giacchetto?’And he said, ‘No,
not exactly, which is lovely,” says Giacchetto.

Giacchetto clearly likes the association with the
hit movie but insists that he was not a fraud like
Jordan Belfort, the disgraced broker on whom the

decadence 1n my life was 10 times worse [than
Walf], a bacchanalian orgy for 10 years. There was
sex constantly, there were drugs constantly, but
there was no sex without condoms ever that [ ever
witnessed. There were certain rules, and that was
one of those rules.”

Sources, though none for the record, confirm
Giacchetto’s accounts of the parties. “There were
lots of weird sex scenes, says one prominent
Giacchetto partygoer. The loft had $300 champagne,
$5,000 hookers, top models, rockers, actors and
artists. There also were two cockatoos, Angel and
Tiberius — one each for Giacchetto and DiCaprio.
Victoria Leacock Hoffman, a friend of Andy
Warhol, Martin Scorsese and Giacchetto, attended
a Christmas party at the loft and later threw
Molly Ringwald’s 30th birthday party there, both
of which she says were fairly tame. "Leo was always
sweet and gentlemanly,” she says.

Giacchetto (left) with DiCaprio and Giacchetto’s cockatoo
Angelin 1997. DiCaprio crashed for months
at Giacchetto's Manhattan penthouse loft in SoHo.

Johnny Depp, Winona Ryder, Kate Moss, Michael
Stipe and Mark Wahlberg sometimes were there, too,
not that anyone says they did anything kinky:.

“I had all my windows open, and John F.
Kennedy Jr. was standing there,” says Giacchetto.
“Everyone's like, 'Don’'t fall out that f—in
window!" " JFK Jr., as it happened, died in a plane
crash en route to his cousin Rory's wedding to
Mark Bailey, Giacchetto's assistant.

The night Titanic won 11 Oscars in 1998, DiCaprio
skipped the ceremony; instead he and Giacchetto
threw a party at the loft. “I was king of the world,”
says Giacchetto. "We projected the Academy
Awards on the wall and had every star come to New
York to give the middle finger because we felt the
Academy Awards were a complete f—ing sellout and
anti-punk rock.”

| would sit on his plane, and we would talk about
pure abstraction ... Ovitz was one of the few intellectuals in

Hollywood. Most of those people are f—in’ frauds.”

GIACCHETTO, ON FORMER BOSS MICHAEL OVITZ

movie 1s based. "' m the Lamb of Wall Street,”
says Giacchetto. “If I wasn’t dragged from an
airplane at gunpoint, I would ve been able to fix
the positions. Whether |[clhients| lost money because
the market went down or because I was a f—up, |
felt really bad about it. I never stole money in my
life. Why would I do that to the people that I love?”

Nonetheless, Giacchetto says he loved the movie.
“I lived it — not the stealing-money-from-poor-
people part. Listen, the sex and the drugs and the

@ BILLBOARD | APRIL 256, 2014

Giacchetto says his relationships with many of his
star clients went well beyond money. "1 had a fight
with [DiCaprio's then-manager| Rick Yorn, says
Giacchetto. “He wanted Leonardo to make American
Psycho,” as did DiCaprio. "I called |Leo's dad],
George, I called [Leo’s mom]|, Irmelin. I said, "Leo, if
you do this movie, you must move out. Cutting
people up? Is that what you're about?’ Jay [Moloney,
then in rehab| was like, "What the f— 1s Rick Yorn
doing with Leo?’ ” (Yorn declined comment.) The part

ultimately went to Christian Bale.

In 1999, Giacchetto hired Moloney, then
struggling with drug addiction, as the president
of his Paradise Music & Entertainment, a
separate venture from Cassandra. The company
never got oft the ground, and Moloney's mother
told Vanity Fair that Giacchetto gave her son
money from the former agent's investment
account, whi<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>