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EW PANEL ANNOUNCED

- OLD SCHOOL, NEW RULES
extGen concert biz players known as successful innovators who are changing
the rules and making use of the new media tools available.
,
7
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Left to right: Dan Steinberg, President, Square Peg Concerts; Nic Adler, Owner, The Roxy/Adler Integrated; Andrew Dreskin, Co-Founder, Ticketfly;
Matt Galle, Agent, Paradigm & Founder, Photo Finish Records; Louis Messina, President, TMG/AEG Live; Bob Roux, Co-President, North American Concerts, Live Nation Entertainment;
PLUS:
Executive Keynote Q&A with Irving Azoff

On this panel we mix seasoned veterans with a history of getting the job done
% 7 J,/%?’é =
! A
Danny Zelisko, President, Danny Zelisko Presents
And the Grand Finale —The Billboard Touring Awards, hosted by Sandra Bernhard

And So Much More!

Seats are going FAST, register today before it’s too late.
www.BillboardTouringConference.com

REGISTRATION: (212) 493.4263 ¢ Conferences@Billboard.com
SPONSORSHIP: (646) 315.2961 » Cebele.Marquez@Billboard.com
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UPFRONT
MUSIC PLAYS ON
FOR APPLE A year
after Steve Jobs'
death, Apple still has
music in its DNA but
may have lost some

of its passion
That may be a
good thing.
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Music Plays On
For Apple

A year after Steve Jobs’ death, Apple still has
music in its DNA but may have lost some of its
passion. That may be a good thing

pple, famous for its obses-
s1on over creating user

friendly products, may have

user-friendly to

r CEO

itself become more

ward the music industry und

Tim Cook, who succeeded Steve Jobs
14 months ago.

lif., tech

While the Cupertino,

nology titan continues to exert sig-

ficant influence within the music

industry, it's also doubled-down on
improving its relationship with labels
and distributors during the past 18
months, according to more than a
dozen executives who spoke to Bill

board for this story.

The changes range from a “more

humble” tone from Apple in high-
level strategic discussions to greater
cooperation from iTunes staff at the
operational level, according to music
executives who didn't want to be pub
rar of offenc

licly identified for ling

the world’s largest music retailer
‘People are still petrified of

Apple,” s Rob Enderle

princi
pal analyst for the Enderle Group, a
technology consulting firm in San
Jose, Calif

‘On the other hand, Apple has
become mellower under Tim Cook
That's partly due to the fact that

Cook is just ¢

ellower guy and

more likely to delegate [than Jobs

tt

a lot more competition these days

But it’s also because Apple

ing

from some fairly formidable rivals

like Google, Amazon, Spotify and

others. There's a fierce

ttle being
e
f

Apple declined to comment for

fought over access to conte

this story.

Industry executives say Apple

B BILLBOARD

has focused on tightening up the
iTunes store, for example, by try-

censed "sound

ing to weed out ur
alikes”

ular titles and artists

or songs that imitate pop

they
hit iTunes’ shelves, In the past,
Apple often waited until after
rights-holders complained before
pulling sound-alikes off iTunes, ac-
cording to several distributors, The
move also helped Apple, which had
to refund customers who unwit

tingly bought sound-alikes

Apple ha

dur the past year, adding exec

utives with traditional retail back-

grounds to help maximize its iTunes

retail space. Instead of having peo-
ple pick and choose which albums
to place in iTunes. there's now more
thought given to how each “square

+ 1
store 1s used,

inch” of the much like
in a traditional physical store
Likely reflecting the influence
of Cook, who has an unsurpassed
reputation as a supply chain spe

cialist, Apple has now implemented

“scorecards” for all of its distributors

r on how well

grading cach distril
theyd
metada:

ally deliver songs and their

according to two distribu
tion executives. The better a distribu-
tor's score, the more attention it re-
h

have generally gotten better at com

ceives from iTunes staffe

municating with content partners in
the past year

The goal, these executives say, is to
i!j'll:r: more
ail

“Apple is stepping up its game

form iTunes into a

ssionally run online

because their executives know

they're no longer the only game in

OCTOBER 20, 2012

also beefed up its staff

STEVE JOBS—pictured
here in 2011—"had the
ability to steamroll
through his agenda,” one
executive says. “People
may grumble about

that, but sometimes that
was the only way things
would get launched.”

town,” Enderle says.

I'he competitor Apple seems

most concerned about is Spotify,
even though the Swedish stream-
ing service doesn’t directly compete
with Apple in the United States.
Elsewhere, Spotify sells downloads

on its service, but in America, it

confines itself to streaming music

subscriptions.
SPOTIFY PARANOIA

iently

Still, the company is suffi
“paranoid” of Spotify that Apple’s
executives are starting to throw
their weight around in ways remi-

niscent of when Jobs was in ¢

According to sources at two inde-
pendent distribution companies,
iTunes executives have been giving
y

them grief when they give Spoti

music to stream ahead of street date.

Indie executives complain that since

to affect sales

ms don't sec
they wonder what iTunes' issue is.
But some executives suggest that

iTunes doesn't want to lose its ca-

chet as the premier place to shop
for music
iTunes what

Now, “we run by

music we

an to give Spotify early
and if iTunes objects, we don't offer
t to Spotify,” one independent dis
tribution executive says. “We still get
to put plenty of music up on Spotify
because iTunes only seems to care
about some of the albums.

Jut another independent dis-
tribution executive that has given
music to Spotify ahead of street
date hasn’t had any problem with
iTunes because of the distributor’s
own foresight. "1 only give Spotify
music ahead of street date that I am
sure iTunes isn't excited about,” he
says. "l wouldn’t give Spotify any

big release because you can predict

what will get [Apple] to start jumping

around and screaming. You should

always sleep with caution when you
are afraid that the big elephant can
roll over on top of you."

Th

with major labels, as a survey of

is doesn't appear to be an issue

those labels didn’t reveal any Spo-

tify-related flare-ups

s con-

For distributors, Ap

cerns about Spotify echo a kerfuffle

three years ago, when Apple strong-

armed labels from participating in
Amazon's Daily Deal program. That
promotion, which priced full albums
between $3.99 and $5.99, was ini-

tially supported by the major and

indie labels throt ags and links

to it on their own websites and th

artists' sites
Labels liked the promotion be-
at the time, Amazon didn’t

ask for discounts on featured titles

cause

just promotion on the artist and label
sites, But when iTunes came down

hard on labels, executives quickly un

1

derstood that publicly acknowledging

ing the Amazon deal was

Since then la

and suppc
a no-no with Apple.
bels refrained from touting the Daily
The U.S. De-

partment of Justice in 2010 launched

Deal on their websites

an inquiry into Apple’s attempts to

pressure labels, but didn't file a case



Apple’s TIM COOK (left)
and Foo Fighters’' DAVE
GROHL check out the
new iPhone 5 during an
Apple event on Sept. 12
in San Francisco.

against the company.

The incidents highlight Apple’s
continued clout as the dominant
marketplace for digital content now
more than a year after Jobs' death.
Jobs is widely acknowledged for
charming, corralling and in some
cases threatening the music indus-
try to get it to play ball, and to get the

iTunes store off the ground in 2003,

“Apple can still play hardball be-
cause they have more customer credit
card numbers on file than anybody
on Earth,” says Richard Doherty,
digital media analyst with the En-
visioneering Group, who estimates
that two-thirds of the 435 million
iTunes purchase accounts are credit

y

cards, with the rest being gift cards.

By comparison, Doherty estimates
that Amazon has more than 135 mil-
lion credit cards on file

For the most part, however, Apple
under Cook's leadership has re-
frained from throwing its weight
around, according to a senior exec-
utive at a major label.

“Steve had the ability to steamroll
through his agenda,” the executive

says. "People may grumble about
that, but sometimes that was the
only way things would get launched.
There's no debating that he created
the most valuable digital music ser-
vice that exists today, and what he
did was good for the industry. Tim
Cook is a different leader.”

Cook, for example, has delegated

more decision-making authority to
Eddy Cue, senior VP of Internet soft-
ware and services, and Robert Kondrk,
senior director of iTunes, the execu-
tive says.

“Tim Cook doesn’t call label
CEOs at night to announce a prod-
‘Are
you in or not?" the way Steve did,”

uct launch the next day and say,

/5. "On the other
hand, Cook doesn’t seem to have the

the executive s

passion for music that Steve had.
So, do we prefer an Apple with less
passion but is more polite? Or was
it better with more passion? It's a
mixed bag.”

At Apple’s Sept. 12 press confer-
ence in San Francisco to unveil the
iPhone 5 and a redesigned iTunes
store, Cook tried to reinforce his
company's commitment to music.

“Apple loves creating music prod-
ucts,” Cook said. “Music is deeply
embedded in our DNA" .

Apple’s Musical Evolution

Apple has carefully cultivated its music strategy since Intre

2001, followed by the ITunes

devices, consum

with Apple's

iTunes, Today, more thar

> Mac, iPod, |

and Target. It
Gooale, Microsoft and

its Kindle

smartphones, according to com!

store In 2003

f

two-thirds of iTur

ad and iPhone, accor

ch traditional retaile
er dlg

ers that have yet to replicate Apple's

fucing its iPod in

cause iTun orked so seam-
ound it easy to buy music dow

yme fro

ales

an Apple

ato senior VP of internet

s Tower Records, Walmart

od by Am

on has integrated its music store with

tied to its recently laur

figital do

ming

flexible streaming license that lets

more bells and whis

dio by pur

scription service.” But for now, App

cond quarter

eems firmly r

close to Apple’s market share on digital ¢

vnload sales

potify.
iSic to its repertoire, ne
Apple offer a stre
s than those offered by Pandora an

35 a precursor to Appl

y 29% s5h of overall s

an

ear, according to NPD G

he digital download mark

ittening

sinres

Play store, And Microsoft is about ox Music, the compa Here's a summary of Apple's evolution into the world's ke retailer
od to its Xbo game consoles and Win -AP
Apple announces it has sold more than 10
Apple introduces the Apple debuts the billion tracks. The company also adds the
iPod. More than 350 iPhone. it has sold Beatles catalog to the iTunes store. The iPad
million iPods have more than 244 million launches. Asof June 30, Apple has sold more
since been sold iPhones as of June 30. than 84 million iPad tablets
® ] @ > =) L] o L] 2 (] @ ]
000 20 2004 2006 2006 007 2008 009 pii} a1 xe
Tunes store makes {Tunes App Store Apple announces that More than 20 billion songs

its debut. Apple sets
track prices at 99

cents

MOBIL
mobile de

biz

opens for business

and surpasses
Walmart as larges
U.S. music account

E: For 24/7 news and analysis on your callphone or
vice go to: mobile.billboard.biz

music soid on iTunes will be
free of digital

rights management copy-
protection software. (Tunes
song sales crass the 6 billion
rmark in Aprll, making it the
world'’s largest online music
store. It also introduces
tiered pricing ranging from
69 cents to $1.29

downloaded from iTunes,
which has a catalog of 26
million tracks, Apple expands
theiTunes storeto 63
countries, up from 23 in 2011
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INVEST $100M
IN ADVANCES,
COPYRIGHTS
Kobalt Music Group
plans to invest $100
million during the next
12 months in paying
advances and buying
copyrights through
funds raised by Kobalt
Capital. Until recently,
Kobalt positioned
Itseif as an adminis-
trator of publishing
rights owned by its
artists and songwrit-
ers. The new funds,
however, will be used
to buy part or whole
copyrights and aliow
the company to com-
pete with major music
publishers,

0

>>>COKE IN
INVESTMENT
TALKS WITH
SPOTIFY
Coca-Colais in discus-
sions with Spotify to
make a small invest-
ment in the digital
music company,
sources say, although
a deal is still a ways off.
A $10 million invest-
ment from Coke is
one of several invest-
ment stakes being
discussed. Spotify
previously announced
a strategic partnership
with Coke in April.
Spotify has raised
money from such ven-
ture capital firms as
Kleiner Perkins Cau-
field & Byers, Founder
Fund and Digital Sky
Technologies.

>>>RIHANNA,
MINAJ LEAD
AMA NOMS;
AGUILERATO
PERFORM

Nicki Minaj and Ri-
hanna each scored
four American Music
Award nominations as
voting was opened to
the public for the 40th
anniversary of the
awards show. Christina
Aguilera, the show's
first announced per-
former, joined produc-
ers to announce the
nominations on Oct.
9in Los Angeles. The
event will be held on
Nov. 18, and ABC will
broadcast the three-
hour show.

Reporting by Ed
Christman, Phil Gallo
and Billboard staff.
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Capitol SwoopsIn
For Barnett

Columbia executive

latest big move

as Universal reworks EMI

he pendingappointment
of Columbia Records
president Steve Barnett
to run Capitol Records should go
along way in proving Universal
Music Group (UMG) chairman/
CEO Lucian Graingeis commit-
ted to rebuilding the storied Los
Angeles-based label,
Chairman/COO Barnett and
his boss, Columbia Records
chairman/CEO Rab Stringer,
have transformed Columbia
into the No. 1 label in the United
States, displacing Interscope in
2010. This year it still holds that
position with an 8.6% share in
albums plus track-equivalent-

album sales.

Barnett's contract at Columbia
runs until March, so he has yet
to sign a deal with UMG. If Sony

Music Entertainment CEO Doug
Morris grants Barnett an early
release from his contract, the ex-
ecutive could jump ship and take
command of Capitol this fall. If
he doesn't get the carly out, he
would take command in March.

Barnett will become
chairman/CEO of Capitol Label
Group, oversecing Virgin, Capi-
tol Records and Blue Note. Ac-
cording to sources, the heads
of those companies would stay
intact, meaning Dan McCarroll
will remain president of the Capi-
tol & Virgin Label Group and
Don Was will remain president/
chief creative officer of Blue
Note. Other sources say the ulti-

mate fate of Blue Note—whether
to merge it with Verve—will be

decided at a later date.

Barnett will not oversee EMI
Nashville, which is expected
to come under the purview of
UMG Nashville chairman Mike
Dungan, or EMI Christian
Music Group, which is overseen
by president/CEO Bill Hearn.

There has been speculation
that the poaching of Barnett from
Columbia would trigger a second
round of musical chairs between
the two majors. When Sony hired
UMG chairman/CEO Morris,
UMG retaliated, in the eyes of
some, and signed RCA/Jive head
Barry Weiss as chairman/CEO of
Island Def Jam Music Groupand
Republic Records,

The tapping of Barnett is the
first of many creative appoint-
ments that Grainge will make
to bolster the EMI label assets,

STEVE BAR-
NETT'S contract
with Columbia
expires in March.

UMG insiders say.

While Capitol is expected to
be a West Coast label, UMG ex-
ecutives have yet to decide if it
will switch the label to shared
services for back-room func
tions, like it has done with Is-
land Def Jam and Republic.
One source suggests that Capi-
tol would have its own CFO and
would share some services like
human resources and IT with
corporate, rather than have it
share with Interscope, which is

also on the West Coast.

Capitol may open an of-
fice in Europe to handle the
releases of its artists in that
market, sources say, Currently,
they're put out through Parlo-
phone, but according toa UMG
source, the European rights for
Capitol acts aren’t included in
the Parlophone assets that are
expected to be divested, along
with Chrysalis, Sanctuary, EMI
Classics and Mute,

Meanwhile, back at Colum-

IS BY ED CHRISTMAN

Mumford Takes Deluxe
High Ground

‘Babel’ sales show deluxe digital albums outselling standard on iTunes,

but discounting has

umford & Sons’ Babel

is doing more than

putting big numbers
up on the board: It’s also prov-
ing that if you have something
consumers want, they'll pay full
price forit.

Unlike the pricing strat-
egy often wielded by Ama-
zon, Google Play and 7 Digital,
iTunes generally sells its music
at full list price,

In the album’s first week,
iTunes sold 345,000 deluxe ver-
sions at $14.99 and nearly 45,000
copies of the regular edition at
$11.99, while in the second week
the retailer sold 62,000 deluxe
and 16,000 regular copies. With
awholesale cost of $8.40 for the
regular version and $10.50 for
the deluxe edition, iTunes made
nearly $2.1 million in gross
profit oftf of Babel in its first two
weeks of availability.

Daniel Glass, CEO of the
band's label, Glassnote, told
Billboard last week that the

6 BILLBOARD OCTOBER

key role

label didn't play the game of the
crazy deep discount, “We held
our ground,” he said, mean-
ing that he didn’t discount the
album to merchants.

When Amazon sold Lady
Gaga's Born This Way for 99
cents in its debut week, Inter-
scope also didn't give the mer-
chant any pricing breaks. The
promotion helped Amazon
scan 444,000 units for the digi-
tal album, With an $8.40 whole-
price for a title that carried
4 $11.99 list price, Billboard es-
timates Amazon lost $3.3 mil-

lion through its pricing strategy.

Since the Gaga offering, there
have been other loss-leader pric-
ing initiatives, with Google sell-
ing a slate of albums for 25 cents
in May and Amazon matching,
and then in July Amazon priced
20 titles at 99 cents.

Even though labels are the
beneficiaries of loss-leader tac-
tics since most times they don't
supply pricing discounts to un-

20, 2012

derwrite the retailers’ loss-Jeader
pricing strategy, label executives
also decry that type of promo-
tion, saying it devalues music.

So which pricing strategy is
the wiser road to take?

Frank Luby, pricing consul-
tant at Simon Kucher & Partners
in Cambridge, Mass., says that
Tune:
ford & Sons’ Babel show that the
industry should stop undervalu-

sales results with Mum-

ing music.

“Fans will pay, and pay full
price,” he says, “If | offer two
options and the more expensive

package looks better for me as
a consumer, then this is g
for everyone—for Apple, for the
band, the label and for the fan.”

win

Luby says that giving con-
sumers options out of the box is
a wise strategy. “Multiple offer-
ings of the same album should
be a fundamental part of the
business,” he says. But given the
high percentage that went for
the deluxe version, Luby won-

ders if Glassnote should have
offered a third, more exclusive,
high-priced version of Babel,

“I would be shocked if there
wasn't a group in there that
would have went for something
more exclusive and priced at-
tractively,” he says.

Luby notes that the higher-
priced package didn't necessar-
ily have to be just music.

So far iTunes has sold
nearly 390,000 units of the
420,000 digital copies sold
in its first week, according
to sources, It has also sold
78,000 of the nearly 88,000 of
the digital copi
second week, and it sold them
at the full list price.

In total, Babel has scanned
769,000 in its first two weeks
of stateside availability, includ-
ing 248,000 CDs, according to
Niclsen SoundScan.

On the other hand, while
Luby is no fan of loss-leader

sold in the

pricing, he also says it's a

MUMFORD &

nearly 800,000
coples of their
npaw album, Babel.

useful tool when used prop-
erly. He points to Amazon's
Lady Gaga promotion, which

yS was a l“‘”lt’lld()\lh ad-

he say
vertising vehicle that reso-
nated with fans. “We are still
talking about that, and people
still remember it,” he says. “It
helped raise Amazon'’s profile
with consumers and given
Apple's market share, their
|Gaga) strategy was a success-
ful thing for them to do.”
Amazon's MP3 market share

bia, sources say Stringer isn't ex-
pected to name a replacement
for Barnett. His responsibilities
may be assumed by Stringer and
other senior Columbia staffers.

Barnett is moving to a label
that’s about one-fifth the size of
Columbia Records, While the
market share of Capitol Music
Group (as Capitol and Virgin
have been known under EMI)
is 4.3% and Blue Note's share is
0.5% for a total of 4.8%, about 3%
of that is catalog sales, which are
likely to be assigned to UM
catalog division, Universal Music
Enterprises. Billboard estimates
Capitol and Blue Note's revenue
atabout $60 million.

Barnett is expected to be in-

volved in the high-profile catalog
project. For example, any Bea-
tles release will have his involve.
ment, sources say.

“Look at where [Barnett] is
from. He grew up in the U.K.
where EMI is everywhere,”
says a person familiar with
the matter. "It is a huge part
of the British culture—that is
the attraction.” .

grew from 2.2%in 2010 to 3.3%
in 2011, Despite Amazon's
growth, iTunes is still grow-
ing in much larger leaps and
bounds, with its market share
increasing from about 31% in
2010 to 38% for 2011,
"Amazon is a very smart mer-
chant, but it has a lot of pieces an
the board,” Luby says, “With Am-
azon you have to look at the big
picture. Their endgame is to be
the place for everybody to go for
everything, not just music.” «

CA MILLE



FITZGERALD SCOTT

SONGWRITER / PRODUCER / FRIEND
6TH FEBRUARY 1964 — 24TH SEPTEMBER 2012

FROM YOUR FRIENDS
NICK RAPHAEL & JO CHARRINGTON
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AND THE MEMORIES



Sony/ATV is making its own digital rights deals,
but staying with ASCAP and BMI

uring the past few
weeks, there has been
a great deal of chatter
about Sony/ATV and EMI Music
Publishing’s decision to with-
draw certain digital rights from
ASCAP and BMI. Since some
of the facts have been distorted
by nonauthoritative sources, |
wanted to set the record straight
about exactly what we've done,
why we've takenactionand, most
important, what this means for
our songwriters.
First and foremost, we
want—in fact, we need—digital
music services to succeed. In the

ever-evolving media landscape,
digital services are the present
and future of our industry. They
provide consumers with easier
and better listening experiences
than ever before, and we believe
they have the potential to gener-
ate significant revenue for song-
writers. Withdrawing our digital
rights gives music services cer-
tainty of rates without litigation,
as well as the benefit of negoti-
ating multiple types of licenses
{e.g., performance and mechani-
cal) simultaneously. At the same
time, it is our responsibility as
stewards of mare than 2 million

songs to provide value for our
songwriters. Direct licensing al-
lows us to reduce costs and en-
gage in free market negotiations
for the fair value of those songs.

EMI Music Publishing,
which was recently acquired by
Sony and a group of investors,
withdrew certain digital rights
from ASCAP about a year ago.
Similarly, with effect on Jan. 1,
2013, Sony/ATV will withdraw
the same digital rights of its
catalog from ASCAP, and both
Sony/ATV and EMI will with-
draw similar digital rights from
BMI on that date as well.

Many in the industry have
wondered why we would want
to take on the tremendous task
of entering direct performance
licenses with digital service pro-
viders, There are several reasons.

With mechanical revenue
flat at best and subject to com-
pulsory licensing and statutory
rates in the United States, we
see the public performance
income associated with digital
music services as a source of
potential growth. As the num-
ber of users of on-demand
streaming and Internet radio
services grows at impressive
rates, we feel we would be doing
a disservice to our writers by
continuing with the status quo

licensing system as it relates to
digital performance income. By
having the right to negotiate di-
rect deals at fair market rates,
together with granting ASCAP
and BMI the right to continue
to administer these rights as
they do today, we are confident
that this will lead to a more eq-
uitable share of digital perfor-
mance revenue for songwriters,
without affecting the growth of

digital music services.

We want to secure the best
possible terms for our songwrit-
ers. While ASCAP and BMI have
important roles in our industry,
they are currently required to
grant any digital music service
(such as Pandora or Spotify) a
public performance license upon
request, even if a rate is not estab-
lished. If a rate has to be deter-
mined through litigation, it can
be years before a songwriter is
paid. We believe that by with-
drawing these limited categories
of digital performance rights,
Sony/ATV and EMI will be able
to engage in free market negotia-
tions with prospective licensees
that take into account the true
value of the songs,

To be clear, we are withdraw-
ing this limited category of dig-
ital rights because we believe
that the current licensing sys-
tem places ASCAP and BMI in
an unfavorable negotiating po-
sition through no fault of their
own. These performance rights
societies carry out an incred-
ible service for songwriters and
publishers, and our songwrit-

INVESTING BY YINKA ADEGOKE

Risk Taker

Billionaire John Malone might be making more music investments like AEG

ohn Malone, the billion-
aire investor most re-
sponsible for cable TV's
presence in more than 100 mil-
lion U.S. homes today, is dou-
bling down on his two music-
led investments and could be
interested in making another
bet or two if the right music
asset comes to market.
Most notably Malone is very

close to taking full control of

SiriusXM after the company
increased its stake to 49.6% in
recent days. Assuming regu-
latory approval, Liberty Media
should become the controlling
holder of the U.S. satellite
radio company, a monopoly,
which has more than 22 mil-
lion subscribers and forecasts
adding 1.8 million new sub-
scribers by the end of the year.

Malone's financial engi-
neering and risky bets are
legendary in the business
world, but the deal to take a
40% stake in Sirius is, by his
own admission, one of his
best., At the peak of the finan-
cial crisis in 2009, a desperate
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Mel Karmazin, CEO of Sirius,
needed a $530 million loan to
help the company avoid bank-
ruptcy. Malone lent Sirius the
cash at an eye-watering 15%
and attached warrants that
eventually gave Liberty Media
a 40% stake in the satellite
radio company. Today 40% of
SiriusXM is worth $4.2 billion.
Malone also now owns
more than one-quarter of
Live Nation Entertainment,
the world's largest concert pro-
moter and leading ticketing
company, and he's secured an
option to increase that holding
to 35%. Malone came to own
Live Nation through his origi-
nal holding in Barry Diller's
IAC/InterActiveCorp before
it spun out to Ticketmaster.
Liberty Media chief execu-
tive Greg Maffei has led the
push to make the holding
company more strategic in its
acquisitions and getting rid of
small, non-controlling stakes.
“The music space is a great
space and there will always
be an enduring interest in
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music,” Malone says. “[Siri-
usXM and Live Nation] have
found IIlll‘ﬁ‘SUHg ways to grow.
Just because music is popular
doesn’t always mean it's pos-
sible to make money from it.”

This is one reason why
Malone and Maffei
slightly indifferent to the
idea of investing in music

are

assets because they're music
assets, They're nothing if not
conscious of valuation met-
rics even as many other fi-
nancial investors have vied to
buy up song publishing cata-
logs, beloved for their steady
cash flow and diversified rev-
enue streams.

“We've looked at some of
the publishing businesses, but
candidly, those already in the
business have way more syn-
ergies than we do to be able
to justify paying those valua-
tions,” Maffei says.

Liberty Media and Malone
aren't sentimental about their
investments,

“Malone likes the subscrip-
tion business of Sirius, which

generates a lot of free cash
flow, while Live Nation is a
market leader with a ticketing
business that generates plenty
of cash,” says Brett Harriss,
an analyst at Gabelli & Co.,
which owns shares in both.
“It probably says less about
their love for music but more
about these businesses ability
to generate cash and maintain
sustainable barriers to entry.
They're not about to buy a re-
cord label.”

One asset on the market is
Phil Anschutz’s Anschutz En-
tertainment Group, whose as-
sets include Los Angeles’ Sta-
ples Center and AEG Live, the
No. 2 live entertainment busi-
ness after Live Nation. Reports
have put valuations of AEG as-
sets at up to $10 billion,

Maffei says Liberty Media
will have a look at the as

but is realistic about the like-
lihood of having to deal with
a lot of regulatory pushback
from rivals if it made a seri-
ous move.

“Phil Anschutz has builta

Liberty's GREG
MAFFEI has
led the push

to make

the holding
company more
strategicinits
acquisitions,

very interesting portfolio of
businesses and assets, some
of which fit in with our exist-

ing businesses,” Maffeis
“But I'm not sure if we'll have
the ability, or rather be al-
lowed to buy some of those
assets that fit in with Live

ers should be aware that, while
arrangements are not yet final-
ized, we intend to grant ASCAP
and BMI the right to continue
to administer our withdrawn
digital rights. As a result, our
songwriters will not only bene-
fit from the associated cost sav-
ings, but, perhaps more impor-
tantly, they will continue to be
accounted to directly by ASCAP

and BMI for their writers' share

of digital performance income
without regard to any advances
they might have tal

I believe this is
moment for our industry. Digi-
tal music services are here to
stay, and our actions with re-
spect to digital performing
rights are meant to show how

seriously we take our respon-
sibility to our songwriters.
For far too long, songwriters'
rights have been undervalued.
It is our mission to protect
their songs and to continue to
obtain fair value for them in
the marketplace. .o

Martin Bandierischairman/CEO
of Sony/ATV Music Publishing.

Nation because of the regula-
tory scrutiny which it already
faced during the Ticketmas-
ter merger,”

And what if AEG were to
break up some of the assets for
sale? *I don’'t know what they're
going to do,” Maffei says. +»



Empleados,Funcionarios y Ejecutivos del Grupo Editorial Edimusa y
Vander Music Inc. lamentan profundamente el sensible
Fallecimiento de su Director General el

Lic. Eduardo O. Baptista Fernandez

y dan su mas sentido pésame a sus padres Eduardo y Diang,
a su Esposa Ivonne e hijos y a sus
hermanos Federico y Eugenio.

Descanse en paz
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Marketing 101

Indie band Aranda reached the charts and
signed with Wind-up Records—all thanks

to students in Oklahoma

hen Chuck Berry sang
“Up in the mornin’ and
out to school/The teacher
is teachin’ the golden rule,” rock'n'roll
was reserved for after-school activities.

Wind-up Records and its recent signing
Aranda have learned that when class is
in session, an "A” on a project can also
produce chart positions.

In February, Trey Rick, coordinator of
academnic operations at the Academy of
Contemporary Music at the University of
Central Oklahoma, discarded the usual
curriculum in his “Music Marketing
and Retail 2° course in favor of a unique
idea: Let the 12 students get a hands-on
experience marketing a real-life band.
Aranda had approached him to have the
students figure out how to market the
group’s album rather than the standard
case study, and both teacher and band
got much more in return.

The students began by studying
Aranda’s music, then scoured the In-

ternet to find where the group had trac-
tion and interviewed siblings to gauge
the band's buzz. Marketing propc
were created; the six best were pre-
sented to the group, a quartet led by

Is

brothers Dameon (vocals/guitar) and
Gabe (vocals/keyboards) Aranda,

Part of the challenge was that the
band had released its album Stop the
World six months prior. “That was a
major hurdle, and the class was unani.
mous in thinking they should rerelease
it,” Rick says, “I liked how otit of order
everything was. It broke the barriers
of anything you could find in the text-
book that said ‘do this six weeks in ad-
vance, do this nine weeks in advance,
We treated it like it was just released.”

Social activities on Twitter, Topspin
and Facebook became the students’ do-
main. They also created and managed
Aranda's website and branded store,
and organized street teams. The stu-

dents created a lyric video for the single

Wind-up Records
will rerelease
ARANDA’'S

Stop the World
on Oct. 16,

“Satisfied” in late April, a tactic unfa-
miliar to the band,

‘It was hands-on, real-time work,"
Gabe Aranda says. "Our only distribu-

tion was digital, and what we wanted
was input on how the band was per-
ceived, They had a think tank of stu-
dents who looked at our branding and
d what we

social media. They assess

looked like to the outside world, some-
thing we have a hard time doing.”
Much of the information was a sig-
nificant FYI to the band, which had
little knowledge about the analyt-
ics of social media or the impact of
fan photos and videos. “The original
thing they came for morphed from
promoting the record to positioning
the band,"” Rick says. “The idea was to

muke the band selfsufficient [online],
make sure [fans] didn't have to work
hard to find them and have a consis-
tent presence,”

Much as Aranda sounds like a local

band in need of help, it already had
something of a national presence. Since
the album’s release, the act has toured
with Saving Abel and Theory of a Dead-
man, and Johnny K (Disturbed, Staind)
produced the album after Lzzy Hale of
Halestorm told him Aranda was her
favorite group.

The brothers started performing to-
gether in 2001 and released their first
album in 2008. Two songs landed on
Billboard's Active Rock airplay chart:
“Still in the Dark” (at No. 31) and
“Whyyawannabringmedown” (No
25). If that second title seems familiar,
it's because Kelly Clarkson recorded
it for her fourth album in 2009, the
Billboard 200 chart-topper All I Ever
Wanted. (The brothers also wrote the
set's title track.)

The legwork that Aranda and its

manager had put in at radio through
the years helped get some airplay for
the new album’s first single, “Undone.”

which reached No. 23 on Active Rock.
Once the students’ work was in place,
*Satisfied"” started rising on the chart.
In May, it began selling more than
1.000 downloads per week—it's up
t0 35,000 sold—and peaked on Active
Rock at No. 14 on Oct. 13.

The growing activity around the
band attracted the attention of Wind-
up, which signed Aranda to a deal this
summer and will rerelease Stop the
Warld on Oct. 16. 1t'll continue work-
ing “Satisfied" before picking a new
single for release in January.

“We're constantly trying to find any-
body making inroads, and they did that
at radio and online,” Wind-up GM Alan
Galbraith says. “Only after the fact did
we learn about the school, but it’s such
a cool story it piqued our interest fur-
ther. They did it in a unique way. It's a
real example of a band putting them-
selves on our radar rather than waiting
for us to find them.” .

DIG BY GLENN PEOPLES

Opening
Pandora’s Box

The headlines say the Web radio leader
is paying artists big bucks—not so fast

hen it comes to digital

royalties, the devil is in
the detalls.

Pandora founder Tim Westergren

continued his campaign for a change in

royalty rates on Oct. 9 with a blog post

that detailed amounts certain artists

Some in the
industry
misinterpreted
Pandora

founder TIM
WESTERGREN'S
blog post.
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h:
service. Along with similar comments
made earlier in the day at the SF Music

¢ generated on the Internet radio

Tech conference in San Francisco, the
post attracted widespread attention to
the company’s plea. Unfortunately, Pan-
dora's message was casy to misunder-
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stand and occasionally misleading,

When Westergren discusses what art-
ists get paid from activity on the service,
he's actually referring to what Pandora
pays SoundExchange, the Washington
D.C.-based nonprofit organization that
collects digital performance royalties for
the owners of sound recordings and per-
forming artists. The amount that ends
up on a check written to an artist is ac-
tually a much smaller figure.

Westergren's point was to emphasize
the very real income stream that he be-
lieves is jeopardized by a burdensome
royalty structure, he told Billboard the
following day. But the way his point
was delivered ended up giving Pan-
dora much more credit than it deserves.

After his appearance at SF Music
Tech, Westergren blogged about the
increasingly important role Web radio
plays in an artist’s career,

The post highlighted some names
unfamiliar to most people: gospel singer
Donnie McClurkin, rapper French Mon-
tana and Mexican group Grupo Bryn-
dis. During the next 12 months, the post
claimed, thes

artists” music will gen-
erate performance royalties from Pan-
dora 0f $100,228, $138,567 and $114,192,
respectively. (A Pandora representative
confirmed that the amounts are for
SoundExchange payments only.)

The actual numbers are less than half

of the numbers in Westergren's post.

For example, if Pandora will pay
$100,228 in the next 12 months to
stream McClurkin's music, only
$42,712 will go directly to him as the
performing artist. McClurkin has re-
leased albums on Warner Alliance, Ver-
ity Records and Zomba Label Group,
Those labels will split $52,204.

An artist who owned the sound
recordings would get both the label
and the performing artist share paid
to SoundExchange. The examples
Westergren gave are all label-affili-
ated, however,

Royalty payments are matters of de-
tails. Readers probably missed Wester-
gren's careful wording. The average
reader was left to believe the amounts
given were those paid to artists. If the
reader didn't have enough knowledge
of the compulsory webcasting license

to parse the language, the post's title,
“Pandora and Artist Payments,” prob-
ably sent the wrong message.

Reports on some popular technol-
ogy blogs misinterpreted Westergre
post. Even though these blogs frequently

cover the intersections of music and
technology, they—like most people—
are unlikely to spot an error in Jogic re-
lated to Section 114 of the Copyright Act.

Pandora doesn't pay artists—not
directly. Because it takes advantage of

the compulsory license for webcasters
in Section 114, the company pays all
royalties for the performance of sound
recordings to SoundExchange.
SoundExchange distrib 509 of

net royalties to the owner of the sound

recording, 45% to the performing art-
istand 5% to the session musicians and
backup singers. Net royalties are rovalties
received less SoundExchange’s adminis-
tration fee, which was 5.3% in 2011.

In a conversation about the post,
Westergren acknowledged how people
might misunderstand its details. The
issue to him is that artists are getting
paid in the first place. Section 114 guar-
antees a direct payment to artists from
SoundExchange. Direct licenses—he
says some of his opponents prefer them
over the compulsory license—would re-
quire Pandora to pay artists through
labels' accounting systems.

“Artists are much better taken care of
in a compulsory licensing situation,” he
said. “Very few people understand that."

Pandora should get credit for a
highly effective publicity campaign
that got people talking. And, as Wester-
gren noted, even half of some of those
figures are still big numbers that are
certain to increase as Internet radio
grows, But Pandora shouldn't be given
credit for money that won't end up in
artists’ pockets. .




The Joy Of Frisbie

Making her mark with a soft drink jingle, Mary Frisbie
Wood writes for commercials just like any pop song

then songwriting is steering dan-

gerously close to the niew market-
ing. That’s the delicate line between art
and commerce that's been toed for more
than 15 years by Mary Frisbie Wood,
aveteran jingle writer and commercial
music producer who founded music
company Frisbie in 2006.

Having made her mark writing
pop songs for Pepsi in
the late '90s and carly
20005 with writing
partner Clifford Lane
(“The Joy of Pepsi” fea-
turing Britney Spears,
Aretha Franklin and
Faith Hill, among oth-
ers), Wood first learned
about the importance of
putting songwriting be-
fore product placement when she and
Lane were tasked to write what became
“Mave Over,” a Pepsi jingle-turned-pop
song for the Spice Girls that appeared
on 1997s Spice World.

“The way we would write commercials

I FTV advertising is the new radio,

The Brand

is the same way we would write songs—
we always wanted to write a great song
first,” Wood says. “We started writing
all these hooks—'next phase, next wave,
next craze’—to define what this idea of
‘Generation Next’ meant, and then we
kind of went, 'Oh, no, the product. We
got to go back and get the product.™
Cut to 2012, where bands like the
Black Keys, Phoenix, fun., Foster
the People and oth-
mth ers are building their
careers on the backs of
high-profile commer-
cial synchs—creating a
satellite industry in the
process for musicians
who create sound-alike
songs for commercials
when said bands turn
them down. Wood
founded Frisbie based on the idea that
she could bring well-known musicians
to create original music for brands with
adistinct sound (the Candy Butchers’
Mike Viola, Wilco's Jim Sansone and
former Odd Future member BrandUn

ANDREW
PP

DeShay are among those who've
worked on recent assignments)—no
copycats necessary.

“One thing | think about a lot is how
music producers are the new A&R peo-
ple, and it just makes me wonder about
how younger people are writing songs,”
Wood says. “There are 10 key catego-
ries that tend to get used over and over
again, and I worry that people are put-
ting the blinders on pretty early on in
their artistic career when the goal is
just to get on the new radio.”

Though the New York-based Frisbie
specializes in creating original music
for advertising and TV (Wood and com-
poser P.T. Walkley compose the music
for Nickelodeon's “Team Umizoomi"),
it does offer the occasional synch place-
ment for agencies—sometimes with ac:
cess to the original artist, The Gapand
ad agency Ogilvy, for instance, licensed
Frisbie artist Gordon Voidwell’s “Ivy
League Circus™ for its spring 2012 “Be
Bright" campaign, but asked for some
tweaks, “That was one where they loved
the song but the lyrics weren't right, so

MARY FRISBIE
WOOD'S firm
specializes in
creating original

we were able to get the artist in the stu-
dio and rerecorded the vocals.”

Although Frisbie's phones are con-
stantly lighting up with requests for the
hottest indie bands of the moment, that
wasn't always the case when Wood was
pitching projects nearly a decade ago
with Of Montreal's Kevin Barnes or
with singer Inara George months be-
fore she became a tastemaker darling
as partof the Bird & the Bee. “There's
always that fine line of being too soon
or not soon enough,” Wood says.

But it's precisely those artist relations
that have kept Wood high on the call
list for music supervisors like Rani Vaz,

head of music production at BBDO,
who worked with Wood on many of her
previous assignments and has more re-
cently tapped Frisbie for original music
to score spots for client General Elec-
tric, “There's a trust that people have
working with her, They know they're
working with somebody who will take
their integrity into consideration,” Vaz
says. “She won't bring somebody a proj-
ect that doesn't feel right for them.”
Jerry Krenach, director of music
production at megarrybowen, admires
Frisbie’s studio chops. “Mary gets it—
she curates music in a really careful way,
She's a great vocal producer, 100"« «

Balboa Records / Discos Musart

Empleados, Amigos y Artistas

Lamentan profundamente el sensible fallecimiento del Director General de Grupo Editorial Edimusa (México) y Vander

Music Inc. (Estados Unidos), el
Lic. Eduardo Octavio Baptista Fernandez

Uniéndose al dolor que les afecta y compartiendo su duelo, expresan sus mas sinceras condolencias a sus padres
Eduardo y Diana, a su esposa Ivonne e hijos, y a sus hermanos Federico y Eugenio
30 de Septiembre de 2012
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Billboard unveils new methodology this issue
for the long-standing Hot Country Songs, Hot
R&B/Hip-Hop Songs and Hot Latin Songs
charts. Each receive a major consumer-in-
fluenced face-lift, as digital download sales
(tracked by Nielsen SoundScan) and streaming
data (tracked by Nielsen BDS from such services
as Spotify, Muve, Slacker, Rhapsody, Rdio and
Xbox Music, among others) will now be factored
into the 50-position rankings, along with exist-
ing radio airplay data monitored by BDS. The
makeovers will enable these charts to match the

Billboard Shakes Up
Genre Charts

Revamped charts will add streaming and downloads
to methodology, breaking out fresh genre lists

Spanish-language airplay, sales and estimated
streaming factored into their Hot Latin Songs
rankings (see story, page 13).

Radio charts for each of the aforementioned
rankings will be spun off and live in Billboard's
print and/or online properties, each keeping its
history from its first date utilizing BDS data: Rap
Airplay (1989), Country Airplay (1990), R&B/
Hip-Hop Airplay (1992), Latin Airplay (1994)
and Rock Airplay (2009). Digital Songs charts
for each genre, which have been in existence
since 2010, will continue to be represented as

methodology applied to Billboard's sig re
all-genre songs ranking, the Billboard Hot 100.

Concurrently, Hot Rock Songs, which
launched as an airplay-only chart in 2009, and
Rap Songs, in existence as a radio survey since
1989, will also include digital download sales
and streaming data for the first time.

In addition, Billboard is launching a new
chart, R&B Songs, which will incorporate the
same airplay/sales/streaming hybrid formula to
rank the week's top R&B-only (non-rap) titles.
R&B Songs and Rap Songs will serve as 25-po-
sition distillations of the overall Hot R&B/Hip-
Hop Songs chart, highlighting the differences
between pure R&B and rap titles in the overall,
wide-ranging R&B/hip-hop field.

“The way people consume music continues
to evolve, and as aresult so do our genre charts,
which now track the many new ways fans expe-
rience, listen to and buy music,” Billboard direc-
tor of charts Silvio Pietroluongo says. “We're
proud to be offering updated genre charts that
better refiect the current music landscape as
well as a new R&B Songs chart that finally shines
a spotlight solely on core R&B acts like Frank
Ocean, John Legend and Anthony Hamilton."

Billboard has been charting the popular-
ity of R&B songs since 1942, with numerous
ch inmethodology impl dthrough
the years. The most recent formula sports an
almost-exclusive reliance on radio airplay. The
Hot Country Songs chart similarly datesto 1944
and has also undergone multiple changes in its
formula, with the most recent incarnation being
one fueled solely by radio airplay since the ad-
vent of BDS datain1990.

Hot Latin Songs, meanwhile, has been based
solely on radio airplay since its launch in 1986. In
its new incarnation, only predominantly Span-
ish-1 age titles will on the chart. Ti-
tles mostly sung in English, which often receive
Latin airplay and appear on the radio-based
chart, are no longer eligible for inclusion, Dual-
language songs (those recorded independently
in both Spanish and English) will have only their
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P kings as well.

The move to the Hot 100-based formula will
ensure that the top-ranked country, R&B/hip-
hop, Latin and rock titles each week will be the
top titles listed on each genre’s songs ranking.
This will be in line with how the Billboard 200
albums chart aligns with the albums charts
for each corresponding genre. Because of the
switch to new methodology, the week-to-week
movements on the charts for some songs (in ei-
ther direction) could be quite dramatic.

Until now, only country stations contributed
tothe Hot Country Songs chart, or R&B/hip-hop
stations to Hot R&B/Hip-Hop Songs; the same
held true for Latin and rock. The new method-
ology, which will utilize the Hot 100’s formula
of incorporating airplay from more than 1,200
stations of all genres monitored by BDS, will re-
ward crossover titles receiving airplay on a mui-
titude of formats, With digital download sales
and streaming data measuring popularity on
the most inclusive scale possible, it is only just
the radio portion of Billboard chart calculations
thatincludes airplay from the entire spectrum of
monitored formats.

The immediate beneficiaries of this week’s
methodology change are Taylor Swift, Rihanna
and Mumford & Sons.

Swift holds down the top two slots on Hot
Country Songs with “We Are Never Ever Get-
ting Back Together” and “Red.” Her new coun-
try radio single “Begin Again" jumps 37-10. The
pop-crossover No. 1"Never Ever"” ranks at No.
36 on Country Airplay (but also gets points as-
sociated with its pop-crossover play) and No. 1
on Country Digital Songs, while “Red"” is absent
from the Country Airplay list, but ranks No. 2 on
Country Digital Songs. “Begin Again" appears
at No. 29 on Country Airplay and No. 3 on Coun-
try Digital Songs.

Rihanna leaps from No. 66 under the former
Hot R&B/Hip-Hop Songs methodology to No.1
with “Di yed by cr pop air-
play of the track as well as strong digital sales
(No. 1on R&B/Hip-Hop Digital Songs). “Dia-

de "R

monds” also tops the inaugural R&B Songs tally.
On Rap Songs, PSY soars 20-1 with his current
No. 2 Hot 100 hit “Gangnam Style.”

While fun. claims the No. 1slot on Hot Rock
Songs with its former Alternative No. 1and cur-
rent Hot 100 top 10 hit *Some Nights," Mumford
& Sons ride increased curiosity about their new
album Babel to overwhelming streaming activ-
ity, placing all 12 songs from the set (as well as

two others from the album's deluxe ver-
sion) on the chart.

On Hot Latin Songs, Wisin & Yandel
move to No. 1 with “Algo Me Gustade Ti,"
featuring Chris Brown and T-Pain, matching
its Latin Airplay rank. The track is No. 3on

Latin Digital Songs.

DANNY ELFMAN TO RECEIVE
MAESTRO AWARD ATFILM& TV
MUSIC CONFERENCE
Danny Elfman will receive the Maestro Award
at the Billboard/Hollywood Reporter Film
& TV Music Conference on Oct. 25 at the W
Hotel in Hollywood. The honor recognizes a
composer’s career and is given out annually at
the conference.

Elfman was one of the first rock artists to
make a successful leap to the world of film
music. The former Oingo Boingo leader began
working in film with “Pee-Wee's Big Adventure”
in 1985 and has become one of Hollywood's
most prolific composers. This year alone his
scores are in "Hitchcock,” “Silver Linings Play-
book," “Promised Land" and “Frankenweenie,"

Hollywood Reporter film critic Todd McCar-
thy will present the award and host a Q&A with
Elfman and “Hitchcock” director Sacha Gervasi.

For further information and to register, go to
billboardevents.com/filmtv.

YINKA ADEGOKE
APPOINTED
DEPUTY EDITOR OF
BILLBOARD

ADEGOKE

Billboard has named Yinka
Adegoke deputy editor. In
this role, he'll be responsible
for driving the publication's
business editorial coverage
across all platforms, includ-
ing Blllboard magazine, Bill-
board.bizand the brand's in-
dustry-leading conferences.
He'll be based in New York
and report to Billboard edi-
torial director 8ill Werde and
Billboard editor Joe Levy.

"Yinka is one of the top
entertainment business
journalists and thinkers in
the industry,” Werde says.
“I'mthrilled to bring him on
to lead Billboard's world-
class team of reporters.
The hire of Yinka shows
yet again that Billboard is a
brand that invests in talent
to serve our readers.”

For the past six-and-a-

half years Adegoke worked
as Reuters' senior media
correspondent in New York
covering the media busi-
ness, breaking major sto-
ries and writing financial
analysis on the TV indus-
try, music business, digital
media and everything in
between, Before moving to
New York he was an editor
at New Media Age in Lon-
don where he covered the
early days of the digital
media revolution, Adegoke
started his career at Music
Week in London and has
written for publications
Including Music Business
International, the Guardian
and the Financial Times.

ALEX PHAM
NAMED SENIOR
CORRESPONDENT
OF BILLBOARD

Billboard appoints Alex
Pham senior correspon-
dent. Inthis role, she'll be re-
sponsible for covering new
platforms and technologies
in and around the music

space, including startups
and Investments, Silicon Val-
ley and top companies like
Google, Apple, Facebook
and Amazon. Pham will be
based in Los Angeles and
report to Adegoke,

“We couldn't be more
pleasad to add Alex to our
staff,” Werde says. “She's a
visionary at the intersection
of entertainment, technology
and business and has astellar
track record as a reporter in
that space. Billboard has an
opportunity and a respon-
sibility to lead the way in
thinking about tomorrow's
music business, and Alex is
going to play a huge partin
delivering on that commit-
ment to our readers.”

Pham has been a news-
paper journalist for more
than 20 years, and most re-
cently covered technology
and entertainment for the
Los Angeles Times. In ad-
dition to reporting for the
newspaper's print edition,
she produced and edited
online videos for their web-
site and reaularly wrote for
saveral of the Times' blogs.
Prior to her position at the
Times, Pham covered busi-
ness news on health care,
financial services and bank-
ing, among other topics,
for the Boston Globe, USA
Today, the Washington Post
and her hametown paper,
the Oregonian

.
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New Way ToTheTop

Latin charts revamp means digital and bilingual radio
will have more of an impact

Visitors to the Latin charts
page this week will encountera
revamping of Hot Latin Songs,
which is now based on the Bill-
board Hot 100-style formula
blending airplay, sales and
streaming data, as measured
by Nielsen BDS and Nielsen
SoundScan. The chartwill ap-
pear weekly on the page with
Latin Airplay (the former basis
of Hot Latin Songs) and Top
Latin Albums, along with the
regular rotation of genre air-
play and album charts,

The new chart will exclu-
sively measure the perfor-
mange of Spanish-language
songs by taking into consider-
ation multiple measurements:
digital downloads, airplay from
the Hot 100 panel of more than
1,200 stations in all formats
and streams from services that
include Spotify, Slacker, Rdio,
Cricket/Muve, Rhapsody and
Xbox Live.

The hybrid songs chart is
launching not only for Latin
music but also for country,
R&B/hip-hop, rap and rock
(see story, page 12), But its ap-

pearance is particularly timely
for Latin music as the genre
becomes more vested in the
digital landscape, and also, as
stations increasingly cater to a
bilingual listener.

On the radio end, in the last
year an increasing number of
stations have flipped formats
from all-Spanish to bilingual,
playing mostly
a mix of top 40,
uptempo Eng-
lish-language
fare and upt-

LEILA
COBO
empo dance,

urban Latin

fare, Those sta-

tions, includ-

ing KXOL (La-

tino 98.3 FM)

Los Angeles, currently don't
fall under the Latin panels
because their playlists do not
include enough records in
Spanish, The hybrid chart,
however, will include their
Spanish-language fare as well
asany Spanish track played on
any BDS-monitored station. in-
cluding English-language out-
lets. In other words, if bilin-

Latin
Notas

gual is indeed a new reality,
then the songs—at least the
Spanish-language songs—that
cross into the English realm
will finally be adequately rep-
resented on a Billboard chart.
As far as digital sales and
streaming is concerned, never
has Latin music relied so much
on these platforms. This may
sound redun-
dant; after all,
isn'tevery genre
in the market in
the same boat?
3 Not really. With
the decline of
Latin retail space
in the United
States, develop-
ing strong digi-
tal sales has become an urgent
matter for Latin that is far from
reaching its potential.
According to Nielsen
SoundScan, sales of Latin al-
bums (those predominantly
in Spanish) through the first
three quarters of 2012 stood at
7.2 million compared with 8.9
million for the same time pe-
riod a year ago—more than 1

j i

million in lost sales. Of those
sales, this year 1 million were
digital albums, compared with
800,000 in 2011, That's merely
200,000-unit gain, buta 25%
gain nevertheless.

Interms of Latin digital song
sales—which will be part of the
makeup of the reconfigured
Hot Latin Songs chart—they
stand at 17.1 million year to date,
compared with 16.2 million
last year, a gain of nearly 1 mil-
lion. Measuring those sales to-
gether with what presumably is
a major driver—streams—may
provide a very different picture
from that currently presented by
albumn sales and radio charts.

“Truth is, no one talks about
streaming in the Latin market,”
says Tony Mojena, who man-
ages Luis Fonsi. “Everybody
talks about Twitter and Face-
book.” But now, he says, with
the creation of a new chart that
measures results in black and
white, “everyone’s going to start
paying attention to this and

o

WISIN &
YANDEL top the
new Latin chart.

numbers will begin to grow.”

The hybrid Hot Latin
Songs, which will pick up
the 26-year history of the for-
mer airplay chart, runs 50
positions deep, while Latin
Airplay and Top Latin Al-
bums will run 25 positions
in length in print, with the
full charts (50 positions for
Latin Airplay and 75 for Top
Latin Albums) appearing on
Billboard.biz each week. The
history of Latin Airplay dates
back to November 1994 when
the ranking first began incor-
porating BDS data.

“Great masses of people are
listening to music via many
outlets and it's great that they
can be measured,” Universal
Music Latin Entertainment
president Victor Gonzalez
says. "And the correlation with
radio is not always 10096, It will

be very interesting.” ..

For 24/7 Latin nows
and analysly, see
billboard.biz/latin

Flakiss Makes
Her Return

L.A. rapper takes a fictional role that
almost tells her real-life story

Rapper Yahira Garcia—aka
Flakiss—was supposed to
be the next big act in Latin
hip-hop nearly a decade ago
when she signed to Univision
Records. In 2006, after asking
to be released from her con-
tract after only three albums,
she ailmost abandoned music
all together.

Unhappy with the music

business, Garcia went her own
way in 2008 to rethink her life,
career and have a family, She
co-hosted a radio show with
personality Art Laboe and
last year reluctantly applied
forwork at a job agency atthe
urging of her husband.
Then—like a movie—she
got a call from Hollywood
casting directors who said

YAHIRA “FLAKISS”
GARCIA shares
screen time with
actor MAURICE
COMPTE in

“End of Watch."

director David Ayer (“Train-
ing Day") wanted to audition
Garcia for a part in the film
“End of Watch" about L.A.
cops starring Jake Gyllenhaal
and Michael Pefia.

“I really thought it was a
joke,” Garcia says, "but it was
the real deal. David Ayer said
he was afan of my music. | au-
ditioned and he gave me the
partof LaLaonthespot.”

The fictional La La, who
grew up in South Central
among gangs like Garcia, is
a smaller role, but puts her
at the center of the film's
emotional climax. The indie
project has been generat-
ing attention for Academy
Award-worthy performances
from its leading cast,

For Garcia, the experience
of getting a shot in her first
project that was the No. 1
film during its opening week-
end last month has not only
placed her on the fast track
in the acting world, but her
music is also getting attention
again on sites like YouTube,

Garcia, 34, is now wiser

and debating whether to sign
with another label, she knows
to be more cautious. "l was
too naive before," she says.
“| trusted everyone around
me and it backfired. It's im-
portant to do research before
signing contracts."

When Garcia signed to
Univision, the label's roster
included some of the biggest
names in Latin music, like re-
gional Mexican singers Pepe
Aguilar and Graciela Beltran.
When it came to Latin hip-
hop, Univision helped launch
Akwid, Jae-P and Garcia, one
of few women in the genre.

Michael Greenwald, VP
of talent at Don Buchwald &
Associates/Fortitude, repre-
sents Garcia and says his cli-
ent is already about to make
more films, including another
project with Ayer.

“She’sunique,” says Green-
wald, who has worked with
Ben Affieck and Adrien Brody.
“Flakiss has an innate quality
to her and a real street sense
that she can grasp from her

personal life experiences.”

Rapper Jae-P, who was key
in helping Garcia find her way
in music, agrees. "She speaks
forwomen," he says. “It's hard
tofind female rappers that will
fight and express that reality.”

Lisa “Khool-Aid” Rios, who
recently produced the music
for the upcoming film “Filly
Brown" about a struggling
Latina rapper, says Garcia's
return is symbolic on many
levels. “I'm glad to see Holly-
wood reaching out to these
Chicano artists,"” Rios says.
“They're seeing their strength,
their power, what they can fi-
nancially pullin and what they
bring in terms of talent.”

As Garciatakes more meet-
ings and reads more scripts,
she says she's ready for the
next phase of her career as
she balances film and music.*|
don’t know if I'll get any award
for my acting on this film, but
I do know that the biggest
award is everyone’s support,”
she says. "I definitely feel the
love." —Justino Aguila

PITBULL TAKES ON
SPOKESMAN ROLE
FORMAXD AUDIO
Pitbull has become a spokes-
man for MAXD High Definition
Audio, which is set to release
a mobile app later this year.
The rapper will endorse the
company’s audio technology,
which covers mobile services,
audio books, games, mov-
les, music and TV. Pitbull's
branded mobile projects will
be integrated into future con-
certs and recordings, Com-
pany officials say Pitbull's
international appealisinline
with their products, which use
cutting-edge technology.
MAXD converts audio files to
high-definition quality while
reducing their size.

—Justino Aguila

MUNIZ JOINS
EVENPRO GROUP, XYZ
LIVE AS PRESIDENT
Latin American concert pro-
moter Jose Muniz has joined
Evenpro Group and XYZ Live
as president. Evenpro, which
has equity in the Brazil-based
XYZ Live, has offices in Florida,
California and throughout
Latin America. He'll be based
in Orlando, Fla., and divide his
time between Brazil and Latin
America. A former senior VPat
Time for Fun, Muniz started his
career asapromoter in Brazilin
1983 with Metal Productions.
He has also worked on tours
for Pearl Jam, Rush and Aero-
smith, among other acts, —JA

PRINCE ROYCE TO BE
FACE OF POST FOODS'
‘POSITIVE MIX’

Post Foods has tapped Prince
Royce to be the face of its
U.S. “Positive Mix"” campaign,
which will feature the singer/
songwriter on bilingual spe-
cially marked boxes of Honey
Bunches of Oats, Tied to
Post’s sponsorship of the
Latin Grammy Awards and its
Street Parties, the campaign
will allow 10,000 consumers
to win music downloads and
automatically enter to win a
flyaway package to celebrate
New Year's Eve in New York
and attend a meet-and-greet
with Royce. The crooner re-
cently kicked off his Phase I/
tour and will play more than 25
U.S. cities before wrapping in

EN ESPANGL: All the great Latin music coverage
you've come to expect from Blliboard—in Spanish
Go to billboardenespanol.com

about the business. While
she's working on new music

San Francisco on Nov. 30.
—Leila Cobo
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Redbox Gets
TheTicket

DVD rental specialist diversifies, bringing ticketing
to where consumers spend their time and money:

the local store

edboy, with its ubiquitous DVD rental

kiosks, is entering the ticketing game,

beginning in Philadelphia with tickets
availableat kiosks and online. Los Angeles is next
inearly 2013, and Redbox president Anne Saun-
ders says she sees no reason why the program
can't eventually be rolled out nationally. With
38,500 kiosks nationwide, ifthe industry optsin
to a significant level, Redbox could conceivably
maove the needle in both ticket sales and general
awareness of events,

Retail outlets have a long history in the ticket-
ing business. In the pre-Internet, pre-call center
days, record stores and the venue box office were
the primary outlets for ticket sales. Ticketmaster
partnered with Walmart starting in 2010, and
last summer announced a deal for Walmart to
sell tickets through kiosks at hundreds of the
retailer’s locations around the country. Before
its merger with Ticketmaster, when it rolled out
its own, now-defunct ticketing solution, Live Na-
tion was partnered with Blockbuster’s brick-and-
mortar stores to sell tickets.

But, with its highly visible DVD kiosks in front
of a wide range of retail sites nationwide, Redbox
is a video rental model that has been embraced by
the public to the point that Redbox is now aver-
aging 59 million transactions per
month. Kiosks can be found where
consumers live, sitting outside Mc-
Donald’s restaurants, at grocery
and convenience stores, at select
Walgreens locations and, yes, se-
lect Walmart locations. Ticketing

could also serve to help Redbox di- :

versify as it copes with mounting
pressure from Hollywood studios
that have never been fans of the
Redbox business model.

Redbox says it has rented 2 billion videos since
opening its first autornated rental kiosk in 2002,
and "with so many peaple coming to us to find out
how to spend a few hours being entertained, we
thought it was completely natural to extend and
offer people the same Redbox model—affordable,
fun, convenient access—1o live events,” says Saun-
ders, who believes Redbox could help address an
industry-wide issue of unsold inventory, much of it
due toa lack of awareness of events by consumers.

“We know from talking with our customers
that they go to a lot of live events, and for many
of us it’s not always easy to find out what's going
on and how to get the tickets,” Saunders says.

Part of Redbox's appeal in the video rental
business is its simplicity, which will extend to
ticketing. Redbox tickets will be sold at face value
or below, with a $1 fee per ticket that serves as
Redbox’s piece of the pie.

Redbox will roll out ticketing to all 650 kiosks
in the market by mid-October, and they can also
be purchased online. Consumers will have the
option to print their tickets at home or, in some
cases, pick them up at the venue. And Redbox
tickets aren't limited to music. In Philly, consum-
ers can now purchase tickets to Carrie Under-
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CARRIE :
UNBERWOOD'S
Philadelphiagoncert.
iSamong Rebex's first
ficiet Siferings.

wood at the Wells Fargo Center, NASCAR events
at the Pocono Raceway, the Philadelphia Film
Festival and Villanova Athletics sporting events.

“We're open to everybody, whoever is con-
trolling the inventory,” says Mark Achler, se-
nior VP of new business, inno-
vation and strategy for Redbox.

Achler says the company has
had conversations with a variety
of ticketing companies. including
Ticketmaster.

New Era Tickets, a division of
Philadelphia-based venue man-
agement firm Global Spectrum,
and Sparkart are key launch
partners of Redboy’s ticketing

RAY
WADDELL

business.

Saunders says that no significant changes need
to be made to the kiosks to add ticketing to the of-
ferings, “The interface was relatively easily adapted,
and Mark and [his] team did a great job doing a lot
of user testing, so they got the whole process of
looking foran eventand making a purchase down
to about the same amount of time that it takes to
renta DVD,” she says.

This seems to truly target the impulse buyer,
with kiosk generally offering “best available” tick-
ets, rather than seat maps and specific locations.
“If you want to get particular, you can do that
online,” Saunders says. “We're not taking own-
ership of inventory, so, by and large, [ticketing]
was not something that required us to make a
lot of changes to our core business,”

The marketing potential of Redbox kiosk tick-
eting extends beyond just creating awareness.
Similarly to tickets being offered at Groupon and
other discounting operations, Redbox could con-
ceivably come in if a show needs help with sales
and offer some tickets at below the price of the
initial on-sale. .

.w For 24/7 touting news and analysls,
sew billboard.biz/touring
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BOXSCORE Concert Grosses

Attendance
Capacit

GROSS/ ARTIST(S)
Tickat Frice(s) Venue, Date Lt

pacity
PYPLCr 7| JUSTIN BIEBER, CODY SIMPSON, CARLY RAE JEPSEN
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LADY GAGA, LADY STARLIGHT, THE DARKNESS
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i ot b ST Liva Nation Global Touring, Live Nation UK.
el M ALEJANDRO FERNANDEZ

a L 4 Auditorio Nacional, Mexico City, 27,58 50
) Sont 2627 s OCESA-CIE
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(EISLIA0Y  Manchostor Arena, 