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§ir. (an You Help )e Settle A Bet?
The Boys Say Your (ar Has A (assette
Deck. | Say, 8-[rack. .

Word around the neighborhood is that your vehicle is not what it used to be. It's okay,
it happens to all of us sooner or later. The good news is, for a limited time, your
neighbors at First Entertainment Credit Union have auto loan ratfes as low as 1.49%
APR. Rates this low don’t come around every day. And they won't last forever either.
So don't delay — put a new car in your driveway today.

* Apply online 24/7 * New, used or refinance

* Rates as low as 1.49% APR * 100% financing available

Visit www.firsieni.org/gnome, o — FIRSTENTERTAINMENT
call 888.800.3328 or stop by a === CREDITUNION

branch to apply. An Alternative Way to Bank),

*APR = Annual Percentage Rate. 1.49% APR is the preferred rafe for new vehicles up to 48 months at a monthly payment of approximately $21.48 per $1,000 borrowed. Additional rafes, starting as low
as 1.95% APR, and ferms may apply, call 888.800.3328 for details. Rate of 1.49% APR is also the preferred rate for used (maximum age 6 years old) vehicles up to 48 months of a monthly payment of
approximately $21.48 per $1,000 borrowed. Amount financed may not exceed the MSRP or 110% of the high Kelley Blue Book NADA volue for new (100% for used), including fax, license, GAP Insurance and
Mechanical Breakdown Protection. Rates are subject fo change without nofice. No odditional discounts may be applied to these rates. All loans subject to credit approval. Existing First Entertainment auto loans may
not be refinanced under the terms of this offer. Offer expires June 30, 2013. & 2013 First Enfertainment Credit Union / Redbeard

Everyone is eligible to join. 888.800.3328 - www.firstent.org
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TV

‘Love, TV And
Rock’N’Roll

Disney and Plain White T’s put their hearts—
and music—into dating show
By Phil Gallo

uring the next few months, the Disney labels are making

a play for grown-ups. With releases that include Demi

Lovato’s fourth album, an EP from Plain White T’s and

a Selena Gomez single that coincides with her 21st

birthday, Hollywood Records is aiming to broaden the
demographics for artists who first caught on with youngsters. §
Lovato, whose “Heart Attack” is No. 15 on the Billboard Hot 100, has
an expanded awareness thanks to her role as a judge on Fox’s “The X
Factor,” and Gomez has branched beyond family-friendly films with
the tarted-up “Spring Breakers.” Plain White T’s are going the reality-

° BILLBOARD | APRIL 20, 2013

‘Ready’ for
an adult
audience:
Demi
Lovato (left)
and Plain
White T's
member
TimLopez

relationship route with “Ready for
Love,” an unscripted NBC show that
premiered April 9 after “The Voice”
and was watched by 3.7 million view-
ers, according to Nielsen.

Plain White T’s guitarist and occa-
sional lead singer Tim Lopez is one of
three bachelors on the show hoping
to find romance. The program is also
the launch pad for a new Plain White
T’s four-song EP that includes their
new single, “Should’ve Gone to Bed.”
Originally scheduled for an April 23
release, the EP was moved up to April
9 after NBC gave “Ready for Love”
the plum post-“Voice” slot.

Following a performance of “Hey
There Delilah” on the premiere, the
band’s hits—“Rhythm of Love,” “1, 2,
3, 4"—and other older songs appear
throughout the series. The single
and a second new track, “The Giving
Tree,” will also be used in the show.

Disney Music Group VP of licens-
ing Dominic Griffin and Plain White
T’s  publisher =~ Warner/Chappell
seized on this opportunity by striking
a below-market rate for the program.
Generally speaking, reality shows
have minimal music budgets—usu-
ally for a score—and their shelf lives

tend to be limited to a single run.

“It would be weird to have the Plain
White T’s on a show but none of their
music,” Griffin says, noting that the
publisher started pitching the new
songs to NBC’s marketing depart-
ment for use in promos about two
weeks before the premiere. “The
marketing guy inside of me is always
saying, ‘Use the new songs,’ but one,
we didn’t have all the finished music
[during filming], and two, I'll take ex-
posure on the catalog. It seemed like
the perfect catalog for the show.”

Jason Ehrlich, an executive pro-
ducer on “Ready for Love,” says the
intention was to use music exten-
sively from the start. The show en-
listed Secret Road Music Services
to deliver independent artists—Amy
Stroup’s “Hold Onto Hope Love” is
the show’s theme song—but the
Plain White T’s music became part
of the storytelling and score.

A crucial element in the use of TV or
film to break artists is obviously the op-
portunity it offers to present a personality.

In the cases of Lovato, who'll re-
turn to “The X Factor” for a second
run in the fall, and Gomez, who has
wrapped shooting on a comedy and
an action thriller, the challenge is
getting audiences to accept them as
young adults. With Plain White T’s,
there’s still a need to put a face to the
band and “Ready for Love” presented
arare opportunity for the group to set
up its next full-length, which is ex-
pected in late summer.

“It’s more difficult today than, say,
20 years ago to change your image
from album to album,” Walt Disney
Music Group president Ken Bunt says.

“It’s more difficult to reinvent yourself
because there’s so much information
available, so it has to be authentic.
People sniff out inauthenticity.” @
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Playing The Cazzette

Swedish duo teamed with Spotity, topped the
dance chart and won a record deal, all without
selling a single song

By Alex Pham and William Gruger

Mel
Karmazin
earned $11
millionin
2012, his last
yearas CEO
of SiriusXM,
up from
$10.7 million
in2011. He
stepped
down in
December
as Liberty
Media took
control of
the satellite
radio
company.

Four months ago, few had heard of Swedish EDM duo Cazzette.

Today, the act, two DJs from a small coastal town on the outskirts
of Gothenberg, Sweden, has crested not just one Billboard chart, but
three—Dance Club Songs, Global Dance Songs and On-Demand
Songs. The group then capped its accomplishments with a contract
with Island Def Jam—all without having sold a single track.

Cazzette’s unlikely rise to prominence wasn’t an accident. Rather,
it was an orchestrated affair between Spotify and Cazzette manager
Ash Pournouri, a scrappy EDM up-and-comer who also manages Avi-
cii. Each brought different agendas, but they united over a common
goal: to lift Cazzette out of obscurity. Pournouri wanted to leverage
Cazzette’s success as a strong second act to launch his own EDM label,
PRMD. Spotify wanted to show the world it was capable of breaking a
new artist, the way broadcast radio could.

Combined, their Pygmalion plan for Cazzette was unconventional
for a number of reasons. First, Cazzette decided not to sell any tracks
from its debut album, Eject. “It’s important for people to like your mu-
sic before you start selling it,” says Sebastian Furrer, 19, who with Al-
exander Bjorklund makes up Cazzette. “I remember when Skrillex’s
first EP came out for free. Two months after that, he was huge.”

Second, Eject was released in three phases, with new tracks com-
ing out a month apart. The first set of tracks was radio-friendly, the
second had a house feel, and the third had a hard edge. The original
idea was to build momentum and slowly
milk the album during a longer period of
time. The accidental outcome was that
Cazzette, having not been pigeonholed
into any genre, wound up attracting
three different audiences, each gravitat-
ing to the different sounds on the album.

Finally, neither Pournouri nor Spo-
tify spent money on marketing. Aside
from the usual social media outreach
and promotion at live performances,
the group leaned heavily on Spotify
to hype the album. In addition to a
blizzard of email promotions, Spotify
pushed Cazzette through recommen-
dations on its Facebook app, as well
as through in-house ads, both audio
and visual, on the service’s mobile and
browser platforms.

The results: Cazzette’s Facebook
likes more than doubled from 42,969

Cazzette

on Nov. 2 (11 days before the act re-
leased the first set of tracks) to 92,564
as of April 8. Likewise, Twitter follow-
ers grew from 19,663 to 38,832 during
the same period. Average gate atten-
dance grew from about 1,500 people
per show to 8,500 for Cazzette’s most
recent solo show in Monterrey, Mexico,
according to Pournouri. In total, the al-
bum’s tracks were streamed more than
16 million times on Spotify, peaking at
300,000 streams a day in late February.
Lead single “Beam Me Up” debuted at
No. 20 on the On-Demand Songs chart
on March 23, topped Dance Club Songs
in early April after an eight-week climb
and spent 10 weeks on Global Dance
Songs, peaking at No. 16 on April 6.

Regardless of who deserves credit
for Cazzette’s achievements, everyone
got what they wanted. The group land-
ed a major-label contract. Pournouri
got an anchor client to launch his own
label. And Spotify earned bragging
rights by breaking a new band, as well
as becoming a case study on building
a marketing platform for artists that’s
akin to what broadcast radio can offer.

“Our partners in the music industry
are now coming to us and saying, ‘I
would like to have that opportunity.” It
was not at all lost on them the level of
visibility we gave to Cazzette,” Spotify
global head of content Steve Savoca
says. “That was the level of interest we
were hoping to attract. The music in-
dustry’s understanding of the value of
Spotify is much clearer now.” ©

Artists. Musicians now

Streaming services. Services
that rely on algorithms and
user preferences to deliver
recommendations are shifting
toward a curated approach.
Spotify's Spotlight program
represents one such subtle
but significant shift away from
algorithmic neutrality toward
active promotion of a handful
of bands. Expect similar
programs to crop up.

Labels. Services like Spotify
are picking up some of the
A&R and artist development
tasks for less mature talent
that record companies once
assumed, which is good
news for resource-strapped
labels. Rather than regard
such efforts as usurping their
roles, labels can view these
programs as a sort of minor
leagues for burgeoning acts.

have an additional channel
to actively market their
work. But taking advantage
of these opportunities will
require extra strategic
planning—in order to get
the promaotional push, for
example, they may need to
kick in exclusive content.

LukeBryan
(left) and
Blake
Shelton
co-hosting
the ACM
Awards.

THE

Action

CBS
SYNERGY
The Academy
of Country
Music Awards
on April 7
posted their highest ratings
since 1998, which was largely
attributed to ramped-up
promotional activities across
the 125 stations in the CBS
Radio network and their
various online properties. CBS'
country stations promoted the
awards from the nominations
announcement forward.

Other genre stations keyed

on tune-in promotions during
ACM weekend, helping attract
15.5 million viewers to CBS
for the three-hour telecast
(according to Nielsen), which
featured Brad Paisley, Blake
Shelton and others.

PANDORA
MILESTONE
Pandora’s
steady
growth spurt
continues

as the company recently
surpassed 200 million
registered users. Impressively,
half of those users signed

up for the service in the past
two years, while it took six
years to reach the first 100
million. The number of users
who actively use Pandora
each month, however, has
remained relatively stagnant
at69.5 million listeners.

THE
SKINNY ON
IFPI

The first
growth

year for
the global music industry
since 1999 was spurred
by increases in digital,
performance rights and
synch revenue as well
as rising consumption
in emerging markets,
according to the big annual
report released April 8 by
IFPI. Physical sales are the
only revenue stream to have
decreased year over year,
according to the report.
Global sales totaled $16.5
billion in 2012, up 0.2% from
the year before.

WIND-UP
TIESIN
WITH
CLEAR
CHANNEL
Wind-up
Records will get a piece
of digital and broadcast
revenue from plays of its
catalog on Clear Channel
radio stations thanks toa
deal the independent label
recently struck with the
radio giant. Under the deal,
details of which weren't
disclosed, Wind-up and
its artists, including Creed
and Evanescence, will get
apercentage of revenue
from ad sales sold against
plays of their music, be
they online or on terrestrial
radio. Big Machine was the
firstindie label to strike
such a deal with Clear
Channel last summer.
Glassnote, Dualtone
and others followed suit
shortly after.

Evanescence

label Wind-up
did adeal
with
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Does Discovery
Matter?

Two new studies suggest most
listeners aren’t passionate about
music discovery

By Glenn Peoples

In the April
13issue,
astoryon
Paramore
should
have listed
the band's
booking
agents, Ken
Fermaglich
and David
Galeaat
the Agency
Group. Also,
the group
has dates
in Europe
and South
America
June through
August.

Inthe same
issue,a
story on late
producer
Phil Ramone
misstated
that
Interscope
will release
Matthew
Morrison’s
new album.
In fact, it
will arrive

on Adam
Levine's new
label, 222.

n ever-growing number of startups

have launched and much venture

capital has been invested under the

presumption that people actively seek

new music and would be interested in
independent fare if given the opportunity to hear it.
And indeed, some people actively seek out new mu-
sic—but just some.

Playlists are one way that music fans discover new
songs. For example, one of Spotify’s early, unique
selling points was based on the idea that people will
discover music through the sharing of songs and
playlists. Over time the service has added third-par-
ty apps that create new and different ways to discover
music—for example, concert reviews by Pitchfork,
charts by Billboard—but the playlist is still at the
heart of the Spotify experience.

But playlists don’t seem very popular in light of a
February survey by Nielsen that revealed music fans
of all stripes aren’t devoted to them. Half of only
one group—those who Nielsen calls “digital fans”—
enjoys sharing playlists with their friends while the
other five groups showed far less interest. Overall,
less than half of the people surveyed enjoy compil-
ing playlists with a specific theme.

Nor are the six consumer groups in Nielsen’s study
particularly interested in independent music. Disin-
terest in indie music is important to music services.
It makes up the majority of releases in a given week.
Services’ editorial coverage and recommendations
often focus on independent releases. In most cases,
the concept of music discovery is synonymous with
music that is out of the mainstream.

Only “aficionados”™—the most active and highest-
spending music fans—really like indie music and
going to concerts by indie or unsigned artists. All
other music fans, who comprise 86% of consumers
and 66% of music spending, can be described as be-
ing indifferent to indie music.

The uncomfortable truth is most people don’t
invest much time in discovering. Arbitron’s new
Infinite Dial 2013 report shows that AM/FM radio
ranks well ahead of YouTube, music TV channels,
Facebook and Pandora for music discovery. With the
exception of Facebook, each is a passive experience.
Platforms that demand more interaction, such as
music blogs and Spotify, are at the bottom of the list.

The fact that most people are quite passive with
music discovery suggests many business models
are targeting only one small segment of consumers.
From music discovery services (the Twitter-owned
We Are Hunted) to concert ticket services (Thrillcall,
Tixie) to Internet radio (Earbits, Shuffler.fm), an in-

o BILLBOARD | APRIL 20, 2013

MUSIC DISCOVERY & INDEPENDENT MUSIC

PEOPLE ARE PASSIONATE ABOUT MUSIC...

| would be completely
lost without music

| often discuss music
with friends

| enjoy sharing
playlists with friends

| enjoy compiling playlists
with a specific theme

Independent music has more
artistic integrity than
mainstream/commercial music

| enjoy live shows for
local, indie or unsigned
artists

| enjoy independent or
“indie” music

TYPES OF FANS

AFICIONADO

Buys from Amazon, interested in
using technology for music—
except discovery.

OCCASIONAL CONCERT
CONSUMER

Listens in car but not much at
home. Will go to concert of favorite
band. Uses Pandora.

30%

DIGITAL FAN

Listens to music through Facebook,
influenced by recommendation
engines. Apple customer.

AMBIVALENT CONSUMER

Not connected to favorite band
on social media. Uses Pandora.
Willing to pay for unique content.

50% 70%

Likes music heard in movies,
TV, videogames, commercials.
Discount shopper.

BACKGROUND MUSIC
CONSUMER

Spends some money on TV and
movies, but spends only time
on music.

Source: "The Buyer and the Beats: The Music Consumer and How to Reach Them,” Nielsen, March 2013

credible amount of services are built on consumers’
love of indie music. That may be appropriate for the
14% of consumers who told Nielsen they mostly like
indie music, but it doesn’t address the majority of
those who aren’t interested.

Music startups have to make a choice: Super-serve
a small group of indie-loving, discovery-hungry
music lovers, or create a product that appeals to the

masses. Products that allow people to discover music
passively, such as radio and TV, have mainstream po-
tential. All others might need to make discovery easi-
er to win over lucrative mainstream consumers. @

TAKEAWAY: Only hardcore fans seem to seek out new
music while the vast majority of fans remain passive,

giving radio a head start introducing them to new music.

INFOGRAPHIC BY CRISTINA VANKO



MY
Day
Ty Roberts

Co-Founder/Chief Technology Officer,
Gracenote/Sony Corp.

As chief music nerd at Gracenote, Ty
Roberts gets involved in some of the
industry’s more experimental efforts
to leverage technology and deep data
to drive music discovery and sales.
Gracenote provides a treasure trove of
information for entertainment services,
from artist and actor bios to album
metadata and song recognition. Based |
in San Francisco, Roberts is elbow-deep
in a number of projects.

Coffee with Jerry Harrison, who
was one of the Talking Heads, at the
Starbucks in San Rafael. He's a producer
now, and he’s very interested in streaming live
concerts. We're developing technology in our
labs that could help Jerry assemble live video
feeds in a new and interesting way.

Quick call with a curator at London’s
Victoria & Albert Museum to check up
on adisplay we helped create for the
“David Bowie Is” exhibit. Ten years ago, | wrote a
piece of software for Bowie and Brian Eno called
the Verbasizer. It randomly generated sentences
that they used for lyrics. The museum asked us
to reproduce that software for the exhibit.

I have a call with the head of Sony's TV
group in San Diego to develop a second-
screen app that combines our electronic

programming guide with the images we have of
castand crew.

My lunch meeting is with Graham

McKenna, our head of PR, about kicking

off a series of hack-a-thons. We'll be
releasing a video APl in a few weeks that will

include our TV listings data, images of cast and
crew, and video recognition technology.

Our CEO Stephen White and | meet
@ with Neil Schwartzman, the CEO of

Spinlet, which operates a streaming
music service in Africa. They're helping us build

acomprehensive African music database, a lot of
itindependent and regional music.

Dinner with Jim Buczkowski, director
@ of research at Ford Motor and a Ford

Technical Fellow. We talk about
integrating Gracenote's database to safely
deliver personalized entertainment to drivers,
based on their mood. After dinner, | take Jim to
the Independent in San Francisco to see Marco
Benevento, an incredibly talented keyboardist.
—AlexPham

00!
AM

TyRoberts
photographed at
the Gracenote
officesin San
Francisco.
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The Deal

Roc Nation Goes
Universal

WHAT: Roc Nation, the joint-venture label created by Live
Nation and Jay-Z when the superstar signed what was termed
a $150 million deal with the concert promoter to tour at its
arenas and issue his albums, has signed a global production
and distribution deal with Universal Music Group. Other than
being described as a “new age deal” by Jay-Z, the terms and
scope of the pact weren’t disclosed in the announcement. But
sources say that at the very least, it goes beyond P&D, as UMG
will also provide label marketing services to the Roc Nation la-
bel, and that Roc Nation will have the choice of issuing albums
through marketing partnerships with whichever UMG label it
prefers, even on an artist-by-artist basis. According to sources,
Roc Nation has agreed to a deal with an upfront value of $5 mil-
lion-$10 million during a multiple-year contract with UMG.

WHY: In signing with UMG, Jay-Z is coming home to the

label where he evolved from a star to a business executive—
he served as Def Jam president and signed Rihanna—and to

the place where he’s probably most comfortable. He knows

all of the label heads and UMG corporate execs and how to

work the UMG system. Besides, he and Roc Nation also like-
ly got a sweet penny in moving over to UMG, as press reports

indicate the company also engaged in talks with Sony Music

and Warner Music Group, which would likely bid up the cost

of signing the deal.

WHO: Roc Nation is one of the premier hip-hop companies
in the music industry. In addition to the label, it has a publish-
ing unit, which entered a deal with Warner/Chappell Music in

February, and artist management, which handles some of the
biggest pop and R&B/hip-hop stars and producers in the busi-
ness, including Rihanna, Timbaland, Shakira, Kylie Minogue,
M.I.A., Santigold, Deadmaus and Stargate. While the label has
plenty of top-selling tracks, so far it has only two hit albums, Jay-
Z’s The Blueprint 3 and J. Cole’s Cole World: The Sideline Story.
Roc Nation formed in 2008, and while Jay -Z had spent most of
his professional career at Island Def Jam in the UMG galaxy, he
chose to cut a deal with Atlantic and WMG to issue The Blueprint
3, while signing a deal with Sony Music Entertainment in 2008.

IF: For UMG, the deal can only enhance its domination of the
R&B/hip-hop marketplace, where it had a 46% share of U.S.
R&B/rap albums in 2012, according to Nielsen SoundScan. This
deal also allows UMG to grow market share, without worrying
about the scrutiny it was under for acquiring EMI’s recorded-
music division. The collective clout of UMG, the premier dis-
tributor in R&B/hip-hop music, and Roc Nation and its leaders
Jay-Z and Jay Brown could serve as a magnet to attract talent,
something UMG is clearly counting on. —Ed Christman

For UMG, the deal can only enhance

its domination of the R&B/hip-hop
marketplace, as well as allow it to grow
market share and attract new talent.

Rihanna, who is managed by
Roc Nation, is let out of her
last album on Island Def Jam,
but she stays with Universal
Music Group as a Roc Nation
act. With only one album

left on her deal, sources say,
negotiations had previously
included some talk about
leaving if she didn’t get the
terms she wanted.

o BILLBOARD | APRIL 20, 2013

J. Cole and Rita Ora, who will
reportedly stay with Sony
Music Entertainment. When a
distribution deal ends and an
artist stays behind, it's usually
an indication that the Roc
Nation deal, or those artists’
projects, are "upside down,”
or unrecouped against the
advance.

The deal widens the U.S.
R&B/rap album market share
between Universal Music
Group and Sony, which stood
at 29.2% for the latter at the
end of 2012, but also affects
Warner Music Group’s R&B/
rap efforts because it won't

get Jay-Z's solo album. warner | music | group

ILLUSTRATION BY BRIAN STAUFFER
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EXECUTIVE TURNTABLE

George
Augusto,
Laurel Stearns
Chris
Maltese

wve office

ork

MANAGEMENT

Steve Hutton, head of rock at Primary Wave Talent Man-
agement (a division of Primary Wave Music), is expand-
ing his team with the addition of management partners Chris
Maltese, Laurel Stearns and George Augusto. “We've all
had experiences with [major labels] where artists get lost in
the shuffle, and I didn’t want to replicate that with the divi-
sion I'm trying to build,” says Hutton, the founder of Upper-
cut Management, who joined Primary Wave in September

2012. “So I'm bringing in people I know personally who are
hands-on and believe in personal management.” New York-
based Maltese, founder of Maltese Management, brings
acts Secondhand Serenade and Bronze Radio Return; Los
Angeles-based Stearns and Augusto, partners at manage-
ment/creative marketing company Dilettante, bring artists
Jenny O., the Moor and Luke Rathborne, among others. Pri-
mary Wave Talent Management's team also includes Larry
Mestel (CEO), Tom Maffei (president, West Coast), Blue
Williams (owner/founder, Family Tree), Hosh Gureli (head
of EDM) and Clive Black (head of the U.K. office).

RECORD COMPANIES
Legacy Recordings promotes Jim Parham to senior VP of
global marketing. He was VP of marketing.

Virgin Records names Taylor Testa A&R manager. She
was an assistant at Sony/ATV Music Publishing.

PUBLISHING

BMG Chrysalis appoints Leo Tee director of licensing ad-
ministration for film and TV. He was manager of music clear-
ance and licensing at Warner Bros. Television.

TOURING

ICM Partners taps Melanie Davis as head of marketing for
the agency’s concert division. She was head of tour market-
ing at Azoff Music.

RELATED FIELDS
Record Plant Recording Studios in Los Angeles names
Jason Carson VP/GM. He was chief engineer.

—Mitchell Peters, exec@billboard.com

Units sold of Roc

z m Nation's top seller,
Jay-Z's The Blueprint 3

Further Dealings

TuneSat, a company founded in
2009 that monitors TV broadcasts
in 14 countries including the Unit-
ed States, the United Kingdom,
Germany and France, has raised
$1.2 million of new equity in order
to further expand into the digital
space and continue beefing up its
global TV analyses. The company
tracks use of its clients’ music in
order to alert them to copyright in-
fringements and royalty discrepan-
cies in collection societies’ reports.
The company raised more than
$6 million in funding in 2011, led
by General Electrion Pension
Trust and buttressed by investors
like former Gracenote chairman/
CEO Scott Jones. TuneSat is
partnered with SESAC in the Unit-
ed States and GEMA in Germany,
which both pay out royalties based
on data provided by the company.
“With the new funding, we're going
to be able to get [clients| more of
their money even faster,” a Tune-
Sat representative says . . . “They
are changing the snacking land-

scape as we know it today—over
35% of their meals are snacks
and they're willing to eat dessert
before breakfast,” says Unilever
director of ice cream Nick Sou-
kas, who's referring to millennials,
the target demo of his company’s
music-centric marketing push be-
hind its only planned U.S. product
launch this year: Fruttare Fruit
Bars. Unilever has paired Ne-Yo
and Cher Lloyd on a songwriting
partnership that will have the duo
mining hashtagged social media
posts for lyrical inspiration. “T al-
ways try to look on the bright side
of things, so it’s cool to have the op-
portunity to bring that philosophy
tolife in a new song,” Ne-Yo said in
a statement. In addition to Ne-Yo
and Lloyd’s collaboration, Fruttare
will be a sponsor at Coachella this
year, hosting the Fruttare Hangout
Booth while providing shade for at-
tendees as well as product samples.
“Coachella has quickly become the
quintessential music festival and is
one of the key places where our tar-
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get consumers are checking out the
latest bands and newest sounds,”
Soukas says . . . Emilio Estefan,
Latin superstar and 19-time Gram-

my Award winner, will continue ~ Universal
B | i ith Te " Music

is partnership wit arget on  pypiching
“Emilio Estefan’s Picks,” a Latin-  Group
themed entertainment section 5'@(‘;‘95“‘93‘
. . . with sugar
mstaEled in some of Fhe blg'.'bOX Hill Music to
store’s Hispanic-centric locations.  administer
Estefan curates around 20 titles  itscatalogin
for the section, rotated si the Lnited

¢ the section, rotated every six  gi_jo
weeks. On April 14, the nextround  Sugar Hill's
will debut and include Target’s ’epf’éo”e

- . . . includes

exclusive Blllbfaar.d Latin Mus.lc pen——
Awards compilation and Justin  early hip-hop
Timberlake's The 20/20 Experi- andR&Bthat
ence. “Emilio Estefan’s Picks” will f:e“fgg;'pm

debut at 70 stores throughout the
year, including Los Angeles, Mi-
ami and Texas. In addition to the
retail section, Target and audio
company Monster have partnered
to offer a specialized pair of head-
phones, Emilio’s Sound Machine.
The device is “equalized for per-
cussive sounds and horns,” Mon-
ster CEO Noel Lee says.

Units sold of Roc Nation’s
No. 2 seller, J. Cole's Cole
World: The Sideline Story

GOOD

Works

Quenching The Thirst

As the desert temperature rises during this year’s Coach-
ella festival (April 12-14, 19-21) in Indio, Calif., environ-
mental nonprofit Global Inheritance will offer festival-
goers free shots of purified water in an effort to educate
them on the potential water sources of the future.

The water bar, dubbed the Oasis, will be set up near
the Gobi Tent on Empire Polo Field and manned by
Ph.D. students from the University of California Los An-
geles. In exchange for taking a brief quiz about drinking
water, festival attendees will be served free shots of puri-
fied H20 from 13 untraditional sources, including Los
Angeles sewer water, the Colorado River, desalinated
water from the Pacific Ocean and rain water.

“The way we drink water today is definitely going
to change or will need to evolve,” Global Inheritance
executive director Eric Ritz says, noting that the
program is being underwritten by Coachella producer

Qasis water
bottles
(above) and
an artist
rendering

of the tent
where the
water will be
available at
Coachella,

Goldenvoice. “So what we're trying to do is highlight
the technology and sources of tomorrow.”

Similar to a wine tasting, the Ph.D. students will act
as bartenders, educating festival-goers on each water
type and its practicality for the future. The crowd will
also learn about how water was purified before reaching
the festival grounds through videos, signage and live
demonstrations. Ritz says the results from the quiz—
which features questions like “Would you consider
drinking waste water?” and “Do you drink tap water at
home?”—will be posted on GlobalInheritance.org.

“The goal is to get people to think,” says Ritz, whose
nonprofit is also organizing recycling and carpooling pro-
grams at Coachella. “Theyre at a festival to have a good
time and we understand that. We're asking questions
that we hope are pretty simple to answer, but at the same
time are somewhat thought-provoking. So when they
walk away from the Oasis, they have a fewideas and are
alittle more aware and educated.” —Mitchell Peters
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Think Tank

Show Me
The Money

The Rolling Stones’ latest
tour is as much about
strategic planning as it is
about the ins and outs

of big finance

In the touring industry, as in life, the ability to tap into deep financial
resources can come in handy.

This truism was proved yet again with the story of how the Rolling
Stones came to work with AEG Live in promoting the upcoming North
American dates on the band’s 50 and Counting tour. As the team that put
up an estimated $25 million for the five shows marking the band’s soth
anniversary last December, Australian promoter Paul Dainty and Vir-
gin Music had the inside track to do the 2013 North American dates—pro-
vided they could come up with the money, believed to be about $76 mil-
lion in guarantees. As Billboard reported last week, and before, Dainty
put together a satisfactory deal—on paper. In fact, it was probably all but
done after Dainty’s team successfully pulled off the anniversary shows.

And though AEG bid hard on the Stones for both December’s
shows and this year’s (as did Live Nation, in partnership with pro-
moter Michael Cohl), AEG had all but conceded victory to Dainty by
March. But Dainty, who couldn’t be reached for comment, still had to
produce the money, partly in cash and partly in the form of a letter of
credit. According to sources, Virgin declined to reach into its pockets,
and Dainty went to a variety of U.S. independent promoters and even
the arenas for backing. Ultimately, he apparently couldn’t secure it.

Raising money for a Stones tour is hardly unprecedented. When
Cohl began promoting the Stones on a global basis in 1989, he solidly
beat incumbent promoter Bill Graham’s offer with a unique global
touring model and a deft ability to secure funding. And even though
the Stones’ tours became sort of self-sustaining financially after the

Synch’s
Challenges

Seen by some as a thriving
new revenue stream for
the music biz due to the
proliferation of videos, the
reality is actually more
prosaic and steady

If you think synchronization revenue is soaring in this golden age of
cable TV, product marketing and YouTube, you're wrong. U.S. synch
revenue is stuck in a rut. Increased supply and demand of licenses
has led to lower prices, higher volume and roughly equivalent rev-
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Kid Rock will

take a “pay cut”
this summer, or
at least risk one,
by structuringa
deal that allows
fora $20 ticket

price across
the board at
amphitheaters,
and working
with promoter
Live Nation to
lower prices on
everything from
beer to parking
to merch.

Steel Wheels run in '89, until Cohl sold his company to
SFX (now Live Nation) a decade later, he still had to
raise money for tours like Voodoo Lounge (1994-95) and
Bridges to Babylon (1997-98). After that, for each subse-
quent tour with the Stones, Cohl used what’s now Live
Nation for financing and to partner in executing those
tours on the ground. The relationship between Cohl
and the Stones was massively productive, culminating
with the 2005-07 A Bigger Bang tour that grossed $558
million, according to Billboard Boxscore.

Dainty’s recent situation wasn’t so much that he was
outbid—according to insiders, it was more about his
ability to get the necessary finances together. When it
turned out he couldn’t, industry insiders were shocked
it had gotten as far as it did, with the tour set to begin
in May. Historically, in the Stones’ world it was never
enough to just guarantee the millions—one had to
prove it and secure it, and the financials for the deals
with Cohl were in order as much as a year in advance.
Beyond the short setup time necessary to tap into the

knew that was coming), it could well be that the retire-
ment of legendary Stones financial adviser Rupert
Loewenstein in 2009 factored into the uncertainty
surrounding the promotional rights for 50 and Count-
ing. Whatever the case, when the Stones’ camp turned
to AEG, billionaire owner Philip Anschutz was able to
OK the necessary cash and letter of credit in less than
an hour, according to a source familiar with the deal.

All of this underscores the increasing role big money
plays in launching events and mega-tours. Secure fi-
nancing was part of the reason Cohl sold to SFX in the
first place, and why independent promoters like Lol-
lapalooza producer C3 Presents turned to the invest-
ment community to help fund expansion. Whatever
their skill as promoters may be, those who must seek
funding every time they want to launch a multimillion-
dollar project are behind the eight ball.©

TAKEAWAY: For big tours, knowing how to pull

together financing is as important as figuring out how

to put on the show.

soth-anniversary milestone (though surely everyone

enue from one year to the next.

U.S. recorded-music synch revenue fell 3% to $191 mil-
lion in 2012, according to figures the RIAA released in
March. That small drop is typical of the last four years in
which synch revenue has slipped more than 5% from $201
million in 2009. While other major revenue categories
have risen—digital—or fallen sharply—CD and mobile—in
recent years, synch stands out for more or less holding its
ground. Synch revenue also fell in the United Kingdom
(down 6.1%), Germany (down 4.6%) and France (down
2.9%) last year, according to new data from IFPI.

Synch revenue is an increasingly important part of music
publishers’ revenue mix—even if the aggregate revenue isn’t
growing. According to the National Music Publishers’ Assn.,
synch made up about 29% of industry revenue compared
with 36% for mechanical royalties, 30% for performance
royalties and about 5% for other categories (such as use of
lyrics) in 2011, the latest year for which data is available. (The
NMPA collects revenue-share data, not revenue for each cat-
egory. It’s customary for publishers and labels to generate an
equal amount of revenue for the use of a song.) NMPA presi-
dent/CEO David Israelite says the synch share of publish-
ers’ revenue is trending upward due to falling mechanical
royalties and stagnant performance royalties.

While aggregate revenue is nearly flat, there’s much activ-
ity occurring behind the numbers. In technical terms, a synch
license allows the licensee to “synch” music with visual im-
ages. In the last few years, the market for licenses—for use in
everything from TV ads to movie trailers—has been reshaped
as the larger market changes.

Publishers want to replace falling mechanical royalties
from lost CD sales. Online platforms allow more licens-
ing to be handled more efficiently. One theory is that ma-
jor publishers have helped justify recent acquisitions by
licensing a high volume of songs. These factors lead to a
greater supply of licenses.

Licensees are offering more opportunities and becoming
more sensitive to mid-tier pricing. The premium songs get
premium dollars, lower-tier music can be licensed more af-
fordably, and “the middle has dropped out of the market,”
one U.S. executive says.

Fierce competition has led some publishers to take a lower
synch fee in the hopes of making it up on broadcast royalties
from the performance rights organizations, which one ex-
ecutive calls “a disturbing trend.” @

TAKEAWAY: Synchs will continue to do well for the music
business, but at current growth rates will not be the holy grail.




Jimmy Battles
Jimmy

Late-night TV shifts

should only mean good
things for music

NBC will move “The Tonight Show” to New York in 2014 and
you have to figure no one could be happier than the team behind
Jimmy Kimmel.

With Burbank and Jay Leno out of the picture, ABC’s “Jimmy
Kimmel Live!” will be the only network option in Los Angeles at
11:30 p.m., giving the show extra clout when it comes to attracting
star acts that have traditionally picked the higher-rated “Tonight
Show.” Since moving up a half-hour, Kimmel has dramatically in-
creased his audience.

In February, one of three months in which ratings are used to
determine advertising rates, “The Tonight Show” averaged 3.5
million total viewers to Kimmel’s 2.5 million, according to Nielsen.
CBS’ “Late Show With David Letterman” fits between the two
with 3.3 million. All three shows have about 1 million viewers in
the 18-49 demographic. “Late Night With Jimmy Fallon” won the
12:30 a.m. hour with an average of 1.7 million total viewers.

Without network competition, the Kimmel couch will become
valuable real estate for movie stars the week their movies open.
Bigger stars should mean larger audiences for the musical acts
that close Kimmel'’s show nightly.

The good news for the music industry is that forward-thinking
music programming will dominate late-night TV. The strength of
Jimmy Fallon’s reputation relies heavily on his show’s musical
hipness and openness to experimentation, from the then-novel
idea of the Roots as a house band to weeklong stints involv-
ing Justin Timberlake, Bruce Springsteen and the Rolling
Stones. “Fallon” musical booker Jonathan Cohen has proved
particularly prescient in spotting talent on the verge of break-
through. No other show has as rich a combination of established

Jimmy
Kimmel's

Fallon's
Tonight
Sho!
which is
moving to
New York.

acts and performers known mostly from blog write-
ups and club tours poised for breakthroughs.

Lorne Michaels will continue as producer of the
Fallon-led “Tonight Show,” and there’s little reason
to believe the program will make dramatic shifts away
from its already solid music imprint. History tells
us that networks are skittish about putting on post-
midnight humor at 11:30 p.m. When Leno slid behind
the desk to replace Johnny Carson in 1992, though,
there was little reason to expect “The Tonight Show”
to change—and by and large it hasn’t. In 2014, the ap-
petite for a new version of “The Tonight Show” is far
greater, and it appears Fallon has a chance to deliver
strong demo ratings by bringing in edgier artists.

Fallon will have some stiff musical competition
from “Letterman,” where producer Sheila Rogers
has expertly expanded the vision of the show’s role
in presenting music, whether it’s concerts outside
the Ed Sullivan Theater and/or online where artist
performances extend well beyond the last four min-
utes of a night’s show. CBS recently began offering
day-after streams of “Letterman” through the net-
work’s app on iPhones and iPads, another asset in
the show’s booking arsenal.

Kimmel, meanwhile, launched a yearlong deal with
Sony Electronics as concert series partner on March
19 with an appearance by T.I. The relationship will
include 146 shows that will live on a newly launched
Jimmy Kimmel Live Music YouTube channel, which
has 1.5 million subscribers and far outdistances his
late-night competition. That alone increases Kim-
mel’s value to the music industry as a whole.

Fallon, however, has a history of using social me-
dia and the Internet to expand the audience for music,
while Kimmel is much more connected to comedy.

Both Fallon and Letterman’s shows have done well
to extend musical performances onto the Internet. It
will be intriguing to see what publicists are able to
bargain for once bidding wars start for big-name acts
beginning in 2014.0

TAKEAWAY: Kimmel may become the king of Los
Angeles, but Fallon's music star will remain

undiminished after he brings "The Tonight Show"
to New York.
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QUESTIONS

Answered

Bob Morelli

President,
RED Distribution

What did you wake up thinking about this morning? Broadly
speaking, I wake up every morning thinking how I and the RED team
can assist our labels in developing and marketing records and ulti-
mately selling more records. Then I dive into figuring out how exactly
we do that. For instance, is it maximizing existing drivers or creating
new initiatives to sell records? Simultaneously, l am always looking to
see if Thave the correct structure at RED to deal with this ever-moving
marketplace. I am actually pretty quick in tweaking, or if necessary,
re-creating the structure.

Describe a lesson you learned from failure. When I first got here
about eight years ago, I created RED Merchandise. I thought it was
a unique idea, and ultimately it didn’t work because it wasn’t a core
part of what we do. We are a sales and marketing organization, so I
then quickly started up 'stachemedia, our in-house marketing and la-
bel service division. It has been a big success for us and our labels. It
supplements the sales part of what we do, with very complete market-
ing services. It gives the artists and labels that we sell the most com-
prehensive approach that we can. Some of our labels don’t need to use
it. The labels can mix and match what they need through our menu.
But some use all of our services. We are launching the band the Lone
Bellow, and they 're tapping into the full menu of the services we offer.

What will define your career in the coming year? We just con-
cluded our fiscal year and RED had a very good year. We want to do it
again and grow all aspects of what we offer. Since 2006, our albums
with [track-equivalent albums| market share has grown from 2.2% at
the end 0f 2006 t0 4.3% at the end of 2012. We have had a nice stretch.
I'want to continue to expand and grow the services we offer the artists
and labels we distribute. I am confident that we will.

Who is your most important mentor, and what did you learn?
Pete Jones [former president of BMG Distribution]. He was the best
salesperson, the best marketing person and the best at dealing with
label partners. He was the best at anticipating problems and oppor-
tunities. But the thing that I learned from him the most was how to
deal with people. He could be as tough as anybody you have ever dealt
with, but generally he was respectful to bosses, peers and the people
who worked for him. It was significant to watch how he dealt with our
youngest employees to how he would deal with people like [Tower Re-
cords founder] Russ Solomon or [Zomba founder] Clive Calder.

Name a recent project you're not affiliated with that has
most impressed you. Legacy put out a new Jimi Hendrix album
[People, Hell & Angels). The music was very good, but the marketing
launch was amazing. They tied into his 7oth birthday, the Hendrix
database, with TV tie-ins for synchs and strategic partners. It debuted
at No. 2. When I saw what they did I told Richard Story [president
of Sony Music Entertainment’s Commercial Music Group] that we
would use that launch as a “best practice” for our company when we
have releases without radio.

Name a desert island disc. John Coltrane and Johnny Hartman, the
best album ever made. —Ed Christman

| always look to see if RED
has the correct structure
to deal with this ever-
moving marketplace.”
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1"The RED
skull blanket
wasa
promotional
item we
gave outto
everyone
who
attended
the RED
company
meeting last
year”

3"There's no
shortage of
guitar-god
memorabilia
in my office.
Thisisa
limited-
edition Jimi
Hendrix
collectible
bronze
statue.”

4"Thisisan
original '60s
phonograph
player given
to me by Ben
Jaffe of the
Preservation

Hall Jazz Band.
Tom Waits
used itwhile
recording our
Preservation—
A Benefit
album.”
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2"We're
constantly
promoting
all sorts of
different
offerings
fromour
artists and
labels.
Thisisa
brochure we
previously
distributed
highlighting
ourvinyl
product
lineup.”

Age: 58

Favorite breakfast: "Egg whites and whole
wheat toast at the Coffee Shop in Union
Square in New York."

Firstjob: "I got a job running the record
department as the nighttime manager
at Hampton's, an electronic store on
Long Island.”

Memorable moment: “Last October, when
RED had the No. 1 album for four weeks ina
row, the last week of September and the first
three weeks of October, thanks to Mumford &
Sons' Babel and Jason Aldean’s Night Train."

Advice for young industry executives:
“Prepare for virtually everything that you do.
Thatis important.”

PHOTOGRAPHS BY SASHA MASLOV



Playing The Blues

House of Blues sees U.S. Northeast corridor as
template for its national strategy
By Ray Waddell

An organizational retooling and surge in venue growth for House of Blues Entertainment
(HOBE) in the Northeast corridor is serving as a microcosm for a national synchronized
marketing and club/theater touring strategy that is selling tickets and developing acts.

Already unofficially the most trafficked region in the world for small-venue tour-
ing, the Northeast has been a “good template” for House of Blues’ national efforts,
division COO Ben Weeden says. “In that corridor—Washington] D.C. to Philadel-
phia, through New Jersey to New York City into Long Island—we’ve probably expe-
rienced the largest growth in our portfolio the last couple of years, but it’s certainly
not limited to thatarea,” says Weeden, who just completed a “road show” with other
HOB executives to showcase their strategy to agents, labels and managers.

In2011, HOB programmed seven venues in the Northeast corridor, a number that
has now grown to 22 rooms, most all of them owned and operated by Live Nation.
Nationally, Weeden and HOBE CEO Ron Bension run a division that since 2010 has
grown from 32 venues owned (primarily House of Blues and Fillmore clubs) and an-
other 10 exclusively booked, to 40 owned and some 30 more booked. Among those
70-odd rooms, some 45 buyers promote about 6,000 shows annually.

“In the past 18-24 months, the focus has been on making sure we have the best pos-
sible promoters and structuring around them locally, and making sure we build a busi-
ness that can help bands at the small-cap level—500- to 4,000-cap venues—at which
point [the team of Live Nation co-presidents of North American concerts Mark Cam-
pana and Bob Roux] takes over at the amphitheaters and arenas,” Weeden says.

While Weeden asserts that promotion at the club level is a “local business,” there
has been increased focus for House of Blues in tapping
into the rich marketing assets provided by Live Na-
tion and especially Ticketmaster. “The majority of the
markets we're in now have a venue graduation process,
but on top of that we also have the marketing capabil-
ity similar to what the artists in the past got from the
labels,” Weeden says. “When you have something like
100 million names in the U.S. database, with a reach of
over § million people in our social assets, you start to
get into how you can effectively market to fans. We can
Artists. The coordinated help not only sell tickets, but expose new bands.”
use of regional marketing, That’s particularly true in the Northeast, where “obvi-

supported by the broad

Do You Have The “BOOTYCALL” cp yet?
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Includes the Number 1 song

YOU ARE THE BOOTYCALL
THAT MADE ME FALL IN LOVE

TheFamousBobbyRio.com
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and deep marketing assets
of Live Nation and its
Ticketmaster division, is
adding quantifiable juice to
tours for acts like Blackberry
Smoke, now winding down a
career-best national tour as
part of House of Blues' Ones
to Watch spotlight efforts.

Agents. In the saturated

club market, agents have

the opportunity to support
national touring with targeted
playsin House of Blues
Entertainment (HOBE)
markets and tap into the rich
database marketing assets of
Live Nation and Ticketmaster.

Live Nation. HOBE and Live
Nation's theaters and clubs
division not only improves
return on investment with
up-and-coming acts, but
developing relationships here
can serve as a “feeder system”
of sarts for amphitheaters and
arenatours.

ously there is alarge amount of ticket buyer affinity data,”
Weeden says. “That is one where we believe if we're
able to work with 300- or 3,000-cap artists, we can help
you there as a microcosm for the entire country.”

Case in point: Blackberry Smoke. The Southern
rock/country band was slotted into House of Blues’
Ones to Watch program for 18 shows this year, and
as part of that matched with a data algorithm that
pinpointed likely ticket buyers. Based on Ticketmas-
ter and Live Nation data, the promoters separately
targeted 1 million fans each of the Zac Brown Band
and of edgy country-rock acts like Lynyrd Skynyrd,
Eric Church and Jason Aldean. Email blasts to those
affinity groups, plus a control group of 800,000
names, yielded promising results.

“The control group performed on average what our
normal emails generate in terms of click-throughs and
conversions, but the Zac Brown and Southern rock
fans had five times the conversions on these emails,”
Weeden says. “We've averaged close to 1,000 tickets
across these 18 markets. Before, our data shows that
New York, for instance, did 450 [tickets] last time, and
over 900 this time. The incredible part is 90% of pur-
chasers were first-time buyers.” ©
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BACKBEAT

No, You
The Man!

Bill Clinton and Stevie
Wonder rock Pier 60

in New York to honor
lobbyist Liz Robbins
and the Paul Newman
SeriousFun Children’s
Network, while Mark
Ronson and A-Trak spin
up abromance at the
Red Bull Thre3Style
National Championship
in Los Angeles.

For photos
ofthe music
business at
waork and
play, goto
billboard.biz.

To submit
photos for
consideration,
send images
to backbeat@
billboard
com.

1 Fast Friends: Former President Bill Clinton
and Stevie Wonder at the Paul Newman
SeriousFun Children’s Network event. Joining
in on the fun: Hillary Clinton, Jimmy Fallon, Jerry
Seinfeld and Melanie Griffith.

2 Aflaming hot time: Warner Bros.” Michelle
Edgar (left) and Chanel Auguste show support
for Flaming Lips frontman Wayne Coyne at
Billboard's raucous and rum-fueled listening
party for the band's new album, The Terror, at
the General in New York on April 3.

3 Phoenix rising: A day before its “Saturday Night
Live" appearance, alt-rock band Phoenix treated
lucky SiriusXM listeners to a private concert at
Brooklyn's Music Hall of Williamsburg on April
5. From left: SiriusXM's Steve Blatter, Phoenix
guitarist Laurent Brancowitz, Glagsnote
Records' Daniel Glass, Phoenix bassist Deck
D'Arcy (kneeling), SiriusXM's Steve Leeds and
Randy Dry, Phoenix vocalist Thomas Mars,
SiriusXM'’s Ross Zapin and Jeff Regan, Phoenix
guitarist Christian Mazzalai and Glassnote’s
Nick Petropoulos.

4 Powerhouse DJs Mark Ronson (left) and
A-Trak took turns spinning beats for the
packed crowd at Red Bull's Thre3style National
Championship at Los Angeles’ Lure nightclub
on April &

2
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“When | won, | don’t even know what | was
seeing. It was like | was on a Tilt-a-Whirl.”

@k}- b,

—Luke Bryan

Country Strong

Luke Bryan scored big at
the Academy of Country
Music Awards, stealing
two-time winner Taylor
Swift’s thunder to accept the
entertainer of the year honor.
Country infiltrated Las
Vegas, with stars teeing off
on the greens and partying
all around town.

1 Sweet victory: Luke Bryan got lifted after
taking home the night's biggest prize—
entertainer of the year—at the 48th annual
Academy of Country Music Awards April 7 at
Las Vegas' MGM Grand Garden.

2 Sony Music Nashville's Gary Overton and
Miranda Lambert backstage after Lambert's
performance of her hit “Mama's Broken Heart.”
The artist took home four ACM trophies.

3 Taylor Swift and Big Machine founder Scott
Borchettaat the ACM Awards.

4 Industry vets rally backstage ahead of the
ACM’s Party for a Cause event on April 5. From
left: Dick Clark Productions’ Mike Mahan

and Allen Shapiro, ACM CEO Bob Romeo,
NASCAR reporter Jamie Little and Big
Machine’s Scott Borchetta.

5 Universal Music Group Nashville’s Mike
Dungan (far right) collected four awards for
the label and celebrated with (from left) David
Nail, Easton Corbin and Eric Paslay.

6 Jason Aldean proudly displays his male
vocalist of the year prize alongside ACM CEO
Bob Romeo at the awards.

7 Faith Hill and Warner Music Nashville’s John
Esposito at the ACMs.

8 Fore! Lady Antebellum’s Charles Kelley
brought the heat at the ACM Lifting Lives
Celebrity Golf Classic at TPC Summerlin on
April 6.

9 The Museum of the Moving Image in Queens
is celebrating the art and influence of the
music video with its exhibition “Spectacle:
The Music Video,” which museum director
Carl Goodman (left) and Veva's Rio Caraeff
inaugurated on April 2.

10 Beastie Boy Mike D attended the
“Spectacle” opening reception with his wife,
filmmaker Tamra Davis.

11 Party on: '80s icons Billy Idol and Def
Leppard’s Joe Elliott electrify backstage
following Def Lep's residency show at the
Jointin the Hard Rock Hotel & Casino on
April 3.

Atthe ACM'’s Party for a Cause, ACM Lifting Lives gave $25,000
each to the Wounded Warrior Project and Folds of Honor. ZinePak's
Kim Kaupe (center) and Brittany Hodark (right) huddled
with Cassadee Pope. @zinepak with (@1 winner

at #acm Party for a Cause @Billl #

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

Report

Memphis

Beale Street Music Festival, May 3-5

Few cities are so deeply
defined by their music
heritage as Memphis.
After all, even when Bob
Dylan was “stuck inside of Mobile”

he still had the Memphis blues. The
city’s Beale Street Music Festival
(memphisinmay.org /musicfestival), a
key feature of the extravagant Mem-
phis in May event, draws a tremen-
dous range of acts—this year’s lineup
includes the Smashing Pumpkins, the
Black Crowes, the Roots and Big Boi;
hipster acts the Joy Formidable and
Phoenix; and, of course, local icons
Jerry Lee Lewis and Mavis Staples. As
for the lay of the land, Goner Records
(goner-records.com) co-founder Zac
Ives points to the Midtown district of
Cooper-Young: “That’s where the
shop is and several of my favorite bars
and restaurants.” He also recommends
checking out the up-and-coming
Overton Square and Crosstown
areas. John Doyle, executive direc-
tor of the Memphis Rock ‘N’ Soul
Museum (memphisrocknsoul.org),
likes South Main in downtown, which
is “packed with diverse galleries, res-
taurants and farmers markets.” But as
Memphis in May president/CEO Jim
Holt is keen to point out, you can “feel
the city’s rich musical history in the air
as you walk the streets where legends
like Elvis Presley, B.B. King, Johnny
Cash, Alex Chilton and Jeff Buckley
once strolled.”

BROWSE

@ BILLBOARD | APRIL 20, 2013

Preferred Hotel Group’s
storied Peabody Hotel
(peabodymemphis.com)
has hosted everyone

from Faith Hill to Justin Timberlake

to Uz within its opulent walls; it was
also where Elvis attended his prom in
1953. But its most adored feature is its
famous Duck Parade, which counts Pe-
ter Frampton and Kevin Bacon among
its list of celebrity Duckmasters. The
more stylishly modern Madison Hotel
(madisonhotelmemphis.com), favored
by the likes of Tom Waits, is actually
music-themed; guests are encouraged
to bang out a couple of numbers on the
lobby’s grand piano.

Hitting up one of the fa-
mous barbecue joints like
Charlie Vergos’ Ren-
dezvous (hogsfly.com) or
A&R Bar-B-Que (aandrbbg.com) is a
must for carnivorous visitors. But Jay
Sieleman, president/CEO of the Blues
Foundation, says the Majestic Grille
(majesticgrille.com) “has a mix of great
people and great food.” He also notes
that Itta Bena (ittabenamemphis.
com), above B.B. King's (bbkingclubs.
com), “consistently delivers.” (The
Creole specialties are recommended.)
Robbie Crowell of Rhode Island alt-

country band Deer Tick, which is on
the Beale Street festival bill this year,
gushes that P&H (pandhcafe.com)
“has the best fried pickles anywhere.”

@Paul-
McCartney
Paul has
confirmed he
will perform
atthe FedEx
Forumin
Memphis on
26th May.

#QutThere

@ijtimberlake
Memphis...

go! #finders-
keepers

@awolnation
Excited to
announce we
are playing
Beale Street
Music
Fest!@
bealestmusic
fes #BSMF13

#awol201

@jacob-
latimore
APRIL 20

Im hosting
the Heal

the Hood
Foundation
n MEMPHIS.
GETur

tix 2day &
donate to
build The Gift
Center

Ives recommends hipster magnet
Lamplighter on Madison Avenue for
a late-night burger, while Doyle insists
that “for real soul food, head to Ellen’s
on South Bellevue.”

Deer Tick’s lan O’Neil
laments, “We don’t get

to play Memphis as often @Jasonlsbell

x Memphis
as we'd like,” but fondly bt e
recalls hitting the stage at the Hi-Tone of Fame is
(hitonememphis.com), and also points ;:2::{5;)/@
out that “their pizza is great.” The Eategeryaven
legendary venue has played host to the although |

was yelling at
the screen on
the AL Green
question.

hip Gonerfest, and will be opening in a
new location this spring. Chris Shaw
of Memphis garage-punk indie fave
Ex-Cult recommends a few rounds

at the Buccaneer (1368 Monroe Ave.,
901-278-0909), “a pirate-themed dive
bar built kind of like an old house.
Everyone from the Black Lips to Mike
Watt has played there.” Siecleman says
that “Blues Hall is the sure bet for real
deal blues,” while Holt recommends
“Tom Lee Park [memphisriverfront.
com], at the foot of Beale Street along
the banks of the mighty Mississippi . . .
truly the birthplace of rock’n’roll and
blues music.” —Ken Scrudato

Clockwise
from left: The
Peabody Hotel,
shrimp from
Majestic Grille,
Jay Sieleman
and Zac Ives.

THE MUSIC THAT MADE ME

Geddy Lee

After nearly 20 years of angst-filled waiting, Rush
fans were finally vindicated when it was announced
in December that the Canadian progressive rockers
would be inducted into the Rock and Roll Hall of
Fame on April 18. Despite the long wait, the band
isn’t taking much time off for celebrating: It will be-
gin the next leg of its Clockwork Angels tour on April
23 in Austin. Here, bassist/singer Geddy Lee looks
back on the musical firsts that shaped his life, along
with some of Rush’s musical milestones.

First piece of music that you bought or
received as a gift: It was a single by Billy Joe
Royal called “Down in the Boondocks.” It was kind
of a dumb pop song. It was a birthday gift. I didn’t
really have a musical opinion about anything at that
time. It was just a song that kind of stuck in my head.

First concert or
album that made
you have an
epiphany: That’s a

big question. The first
song that made me
interested in music was
“Oh, Pretty Woman”
by Roy Orbison. It was
the guitar intro, that
riff, that I really liked
and made me listen in a
different way.

First song you learned to play on bass: I can’t
remember the first song I learned to play on bass,

but the first song I learned to play on guitar was “For
Your Love” by the Yardbirds. That kind of was the
beginning for me. I thought it was a great song and I
loved the open chord progression at the beginning of
that song. That and I remember trying to figure out
“Pretty Woman” the first time I got a guitar, so it kind
of got me getting into music.

First song you wrote that you were happy
with: Still waiting for that experience [laughs|. The
first song I wrote was with [Rush guitarist] Alex
Lifeson, and the first song we wrote that we kind of
liked was “In the Mood,” one of our early songs.

First Rush gig: Playing at a drop-in center called
the Coff-In in Willowdale, Ontario. I had received a
call from Alex to fill in for a bass player who couldn’t
make the gig, and I came down early, we learned

a few songs and played it together. That was the

first time I played with Alex and John Rutsey, our
original drummer.

First time you heard a Rush song on the radio:
It was “In the Mood” from our first album on CHUM
FM in Toronto. I was at home. The album came out
and we got all our friends and family to keep calling
radio stations requesting our songs and we waited to
see if someone would play it, and finally they did. I
was really excited. Kind of an unreal experience.
—Christa Titus
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The Mix Master

No matter what studio he’s working from, Jay-Z’s engineering Guru delivers the perfect sound

1 Scratch standard.
Serato Live: Butthey're
“This goes reallya
with me crap pair of
everywhere. speakers.
| come from Theyaren't
the era of forgiving, but
having to that’s good:
carry six If you can get
crates of it sounding
records in good on
the club, so NS10s, it will
this is much sound good
easier. If I'm onanything."
producing,
X N | like to use 4 Avalon
Gimel “Young Guru” Keaton doesn’t need Shirley Seratoand 737 preamp:
Bassey, Kanye West or Jay-Z to tell him diamonds are just skip “I mainly
forever—as his connection to the glory days of Roc-a- :.h'g‘t':h o M tlh'sbf"t'
] : 3 in e par vocals, bu
Fella Records is proving to be equally timeless. Iwantto it's versatile.
The esteemed engineer/DJ/producer is perhaps the sampleasifl  Sessions I've
most renowned mixer in hip-hop, thanks to numerous waslistening  donie with
4 toarecord. DJ Quik, he'll
on-wax shout—m-lts from Jay-Z, the rap equivalent of a pluga guitar
Times Square billboard. Young Guru, who also serves 2ABob straight into
as Jay-Z's tour DJ, mixed the rapper’s last 10 albums— 2";?{?“ fhis Z"d
" . . overdrive
mostly at New York’s now-defunct Baseline Studios, lightsupthe itand geta
which served as home base for Roc-a-Fella artists in- room. really good
cluding West and producer Just Blaze, who co-owned R ampsoynd:
the space. “We used to work nonstop,” says Guru, who NS10s 5A Buddha
Name: Young Guru has also mixed for Beyoncé and Drake, of his days at monitors: statue brings
———  Baseline. “Ibasically considered it my New York apart- | grewuD AZeREIED
Provenance: Grew up in t bec: e there all the time.” ittsherie— the studio.
Wilmington, Del., and started men -CCduse we were there a e time. ] Fhey re the
outasa DJ in Washington, So, in 2010, when Just Blaze shuttered Baseline industry
DC. and set up shop at Stadiumred on a bustling corner

Big break: Recording and of Harlem’s 125th Street—taking Baseline’s beloved
mixing Jay-Z's 1997 album, In SSL G+ Console with him—Guru knew he had a new

My Lifetime, Vol. 1. crash pad. “I followed Just,” says Guru, who also of-
toe 7 PP (-

Biggestlessonlearnedfrom €11 WO}kb out of Jay-Z’s Roc the Mic Studios. “It’s an

Jay-Z: “He's always thinking extension of what we’ve been doing for years.”

about tomorrow. That's the Guru is currently ensconced in the studio C4,

key to longevity: Never get too ) S ; . E - Ratks p
Galght up inthe siiceessof where he’s recording and mixing for Ratking, a

right now. By the time a song young crew of '9os rap revivalists signed to XL Re-

awg;’;slz(s;‘glr‘;tyé"?‘&ﬁlal{:f‘{( cords, as well as for Joey Bada$$. The space is tiny,

aboutwhatsgoingtowinthe  uta huge, high-definition photo of New York’s sky-

Grammy next year.” line that fills the wall behind the console helps Guru

T keep perspective—and a tight schedule. “If you sit in
a room with no window, time sort of goes away,” he
says. “I'look at this and it’s like I'm standing outside
on a rooftop. It gives me the feeling that 'm taking
over the city—it's motivation.”

Guru’s sky-high ambitions include a headphone
line with AIATAI and the 13-city Era of the Engineer
tour, a lecture series presented by the Recording
Academy’s Grammy U educational initiative that
will find him talking to college kids about the his-
tory—and continued relevance—of audio engineers.
“It’s especially important today, when people are
recording themselves and studios are falling apart,”
Guru says of the series, which launched April 8 at
Philadelphia’s Drexel University. “In order for the
lessons tz be passed down, in orzlier for people to get llYou don,t have tO hCIVe a su per- bUdg et . lf

the information that’s not in books, you need things

lke this.” —Alex Gale the music is good, it will speak for itself.”
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v Madonna, Bieber, Gaga—
Guy Oseary, Scooter Braun and Troy Carter
have helped manage the careers of
three of music’s biggest acts. Now they’ve set
-~ - their sights on finding the rock stars
of tech, companies like Spotify, Uber
and SoundCloud. A look at how they’re
changing the way the entertainment
and tech industries intersect

BY ANDREW HAMPP
PHOTOGRAPHS BY BRYCE DUFFY
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GUY OSEARY IS SITTING IN THE SPRAWLING YARD OF
his Beverly Hills estate, listing all the things he’s said “no” to in the past 16 years. It
is not a short list.

Though he’s built an enviable career as co-founder of Maverick Records, business
partner-turned-manager of Madonna and a powerful partner in A-Grade, an invest-
ment fund with Ashton Kutcher and supermarket billionaire Ron Burkle valued at
more than $20 million, Oseary has done little press since 1997. That was the year he
agreed to talk with the Los Angeles Times’ Calendar section regarding Maverick’s
meteoric ascent as the little boutique that could—breaking Candlebox, Alanis Moris-
sette and, later that year, the Prodigy—and the last time he can remember participat-
ing in any type of profile that focused more on him than Madonna.

He has just turned down an interview request from another business magazine
before Billboard arrived at his house, and it will be 24 hours before he agrees that
this conversation can be on the record. When he does, the floodgates open, and
nearly everyone who moves money around Los Angeles wants to talk about Oseary
and his investment activities.

It’s an exceptionally sunny L.A. afternoon, and Oseary is friendly, focused and
remarkably forthcoming for someone who doesn’t like doing interviews. He's also
exhausted—it’s early January, and he’s been home for barely two weeks after being
on the road with Madonna’s MDNA world tour, Billboard’s highest-grosser in 2012,
no less. “It’s nice to just be in one place for a while, you know?”

So why is he talking now? Since 2009, Oseary has become an increasingly im-
portant presence in the tech and entertainment startup scene, partnering with

"l don"t control the labels. |
don’t control the managers
and lawyers. I'd rather
support the pipes.”

—Guy Oseary
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Kutcher and Burkle for A-Grade’s investments in more than two dozen companies
(Fab.com, Airbnb, Vyclone, Path and Tinychat among them). In addition, Oseary’s
personal investments that have helped take companies at varying stages of matu-
rity to the next level (including INDmusic, the video music service now known for
helping monetize the YouTube videos driving Baauer’s “Harlem Shake” meme).

In turn, he’s inspired two of his most notable peers—Troy Carter and Scooter
Braun—to build their own tech portfolios and rewrite the definition of what it means
to be a successful music executive in the social media age. Oseary, Carter and Braun
are already the managers of three of music’s biggest stars—Madonna, Lady Gaga and
Justin Bieber, respectively. How big? Billboard Boxscore calculates their 2012 touring
revenue at $582 million combined, and the trio’s combined album sales stand at 83.5
million units and digital singles at 89.1 million, according to Nielsen SoundScan.

Not bad, but not enough. The music business that Oseary came of age in from
the late '80s to the early 2000s could rely on album sales and touring as princi-
pal revenue streams. No more. Being a manager in the age of disruption means
staying abreast of every ripple and current in not just pop music, but social media,
technology and even consumer products. Promotional opportunities and brand
partners are constantly surfacing. Some demand attention and evaluation; others
need to be sought out and understood before they cannibalize your business.

In part, that puts managers like Oseary, Carter and Braun at the forefront of
emerging technologies, able to spot investment opportunities as early if not earlier
than seasoned venture capitalists. This trio invested early in Turntable.fm, Sound-
Cloud and Spotify. Together, they re helping redefine not just the profile of a music
manager in 2013, but also how Hollywood’s gradual merger with Silicon Valley (or
‘Silicon Beach,” as some have dubbed it) unfolds.

“T have a lot of friends tell me, ‘“The house you're at was paid for by the music
business,” Oseary says from his patio, nodding at the expansive property that
includes several wings, fresh orange trees and a private tennis court. “Absolutely.
Maverick Records was sold and bought me this house. My life is music, no matter
what part of my soul I'm using.” But that said, he’d rather be funding SoundCloud,
Spotify or INDmusic than working with a traditional record label. “I don’t control
these labels. T don’t control the managers and lawyers. It’s very complicated. I'd
rather support pipes.”

The transition that Oseary, Braun and Carter are looking to spearhead for the mu-
sic industry comes with a healthy dose of skepticism from veteran tech investors. “I
think they are actually distractions,” says Fred Davis, a founding partner at invest-
ment group Code Advisors, of managers who enter the investment world. “Are they
misusing their platform as a representative to an artist to sweet talk their way into
investment deals they should not be a part of; or are they good investors? Good in-
vestors provide value, and if theyre not good investors, they can be distracting.”

Shervin Pishevar, co-founder of investment fund Sherpa Foundry and a power-
ful investor in his own right as former managing director of Menlo Ventures, sees
Oseary, Braun and Carter as assets, if not major money players. “They’re value
creators—they’re not value extractors in this context,” he says, having worked with
all three on mobile car service Uber. “They re definitely not the most cash in a deal,
but they bring way more value than just their money.”

In many instances, celebrity managers can create the most value through ac-
cess to their respective Rolodexes. Airbnb co-founder/CEQO Brian Chesky credits
Oseary with introducing him to the company’s now-heads of international and
for playing a hands-on role in Airbnb’s global growth. (The online travel housing
company was valued at more than $2.5 billion in a Wall Street Journal report last
October.) “Guy’s really focused on big, not small steps,” he says. “Expanding in-
ternationally was amajor thing for us, and the outcome was we eventually became
the overwhelming leader in our category. We are far ahead of the clones and all the
other international companies—we’re no longer an American company.”

Social commerece site Fab.com co-founder Jason Goldberg also cites Oseary’s intro-
ductions to fashion designers who've sold on the Fab platform and other key partners
as having a direct correlation to his company’s current valuation—Fab was expected
to complete $500 million in revenue by 2013, according to Goldberg’s comments at
TechCrunch’s Dispute confab in 2012. “I can say without a doubt that Guy’s involve-
ment with Fab has added tens of millions of dollars to Fab’s value as an enterprise.”

Oseary knows how important valuations and exit strategies are in defining an
investor’s ultimate success, and teases that A-Grade is prepping an announcement
in the coming month that’ll make some of his own projects a little more clear. “We
have investments in a lot of companies that haven’t exited. Their growth is all you
can measure,” he says. Kutcher adds, “What we do as a team is more valuable than
some celebrity marketing your product. We're trying to figure out the direction of
the product and the direction of the company. We put our money where our mouth
is, not create some promotional vehicle for myself or Guy.”

Coming to the table with battle-tested instincts is a critical strength in investments,
but so is another skill well-cultivated in Hollywood: a proven eye for talent capable of
capturing the public’s imagination (and dollars). To hear Oseary tell it, signing an artist
isn’t so different from evaluating a startup tech founder: “At Maverick, we were a small
label, so Thad to have a quick gut check. Most artists I signed were within the first songs
they played me. Alanis walked in and played me I think the first 30 seconds of the song
‘Perfect’ and I'said, T'll sign you.” Or Muse—I stopped them after the first song and said,
“You can keep playing, but I'm good.’ If you don’t do that when you're a small company,
you're just waiting for someone to come in and overpay—and you can’t compete and
they take it from you. Today, I'm not doing music, but you got to meet the founder. The
founders are kind of like our artists now. It’s a different kind of experience, but we still
make quick decisions because we know what we like. I know I have a partner who also

«

1V LAUREN GOTT FOR ARTMIX BEAUITY




has a strong gut, so together if we both love something,
then we know it’s right on.”

TO FULLY UNDERSTAND THE POWER
and speed of Scooter Braun’s network in action, one
need only spend a few minutes at his home in the Hol-
lywood Hills, just off the Sunset Strip.

Braun is 31, and has a Zen-like dedication to his
many ventures. Although a viral video of Bieber smok-
ing pot at a party has widely circulated less than a week
before Billboard’s visit, and there are likely 15 projects
demanding his attention at this moment, Braun just
wants to talk about business, eat some sushi and may-
be catch up on the Lakers game, which is on mute on a
giant TV that frames his spacious living room.

Joined by SB Projects chief marketing officer Brad
Haugen and COO Scott Manson, Braun is sharing the
story of how he helped close a Series C round of fund-
ing in 2012 for Stamped, a user-recommendation app
already backed by himself; Bieber, the New York Times
Co., Bain Capital Ventures and Google Ventures. To
help him tell the story, he calls up Robby Stein and Bart
Stein, the (unrelated) co-founders of Stamped, to see if
they can tell the tale of how Braun was a little . . . preoc-
cupied, to say the least, during the funding process.

Reached within minutes, Bart Stein recalls, “T was
at Scooter’s house, and he was saying he was going
to get these influential and cool people to invest, and
then he just disappeared. I asked Brad, ‘What hap-
pened to Scooter?’ Suddenly my phone starts buzzing
and I got an email from Mark Cuban being like, ‘Send
me the deck, please.’ And in the next 20 minutes [ get
emails from Cuban, Ryan Seacrest, Ellen DeGeneres
and [an A-list actor and a major pop star who didn’t
end up getting involved], and Scooter’s still not in the
room. Then I go back to Brad and say, ‘Is Scooter in
the bathroom?’ and he says, ‘Yeah, it happens all the
time. He’s most productive in the bathroom.””

Now, both Steins and Stamped are in the middle of
Yahoo's transition to more of a startup mentality under
new CEO Marissa Mayer, with Braun, Bieber and De-
Generes among the early investors who exited hand-
somely during the company’s sale for $10 million. Artist
equity is often a smaller part of many conversations at
Troy Carter’s management/investment firm Atom Fac-
tory (Gaga has a sizable stake in social network Back-
plane) and Oseary’s ventures (Madonna s an investor in
YouTube channel DanceOn, but has otherwise used a
handful of A-Grade products for promotional purposes).

But equity is almost always on the table at SB Projects
when it comes to the business of Bieber. “Sometimes
it’s equity, sometimes it’s investment-only. It depends
onwhat the ask is from the companies, too,” Braun says.

Haugen adds, “And sometimes it’s ‘We want your
talent to tweet about it, and we want you to run mar-
keting for us.” We either say ‘no,’ but that’s a different
discussion when it becomes ‘Can you put money in?’”

“Don't put your talent into deals unless they're
passionate—I learned that the hard way,” Braun says.
“Then it’s easy and you overdeliver. Ifit’s not easy and
you don’t deliver, then it hurts your reputation. That
I don’t like. When it comes to tech products and our
clients, not only do I want them to look at things and
give me advice, I want them to lead me. I want them
to be pushing me and saying, ‘This is cool!’ I've had
that experience with Justin a lot of times.”

Braun is an investor in more than a dozen companies
through his SB Projects and his incubator, Silent Labs—
Songza, Sojo Studios, Viddy, Tinychat, Spotify, Uber,
GifBoom and Pinterest among them. There are others,
too, but, he chides, “You'll know about those when you
see the [Securities and Exchange Commission] filings.”

He was also recently appointed by Universal Mu-
sic Group chairman/CEO Lucian Grainge as UMG’s
entrepreneur in residence, a role that has seen him
setting up key meetings with the company and his
investments like Spotify and Songza, as well as bring-
ing other music and tech-related opportunities to him
first. “The key to success in any business is having ac-
cess to communication,” Braun says. “By being an en-
trepreneur in residence, I basically connected people

Scooter
Braun, Guy
Oseary and
Troy Carter
(from left)

Where The Angels Tread

Looking to meet with a Hollywood angel investor?

Try these conferences, events and incubators

Y Combinator: Since 2005, this semi-
annual Silicon Valley tech meet-up has
been a place where more than 500 start-
ups have met with potential investors to
receive seed funding. Among the suc-
cessful companies to receive funding in
Hollywood: Airbnb, Dropbox, Rap Ge-
nius, Loopt and Songkick.

Launchpad LA: Located mere foot-
steps from the beach in Santa Monica,
this “startup accelerator” offers accept-
ed companies free office space for four
months, $100,000 in funding and ac-
cess to powerful mentors, advisers and
potential investors. Since its accelerator
program launched in 2011, Launchpad
LA has graduated 18 companies that
have collectively raised more than $30
million in funding.

Start Engine: One of Los Angeles’ larg-
est startup accelerators, Start Engine is
the brainchild of Activision co-founder
Howard Marks and Bristol Capitol Advi-
sors founder Paul Kessler.

Meeting of the Minds: This more in-
formal networking event, where the Hol-
lywood and Silicon Valley tech scenes
meet in L.A. every two months or so, was
co-founded by Guy Oseary’s head of dig-
ital Abe Burns first as a music tech meet-
up. It has evolved into an invite-only af-
fair for professionals across all tech and
entertainment sectors.

Amplify: Launched in late 2011 with
$4.5 million in funding from backers like
Mark Burnett, Eric Schmidt and Brian
Grazer, Amplify has quickly established

itself as another L.A. startup accel-
erator worth pitching—alumni receive
$50,000 in seed funding.

Science: Former Myspace CEO Mike
Jones introduced this Santa Monica
accelerator in November 2011. Urban
Remedy, Dollar Shave Club, EverySig-
nal, TopFloor, Pinpuff and Dog Vacay
are among the first companies to receive
seed funding.

Hollywood Hack Day. A startup meet-
up for the developer set, Hollywood
Hack Day was co-founded by Oseary’s
Abe Burns, Bill Silva Entertainment’s
Ryan Chisholm and Rovi’s Rahim Sona-
walla to incubate new projects for tech
and entertainment during a heavily caf-
feinated 48-hour period. —AH
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Spheres Of Influence

Braun, Carter and Oseary
are invested in some of
the most promising tech
startups of the moment.
Here's how their interests
unfold, and overlap

SCOOTER

Sojo Studios
Viddy
GifBoom
Stageit

INDmusic
GroupOn
DanceOn

Mobile Roadie
(personal)

Turntable.fm
SoundCloud
Warby Parker
Eyewear
Fab

Vyclone
(with A-Grade)

Airbnb
Shazam
Path
Flipboard
Foursquare

4/79

with the big-dog record label so they could have a real, open, honest dialogue. That
is the only way we’re going to get the answers we need, by actually speaking to
each other. Otherwise you have a lawyer calling six months later.”

IT’S FOUR DAYS BEFORE LADY GAGA’'S BORN THIS WAY
Ball is about to kick offits ill-fated North American run, but Troy Carter has plenty of
other items of business to keep him busy—about 40, to be precise. That’s the number
of logos painted on the walls of his offices at Atom Factory, illustrating all the invest-
ments he’s made in the last two years, ever since Braun brought him in on his first
investment around Christmas 2010. That includes everything from link shorteners
like Bre.ad, news apps like Summly (recently in the news when Yahoo bought it for
an estimated $30 million last month), chat services like Socialcam and Tinychat and
consumer products like Pop Chips and Warby Parker Eyewear. “There’s a lot of dif-
ferent sectors, but great founders are the common denominator,” he says.

On a busy Tuesday, several of those founders pass through Atom Factory’s
headquarters—a bright, white warehouse situated directly across the street from
the Sony Pictures lot in Los Angeles’ Culver City. The space is part office, part ga-
rage and part “brand studio,” with a whole suite of rooms dedicated to hosting
business meetings with partner companies and testing products like Pop Water, a
new low-calorie beverage Carter funded in-house that launched in Southern Cali-
forniain the spring. Atom Factory has a diverse, largely young staff of 24, including
a VP of operations who's a former schoolteacher and a director of technology part-
nerships, Allison Streuter, who used to work at William Morris Endeavor (WME)
as head of music Marc Geiger’s assistant.

The guys from Rap Genius pop by for a quick check-in, having previously worked
with Carter on one of the company’s biggest success stories. In May 2012, Carter
helped enlist Nas, a former management client, to become the hip-hop annotation
site’s first verified rapper. The site quickly exploded in audience and captured the
interest of Silicon Valley behemoths Marc Andreessen and Ben Horowitz, whose
venture capital fund put $15 million into the site last October. “Our thinking was,

‘You get Nas and a lot of people are going to follow,” Carter says. “He’s going to
be able to give you great advice on the product. He built so much credibility on
the rap side, that now people are annotating presidential speeches, Shakespearean
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Uber
Spotify

Songza

Tinychat LendUp
EnFlick Voxer
Backplane
Summly
Bread
Scan Rapgenius
Eventlive Stance
Moat Dropbox
Lyft
Livestar Shaker ~
Votizen launchrock g
Julep popchips ~
socialcam Chill
#waywire

plays, country lyrics. Our bet, and Andreessen Horowitz’s bet now, is that after a
few months people are going to be able to utilize the site for just about anything.”

Later that day, Carter is sitting in his office, surrounded by various Gaga artifacts
(the exploding bra from the “Bad Romance” video, an MTV Video Music Award),
and he wants to discuss data and how to own it. That's largely through direct rela-
tionships with Backplane’s launch of Little Monsters, a social network exclusively for
Gaga fans. Designed to host in-depth connections among fans and with Gaga herself,
the site was created in part with hopes that it could unlock fan data like “time spent”
and amount of content created that Facebook and Twitter just aren’t equipped to
isolate for artist pages. Many of Atom Factory’s other investments were made with
in depth-connections to fans in mind. The same can be said of its management cli-
ents—earlier this month, Carter signed Lindsey Stirling, a violinist who became fa-
mous for her classical take on dubstep on YouTube and has translated her online
following into sales of more than 100,000 copies for her self-released debut album.

“The next phase of data is going to be transparency and also a deep dive into ana-

lytics—is it being used in a way that doesn't violate the trust between the artist and
the fans and the consumer and the brands?” he says. One recent example of how
Carter is preparing for that next phase of data lies in Atom Factory music client Cer-
emonies, an indie band whose music Carter shared with Songza to see how fans of
similar bands would engage with it. “We wanted to see which songs they’re listening
to from start to finish, which songs they’re skipping and which are the best playlists
in which those songs could exist,” he says. “That’s helping us realize what sorts of
music are going to work at which format, and whether this song should follow the
other on a particular release. It’s an ongoing education and we're learning a lot.”

Little Monsters has also acted as a presale hub for Gaga’s 2013 Born This Way
Ball U.S. dates, giving fans an exclusive one-day jump on presales from sponsor
Citi and promoter Live Nation. In some cities, Carter says, “we were doubling and
even tripling what sponsor presales were and what other artists’ fan sites have
done.” That included selling upwards of 6,000-7,000 tickets per show from Little
Monsters presales alone, he adds.

No wonder the industry has its eyes on Backplane’s performance. “If Backplane
launches successfully, it will move everything forward because Troy’s involved
and connected it and developed it,” WME’s Geiger says. “And primarily because




it’s written from the music business utility perspective outward, not tech inward.”

Of'the trio, Carter is certainly the most vocal about his investments in tech, having
spoken at conferences for the likes of Wired, AllThingsD, Ad Age Digital West and,
in March, South by Southwest (SXSW) about the intersections of tech, entertain-
ment and big data. Braun and Oseary often make the rounds of the big confer-
ences like DLD (Digital Life Design) and TED, too, though not always as speakers.

“Despite being in music so much, they are all at these events to learn and apply it to
their own field,” Spotify founder Daniel Ek says. “Any aspiring manager should take
note of that, especially as more and more music is being played online. Troy called
me a couple weeks ago about a data insights company he met at a conference, just
because it interested him. He’s one of the very few people who's interested in build-
ing data, not just having the data but building tools from it, and that’s really unique.”

Though Carter, Oseary and Braun are cited by many in Silicon Valley as the three
most active music executives in startup investments, they’ll have company before
too long. “People realize how deeply these guys are thinking about and spending
on technology, and that has a really deep impact on them,” Sherpa’s Pishevar says.

“Music in today’s form is in fact made of digital bits, which is no different than soft-
ware. Once you bring it down to the code level, down to the actual bits, then it
changes. It’s how you share the experience socially that makes the difference. And
that’s why the music guys figured it out first, because the music industry got disin-
termediated by technology for a while.”

In March, Oseary, Braun and Carter all descended upon Austin for SXSW, with
Carter making a brief trip to speak on a panel for Fast
Company titled “Generation Flux,” a new term given
to the psychographic mind-set of millennials and post-
millennials. During the discussion, Carter makes the
case for why the music industry has been forced to em-
body the Generation Flux attitude after having “the lux-
ury of getting our asses kicked for the last 10 years [by
digital piracy]. The new generation of music executives
and artists—they’re breaking down distribution models,
they’re breaking down any sort of barriers or intermedi-
aries when it comes to reaching audiences, and the com-
panies that are sticking to their guns are the companies
dying off now. With us, you evolve or die on your busi-
ness. Nothing wakes you up like cold concrete,” he says.

Less than two hours later, Oseary and Braun gather
two black SUVs full of business partners, colleagues
and friends for a casual lunch at barbecue ranch the
Salt Lick, located about 30 minutes outside of Austin
in Driftwood, Texas. It's Oseary and Braun’s first time
at SXSW Interactive, and they’re joined at lunch by
Kutcher, SB Projects’ Haugen, “Two and a Half Men”
creator Chuck Lorre, actress Sophia Bush, Uber head
of global operations Ryan Graves, BBH LA managing
director Matt Ross and others. “We're going to go see
abunch of stuff together today,” Braun says of Oseary,

asking Haugen to pass the brisket basket. “There’s a couple companies we both want to see that
we've been sharing each other. We're more powerful together than apart.”

Oseary estimates it’s been about 20 years since his first trip to SXSW Music, though. “I'm not
very reflective of where I was at a certain time,” he says. “I've always worked my ass off since I
was 14.  was working at 17 already at [Warner Bros.] and didn’t really look back. And my goal has
always been to be able to work with my friends, which is really great.”

Later that night, Oseary and Kutcher host A-Grade’s first SXSW party at the Austin W downtown,
and the scene is—appropriately—straight out of Hollywood. Outside, dozens of young startup execs,
agents and a few of A-Grade and Oseary’s own partners are frantically calling and texting anyone
who can get them in, so limited is the guest list. Houston Rockets point guard Jeremy Lin even gets
turned away at one point. But inside, a mix of A-list entrepreneurs (Mark Cuban, Gary Vaynerchuk),
entertainment executives (Lorre, Maker Studios’ Courtney Holt) and big brands (Coca-Cola head of
global sports and entertainment Emmanuel Seuge) mingle amid a noisy set from Jane’s Addiction
and a bar line that requires a very dedicated 15-minute wait.

Though it's Oseary and Kutcher’s party, Braun is there all night alongside his friend and fre-
quent business partner. His enthusiasm is, as always, unflagging, and it’s clear he’s feeding off
the energy of SXSW Interactive, which seemed unbridled and optimistic in a way the music por-
tion of SXSW hasn’t for many years. “I'm here at Interactive because I primarily work in the world
of music,” Braun said earlier in the day, “but I surround myself with people whose passion 24/7
is tech and I want to be around them. I want to learn from them. The biggest mistake is thinking
you're an expert because you have one thing you're good at. I want to learn from everyone and
surround myself with people that T love.” ©

“The new generation of music
executives and artists are breaking
down any sort of barriers when it
comes to reaching audiences. The
companies that are sticking to their
guns are dying off.” —Troy Carter
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Saving

Fall

Three years after announcing
a hiatus that felt like a split,
the pop-punk titans plotted

hat if the Smiths got
back together? How
would I want it to
go down?” Fall Out
Boy bassist and main
songwriter Pete Wentz
asks rhetorically. “I'd
want a song right away,
shows right away . . . ‘And by the way, they’ve already
recorded the album.’ The whole time you thought they
were secretly meeting, they were secretly meeting. How
crazy would that be?”

Speaking from a hotel room in London’s West End,
Wentz is using his personal fandom to explain the
events that transpired Feb. 4, the day Fall Out Boy
confirmed it had reunited three years after announc-
ing an indefinite hiatus. But that wasn’t all: The band
also announced a new album, Save Rock and Roll, fully
recorded under cover of darkness; unveiled a North
American tour, beginning May 14 in Milwaukee; and
released a new single, “My Songs Know What You Did
in the Dark (Light Em Up),” along with its accompany-
ing music video. Oh, and the band was playing a show
that night, at the 400-capacity Subterranean in its na-
tive Chicago, in addition to five other “intimate” per-
formances around the world. For pop-punk diehards,
the blitzkrieg reunion was the equivalent of Morrissey
and Johnny Marr tossing out a joint EP on a random
Monday morning.

In a music industry where social media-enhanced
transparency is the norm, how can an arena-level rock
group plot a comeback in complete silence? Rumors of
a Fall Out Boy reunion had been floating across mes-
sage boards for more than a year, but the auteurs of
gloriously emotional pop hits like “Sugar, We’re Goin’
Down” and “Dance Dance” weren't tweeting photos
from the Santa Monica, Calif,, studio in which they
made Save Rock and Roll with producer Butch Walker
last fall. Nor did the band hint at a live return: Accord-
ing to longtime manager Bob McLynn, Fall Out Boy’s
upcoming 33-city spring tour was organized amid
widespread oaths of secrecy, and aside from a few
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Out

‘Save Rock and Roll,’

their full-force comeback,

behind closed doors

Boy

By Jason Lipshutz

leaked venues that had to be hastily changed, the up-
coming run remained unexposed until the big reveal.
It also helped that Wentz, singer Patrick Stump,
drummer Andy Hurley and guitarist Joe Trohman all
actively denied that the group was re-forming before
the Feb. 4 announcement. (“Don’t hold your breath
that it's happening,” Wentz told a Chicago Tribune re-
porter about a reunion during a Feb. 2 interview.) And
for the most part, people believed them. In January,
when rapper 2 Chainz shared a photo of himself arm
in arm with Wentz with the caption “Fall Out Boyz
feat. 2 Chainz?” to his 648,000 Instagram followers,
Wentz figured the band’s cover had been blown.

“I was like, ‘Fuck. That’s it,”” recalls Wentz, who
had worked with 2 Chainz on the “My Songs Know
What You Did in the Dark” video and a remix of the
single. “And kids were like, ‘Nope, too crazy.’ They ac-
tually denied it themselves.”

Save Rock and Roll, due April 16 on Decaydance/
Island Records, is a rock spectacle that's both mus-

cular and wildly eclectic (the guest list includes El-
ton John, Courtney Love and Big Sean). But Wentz
firmly believes that the album couldn’t have been
made if the world knew the band was making it.
After forming in 2001 and releasing its debut al-
bum, Take This to Your Grave, in 2003, Fall Out Boy
became one of pop-punk’s most accessible entities,
thanks to Stump’s helium-voiced hooks, Wentz'’s
irony-fueled songwriting and the collective’s relent-
less run of Vans Warped tour shows and internation-
al festival appearances.

After four albums and seven years of heavy pro-
motion, however, communication had broken down
among the four friends from the Chicago area; by the
time 2008’s Folie a Deux was being promoted with a
spring 2009 tour, the bandmates were speaking to
each other through management. Fall Out Boy was
also seeing diminishing commercial returns—Folie a
Deux has sold 452,000 copies, according to Nielsen
SoundScan, after the band’s breakout LP, 2005’s
From Under the Cork Tree, moved 2.8 million.

“The guys just needed a break from each other,’
McLynn says. “Certain guys didn’t want to talk to
each other, they didn’t want to make the same music—
they all just needed to do different things.”

In the three years following the fall 2009 hiatus
announcement, all four members moved on to side
projects: Stump released an R&B-infused solo al-
bum, Soul Punk, in 2011, while Hurley and Trohman
spent time in metal supergroup the Damned Things.
Wentz, who formed electronic group Black Cards in
2010, says that his “personal life got super fucking
toxic” during the hiatus. He and Ashlee Simpson
filed for divorce in February 2011, after two-and-a-
half years of marriage. And although there weren’t
any formal plans for Fall Out Boy to ever reunite, the
group was never officially broken up in the minds of
its members.

“I always wanted to do it to make Fall Out Boy bet-
ter,” Stump says of Soul Punk, which has sold 23,000
copies. The vocalist recalls having to choose which
label would release his solo debut, and eventually
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settling on Fall Out Boy’s home, Island, because he
was concerned another deal might threaten the in-
terests of the scattered quartet. “I knew that, sink
or swim, if I do a solo record on any other label, it
ultimately becomes something contractually that
messes with Fall Out Boy, and then maybe I don’t
get to do Fall Out Boy down the line.”

The reunion moved glacially: There was an im-
promptu but unsuccessful writing session between
Wentz and Stump, then another with more compel-
ling results, and then an all-day meeting involving all
four members in New York in late 2011 in which new
ideas were laid out. Fall Out Boy’s plan was always to
come back with a new album instead of reunite solely
for a comeback tour. “The goal was always about the
future of Fall Out Boy, not the past,” McLynn says.

For its part, “My Songs Know What You Did in the

Dark (Light Em Up)” doesn’t sound much like any
previous Fall Out Boy single, but atop its bombastic
percussion and laser-show guitar riffage is Stump’s
familiar, jittery voice once again spouting Wentz’s
lacerating turns of phrase (“I've got the scars from
tomorrow and I wish you could see/That you're the
antidote to everything except for me”). Since its
digital launch on Feb. 4 and debut televised per-
formance during the NBA All-Star Weekend, the
single has sold 770,000 downloads and given the
band a top five hit on Billboard’s Rock Songs chart
while climbing to No. 26 on the Billboard Hot 100.
“It’s still early in the game [for the single] on the pop
side,” says Sharon Dastur, PD for WHTZ (Z100)
New York, which has played the song 254 times
since April 7, according to Nielsen BDS. “But what
we're seeing in New York and around the country is

am Fall Out Boy

ALBUM: Save Rock and Roll

LABEL: Decaydance/Island Records

RELEASE DATE: April 16
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pretty phenomenal, as in research scores and all the
other indicators we look at.”

Tickets for the band’s spring tour went on sale
Feb. 8 through Ticketmaster, following the ardu-
ous process of plotting the entire trek behind closed
doors. “Most of the promoters we used throughout
the tour were all promoters that had been in the
Fall Out Boy business in the last eight to 10 years,
s0 it was a very close-knit group of people,” book-
ing agent Andrew Simon says. After those shows
sold out in a matter of minutes, a 16-date North
American arena tour was quickly booked for the
fall and announced in late March. And Simon adds,

“There’s a lot of foreign territories to get to, so there
will be a lot of international [dates] for 2014 as well.”

The combined response to the lead single and ini-
tial tour dates prompted Island to move the album’s
release date up from May 7 to April 16. “That was an
amazing phone call to get, but also terrifying,” Stump
says with a laugh. Fall Out Boy is planning to release
a music video for all 11 songs on the album (a clip for

“The Phoenix,” offered as a free download with an
iTunes pre-order, debuted March 24), and upcoming
appearances on “Good Morning America,” “Conan”
and “The Tonight Show With Jay Leno” will coin-
cide with more synch placements for the first single,
which has already been used in programming on
ESPN and NBC.

On April 8, Save Rock and Roll was posted in its en-
tirety on Fall Out Boy’s website, with a loving note
that thanked the band’s fans for “wishing or waiting—
because without you, the most important piece, this
record would never have been made.” When asked
why the group posted the full album for free eight
days before its release, Wentz initially points to the
inevitability of leaks, but then doubles back on the
motivation for recording an album in secrecy.

“This whole rollout’s been about thinking what the
antithesis of the industry standard would be,” Wentz
says. “When we were like, ‘Let’s put up everything at
once,’ we got the momentum going, and it’s hard to
catch back up.”©@
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hen Garbage met Screaming Females, it was love at first
sound check. Generations in rock separate them—Gar-
bage embarked on a seven-year hiatus the year before
Screaming Females even picked out a name for them-
selves in 2005—but their penchant for hard noise, a
kindred fondness for Patti Smith and the seismic vocal
chemistry between lead singers Shirley Manson and Ma-
rissa Paternoster laid the foundation for creative kismet when the alt-rock stalwarts
brought the indie/punk upstarts along on their comeback tour last fall.

The idea to cover “Because the Night,” Smith’s incendiary single co-written by
Bruce Springsteen, was suggested by Paternoster when the bands opted to close
one of the tour’s final shows with a duet—the only one Manson had ever performed
on the Garbage stage—and it eventually made its way to tape. “We kept on saying,

‘We have to get up onstage and sing together,” Manson recalls. “When she said,
‘We have to do “Because the Night,”” we said, ‘That’s the perfect choice.” We were

@ BILLBOARD | APRIL 20, 2013

playing it a couple of times on the road, and we thought it'd be the perfect opportu-
nity to solidify a recording and do something really special for the fans and for all
the independent record stores.”

The result—which shreds the rock standard to pieces in the most exceptionally
merciless way—is a modern, fitting take on a classic collaboration, and the first thing
Garbage thought of when the members were looking to contribute to Record Store
Day. No stranger to the industry holiday, Garbage previewed songs from Not Your
Kind of People nearly a month before its official release with an in-store performance
at Austin’s Waterloo Records on Record Store Day in 2012. This year, the record that
the band is putting out—a limited run of mint-green 10-inch vinyl that features “Be-
cause the Night,” along with a new Garbage track and a remix of “Automatic System-
atic Habit"—represents more than the kinetic chemistry Garbage and Screaming
Females harnessed while trying their hand at a Patti Smith song. Since it’s a special
package, the product of an unpredictable pairing and a release from an indepen-
dent label (Garbage’s own Stunvolume), the Garbage/Screaming Females release
embodies the shifts brought on by Record Store Day that impact the music industry
across the board—and the shaping trends that have fueled Record Store Day’s mete-
oricrise from a community experiment to an international movement.

“Sales were stronger than ever before in 2012,” Rhino Entertainment senior VP
Mark Pinkus says. “We've never sold out of [Record Store Day] titles as fast as we
did this year. We've been a huge supporter of indie retail since the beginning of
our label, and when Record Store Day came around, we immediately supported it.
It's been a growing area of focus for us, but the leap between 2012 and 2013 is huge.
It’s astronomical.”

Pinkus’ sentiment and Rhino’s current order status reflect a climbing growth
in vinyl sales that’s outpaced expectation during the course of Record Store Day’s
six years. According to Nielsen SoundScan, vinyl sales in 2012—which clocked in
at 4.6 million units—were up 17.7% compared with 2011’s 3.9 million. To break it
down on a week-by-week level, indie record stores enjoyed a 26.6% gain in album
sales when they moved 528,000 units the week of Record Store Day 2012, while
the prior week’s sales amounted to 417,000.

When the needle drops, Record Store Day is about capitalizing on collection and
creation for the labels, artists, stores and, ultimately, consumers. For Legacy Record-
ings VP of sales Scott Van Horn, providing a special edition of an archetypical title is
a pursuit that’s grown easier with each passing Record Store Day. Of Legacy’s contri-
butions in 2013, which include Aerosmith’s first three albums remastered from the
source tapes and pressed on 180-gram vinyl, the orders for the original mono mixes
of Jimi Hendrix’s “Hey Joe” are already “through the roof,” and Van Horn attributes
this in part to Record Store Day’s regular acquisition of exclusive, covetable content.

“As Record Store Day has grown, there have been more and more artists that
have really embraced it,” he says. “There was a time early on where I'd have to ex-
plain to them what Record Store Day was all about. Now, it’s a very easy sell for me
to call an artist or a manager to say, ‘What do you think about this exclusive release
or piece for Record Store Day this year?’ It’s universally almost always a ‘yes.””

A more pressing challenge presented by Record Store Day lies in keeping the
vinyl from flying off the warehouse shelves too fast, according to Pinkus. Rhino
Records will put out 14 titles on Record Store Day, up from the five it released in
2012, and eight of those will be pressed on a rainbow of colored vinyl, including the

Record store devotees like Shirley Manson, Jack White, the Postal
Service—and labels big and small—are all serving up something

Vinyl
enthusiast
Shirley
Manson
embraces
Record Store
Day.




VINYL ALBUM SALES BY YEAR
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Weekly jump in vinyl sales in the week that . .
includes Record Store Day, going back to 2012's vinyl unit sales as compared
2007: to other configurations:
155% 128%
165,000 172,000
83%  meore
96,000
24% 80,000
.

CD Digital Vinyl

@ @

In 2012, vinyl album sales reached 4.6 67% of all vinyl albums were purchased Vinyl album sales in 2012 were up 19%

million, breaking the previous record of at an independent music store in 2012. compared with 2011 and accounted for

3.9 million LPs sold in 2011. 1.4% of all album sales and 2.3% of all
physical album sales.
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Notorious B.I.G.s Ready to Die on white.

“Retailers want collectible items,” Pinkus says. “The key is
making sure we're not creating too much demand, and that
we're not creating an expensive collector’s item, which we
too often do. Ready to Die—that was limited to 3,000 copies. If
I had to do that over again, I'd make that 5,000 copies based
on demand . . . Here’s all this limited-edition vinyl that
you have to buy that day orit’s gone. That’s about as
exciting as you can get. Holding that LP in your
hand and knowing that you got one? That’s like
going to Willy Wonka’s chocolate factory.”

For independent labels, collaborations—
much like the Garbage/Screaming Females
single—and tried-and-true catalog favorites
shine brightest under the Record Store Day
spotlight. Jack White, dubbed 2013’s Record
Store Day Ambassador for his demonstrated suc-
cess as both an artist and founder of independent la-
bel Third Man Records, is releasing the White Stripes’ Ele-
phant on vinyl in the United States for the first time in a decade.
Seattle’s Sub Pop is treating Record Store Day as a promotional
vehicle for the deluxe, 10th-anniversary edition of the Postal
Service’s Give Up (out April 9), in that the duo will be perform-
ing at Coachella on the day itself while signed copies of the re-
cord are given away at a handful of stores. Sharon Van Etten
and Shearwater performed a rendition of Stevie Nicks’ “Stop
Draggin’ My Heart Around” on tour together last year, and that,
along with “A Wake for the Minotaur,” an original they wrote

HOT WAX!

on the road, will be released as a split single from Sub Pop as
well. Sub Pop head of sales Richard Laing says, “Record Store
Day provides an outlet to release projects that wouldn’t always
make sense, but you can put together these special one-off
projects that people get excited about.”
Whether those stepping up to the line unfurling from the
front door of a record store on April 20 are collectors
searching for the latest David Bowie boxed set or
the Icky Blossoms/Black Lips single put out by
Saddle Creek, Record Store Day is a move-
ment built on maximizing opportunities
across the music industry. The majority of
the releases dropping either exclusively for
or in partnership with Record Store Day—
which amount to more than 350, up from
the 250 released last year—reflect this as a
myriad of audiophile trophies. It gives labels
a second go at exploring options for best-selling
and nostalgic titles in new formats. It provides artists—
like Garbage and Screaming Females—with a platform for
expanding upon a sound they can’t ignore while releasing
new material that doesn’t otherwise fit in with their current
commitments. It supports the record stores with a swath of
in-store performances and exponential spikes in foot traf-
fic—and it gets that Aerosmith reissue, or that Van Etten/
Shearwater Nicks cover, or that pressing of the Notorious
B.L.G.’s Ready to Die on white vinyl in the hands of someone
who can’t wait to throw it on a turntable. @

An abridged selection of Record Store Day exclusives

1The Roots, Things Fall Apart
12-inch (IGA)

2 Mumford & Sons, Live at
Bull Moose (Glassnote)

3 Jimi Hendrix, “Hey Joe"
mono (Legacy)

4 The Thermals, Desperate
Ground demos (Saddle Creek)
5 Titus Andronicus, Record
Store Day EP (XL Recordings)
6 A Place to Bury Strangers,
Strange Moon vinyl (Dead
Oceans)

7 The Band, The Last Waltz
triple-LP (Rhino)

8 Stephen Malkmus &
Friends, Can's Ege Bamyasi
vinyl (Matador)

9Bonobo, The North Borders
boxed set (Ninja Tune)

10 Various Artists,
Astralwerks: Music in 20/20
boxed set (Astralwerks)
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Vinyl
Resurgence

The format’s had a
significant sales uptick
since the first Record Store
Day, but remains niche

By Ed Christman

hile vinyl's ascension has moved

beyond the realm of cool into an im-

portant moneymaker for key niches

in the U.S. music industry, for all of

its growth, the format still remains a
small percentage of sales.

In 2012, vinyl album sales totaled 1.4% of U.S. album
sales, or 4.6 million units, compared to 0.4% in 2008
when vinyl sold 1.9 million units. But some of that per-
centage gain is also due to the decline of album sales
from 428.4 million units in 2008 to 316 million last year,
according to Nielsen SoundScan.

Still, labels like Epitaph and Yep Roc say vinyl al-

bum sales can make up anywhere from 12% to 20% of’
dollar sales volume during the first month of a title’s
release. In the case of Yep Roc, that'’s up from about
4% in 2008, according to label principal Tor Hansen,
who reports that the label-owned distribution com-
pany Redeye also experiences similar percentages for
its distributed labels.

For example, the Redeye-distributed Grizzly Bear
album Shields (2012) has scanned 12,000 vinyl units of
its 111,000 sales total, while the band’s prior release,
Veckatimest, has moved 21,000 vinyl albums of the
236,000 units scanned since its 2009 release. While
those percentages work out to about 9% and 11.5%, re-
spectively, on a unit basis, vinyl is priced much higher
than the CD. Moreover, at retail, merchants like Crimi-
nal Records in Atlanta say that vinyl now comprises
70% of the store’s sales.

At Rainbo Records, a CD/DVD/vinyl/cassette
manufacturer based in Canoga Park, Calif., vinyl has
grown from 18% of the company’s sales volume three
years ago to about half, according to Rainbo president
Steven Sheldon.

“Record Store Day launched the vinyl resurgence,”
says Michael Kurtz, president of indie coalition De-
partment of Record Stores, which oversees Record
Store Day. “Without the megaphone of Record Store
Day, there wouldn’t have been a stage for vinyl to shine
on. Can you imagine a label executive saying six years
ago, ‘We will ship millions of dollars of vinyl to stores
around the world.” That guy would have either been
fired or laughed out of the room.”

At the other end of the spectrum, Cobraside, a whole-
saler in Glendale, Calif,, is very dependent on vinyl.

“When we started 12 years ago, it was pure dumb luck
that we staked out the vinyl business,” principal Randy
Hoyt says. “Eighty percent of what we sell is vinyl.”

Then there are players like Touch Vinyl, a vinyl-only
store that opened in Los Angeles in July 2012. “By the
end of the year, I knew we weren’t going anywhere,”
owner Sebastian Mathews says, meaning the store
wouldn’t go out of business.

While vinyl sales are posting large percentage in-
creases annually and are big business for some niche
players, it’s still a small percentage overall. And that is
reflected in turntable sales, which have been static in
five of the last six years, hovering around the 110,000~
unit mark (actually ranging from 104,000 to 115,000),
according to the Consumer Electronics Assn.

“We have to keep in mind this is very much a niche
market,” CEA senior analysis manager Sean Murphy
says. “We are talking annual sales that are slightly
more than the number of iPads Apple sells every two
days. It's safe to say that the glory days of the LP, like
that of the CD, are gone and will never return.” @
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From limited-edition reissues to new exclusives, vinyl treasures
await the avid record collector at the country’s most-loved

independent stores By

v= 2=

EAST COAST

A.K.A. RECORDS

27 N. Second St., Philadelphia
akamusicphilly.com

One of those treasure troves that
practically guarantees an encounter
with the hip-hop standard you've been
trying to snag on vinyl or an obscure
soul compilation, A.K.A. will be hosting
Restorations’ in-store set on Record
Store Day (with the potential for more
live surprises).

BULL MOOSE

bullmoose.com

Bull Moose has numerous locations
throughout Northern New England, but
the store in Scarborough, Maine, boasts
the distinction of having played host

to Mumford & Sons, the Decemberists
and Regina Spektor. This year, Record
Store Day provides a double-whammy:
Mumford & Sons’ Scarborough in-store
set will be released on vinyl, and the
Doors' John Densmore will be signing
copies of “The Doors: Unhinged" at the
Bull Moose in Portland, Maine.

CRIMINAL RECORDS

1154-A Euclid Ave. NE, Atlanta
criminalatl.com

Owned by Record Store Day co-founder
Eric Levin, Criminal Records has served
as a local institution for music nerdery
since 1991. Vinyl is black gold here,
with approximately 60% of its sales
coming from LPs, 7-inches and the like.
Criminal will launch its own in-store
recording series on Record Store Day,
featuring an after-hours concert with
Atlanta bands von Grey and Christ,
Lord and subsequent LPs.

Hilary Hughes

HE

{SOUNDIGARDEN
R

GENERATION RECORDS

210 Thompson St., New York
generationrecords.com

Tl BE
Music SH
EVER/

This infamous oasis for punk and metal
wax is not only stocking up on some of
the exclusive titles Record Store Day

is endorsing, but hosting Forgetters
(members from Against Me! and
Jawbreaker), Doug Gillard of Guided by
Voices and Nada Surf, Swearin', Livids
(ex-New Bomb Turks) and DJs Tom
Scharpling (WFMU New York's “Best
Show"), Eric Davidson, Hank Fischer
and Zachary Lipez.

OTHER MUSIC

15 E. Fourth St., New York
othermusic.com

Tricky to find (and trickier to
pronounce) foreign house titles?

Got 'em. British indie on wax? Just
received a shipment yesterday. Justin
Timberlake's latest? Maybe not, but
visitors will be too distracted by the
eclectic gems here to care. The store
also posts an online update featuring
the newest additions to its inventory so
music fans can track down their goods
before hitting the store. Live DJs will be
spinning on Record Store Day.

THE SOUND GARDEN

1616 Thames St., Baltimore
cdjoint.com
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and get patrons the limited pressings
they need. “It fills up an entire room, the
amount of new product that comes in,”
Burkert says.

WEST COAST

EASY STREET RECORDS

4559 California Ave. SW, Seattle
easystreetonline.com

A tried-and-true favorite, and it's easy
to see why: Easy Street provides a
regular rotation of can't-miss in-store
appearances; a well-stocked mix of

old and new vinyl; and a selection of
exclusive releases music fans won't find
anywhere else. Look for Mad Season’s
limited-edition vinyl while there—the
10-inch pressing of “River of Deceit”/"|
Don't Know Anything (Live)" is a Record
Store Day exclusive from the grunge-
era supergroup and an ideal trophy
from the West Seattle landmark.

FINGERPRINTS RECORDS

420 E. Fourth St., Long Beach, Calif.
fingerprintsmusic.com

This Long Beach audiophile haven—
which celebrated its 20th birthday

in 2012—offers a selection of
painstakingly handpicked vinyl that's
taking over the store’s 9,000-square-
foot expanse crate by crate. Jimmy
Eat World and Best Coast will both
celebrate their own Record Store Day

rel here.

Five thousand people rifle through

the shelves and stacks of the Sound
Garden on an average day. That
number doubles on Record Store

Day, and owner Bryan Burkert and his
staff work a 14-hour stretch to ensure
the in-stores go smoothly—this year,
Baltimore's Clutch will be performing—

RASPUTIN RECORDS

rasputinmusic.com

Metallica hit Rasputin for a live set to
support the first Record Store Day in
2008, but the flagship location of the
independent music retailer on San

Francisco’s Telegraph Avenue has been
a destination for vinyl diving and rock
worship since long before then. Today,
Rasputin’s covetable collection of new,
used and rare vinyl is spread across the
packed shelves of 10 stores in the Bay
Area. The members of thrash metal
band Testament will be hanging out

on Record Store Day signing copies of
their latest album, Dark Roots of Earth.

CENTRAL U.S.
BLACK & READ

7821 Wadsworth Blvd., Arvada,
Colo.
blackandread.net

Black & Read's location—a bit off the
beaten path in Colorado between
Denver and Boulder—is less of a
hindrance and more of an asset to

the cavernous music, movies, books
and gaming emporium. According to
Nielsen SoundScan, Colorado was one
of the top 10 participating states in
Record Store Day 2012, and the spike in
foot traffic indicates a hefty portion of
those customers picked up their Record
Store Day releases at Black & Read—
though this year, old-school hip-hop
sets from DJ Buncha Grief and an in-
store performance from local metal act
Speedwolf will draw a crowd as well.

ELECTRIC FETUS

Minneapolis
electricfetus.com

Bon Iver, Gayngs, Astronautalis, Polica,
Doomtree: Minneapolis has time and
again proved to be a hotbed for artists,
musical collectives and producers that
redefine the meaning of “indie” on a
song-by-song basis. This year, the local
scene of Minneapolis is represented
with Record Store Day in-house
performances from Greg Grease,
4onthefloor, Frankie Lee and the Dave
King Trucking Company.

JAZZ RECORD MART

27 E. lllinois St., Chicago
jazzmart.com

Jazz Record Mart has been Chicago's
home for jazz, blues and hard-to-find
vintage vinyl since 1959, and it's also a
must for fiends looking for live tunes on
Record Store Day. Local blues singer
Tail Dragger will be stopping by for

a set, as will free jazz saxophonist/
composer Nick Mazzarella.

WATERLOO RECORDS

600A N. Lamar Blvd., Austin
waterloorecords.com

Austin is home to a handful of
impeccably curated record stores—and
given Waterloo's exceptional selection

and a lineup of shows that rivals those Baltimore's
of Sixth Street’s packed rock clubs, Sound

it's no shocker that it's among the top Garden
national retailers. Waterloo is one of (above) and
Austin’s prime destinations for music \évate'éoo.
fans, whether they're shopping or not. o
lan McLagan will be stopping by to sign expectmore
limited-edition releases from Small faot tratie
Faces' discography, as will psych rock on Record
icon Roky Erikson. Store Day.
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Bubl¢’s
Beautiful Day

The crooner finds his voice on
eighth album “To Be Loved’
By Andrew Hampp

Michael Bublé got his start in his 20s paying hom-
age to great crooners like Frank Sinatra, Bing Crosby,
Bobby Darin and Dean Martin, and making a pretty
decent living at it—he sold 20 million albums world-
wide before releasing 2009’s Crazy Love, according to
Warner Bros., establishing him as a crossover star at
adult and mainstream top 40 with hits like “Haven’t
Met You Yet” and “Hollywood.” It was the latter proj-
ect that the singer credits with helping him find out
“what Michael Bublé’s distinct voice was,” he says,
and for paving the way for new set To Be Loved (April
23), executive-produced by rock producer Bob Rock
(Metallica, Bon Jovi) and his first project for Warner
Bros. without longtime partner David Foster.

“Alot of stuff I did before Crazy Love, I was honestly
just trying to do an impersonation,” Bublé says from
Paris, where he’s in the middle of a major European

ARTIST: Michael Bublé
ALBUM: To Be Loved
LABEL: 143/Reprise

MANAGER: Bruce Allen, Bruce
Allen Talent

PRODUCER: Bob Rock

PUBLISHER: I'm the Last Man
Standing Music (SOCAN)

BOOKING AGENTS: Don Fox,
Beaver Productions; Rob
Light, Creative Artists Agency

TWITTER: @michaelbuble

THE BIG NUMBER
I

Worldwide sales of Michael
Bublé's albums, double the
number sold before 2009's
Crazy Love, according to
Warner Bros.

40

MILLION

promotional tour. “It was that point in my career where
I had done so many live shows and had finally put to-
gether who I am and also felt like I had enough power
to say, ‘This is how I'm going to doit.”

In addition to recruiting Rock to oversee the project,
Bublé teamed with longtime songwriting partner Alan
Chang on four new tracks (the most original material
to appear on any Bublé project), including lead single
“It’s a Beautiful Day,” which has already become
Bublé’s fastest-growing music video on YouTube,
notching a career high of 1.3 million views in its first
week. The track also climbs to No. 14 on Billboard’s
Adult Contemporary chart this week.

“What it really does is elongates our campaign at
radio, because radio loves originals,” Warner Bros. Re-
cords co-president/COO Livia Tortella says. “He’s giv-
en us plenty to work with as an internationally known
artist, so it's at least an 18-month global campaign.
This is a marathon.”

Other cuts include standout power ballad “I Got It
Easy,” love song “Close Your Eyes” and the rocking
“After All,” a duet with fellow Vancouver native Bryan
Adams. The lattermost pairing was particularly in-
evitable, given that Bublé, Adams and Rock all share
a manager in Bruce Allen. “It was really an honor for
me because I walked in the studio and there was Bob,
whom I've managed since he was in his late 20s; Bryan,
who I've been with since he was 17; and Michael in the
room,” Allen says.

Adding to Bublé’s newfound self-empowerment is
the enormous success of Christmas, which sold nearly
2.5 million copies in the last two months of 2011, ac-
cording to Nielsen SoundScan, enough to become the

CHART
HISTORY

Adult Contemporary
Twenty-two singles on the
AC chart, including 15 top
10s, four of which went to No.
1. Chart-topper “Haven't Met
You Yet” crossed over to the
Adult Top 40 (No. 8 peak),
Mainstream Top 40 (No. 21)
and Billboard Hot 100 (No.
24) charts.

Billboard 200

Michael Bublé (2003), No. 47,
2.7 million; It's Time (2005),
No. 7, 3.7 million; Call Me
Irresponsible (2007), No. 1, 2.4
million; Crazy Love (2009),
No. 1, 2.3 million; Christmas
(2011), No. 1, 3.1 million

Grammy Awards

Three wins—all for best
traditional pop vocal
album—in 2008 (Call Me
Irresponsible), 2010 (Michael
Bublé Meets Madison Square
Garden) and 2011 (Crazy
Love)

year’s second-biggest seller next to Adele’s 21. The
album’s blockbuster sales and accompanying holi-
day specials on NBC in 2011 and 2012 helped cement
Bublé as a well-rounded entertainer and personality in
the vein of his idols, the kind of guy who can work the
talk-show circuit on all fronts. “It’s really been a part of
our strategy to not only have him perform but really get
some couch time,” Warner Bros. Records VP of mar-
keting Mitra Darab says. “You can’t deny that man’s
charisma and charm.”

To wit, the U.S. promotional schedule for To Be Loved
will include stops on “Today,” “Live With Kelly and
Michael,” “Late Night With Jimmy Fallon,” “Chelsea
Lately,” “The Ellen DeGeneres Show” and a hosting
slot at Canada’s Juno Awards on April 21. Talks are also
in the works with NBC to make Bublé’s “Christmas”
specials become an annual tradition following the rat-
ings success of the first two installments.

Touring for To Be Loved kicks off with an ambitious
10-day residency at London’s O2 Arena, which be-
gan as a six-show residency with AEG before selling
out in 24 hours. Tickets for the additional four dates
disappeared in another 36 hours, Allen says. A fall
North American tour will begin in September and run
through the holidays.

However, don’t expect the same nonstop schedule
Bublé might have kept up on tours past—the singer is
expecting his first child, a son, with wife Luisana Lopi-
lato in August. “You know what’s weird? I can tell you
that this is my best record yet, and of course I'd love it
to sell a million copies,” Bublé says. “But if it doesn’t,
I got bigger fish to fry. I got a kid coming, so that’s my
biggest concern.” @
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ARTIST: MS MR
ALBUM: Second Hand Rapture
LABEL: Columbia

MANAGERS: Matt Shay,
Zeitgeist Management;
Louise Latimer, Golden Arm

PRODUCERS: Max Hershenow,
Tom Elmhirst

PUBLISHER: BMG Chrysalis

BOOKING AGENT: Creative
Artists Agency

TWITTER: @msmrsounds

His ’N Hers

‘Gloom pop’ duo MS MR comes
out of the shadows with sought-
after debut ‘Second Hand
Rapture’

By Andrew Hampp

As co-founder of Neon Gold Records, Lizzy Plapinger
has helped distribute some of the earliest digital and
7-inch singles of now-major acts like Ellie Goulding,
Gotye, Marina & the Diamonds, Passion Pitand Icona
Pop. But as half of self-professed “gloom pop” duo
MS MR, Plapinger herself could soon join the ranks of
the acts whose careers she helped jump-start.

MS MR’s Columbia Records debut, Second Hand
Rapture (May 14), is full of sweeping, dramatic pop in
the vein of Florence & the Machine but with the visual
dynamic of Eurythmics—the often multi-color-tressed

Plapinger on enigmatic vocals, bandmate Max Hershe-
now (the “Mr.,” as it were) on production and backup.

The equal-parts-glam-and-grotesque music video for
lead single “Hurricane” debuted April 8 on Vevo, and
the song will get a push to alternative radio later this
month. The project is also preceded by brooding album
cut “Bones,” which was featured in a widely watched
trailer for the third season of HBO’s “Game of Thrones,”
and helped propel the song onto Billboard’s Rock Songs
chart (No. 49) and the band’s accompanying Candy Bar
Creep Show EP onto Heatseekers Albums (No. 7). “Hur-
ricane,” “Bones” and another cut, “Salty Sweet,” have
also received numerous TV placements on shows like
“Gossip Girl,” “The Vampire Diaries,” “Pretty Little Li-
ars” and “Grey’s Anatomy” in recent months.

Second Hand Rapture is a nearly 3-year-old passion
project for Hershenow and Plapinger, who began quietly
seeding online demos for the band’s first songs not long
after Neon Gold signed an upstream, first-look deal with
Columbia in2011. It was so covert, in fact, that Plapinger
did it without notifying her business partners.

“I actually discovered the music right around the
same time the Columbia guys did—they didn’t even
know at the time it was Lizzy,” says Matt Shay, who
became the band’s manager at Zeitgeist Management
shortly after discovering MS MR’s Bandcamp page. “I
think she and Max kind of wanted to let the music live

““We write our best songs when there’s
a tension in the air, an unease or
in-between feeling when something
wild is happening in the weather.”

—MAX HERSHENOW, MS MR

onits own.” By September 2011, the band signed to Co-
lumbia, several months after which Plapinger finally
told Columbia A&R rep Andrew Keller that she was
actually involved with the band.

“Max and I came to this project with a fully formed
identity and had the power and the understanding of
how to stay in control and see our creative vision come
through as much as possible without compromise,”
Plapinger says from a promotional tour stop in the
United Kingdom, where a third MS MR single, “Fan-
tasy,” has already taken off. “But MS MR also informs
the other side of things, too. I've never had more of an
understanding of the process that my artists have been
through or are going through than now.”

Rapture was produced by Hershenow and Tom Elm-
hirst (Amy Winehouse, Adele, Goldfrapp) and inspired
in part by severe weather and other environmental ele-
ments. “We write our best songs when there’s a tension
in the air, an unease or in-between feeling that happens
when something wild is happening or about to happen
in the weather,” Hershenow says. “We wrote our first
EP during the weekend that the Rapture was supposed
to happen, and our first single ‘Hurricane’ after Hurri-
cane Irene nearly hit New York.”

The band is wrapping up a U.S. tour with Jessie Ware be-
fore embarking on its first headlining dates in May around
release week. It will also make festival stops at Governors
Ball, Lollapalooza and Outside Lands as well as England’s
Glastonbury with several other offers pending.

Columbia is planning a big promotional push for the
band in the coming months, too.

“They spent the last year cultivating a vibe that’s ul-
timately accessible but cool, and there’s a lane for that
with people like Florence & the Machine being out there
in the forefront and giving them that lane to follow in
kind,” Columbia senior VP of marketing Scott Greer
says. “The mainstreaming licensing opportunities show
there’s hunger for them out there, and we continue to
find opportunities to expose all the music.” @

YUNA

From Malaysia to Myspace
to Verve Records—that's the
unlikely journey of Yuna, the
newest signee to the legend-
ary label, more known for its
legacy jazz acts than young
pop stars with indie cred.
“People in the business will
be shocked that she ended
up with me rather than all the
other people that were after
her,” Verve chairman David
Foster says. “But | don't want
to sign just the music that |
know how to make—I want to
sign great acts.” Yuna started
out self-releasing her dreamy,
intimate pop songs on
Myspace, growing a sizable
fan base in her native Malay-
sia and attracting the atten-
tion of Los Angeles-based
production company Indie
Pop, which helped her ink a
deal with Fader Label to re-
lease an EP, Decorate, in 2011
and a self-titled full-length
last year. With her contract
with Fader having expired

in 2012, Yuna's launching

her new Verve tenure with a
five-song EP, due in May. “It's
an introduction to the new
me," Yuna says of the disc,

produced by Incubus guitarist
Mike Einziger and others, "but
it will still mainly be pop.” The
EP was preceded by Yuna
and Owl City's duet “Shine
Your Way,” the theme song to
animated film "The Croods,”
which they performed on “The
Tonight Show With Jay Leno”
last month. Yuna will follow
that with a Stageit perfor-
mance on May 7 and plans for
a summer tour. Foster, who
hopes a full-length will arrive
later this year, is thinking long
term with Yuna. “She has this
timeless quality to her music,”
he says. “She's a great art-
ist—and | don't give a shit if it
takes her three albums to get
there.” —Alex Gale
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Pattie Moreno, top 40 KHHM
Sacramento, Calif. Ariana
Grande featuring Mac Miller,
“The Way.” | haven't felt this
way abouta song since Mariah
Carey and Puff Daddy's
heydays. It makes me feel so
good, and sounds familiar
from the first listen. Arianais a
pop star already coming from
Nickelodeon's “Victorious."

Nikki Williams, “Glowing.”
A creeper. | believe in this
artist and her young but
sexy persona, justin time for
Electric Daisy Carnival [June
21-23, Las Vegas] and all the
other festivals. Nikki sets the
mood in her video of being
young, free and living out
loud. Every time we throw this
record on, the girls go crazy.

Will.i.am. featuring Justin
Bieber, "#thatPOWER."
Anyone who underestimates
the power of this current-
sounding record should catch
up to the rest of the universe.
Leave it to Will.i.am to step
into summer early with a crazy,
futuristic pop sound that
makes you want to bang your
head and shake your body.




ARTIST: Amy Grant

ALBUM: How Mercy Looks
From Here

LABEL: Sparrow Records/
Capitol Christian Music
Group

MANAGER: Jennifer Cooke
PRODUCER: Marshall Altman

PUBLISHER: Grant Girls Music
(ASCAP) administered by the
Loving Company

BOOKING AGENT: John Huie,
Creative Artists Agency

CHART HISTORY: Christmas
Memories (2011), No. 15 Top
Christian Albums, 28,000;
Have Yourself a Merry Little
Christmas (2011), No.39 Top
Christian Albums, 53,000;
Somewhere Down the Road
(2010), No. 2 Top Christian
Albums, No. 41 Billboard 200,
151,000

TWITTER: @amygrant

RIST!

Takes A Little
Time

Amy Grant to release first all-
new set in 10 years, featuring
A-list guests

By Deborah Evans Price

With philanthropy, touring and teasing fans with a
few new tunes on holiday and hits packages, Amy
Grant has remained visible, yet it’s been a decade
since she released an album of all-new songs. That
will change May 14 with the arrival of How Mercy
Looks From Here.

“Inever stopped being creative, but I didn’t have the
drive to get in the studio and work in a focused way,
and that had a lot to do with my parents’ health,” says
Grant, whose mother died in 2011 and whose father
suffers from Alzheimer’s. “After Mom died, after that
first wave of debilitating grief, I found an incredible
amount of energy. That energy was the driving force
for this record.”

Grant poured herself into the new album, writing
or co-writing every song with the exception of country
newcomer Eric Paslay’s “Deep As It Is Wide,” which
she recorded with Paslay and friend Sheryl Crow. She
also enlisted two of her musical heroes, Carole King
and James Taylor: King joins Grant on “Our Time Is
Now” and Taylor sings on first single “Don’t Try So
Hard,” which went to Christian AC radio stations on
March 29. Decca Records will release the album on
May 20 in the United Kingdom, and work the single

there as well.

Grant launched her career as a teen, and later
became Christian music’s first crossover act when
“Baby, Baby” and “Every Heartbeat” propelled her
to mainstream pop stardom. Grant is a member of
the Gospel Music Hall of Fame who has earned six
Grammy and 25 Dove Awards as well as three multi-
platinum albums, six platinum and four gold. She has
arecord 15 No. 1s on Billboard’s Top Christian Albums
chart, two Billboard Hot 100 chart-toppers and has
sold 17 million albums in the United States, according
to the RIAA.

After 30 years with Word Entertainment, Grant
moved to EMI Christian Music Group (now Capitol
Christian Music Group) in 2007 in what was origi-
nally a catalog deal. “We had it in our agreement
that if Amy ever made a new record, she would agree
to talk to us about it,” CCMG CEO Bill Hearn says.
“I'm just really flattered, humbled and grateful that
Amy chose to do a new record with us. Her catalog
has performed very well and it’s encouraged her to
tour and to make new music. Not only have we done
a great thing for our company, we've done a great

“Producer Marshall Altman and | both
thrive in slightly different versions of the
same organized chaos.” —amy cranT

thing for our music industry to get Amy back out in
the marketplace.”

“The wait has been worth it,” CCMG VP of market-
ing David Sylvester says. “Amy and [producer] Mar-
shall Altman have made a significant record that top to
bottom is an incredible listen.”

How Mercy Looks From Here marks Grant’s first time
working with Altman (Natasha Bedingfield, Marc
Broussard, Matt Nathanson). “Marshall and I both
thrive in slightly different versions of the same orga-
nized chaos,” Grant says. “I felt instantly at home cre-
atively with him, and I looked forward to every single
day of work. Because I felt so comfortable with him
right off the bat, I was able to speak my greatest inse-
curities about my creativity, and then after we got to
know each other, it made the process in the studio very
free form.”

Now that the record’s done, Grant has been working
with the label to get the word out. “One of our main
strategies is to reconnect Amy with key retailers,” Syl-
vester says. “We worked to create opportunities for
them to spend time with her and hear the album. It’s
been so long since she’s had a new studio album that
it was crucial to focus there. We also did key visits with
major mainstream and Christian accounts. Lifeway
and Family Christian were incredibly excited about
the album and built very strong plans. We have early
pre-orders going there, which are off to a strong start.
There is a digital deluxe, and the physical deluxe is ex-
clusive to Target.”

Grant has channeled a lot of living into this collec-
tion of songs, and she hopes her experiences help oth-
ers see their own challenges in a new light. “What I
want is for somebody to hear this record and feel com-
pelled to reframe the difficult things in their life in a
way that they can see the value in it,” she says. “That’s
the experience I had as I'was writing these songs.” @

LUCKY STARS: Following

a bus accident last August
(and subsequently losing
bassist Matt Maggioni and
drummer Allen Bickle due

to issues stemming from the
crash), metal band Baroness
looks to rebound with a new
tour in 2013, adding two new
members in bassist Nick
Jost and drummer Sebastian
Thomson. Booked by Nick
Storch at ICM Partners,

the tour will land at Union
Transfer in Philadelphia (May
24) before moving through
Center Stage in Atlanta
(May 29), Firebird in St.
Louis (June 5), Mr. Small's in
Pittsburgh (June 14) and clos-
ing at Heavy MTL in Montreal
(Aug. 10-11).

HYPERBALLAD: Bjork will
embark on a self-described
“intimate” West Coast tour in
May and June. Booked by the
Richard de la Font Agency,
the run will launch at the
Craneway Pavilion in San
Francisco (May 22, 25, 28)
before hitting Los Angeles’
Hollywood Palladium (June
2, 5) and Hollywood Bowl
(June 11), as she continues to
support 2011's Biophilia. Both
the Craneway and Palladium
will accommodate her original
Biophilia specifications, with
audiovisual tricks and an
in-the-round setting, further
aiding the intimacy.

MERELY FRESHMEN: Follow-
ing XXL's announcement of its
2013 “Freshman” list, a three-
city tour has been booked
with select acts from the
magazine’s lists through the
years. The Monster Energy
Outbreak Tour Presents XXL
Freshmen will include Action
Bronson, Schoolboy Q,
Ab-Soul and Big K.R.LT. The
tour’s kick-off at New York's
Best Buy Theater (May 21)
will feature all of the freshman
class. Prior to that, Bronson
will perform with K.R.IT.in
Philadelphia at the Trocadero
Theatre (May 1), as well as
with Ab-Soul and Schoolboy
Q at the Nokia Theatre in Los
Angeles (May 18).

GET BACK: Hanson's new
single, “Get the Girl Back,” is
from the trio’s Anthem album
(June 18, 3CG Records) and
the band is planning a world
tour in support. Booked by
the Agency Group, the run
will begin in Buenos Aires
at Vorterix (July 18), then
visit House of Blues in Dallas
(Sept. 16), the Vogue Theatre
in Vancouver (Oct. 2), Crofoot
in Detroit (Oct. 20) and Amos
in Charlotte, N.C. (Nov. 20).
—Nick Williams
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Lavigne Still
Refusing To
‘Grow Up’

“We don’t ever stop—and we're never gon-
na change,” Lavigne gleefully intones dur-
ing the first verse of her comeback single.
But some things have indeed changed for
her: Now engaged to Nickelback’s Chad
Kroeger, Lavigne has harnessed her fi-
ancé’s knack for brash, glass-raising hooks
by recruiting him as co-writer on “Here’s
to Never Growing Up,” an ode to the stub-
bornness of youthful irresponsibility. And
unlike the songs from 2011’s Goodbye Lul-
laby, which too often strayed from the sec-
ond part of Lavigne’s “pop-rock” domain,
her new single collects good favor through
clean guitar chords and drum rolls. Still,
Lavigne will always be renowned for her
tongue-wagging punk sensibilities, and
this track’s bratty title fits her teenage
worldview to a tee. The song immediately
reintroduces the most enjoyable version of
Lavigne, and never lets up. —JL

LEGEND
&

CREDITS

worldview to a tee.

Edited by Mitchell
Peters (albums)
and Jason Lipshutz
(singles)

APP

CONTRIBUTORS:
Chuck Dauphin,
David Downs,

Gary Graff, David
Greenwald, Andrew
Hampp, Kathy
landoli, Jason
Lipshutz, Kerri
Mason, Jill Menze,
Gail Mitchell, Ryan

SoundCloud Sets Up
Playlist Feature

“Here’s to Néver Growing
Up” (3:34)

.
PRODUCER: Martin Johnson
{ wRiTeRs: various

PUBLISHERS: various

Epic

Lavigne is renowned for her tongue-
wagging punk sensibilities, and the
track’s bratty title fits her teenage

Reed, Mick Stingley
Allalbums
commercially
available in the
United States

are eligible. Send
album review
copies to Mitchell
Peters at Billboard,
5700 Wilshire
Blvd., Suite 500,
Los Angeles, CA
90036 and singles
review copies to
Jason Lipshutz

at Billboard, 770
Broadway, Seventh
Floor, New York,
NY 10003, or to
the writers in

the appropriate
bureaus.

Last month, the free, 15 million-user recording/
sharing app SoundCloud added “sets,” or playlists,
to its iPhone and iPad apps, making it easier to
curate gems from SoundCloud’s vast treasure
trove of music. Everyone from Daedelus to the
New Yorker to Mad Decent uses the Berlin-based
company’s Android and iOS apps to share audio
without friction; 10 hours of sound is uploaded to the
site every minute. Now, users can create sets of their
favorite tracks, which appear in the user’s stream,
profile, other users’ profiles and in search. (Users
can also like, repost and share sets.) The update is
obvious and essential—both a throwback to mix-
tape curation and a tool to tame an increasingly vast
SoundCloud community. —DD
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Ten hours
of sound are
uploaded to
SoundCloud
every
minute
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SINGLES

ROCK

DALE EARNHARDT

JR.JR.

“If You Didn't See Me
(Then You Weren't on the
Dancefloor)” (4:37)

PRODUCERS: Dale Earnhardt

Jr.Jr, Ben West

WRITERS: Joshua Epstein,

Daniel Zott

PUBLISHERS: Johnny Panic

Music/DNZ Music (ASCAP)

Warner Bros. Records
These Detroit-based
indie-pop tunesmiths
try on a funky wardrobe
with their latest single,
part of the band’s new
Patterns EP. Between
impossibly catchy coos,
the duo layers synth
upon synth, which
unfurl like Slinkies on a
staircase. “You're sup-
posed to roll your hips in
time,” they sing. Mission
accomplished. —RR

COUNTRY

JUSTIN MOORE

“Point at You" (3:00)

PRODUCER: Jeremy Stover

WRITERS: Ross Copperman,

Rhett Akins, Ben Hayslip

PUBLISHERS: various

Big Machine Label Group

Behind every bad boy
isagood woman, and
with Moore’s “Point at
You,” he opens up about
his better half. There’s
nosappy love storyin
question on the single—
Moore still proudly
promotes his reckless-
ness—but the rising
country artist sings to his
gal, “If they wanna see
my sweet side/My soft
side, my best side/Ijust
pointatyou.” The affair’s
atad cheesy, but “Pointat
You” boasts a sharpelec-
tric solo and an engaging
vocal performance. —JM

R&B
CHRIS BROWN
“Fine China" (3:34)

PROD! s: Rocestar & PK

WRI rious

PUBLISHERS: various
RCA Records

Brown dusts off the
Moog synthesizer for

the first single from his
forthcoming X album:
Channeling the soul

of the late Michael
Jackson, Breezy delivers
arefreshingly upbeat ro-
mantic cut. Snares and
violins stand at atten-
tion as Brown brings the
patient vibrancy of '80s
pop to 2013. Like with
real fine china, this track
is meant for a special
occasion. —KI

LATIN

ROBERTO JUNIOR
YsSuz

“El Coco No” (2:57)

PRODUCER: Fernando
Camacho Tirado

WRITER: Marco Guzman
PUBLISHER: FERCA Global
Music (ASCAP)
ASL/Disa/Universal Music
Latin Entertainment

Rich horns ricochet
throughout this track, as
Roberto Junior chants
“no” to the “coconut”
in question. Leaning
heavily on euphemism,
the manic pop track’s
simplicity can lead to
euphoria under the
right circumstances. Go
down, up, left and right;
Repeat four times, and
you've danced to “El
Coco No.” —KI

POP

JONAS BROTHERS
Pom Poms (3:18)
PRODUCER: Nick Jonas

WRITERS: Nick Jonas, Kevin
Jonas, Joe Jonas, Paul
Phamous

PUBLISHERS: Jonas Brothers
Publishing (BMI), Kid Brother
Media (SESAC)

Jonas Brother Recording
The Jonas Brothers

are back together and

all grown up on “Pom
Poms,” their most
“adult” single to date.
Featuring a big-band
arrangement and some
of Joe Jonas’ throatiest
vocals yet, “Pom Poms”
is a playfully racy ode to
... submission of some
sort, asking a girl to “put
your pom poms down for
me.” The song lends the
trio some much-needed
edge while still stand-
ing on its own as catchy
bubble-gum rock. —AH

RK LIDDELL

AGIGIE



Fantasia
Side Effects of You

PRODUCERS: Harmony
Samuels, Naughty Boy,
Andrea Martin

19/RCA Records

Fantasia’s ‘Rock Soul’

RELEASE DATE: April 23

CHART HISTORY: Back to Me
(2010), No. 2 Billboard 200,
No. 1 Top R&B/Hip-Hop
Albums, 489,000

Fantasia eschews the de rigueur boatload of producers
for her fourth album, focusing on a sound she’s dubbed
in press materials as “rock soul.” Produced primar-
ily by Harmony Samuels, the set finds the singer also
flexing her songwriting muscles with the London trans-
plant, as well as Emeli Sandé, Missy Elliott, Andrea
Martin and Eric Bellinger. Discoursing on love and
life in frank terms, Fantasia reps her rock soul concept
most winningly on “End of Me,” lead single “Lose to

Win” (which samples the Commodores’ “Nightshift”)
and the piercing title track. She also throws dashes of
reggae (“Ain’t All Bad”), church (the “Girl Talk” inter-
lude), old-school partyin’ (“Get It Right”) and hip-hop
(the sweetly emphatic “Without Me,” featuring Elliott
and Kelly Rowland) into the mix. More international in
flavor and more adventurous than earlier outings, Side
Effects of You gives Fantasia the chance to fully show off
her vocal versatility. —GM

KEYS PHOTOGRAPH BY CHRIS OWYOUNG

ARTIST: Alicia Keys

VENUE: Barclays Center, Brooklyn

DATE: April 5

Clad in black tuxedo pants, a sheer
blouse and a dark, wide-brimmed hat
recalling Diana Ross in “Mahogany,”
Alicia Keys immediately put the sold-
out Barclays Center crowd on its feet
with opening number “Karma” from
2003’s The Diary of Alicia Keys. It
didn’t take long for the powerhouse
vocalist to further win over the audi-
ence: “It feels so good to be here in
New York City, because that’s where I
was born and raised,” she charismati-
cally stated. Backed by a four-piece
band and three singers, Keys glided
from her piano to the male dancers
onstage, acting out the spoken parts
of “You Don’t Know My Name.” Af-
ter heating up the crowd, she turned
to the soulful “Tears Always Win”
and “Listen to Your Heart,” from last
year’s Girl on Fire, which earned Keys

her fifth No. 1 album on the Billboard
200. Not a performer who relies on
numerous costume changes to dazzle
fans, Keys' tremendous voice radi-
ated on “Try Sleeping With a Broken
Heart.” Other highlights of the eve-
ning included a guest appearance by
rapper Method Man, who joined the
singer for a cover of Mary J. Blige’s
“All T Need.” R&B charmer Maxwell
also stopped by to lend his smooth
vocals on the duet “Fire We Make.”
Keys closed the show with the larger-
than-life “New York State of Mind,”
which featured a video of Jay-Z lend-
ing his flow to her version of the hit.
Earlier in the night, opener Miguel—
who’s scheduled to appear at the Bill-
board Music Awards in May—turned
up the heat early with his funky R&B,
eerily channeling Prince with his sen-
sual stage presence. His brief set was
highlighted by a rousing performance
of hit single “Adorn,” which left fans
screaming for more. —MS

ALBUMS

FOLK

IRON & WINE

Ghost on Ghost

PRODUCER: Brian Deck
Nonesuch Records

RELEASE DATE: April 16
Ambitious alt-folk act
Iron & Wine dips into
jazz and blue-eyed
soul on its Nonesuch
debut. A horn section
wails in “Lovers’
Revolution,” while
opener “Caught in the
Briars” channels Van
Morrison’s laid-back
confidence. Leader
Sam Beam’s voice,
once a whisper, pow-
erfully rises to match
the energy of his back-

ROCK
YEAH YEAH YEAHS
Mosquito

PRODUCERS: David Sitek, Nick
Launay, James Murphy

Interscope Records
RELEASE DATE: April 16
Mosquito tosses aside
the dance moves of
2009’s It’s Blitz! for
gospel choirs and
murky atmosphere.
“Subway” is the most
hushed the Yeah Yeah
Yeahs have ever been,
while “Buried Alive”
lays Dr. Octagon
rhymes over Uz2-grade
stadium rock. But the
gritty title track proves
the band still knows
how to rage. —DG

ing band. —DG ELECTRONIC
THE KNIFE
COUNTRY Shaking the Habitual
GRANGER SMITH PRODUCER: The Knife
Dirt Road Driveway Mute/Rabid/Brille

PRODUCER: Granger Smith

Pioneer Music/ Thirty Tigers

RELEASE DATE: April 16
Long a top artist on
the Texas scene,
Smith takes aim at
expanding his audi-
ence. Rocking hard on
“We Do It in a Field,”
he turns romantic

on “Silverado Bench
Seat” and “I Am the
Midnight.” Releasing
his strongest collec-
tion of material yet,
Smith is ready for that
next step. —CD

RELEASE DATE: April 9

As multiple songs
break the 10-minute
mark, pop hooks are
sanded away, with
electronic twitches
and found-sound
clanging used to fill
the elongated silences.
Shaking the Habitual
is a hugely ambitious
project focused on
gender politics, but
one wishes that its
sticking points were
more accessible. —JL

ELECTRONIC
COUNTRY JAMES BLAKE
BRAD PAISLEY Overgrown
Wheelhouse PRODUCER: James Blake

PRODUCER: Brad Paisley

Republic Records

Arista Nashville

RELEASE DATE: April 9

Not many artists
could get away with
singing about “Those
Crazy Christians,” but
Paisley’s musicianship
and winning demeanor
allows him to traverse
that tricky terrain and
come out alive. And
he’s as clever as ever
here, with help from
friends like Dierks
Bentley, Roger Miller,
Hunter Hayes and LL
Cool . —GG

RELEASE DATE: April 9

The 10 half-lit tracks on
Blake’s sophomore ef-
fort splice the Weeknd’s
electronic soul with
Burial’s haunted
dubstep. It’s fitting

that ambient pioneer
Brian Eno co-produced
eerie single “Digital
Lion,” but Blake’s
songcraft ties the rest
of the collection to

the earth, redefining
“singer/songwriter” for
the modern age of the
producer. —KM
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MUSIC HAPPENING NOW

Following
the death of
former UK.
prime minis-
ter Margaret
Thatcher,a
Facebook
campaign
has been
driving UK
sales of Judy
Garland's
“Wizard of
0z" classic
“Ding Dong!
The Witch Is
Dead"in the
wake of less-
than-fond re-
membrances
fromthe
likes of Mor-
rissey and an
outpouring
ofanti-
Thatcher
sentiment
online.

‘Cruise’
Control

Florida Georgia Line wins the
ACM’s best new artist award,
crosses to top 40 with new remix
featuring Nelly

By Alex Gale

Nearly a year after Florida Georgia Line’s country
chart-topper “Cruise” first took off, a remix featur-
ing the duo’s Universal Nashville labelmate Nelly is
putting new gas in its tank.

“Cruise” has been on Billboard’s Hot Country
Songs chart for 36 weeks, topping it five times since
December (it rises 8-1 this week), but the remix is
helping the track crack the Mainstream Top 40 airplay
chart for the first time: This week, its third on the tally,
“Cruise” rises 38-31, and also re-enters the Billboard
Hot 100 at No. 8. The remix is a strong seller, mov-
ing 186,000 copies last week, according to Nielsen
SoundScan. These numbers only take into account a
few hours of buyer reaction to Florida Georgia Line’s
big night at the Academy of Country Music Awards on
April 7, where the band won best new artist and per-
formed a rollicking version of the original “Cruise.”

“Some pop radio stations wanted a version of
‘Cruise’ that they could play, and we wanted to push
the envelope,” FGL’s Bryan Kelley told Billboard
from his Las Vegas hotel the morning after the ACMs.
“We've been pumping Nelly’s music since we were
kids. We were blown away that he jumped on the track.
He took ‘Cruise’ to another level.”

Along with Nelly’s sing-songy verse, the remix fea-
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tures big drum machines and new Auto-Tuned vo-
cal bridges. The poppy changes are just what KDWB
Minneapolis PD Rich Davis ordered. “Late last year,
[Republic Nashville] sent me the regular version and
asked me what I thought of it for pop,” Davis says. “I
said, ‘It's a great song, but it’s pretty country. You guys
would have to do something pretty cool to make it
more mainstream for top 40." When they sent me the
Nelly version, I knew it was a home run.”

For Jimmy Harnen, president of Republic Nashville
and executive VP of Big Machine Label Group, the de-
cision to retro-fit “Cruise” for mainstream ears was a
no-brainer. “We live in a format-less world now, with
the iPod playlist and so forth,” he says. “So when you
get a record that goes to No. 1 in country, you know
there’s a bigger audience.”

Nelly—who was also in Vegas to perform with FGL
for “Tim McGraw’s Superstar Summer Night Special,”
set to air May 19 on CBS—says the remix fits in with
some of his past format-jumping hits. “Considering I
worked with Tim McGraw on ‘Over and Over’ and I
just dropped ‘Hey Porsche,’ ‘Cruise” wasn't really far
off,” he says. “|Genre| don’t matter to me: A hitis a hit.”
Nelly gave the remix an additional boost by playing a
few bars of it at the end of his video for “Hey Porsche,”
which peaked at No. 24 on the top 40 chart on March 9.

Meanwhile, FGL's major-label debut, Here’s to
the Good Times, has sold 483,000 copies and chart-
ed on the Billboard 200 for 18 weeks, landing this
week at No. 13.

The ACMs are helping fuel a big boost in the group’s
social-media metrics as well. On April 8 the group net-
ted 6,033 new Facebook likes (up 119% from the day
before) and 11,140 new Twitter followers (up 392%).

Look for these numbers to keep growing as the duo
unveils a video for the “Cruise” remix (the original
has 18.8 million views on Vevo), continues opening for
Luke Bryan through October and drops a third single,
“Round Here.”

For now though, FGL's Tyler Hubbard is content
to bask in the glow of the band’s ACM triumph. “[To-
day] feels like a hangover,” he says with a laugh. “The
crowd was electric. T don’t know if it's completely
sunkin yet.”©@

Florida

Georgia

Line's
“Cruise”

remix has
sold nearly

200,000
copies.

THE
Numbers

Academy Of Country
Music Awards

The Academy of Country Music Awards proved to be
a force, as usual, in pop culture and on the Billboard
charts. The ACMs offered more than 20 performers
during its April 7 broadcast on CBS, hosted by Luke
Bryan and Blake Shelton. Performances included a
live collaboration from Garth Brooks and George Strait
honoring the late Dick Clark, and an all-star show
opener featuring Shelton, Bryan, Brad Paisley, Sheryl
Crow and Pistol Annies.

® 17.5%
15.4M

Viewers totaled 15.4 million, up 17.5% from last
year's 13.1 million. This year's telecast was the
most-watched ACMs since 1998—its firston
CBS—which tallied 17.3 million viewers.

® 181%
1.9M

According to Twitter’s Bluefin Labs, the ACMs
garnered 1.9 million social media comments
for the week ending April 7, up 181% from the
676,000 registered in 2012. (Comments include
tweets and public Facebook posts.)

@ 18.8%
4.2M

Country song downloads were up by 18.8% for
the week ending April 7, according to Nielsen
SoundScan, as the genre sold 4.2 million for the
week (up from 3.6 million the previous week).
The haul was the genre's largest since the week
ending Dec. 30,2012 (7.2 million). Note that this
week'’s charts reflect only a few hours’ worth of
sales, as the sales week ended the night of the
awards.

44K

Two new songs that premiered on the show
make their sales starts this week. Luke Bryan's
“Crash My Party,” from his upcoming fourth
album, moved 26,000 downloads, while Hunter
Hayes' Il Want Crazy" shifted 18,000.

—Keith Caulfield
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RAP

Eye On The Tyga

Cash Money rapper works multiple styles, videos
for follow-up to breakout album
By Kathy Iandoli

Away” and “Still Got It"—only reached Nos. 86 and 89, respectively.
The album has sold 343,000 copies, according to Nielsen SoundScan.

“It definitely felt like, ‘Do I have to make this type of music all the
time?”” Tyga says following the success of “Rack City.” Hotel Califor-
nia hosts sounds ranging from club-ready to midtempo love songs. “I
would be inhuman to not switch subjects and to have one emotion.”

According to Cash Money Records A&R rep Joshua Berkman, Tyga

was given free rein with this project. “We said, ‘Do you. Follow your

m

vision,

him, but the creative side was all him.”
This time, Tyga isn’t focused on releasing another monster hit like
“Rack City.” Instead, he releases videos based upon fans’ demands.

Tyga, who released his third album, Hotel California, on April 9, is arguably the dark
horse of Cash Money Records. The album’s existing singles include the Rick Ross-
assisted “Dope,” which debuted and peaked at No. 19 on Billboard’s Hot R&B/Hip-
Hop Songs, and “Molly,” which hit No. 22 on the chart three weeks ago and peaked at
No. 66 on the Billboard Hot 100. However, stats like these aren’t necessarily indica-

tive of the potential success of Tyga's latest offering.

Last year’s Careless World: Rise of the Last King debuted at No. 4 on the Billboard
200, fueled by the colossal “Rack City,” which reached No. 7 on the Hot 100. How-
ever, “Rack City” was the third single off Careless World. The previous two—"“Far

Berkman says. “Of course we helped mold him and brand

“What's an official single anymore?” he asks. “You don’t want to
spend all of that time pushing one record. It’s better to have mul-
tiple looks.” Berkman explains that for every video the label shoots,
Tyga shoots three. He’s currently shooting one for the Chris Brown-
featured “For the Road,” while his clip for “Molly” arrived last week.

“A lot of artists just shoot cliché videos and it doesn’t help the song

out,” Tyga says. “I've always wanted my videos to make the songs

bigger.” Tyga hopes this unorthodox approach will build to yield the
results of his previous album, if not better. “I've got people’s interest.
T know I'm doing the right thing.” @

Battle Plan: New Kids On The Block

New Kids

on the Block
made 10, the
quintet's first
new album
infive years,
“for the fans,”
according to
the group’s
Jordan Knight.
The faithful
responded;
the setdebuts
atNo.6on
the Billboard
200.

3 MONTHS AGO m RELEASE WEEK NEXT UP

After “ramping up our fans
over social media” with teases
during the holidays, according
to group manager Jared Paul
of fac-ul-ty, NKOTB appeared
on ABC's “The View" on Jan
22 to announce the album,

its first single ("Remix”) and

a summer tour (the Package)
with 98 Degrees and Boyz ||
Men that begins May 28. The
group held a fan event the
nextday at New York's Irving
Plaza. Ryan Seacrest debuted
“The Remix” on Jan. 25, with
the song going on sale Jan

28 (it's sold more than 23,000
downloads, according to
Nielsen SoundScan), the
same day a lyric video—
incorporating then-and-now
photos submitted by fans—
premiered on Vevo.

NKOTB premiered its flashy
“Remix” video as a Live
Nation exclusive through the
promoter’s online channels.
The clip registered more than
500,000 views during the
first 24 hours and has been
seen more than 2 million
times total. VH1, meanwhile,
aired an exclusive “making
of” story about the video. The
group announced a deluxe
version of 10 on March 18,
while Jordan Knight chatted
with fans on March 25

on Twitter and the group
performed and held a Q&A
with fans on March 30in
Boston. The quintet was also
surprised with a full-page
Billboard ad that members
of its Block Nation fan club
self-financed to celebrate the
album's release.

It was hard to miss NKOTB
as 10 rolled out on April 2
Following a “Countdown

to 10" campaign and
prerelease streams of the
album on iHeartRadio,
Vevo and SoundCloud,
NKOTB signed autographs
at Manhattan’s J&R Music
that night. Release-week
appearances included “The
View"” and NBC's “Today,”

a live Huffington Post chat
and SiriusXM Town Hall,
and an April 4 concert for
iHeartRadio in New York.
The week wrapped with
“Live at the Vineyard” shows
in California's Napa Valley
on April 6 and 7, the former
for industry representatives
and the latter for fans. Target
ordered more copies of its

version of 10, due to demand.

NKOTB moves the 10
campaign to Canada
during the week of April 13,
including an appearance on
the finale of the Canadian
edition of “The Voice." Then
the group’s fifth cruise sets
sail May 18 from Miami
for five days, followed
immediately by the Package
tour. Meanwhile, manager
Paul says, “We'll continue to
work the single and promote
the whole record as we go
through the tour,” which
currently runs through Aug. 4
“INKOTB] has a massive fan
base, and we cater to them
really well and will continue
to do that,” Paul says. “It's
been five years, and it's clear
that [fans] were very hungry
for some new music.”
—Gary Graff

For every
video Cash
Money
shoots, Tyga
shoots three.

o

O
BUBBLING

o

Labrinth Amazes With
Sandé

As Emeli Sandé scales
multiple format charts with
breakout hit “Next to Me"
(Capitol), she’s likewise
scoring airplay as a featured
acton Labrinth's "Beneath
Your Beautiful” (Syco/

RCA), which is approaching
the Adult Top 40 chart.

The latter song topped the
Official UK. Singles chartin
November and has racked
up a whopping 37 million
YouTube views. Labrinth, aka
24-year-old British singer/
songwriter/producer Timothy
McKenzie, wrote “Beautiful”
with Sandé and Mike Posner
(“Cooler Than Me"). The song
appears on Labrinth's debut
album, Electronic Earth, due
for a forthcoming U.S release
after reaching No. 2 in his
native country.

Lawhorn Lifts Off

JJ Lawhorn's “Stomping
Grounds" is gaining a foothold
atcountry radio, with spins

at 23 stations monitored by
Nielsen BDS for the Country
Airplay chart. The native
Virginian, signed to Average
Joes, recently wrapped a
string of dates with labelmate
Colt Ford. He's working on
afull-length album to be
released this year. Lawhorn’s
first single, 2011's "Sittin’

on a Tailgate,” meanwhile,
sports 335,000 YouTube
views. Lawhorn also has a
writing deal with EMI Music
Publishing

Radio Answers Kstylis’
‘Booty’ Call

Kansas City, Mo., newcomer
Kstylis cracks the Mainstream
R&B/Hip-Hop chart, as
"Booty Me Down" (Epic)
debuts at No. 39. The self-
proclaimed “King of Twerk"
boasts 41 million views on
his official YouTube channel,
including 14 million for the
“Booty” audio clip. The song’s
proper video will be released
April 15. Kstylis is joining
rapper Future on select dates
on the latter's Pluto 3D tour
this month.

Renzo Arrives

With a refreshing and
youthful interpretation of
merengue, Renzo makes his
Billboard chart entrance with
debut single “Mi Favorita”
(Mayimba). The track enters
the Tropical Airplay ranking
at No. 30, with spins detected
at nine reporters. A gifted
dancer, the 22-year-old pairs
modern choreography with
his performances, offering a
fresh visual take on the classic
musical style.

Reporting by Wade Jessen,
Amaya Mendizabal, Rauly
Ramirez and Gary Trust.
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MARKETPLACE

CONNECT WITH THE MUSIC INDUSTRY'S MOST

TALENT

BEST SONG CONTEST !!

BY COMPANY WITH :40 years of Music Experience
(B.M.I, AS.CAAP.And A.F.M.)
1st Prize: 4 song demo at Nashville studio.

(2nd Prize Guitar and 3rd Prize Gas card $50 Winners contacted)
SEND ENTRIES and (CHECKS ONLY) CD of song, and english lyrics (typed)
* for $49.99 per song (5 song limit.)(CHECKS PAYABLE TO Franklin Label Group L.L.C)
DD phone ,home and email address. Attention to :Bobby Mahon CEO

TO (Our World Headquarters Nashville, TN.)
FRANKLIN LABEL GROUP L.L.C.
103 Confederate Drive , Suite 104
Franklin, Tn. 37064
* Copyright Status in Library of Congress Washington D.C.
MAY 5, 2013 DEADLINE !!
** (PRIZES BASED ON QUALIFIED AMOUNT OF ENTRIES)
ENTER NOW!

NOTICES/ANNOUNCEMENTS
Short-form Radio Programs/Barter

The Inside Stories Behind
The Christmas Songs

Featuring Songwriters’ Actual Voices!

TheMusicalSoundReview.com (718) 375-1245

PROMOTION & MARKE[IBIE
SERVICES

MUSIC DISTRIBUTORS
AUCTIONS
RECORDING STUDIOS
REAL ESTATE
INVESTORS WANTED
STORES FOR SALE
EQUIPMENT FOR SALE

WANTED TO BUY

RECORD
COLLECTIONS
We BUY any
record collection.
Any style of music.
We pay HIGHER prices
than anyone else.

Call
347-702-0789 (Allan)
or email
a_bastos@yahoo.com

HELP WANTED

Music Industry Program at
Drexel University
is looking for an Assistant
Professor. For more information or to
apply please visit
www.DrexelJobs.com.

Search keyword Entertainment.

FOR AD PLACEMENT IN PRINT CALL JEFF SERRETTE: 212-493-4199/JEFFREY.SERRETTE@BILLBOARD.COM

@ BILLBOARD | APRIL 20, 2013

IMPORTANT DECISION MAKERS

Palm Springs, CA.

The former estate of
Clark Gable & Carole Lombard
Casa Del Corazon!

4 bedrooms, 5.5
bathrooms, @4,000sqft, saltwa-
ter pool/spa, cabana, separate
guest quarters, walled & gated.
Spectacular mountain views.
$2,200,000. Virtual Tour:
http://youtu.be/swemwTfY6gE

John Kouri Realtor—#01874639
760-413-7504
john@cashfs.com
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KEITH CAULFIEL

Justin Rules, Again;

Streaming Charts Bow

Timberlake’s 20/20’ tallies third week at No. 1,
while the Band Perry nets its best week ever at No. 2

ustin Timberlake's The 20/20 Experience

holds at No. 1 for a third straight week on

the Billboard 200, selling another 139,000

copies, according to Nielsen SoundScan

(down 56%). It’s the first set to spend its
first three weeks at No. 1 since Taylor Swift’s Red
(Nov.10-Nov. 24, 2012) and the first by a male artist
in nearly three years. Eminem’s Recovery was the
last by a male to rule in its first three weeks: July
10-July 24, 2010. Total sales for 20/20 now stand at
1.4 million.

The Band Perry makes a robust start at No. 2 on
the chart, as its second album, Pioneer, debuts with
a stronger-than-expected 129,000 (its best week
ever). It also launches at No. 1 on the Top Country
Albums chart, the act’s first No. 1 on that tally. For
more on the Band Perry’s big week, see page 52.

Another country act might replace the Band Perry
in the runner-up slot on the Billboard 200 next week,
as Brad Paisley’s new Wheelhouse could start at
No. 2. Industry sources suggest the album may sell
80,000-100,000. The next issue’s No. 1 will likely
be Paramore’s new self-titled album, with perhaps
110,000. It will mark the rock band’s first No. 1, af-
ter previously peaking at No. 2 with its last release,
2009’s Brand New Eyes. Timberlake’s current leader
may fall to No. 2 or No. 3, depending on how Paisley
finishes the week.

Paisley, though a country superstar, has yet to
claim a No. 1 on the Billboard 200. He’s logged six
No. 15 on Top Country Albums, yet he’s never been
to the penthouse on the Billboard 200, despite hav-
ing notched a whopping seven top 10 sets. And, ina
statistic that only a chart geek can love, he’s one of
only three artists to have tallied at least three No. 2
albums without reaching No. 1. His No. 2 albums are
Time Well Wasted (2005), American Saturday Night

(2009) and This Is Country Music (2011). Also in this
club: Sting, with three, and Sheryl Crow, with four.
(Poor Crow. At least Sting had a No. 1 with the Po-
lice's Synchronicity.)

Not counted in this No. 2 roundup is the Kidz Bop
Kids series, with five No. 2s but zero No. 1s. Techni-
cally an act, the ensemble’s voices (which seem to
change from album to album) are anonymous to the
public, so it’s not exactly accurate to put them in
same category as Paisley, Sting and Crow.

Discount Drivers: Bruno Mars collects his fifth
No. 1 single on the Billboard Hot 100 with “When
1 Was Your Man.” The song’s climb was aided
by sale pricing last week, as it was discounted to
$0.69 at iTunes and Amazon MP3. That’s down
from the standard $1.29 price of most current hits.
The new No. 1 comes five weeks after Mars tallied
his first chart-topper on the Billboard 200, fueled
by sale pricing at Amazon MP3. On the March 16
chart, Unorthodox Jukebox sold 95,000—up by
96% compared with the previous week. Its sales
were bolstered by Amazon MP3 selling the set
for $1.99 for one day (Feb. 26) during that chart’s
tracking week, and then selling it for $3.99 the rest
of the frame.

Genre Streaming Charts: Less than two months
after launching the Streaming Songs chart, which
blends data from a variety of streaming services into
one ranking, this week Billboard unveils seven genre-
specific charts utilizing the same methodology.

Rankings for country, R&B/hip-hop, rap, R&B,
rock, Latin and dance/electronic will serve as 25-po-
sition distillations of the pan-genre Streaming Songs
chart and appear weekly on Billboard.com (15 posi-
tions deep) and Billboard.biz (in full).

The data that fuels the Streaming Songs chart,
and the new genre rankings, combines with down-
load sales and radio airplay totals to inform such
charts as the Billboard Hot 100, Hot Country Songs,
Hot R&B/Hip-Hop Songs, Rap Songs, R&B Songs,
Hot Rock Songs, Hot Latin Songs and Dance/Elec-
tronic Songs.

Services measured by Nielsen Entertainment that
contribute to the host of streaming charts are You-
Tube (including Vevo on YouTube), Spotify, Muve
Music, Slacker, Rhapsody, Rdio, Myspace, Xbox Mu-
sic and Guvera. Rankings are based on plays, with
on-demand and tethered plays counting twice as
much as noninteractive radio streaming plays.

The changes are the latest in Billboard’s evolu-
tion of charting streaming activity. A year ago, the
On-Demand Songs chart launched. The survey mea-
sures on-demand audio plays from leading subscrip-
tion services.@

LILWAYNE'S HUMAN BEING
/I SALES THIS WEEK

68,000
@ 69%

Bruno Mars, Piano Man
Amid a boom of EDM
club anthems, folk/rock
singalongs and rapped odes
to bargain-hunting, Bruno
Mars’ simple piano ballad
“When | Was Your Man”
crowns the Billboard Hot
100. The track sports only
Mars’ vocals and his own
piano accompaniment. Of
the 1,023 songs to previously
top the chart dating to its
launch on Aug. 4, 1958, just
one also features only vocals
and piano: Adele’s 2011 five-
week No. 1 "Someone Like
You." The song showcases
Adele singing and Dan Wilson
playing piano. “Man” is the
first ballad to top the Hot 100
since “Someone” and the first
No. 1 ballad by a male since
Akon’s “Don't Matter,” which
led the Hot 100 the weeks of
April 7 and April 14, 2007.
—GQGary Trust

THE BIG NUMBER
]

Brad Paisley has charted
seven top 10 albums on the
Billboard 200, but has never
reached No. 1. His fortunes
may not change next week, as
his latest set, Wheelhouse, will
likely bow at No. 2 or No. 3.

Read more
Chart Beat at
billboard.com/
chartbeat.

COUNTRY DIGITAL SONG
SALES, YEARTO DATE

47.5 MILLION
@5.3%

ROCK DIGITAL SONG
SALES, YEAR TO DATE

95.5 MILLION
@7%

MARKET WATCH

A WEEKLY NATIONAL MUSIC SALES REPORT

Weekly Unit Sales

ALBUMS DIGITAL DIGITAL
ALBUMS* TRACKS
This Week 5,650,000 2,375,000 28,309,000
Last Week 6,513,000 2,682,000 28,295,000
Change -13.3% -11.4% 0.0%
This Week Last Year 6,391,000 2,229,000 29,121,000
Change -11.6% 6.6% -2.8%
*Digital album sales are aiso counted within album sales.
Weekly Album Sales ( units)
——— 2013
2012
15
10
'W”M
0
S F M A M 4 3 A 5 0 N D

YEAR-TO-DATE

Overall Unit Sales

2012 2013 CHANGE
Albums 84,227,000 79,671,000 -5.4%
Digital Tracks 390,441,000 384,775,000 -1.5%
Store Singles 762,000 918,000 20.5%
Total 475,430,000 465,364,000 -2.1%
Album w/TEA* 123,271,100 118,148,500 -A4.2%
*Includes track equivalent album sales (TEA) with 10 track downloads equivaleént 1o one album sale,

Digital Track Sales

Sales by Album Format

2012 2013 CHANGE
) 51,501,000 43,275,000 -16.0%
Digital 31,624,000 34,830,000 10.1%
vinyl 1,083,000 1,455,000 343%
Other 18,000 110,000 511.1%
Sales by Album Category
2012 2013 CHANGE
Current 40,801,000 39,995,000 -2.0%
catalog 43,426,000 39,676,000 -8.6%
Deep Catalog 34,840,000 31,842,000 -8.6%
Current Album Sales
2012

2013 40.0 Million
Catalog Album Sales

2012

ithin thefirst 18 months of an albun's release (12

5 ind jazz albums). T tay in the top half of the Billboard 200, however, remaln
as current. Titles older than 18 months are catalog. Deen catalog s a subset of catalo for titles ot more
than 36 months.

Forweek ending April 7, 2013, Figures are rounded. Campiled from a national sample of

3 niclsen
retall stare and rack sales reports collected by Nielsen Soundscan. %
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Bullets indicate titles with
greatest weekly gains.

Album Charts

@ Recording Industry Assn. of
America (RIAA) certification for
physical shipments & digital
downloads of 500,000 albums
(Gold).

A\ RIAA certification for physical
shipments & digital downloads
of 1 million units (Platinum).
Numeral noted with Platinum
symbol indicates album’s multi-
platinum fevel.

RIAA certification for physical
shipments & digital downloads
of 10 million units (Diamond).
Numeral noted with Diamond
symbol indicates album’s multi-
platinum level.

O Latin albums certification for
physical shipments & digital
downloads of 50,000 units (Oro).

/\ Latin albums certification for
physical shipments & digital
downloads of 100,000 units
(Platino). Numeral noted with
Platinum symbol indicates
album’s multi-platinum level.

Digital Songs Charts

@ RIAA certification for 500,000
paid downloads (Gold).

A\ RIAA certification for 1 million
paid downloads (Platinum).
Numeral noted with platinum
symbol indicates song’s
multiplatinum level.

Awards

HG (Heatseeker Graduate)

PS (PaceSetter for largest % album
sales gain)

GG (Greatest Gainer for largest
volume gain)

DG (Digital Sales Gainer)

AG (Airplay Gainer)

$G (Streaming Gainer)

Publishing song index available on
billboard.com/biz.

Visit billboard.com/biz for complete
rules and explanations.

TITLE 2ws. | LasT | THis TLE Artist | cear
AGO | WEEK | WEEK " 5 R MPR 10T! 05 . |CHART
no o ﬂ WHEN | WAS YOUR MAN Bruno Mars N HO HEY The Lumineers A | 3 s
Eﬁ@:é?&'ﬁfx&?ﬂmﬂ% ATLANTIC RHADLOCK (W.SCHULTZJFRAITES) DUALTONE
Mars has racked his first five Billboard ” SWEET NOTHING  Calvin Harris Feat. Florence Welch 4 | 10 2
Hot 100 No. 1s faster than any male FWELCH X HARPOOR) DECONSTRUCTION/FLY EYE/ULTRA/ROC NATION/COLUMBIA
since Elvis Presley. Mars’ span since first N =
THE WAY Ariana Grande Feat. Mac Miller
arriving on the chart (Feb. 13, 2010) is just || 5 H-MONEY (H.D.SAMUELS, A STREET! 1002
A.S.LAMBERT,).SPARKS,M.| M(CORMIEK ,B.RUSSELL) REPUBLIC
three years, two months and one week.
Only Presley reached the milestone more % CARRY ON fun. 0 14
qUiCkW—In tWO years, seven ITIOnIhS and J.BHASKER (FUN.,J,BHASKER) FUELED BY RAMEN/RRP
three weeks—from the chart’s inception on o WAGON WHEEL Darius Rucker % 9
Aug. 4, 1958, through March 25, 1961. F.ROGERS (B.DYLAN,K.SECOR) CAPITOL NASHVILLE
THRIFTSHOP  Macklemore & Ryan Lewis Feat. Wanz 12 2 1 WILL WAIT Mumford & Sons A | 12 35
R.LEWIS (B.HAGGERTY,R.LEWIS) MACKLEMORE/ADA/WARNER BROS. M.DRAVS (MUMFORD & SONS) GENTLEMAN OF THE ROAD/RED/GLASSNOTE
o (3 /.\c{ JUST GIVE ME A REASON P!nk Feat. Nate Ruess 3 8 DON'T YOU WORRY CHILD Swedish House Mafia Feat. JohnMartin- A | 6 29
6 JBHASKER (PINK,J.BHASKER,N.RUESS) 20 AXWELL,S.INGROSS0,5, ANGELLO (J.MARTIN,
M.ZITRON,AXWELL,S.INGROSSO,S.ANGELLOD) ASTRALWERKS/CAPITOL
Tr!e‘scng Ju.rnps 1?-7 on H}lt 100 Airplay (82 2 MY SONGS KNOW WHAT YOU DID IN THE DARK (LIGHT EM UP) Fall Out Boy %6 9
million audience impressions, up 30%), g BWALKER (FALL OUT BOY,BWALKER, . HILL)DECAYDANCE/FUELED BY RAMEN/ISLAND/IDIMG
becoming her 15th top 10 on the tally. She X X
; F**KINPROBLEMS  ASAP Rocky Feat. Drake, 2 Chainz & Kendrick Lamar
ups her count to 17 top 10s on Mainstream 18 NSHEBIB [R.MAVERS,N.SHEEIB:E,EARRETT‘.’ ' A 8 2
N N A.GRAHAMT.EPPS K.DUCKWORTH) A$AP WORLDWIDE/POLO GROUNDS/RCA
Top 40 (12-8), tying Mariah Carey for the
second-best sum after Rihanna’s 23. 2% SURE BE COOL IF YOU DID Blake Shelton @| » 1
5.HENDRICKS (R.CLAWSON,CTOMPKINS,).ROBBINS) WARNER BROS. NASHVILLE/WMN
Rihanna Featuring Mikky Ekko A | 3 9 ) POURIT UP Rihanna 9 1
M.EKKO,LPARKER (M.EKKO,.PARKER) SRP/DEF JAM/IDIMG A i e SRR AN
SUIT & TIE Justin Timberlake Feat. Jay Z ing Ti
TIMBALAND, ) TIMBERLAKE, JROC (J.TIMBERLAKE TV.MOSLEY,S.C.CARTER, y A 3 13 36 ) BAD Wale Featurlng Tlara Thomas 31 8
J.HARMON. J.E.FAUNTLEROY II,T.STUART,J.WILSON.C.STILL) RCA TTHOMAS K.CAMP (O.AKINTIMEHIN.TTHOMAS) MAYBACH/ATLANTIC
HARLEM SHAKE Baauer 1 8 30 TROUBLEMAKER  Olly Murs Feat. FloRida @| 20 1
BAAUER (H.RODRIGUES,H.DELGADO) JEFFREE’S/MAD DECENT/WARNER BROS. S.ROBSON (0.MURS,S.ROBSON,C.KELLY.T.DILLARD) SYCO/COLUMBIA
CAN'THOLD US Macklemore & Ryan Lewis Feat. Ray Dalton 79 P IT’S TIME Imagine Dragons 4 | 15 44
BEERIS (R HVICCERI LSS MAGKLEMORE/ADA/RARNER BRO=: Fﬁ%‘s“%ﬂ:’gngfaéﬂ'ﬁ(xes) KIDINAKORNER/INTERSCOPE
I & igital SR - :
The cut charges 9-6 on Hot Digital - P 22 Taylor Swift ®| »x ¢
Songs (186,000 downloads, up MAX MARTIN,SHELLBACK (T.SWIFT,MAX MARTIN.SHELLBACK)  BIG MACHINE/REPUBLIC
37%), 21-15 on Streaming Songs
y <
(2.8 million streams, up 34%) a MAMA’S BROKEN HEART Miranda Lambert @] 35 n
F.LIDDELL,C.AINLAY,G.WORF (B.CLARK,S,MCANALLY,K.MUSGRAVES) RCA NASHVILLE
and 39-22 on Hot 100 Airplay (45
million, up 54%). Elsewhere, the | 40 DOWNTOWN Lady Antebellum B9
duovs Dro‘marriage'equa“t‘/ usame PWORLEY,LADY ANTEBELLUM (L.LAIRD,S.MCANALLY,N.HEMBY) CAPITOL NASHVILLE
i R caoD ) % LITTLE TALKS Of Monsters And Men A | 20 46
bows on Alternative (No. 35). OF MONSTERS AND MEN.A.ARNARSSON (N.8.HILMARSDOTTIR RTHORHALLSSON) REPUBLIC
CRUISE Florida Georgia Line Feat. Nelly A| s »l BUGATTI Ace Hood Feat. Future & Rick Ross B 8
AMG! (RKELLERTHURHARD KMOLCHICEL RIEE) RSN R VL ROBERTE 3t LWL TACHLBURR ‘WE THE BESTAOUNG MONEVICASH MONEVREPLBLIC
STARTED FROM THE BOTTOM Drake i ia Li
e lbdbset 6 9 2 GET YOURSHINEON  Florida Georgia Line @] 39 u
N.SHEBIB,B.SANFILIPPO) YOUNG MONEY/CASH MONEY/REPUBLIC J.MOI (T.HUBBARD,B.KELLEY,R.CLAWSON,CTOMPKINS) REPUBLIC NASHVILLE
FEEL THIS MOMENT Pitbull Feat. Christina Aguilera
AMESSINGER,N.ATWEH,N.LAMBROZZA (A.C.PEREZ.C.PEREZ.N.ATWEH.C XREVIAZUK, g 8 1 51 ALIVE Krewe"a 40 8
AMESSINGER N.LAMBROZZALNARGAS.CAGUILERA,PAL WAAKTAAR M HARKETIFURHOLMEN) R, 305/POLO GROUNDS/RCA RAIN MAN (JYOUSAFY.YOUSAF.KTRINDL.N.LIM.JUDELL) KREWELLA/COLUMBIA
RADIOACTIVE Imagine Dragons A| 7 32 32 37 [T CATCH MY BREATH Kelly Clarkson 19 24
ALEX DA KID (IMAGINE DRAGONS,A.GRANT,J.MOSSER) KIDINAKORNER/INTERSCOPE SOUND KOLLECTIV (K.CLARKSON, . HALBERT,E.OLSON) 19/RCA
MIRRORS Justin Timberlake n o8 65 |56 fa2) HIGHWAY DON'TCARE  Tim McGraw With Taylor Swift 2 6
TIMBALAND (JTIMBERLAKE,TV.MOSLEY,J.HARMON, J.E.FAUNTLEROY 1) RCA ‘ B.GALLIMORE T.MCGRAW (B.WARREN,B.WARREN,M.IRWIN,J.KEAR) BIG MACHINE
LOVE ME Lil Wayne Feat. Drake & Future ; ;
el L L) L 9 53 @\ (413] POWER TRIP J. Cole Featuring Miguel a3 8
NWILBURN,M.LWILLIAMS I1,A.HOGAN) YOUNG MONEY/CASH MONEY/REPUBLIC J.L.COLE (LCOLE,H.LAWS) ROC NATION/COLUMBIA
DAVLIGHT Maroon 5 |
A.LEVINE,MDL,MAX MARTIN (A.LEVINE, A 7 18 43 @ a4 SAIL AWO LNATION A 30 3
MAX MARTIN,SAMM,M.LEVY) A&M/OCTONE/INTERSCOPE > A.BRUNO (A.BRUNO) RED BULL
HEART ATTACK Demi Lovato |
M.ALLAN,LEVIGAN (M.ALLAN,J.EVIGAI © 6 As @ @ MADNESS Muse . 45 29
S.DOUGLAS,N.WILLIAMS,A.PHILLIPS,D.! lDVATD) HOLLYWOOD B ‘ MUSE (M.BELLAMY) HELIUM-3/WARNER BROS.
| KNEW YOU WERE TROUBLE.  Taylor Swift A| 2 2 55 4 WP POETICJUSTICE Kendrick Lamar Feat. Drake % 2
MAX MARTIN,SHELLBACK (TSWIFT,MAX MARTIN.SHELLBACK)  BIG MACHINE/REPUBLIC T e e e T
1LOVEIT Icona Pop Featuring Charli XCX 7 10 7 a3 Wi TRY PInk 9
P.BERGER (P.BERGER,C.AITCHISON,L.EKLOW) RECORD COMPANY TEN/BIG BEAT/RRP G.KURSTIN (BUSBEE,B.WEST) RCA
SCREAM & SHOUT will.i.am & Britney Spears A | 3 19 3 44 TN GANGNAM STYLE PSY Al 2 =
LAZY JAY (W.ADAMS,J.MARTENS, .BAPTISTE) INTERSCOPE PIAI-SANG,Y.GUN-HYUNG (J.5.PARK.G.H.YOO) SCHOOLBOY/REPUBLIC
LOCKED OUT OF HEAVEN Bruno Mars Al 1 2 s 49 B ONE MORE NIGHT Maroon 5 1 @
THE SMEEZINGTONS, J.BHASKER, E.HAYNI MAX MARTIN,SHELLBACK (A.LEVINE,
M.RONSON (BRUNO MARS,P.LAWRENCE H A LEVINE) ATLANTIC SHELLBACK,S.KOTECHA,MAX MARTIN) A&M/OCTONE/INTERSCOPE
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TONIGHT

;; wst | s | TITLE cenr, | PEAK (ws.on zuu‘ wst | s | TITLE Artist cer, | PEAK [WS.oN
S AGO | WEEK | WEEK | oo000ceR (sONGWRITER) i 8 "| POS. |CHART | . (MPRINU/PROMOTION LABEL POS. (mr IS TH E
E: 1 DRIVE YOUR TRUCK Lee Brice 47 U gt CLARITY Zedd Featuring Foxes 73 N IG HT
3—2 K.JACOBS,M.MCCLURE,L.BRICE (JALEXANDER,C.HARRINGTON,LYEARY) CURB I ZEDD (A.ZASLAVSKI,MATTTHEW KOMA,P.ROBINSON,S.GRAY) INTERSCOPE ,
£ " s I
g IF 1 DIDN’T HAVE YOU Thompson Square 5114 KISs You One Direction 4% 15 WE LL
E: WSO SN Ol AN e R IERKINES STONEY ChEEk CROTECHAK LUNDIN K FOGELUARK A NEDLER) sveo/coLumaia F I G H T
g FINE CHINA Chris Brown 2 1 KISSES DOWN LOW Kelly Rowland 5k
& ROCCSTAR,PK (C.M,BROWN,A.STREETER L EBELLINGER) RCA 72 MIKE WILL MADE-IT,MARZ (M.LWILLIAMS 11, ' T I L I T’ S
‘é M.MIDDLEBROOKS,T.THOMAS, T.THOMAS,K.ROWLAND) REPUBLIC
3
DONE. The Band Perry 534 ALL AROUND THE WORLD Justin Bieber Feat. Ludacris 2 6 OV E R
OURE(RERRY N PEREVLOAIRSON, LARYANT) BERUBLIENGHVILEE: (AA l[:l[ESEISE’;‘;IEZT’:VgIWNE}L’A%LEAR’égz (ZB BRIDGES)  SCHOOLBOY/RAYMOND BRAUN/ISLAND/IDIMG o
PIRATE FLAG Kenny Chesney 55 9 CUPS (PITCH PERFECT’S WHEN I'M GONE)  Anna Kendrick 64 15  “CAN'T HOLD US,”
B.CANNON, K.CHESNEY (R.COPPERMAN,D.L.MURPHY)  BLUE CHAIR/COLUMBIA NASHVILLE & gii’éx#ué[mgm‘t‘géf;ﬁ";g'}f&gmm UMERERIBLIC MACKLEMORE &
" . " " . RYAN LEWIS
BOYS ‘ROUND HERE Blake Shelton Feat. Pistol Annies & Friends 5 2 KARATE CHOP (REMIX) Future Feat. Lil Wayne 82 5
S.HENDRICKS (R.AKINS,D.DAVIDSON,C WISEMAN) WARNER BROS. NASHVILLE/WMN METRO (N.WILBURN,R.BUICE, L.WAYNE,D.CARTER) A-1/FREEBANDZ/EPIC
Q&A
NEXT TO ME Emeli Sande 5 7 HIGH SCHOOL Nicki Minaj Feat. Lil Wayne 8 1 R
CRAZE,HOAX (A.E.SANDE,H.CHEGWIN,H.CRAZE A PAUL) CcAPITOL yamaly :"s‘xatm_wwmlms) T a
RICH AS F**K  Lil Wayne Featuring 2 Chainz 5 3 Perhaps another element to add to their reported Do ton
TEPPETIILLIAMSN SEETHARAD YOUNG MONEY/CASH MONEY/REPUBLIC rivalry on “American Idol": Minaj ties Mariah
Carey's total of 44 Hot 100 hits. Minaj's latest,
1994 Jason Aldean 58 4 . e e !
M.KNOX (THOMAS RHETT.L.LAIRD,B.DEAN) BROKEN BOW from her Pink Friday: Roman Reloaded—The Re-Up
boxed set, starts at No. 42 on Streaming Songs (1.3
GIVE IT ALL WE GOT TONIGHT George Strait 5 14 million) following its video premiere (April 2).
T.BROWN,G.STRAIT (M.BRIGHT,P.O'DONNELL.T.JAMES) MCA NASHVILLE
POM POMS Jonas Brothers 60 1 MORE THAN MILES Brantley Gilbert 84 6
NOT LISTED (NJONAS.J.JONAS K.JONAS 1P, JoNAS D.HUFF (J.EDDIE,B.GILBERT) VALORY
After tallying 16 Hot hits o .
el el s HonlOG 0) & % ONE OF THOSE NIGHTS Tim McGraw @) 3 19  Yousingthe hookon “can't
Hollywood Records between 2007 and B.GALLIMORE T.MCGRAW (L.LAIRD,R.CLAWSON,C.TOMPKINS) BIG MACHINE Hold Us. '?OW did you get
2009, the sibling trio returns on its RyanL ewvi::h Macklemore
own label. The track starts at No. 23 on 70 76 NEVA END Future 52 18 About three years ago Ryan
L MIKE WILL MADE-IT (NWILBURN,M.LWILLIAMS II,P.R.SLAUGHTER)  A-1/FREEBANDZ/EPIC Lewis heard a song that |
Hot Digital Songs (74,000). The Jonas EWISTea 8 1
e o did with another artist. He
Brothers' Live! Summer tour begins ANYWHERE WITH YOU Jake Owen 87 3 sent me a Facebook message
July 10 in Chicago. LMO),R.CLAWSON (B.HAYSLIP.D.L.MURPHY,\YEARY) RCA NASHVILLE asking if I'd be down to meet
him at his studio.
R.LP. Youn Jeez Featurm 2 Chainz HEY PRETTY GIRL Kip Moore 88 3
—_— g Y. ol g 58 9 kil E(A AL How did the hook come to be?
0. Ryt . mwwmmc} CTE/DEF AN/ DG Ryan and Ben [Macklemore]
WILD FOR THE NIGHT A$AP Rocky Feat. Skrillex ad megorile bgatty and as
SOMEBODY’S HEARTBREAK  Hunter Hayes @| 54 20 R EEE R MAVERSEMOORE DAL MoRR: $ \ & 4 they were checking my levels
D.HUFF,H.HAYES (A.DORFF,L.LAIRD,H.HAYES) ATLANTIC/WMN D.LEBOUVIER.T.PARENT.N.VADON,J.PRADEYROL) A$AP WORLDWIDE/POLO GROUNDS/RCA | started instanﬂ‘/ Singing the
. " melody for what the hook to
LOVEEEEEEE SONG Rihanna Feat. Future 5 10 SHOW OUT Juicy J Feat. Big Sean And Young Jeezy 7’5 “Can’t Hold Us” is today. Then
FUTURE (N.WILBURN,R.FENTY,0.ANDREWS,G.5.JACKSON, L.5.ROGERS) SRP/DEF JAM/IDIMG MIKE WILL MADE-IT (J.HOUSTON, JW.JENKINS.5.M.ANDERSON) KEMOSABE/COLUMBIA Ben was like, “Sing this, say
X . N this,” and | sang what he had
GONE, GONE, GONE Phillip Phillips 5% & 66| 8 !fltulvl;!.xc MAJVVA%%(F&%E“Efﬂr" Gervais, Wiz Khalifa & Mally Mall 66 3 written down. | wanted toadd
in some flavor—the juice, the
GWATTENBERG (D.FUHRMANN.T.CLARK,G.WATTENBERG) 19/INTERSCOPE CJTHOMAZ LJACKSON, J.RASHID.D.MAPP.C.! DEPASOUALE L) YOUNG MONEY/CASH MONEY/REPUBLIC =
seasoning.
#THATPOWER will.i.am Feat. Justin Bieber 42 3 91 97 CHANGED Rascal Flatts BT What are your plans for
D.LEROY,WILL.L.AM (W.ADAMS,D.LEROY,..BIEBER) INTERSCOPE D.HUFF,RASCAL FLATTS (G.LEVOX,N.THRASHERW.MOBLEY) BIG MACHINE the future? Are you looking
toward a solo release?
. id .
LIKE JESUS DOES Eric Church 6 1 BT CIMON o tseaem kegha 2716 1am looking o expand on my
J.JOYCE (C.BEATHARD,M.CRISWELL) EMI NASHVILLE L.GOTTWALD,B.LEVIN,MAX MARTIN,B.MCKEE,H.WALTER) KEMOSABE/RCA SO!O career at the mﬂment
Currently, | am trying to build
ALL GOLD EVERYTHING Trinidad James % 1 WHISKEY Jana Kramer 94 2  Rstensteamaroundmethat
D.GALLASPY (NWILLIAMS) THINKITSAGAME/DEF JAM/IDIMG S.HENDRICKS (C.GRAVITT,S.MIZELL) ELEKTRA NASHVILLE/WMN has a similar vision to mine.
For my debut release, | am
interested in experimentin
LOVE AND WAR Tamar Braxton 5 1 LEGO HOUSE Ed Sheeran % 2 with different types of genrges‘
D.CAMPER, JR. (M.RIDDICK,L.DANIELST.BRAXTON) STREAMLINE/EPIC JGOSURGYE:SHRERANLLGOSLINGELEONARD) ELERTRAVATLANTIC _Nick Williams
BEAT THIS SUMMER Brad Paisley 6 4 wop J.Dash @| =2 3
B.PAISLEY (B.PAISLEY,C.DUBOIS,L.LAIRD) ARISTA NASHVILLE MWIESE, SR. (LDASH) STEREOFAME
; FREAKS  French Montana Feat. Nicki Minaj
Two BLACK CADILLACS carr|e UnderWOOd . 41 17 RICO LOVE,EARL AND E (K.KHARBOUCH,0.T.MARAJ.RICO LOVE, J 77 4
M.BRIGHT (C.UNDERWOOD,J.KEAR,H.LINDSEY) 19/ARISTA NASHVILLE D.L.DAVIS,Q.RILEY,E.BONNER,S.DUNBAR,J.CTAYLOR,L.O.WILLIS) BAD BOY/INTERSCOPE
P WIN Little Mix
I CAN TAKE IT FROM THERE Chrls Young 70 9 NOTLSTEDGUSBARNEs,BKDMNIIAMESFEDWARDS J.NELSON, e 98 1
J.STROUD (CYOUNG,R.AKINS,B.HAYSLIP) RCA NASHVILLE LAPINNOCK, ITHIRLWALL,H.ROJAS, E.NURI,M,LEWIS,M.BUTLER,P.KELLEHER) SYCO/COLUMBIA
BATTLE SCARS Lupe Fiasco & Guy Sebastian 1B Thefoursome formed onthe 2011
PRO J (W.JACO,G.SEBASTIAN,D.R.HARRIS) 15T & 15TH/ATLANTIC season of the U.K. “X Factor.” After the
song topped the Official U.K. Singles
WE STILL IN THIS B**** B.0.B Feat. T.I. & Juicy J I 5 : o
MIKE WILL MADE-ITAMARZ (B.R.SIMMONS, IR, M.LWILLIAMS Il chart in September, it pushes 30-29 in
M.MIDDLEBROOKS,C.L.HARRIS, JR.,J.HOUSTON) REBELROCK/GRAND HUSTLE/ATLANTIC/RRP - -
: its fourth week on Mainstream Top 40.
g LEVITATE Hadouken! 09 6 —Gary Trust
5 § LOADSTAR (HADOUKEN,A.SMITH,N.HILL,G.HARRIS) SURFACE NOISE
£ 28
22 .
§E3 BITCH, DON'T KILL MY VIBE  Kendrick Lamar B ONE WAY OR ANOTHER (TEENAGE KICKS) One Direction B s
BRAUN.VINDA;IL.L.LVKKE.S&H;HIDT) ! TOP DAWG/AFTERMATH/INTERSCOPE JBUNETTA,L.RYAN (D.HARRY,N.HARRISON, L.O'NEILL) SYCO/COLUMBIA
IF | LOSE MYSELF OneRepublic 3 SAME