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MUSIC IS BACK ON TV.

ZAC BROWN BAND

LIVE TV CONCERT PERFORMANCES - 2 STRAIGHT NIGHTS, PLUS:

EDWARD SHARPE =
AND TH:E NOC’I‘U’RNALS g SIT IN PERFORMANCE SIT IN PERFORMANCE & TI{E MAGNETIC ZEROS
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Willie Nelson & Family = Eli Young Band = The Head and The Heart = Kacey Musgraves = Dawes
Trombone Shorty & Orleans Avenue ®* Blackberry Smoke & more. PLUS: Exclusive Foodie Experience
hosted by Chef Rusty Hamlin featuring world-class chefs Stephanie Izard, Giuseppe Tentori and Shon Foster.

FRIDAY, SEPT. 27, 6rP ET / 3P PT ON a 'S
SATURDAY, SEPT. 28, 5P ET / 2p PT

WATCH ON: DIRECTV: 340 / DISH: 167 / AT&T U-VERSE: 1106 / COMCAST/XFINITY
VERIZON Fi0S: 569 / CHARTER + MANY MORE. GO TO WWW.AXS.TV/SUBSCRIBE
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VIEWPOINT

FEATURE

P.20 “In 2014, brands
are going to begin
using music more as
an overall marketing
platform 365 days
ayear, and not just
big promotional
windows.”

RUSSELL WALLACH,
LIVE NATION

FEATURE

P.28 “Kings of Leon have had
pop radio success, but that’s
not what they’re going for when
they make a record. Does a Foo
Fighters single blow up? Does

a U2 single blow up? No. Their
audience buys full records.”

K E N QUESTIONS ANSWERED

P.16 “There’s never anything to be gained from creating
L E V I T a N adversarial relationships with people that you need to work with.”
MATT HARMON, BEGGARS GROUP USA

P.24 “I'want to get to a place where China is informing and inspiring the U.S.
and London is inspiring Mexico, because music is the global language and it
speaks to people in a powerful way.”

GORDON BOWEN, McGARRYBOWEN
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photographed
atthe Beggars
Group USA
offices in New
York.

BILLBOARD APP
Download this
week's issue and
get exclusive access
to charts, news

and more. Go to
billboard.com/ipad

THIS WEEK
Volume 125
No. 37

FEATURES

20 Branding
roundtable

24 Music supervisors

28 Kings of Leon

32 Music cities:
Nashville

TOPLINE

6 |Tunes Radio
makes its debut.

11 My Day Mark
Pitts, RCA
Records/Bystorm
Entertainment

12 The Deal Clear
Channel, WMG
royalty deal
includes terrestrial
performance rates.

14 Think Tank
Strategy, Retail
Track, Sound &
Vision

16 Questions
Answered Matt
Harmon, Beggars
Group USA

BACKBEAT

18 Parties Nas hits
the big 4-0, and
Katie Couric chats
with Lil Wayne.

MUsIC

39 Sleigh Bells

40 Kenny Rogers,
Robert Glasper
Experiment,
Rubblebucket

42 Reviews Icona
Pop, Coldplay,
Sheryl Crow,
Electrospective

44 Happening Now
AJR, Miley Cyrus,
Arctic Monkeys

CHARTS

47 Over the Counter
Keith Urban’'s Fuse
lights up Billboard
200.

48 Charts

70 Coda Physical
vs. digital sales
of No. 1-debuting
country albumes.

ON THE COVER
Kings of Leon photograph by
Dan Winters.

THIS WEEK ON BILLBOARD.COM
1 Miley Cyrus’ “Wrecking Ball”
video breaks Vevo record 2
Backbeat: Priyanka Chopra 3
Q&A: Resolution’s Phil Casey 4
Betty Who signs to RCA after
viral wedding proposal video

PHOTOGRAPH BY AXEL DUPEUX SEPTEMBER 28, 2013 | WWW.BILLBOARD.BIZ o


http://worldmags.net/
http://worldmags.net/

BARCLAYS CENTER

THIS IS JUST THE BEGINNING

ONLY THE BEST IN BROOKLYN

Pollstar Awards Best New Major Concert Venue, 2012

Sports Business Awards Sports Facility of the Year, 2013

Billboard Magazine Ranks No. 1 in U.S. and No. 2 in the world for 2013
top-grossing venues®

Pollstar Magazine Ranks No. 1in U.S. and No. 3 in the world for 2013 ticket
sales for concerts and family shows”
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Y BARCLAYS
CENTER

BROOKLYN

Thank you to all of our partners for making this a year to remember.

BARCLAYS
CENT_ER

BRooKLYN September 28, 2013

TET —

For booking information, please call Sean Saadeh at 917.618.6113 or email ssaadeh@brooklynse.com.
*Ranking based on 2013 mid-year report
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And One More Thing...

ITunes Radio makes a well-received debut, but no splash
By Alex Pham
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Atlast, iTunes Radio made its debut on Sept. 18, albeit within
amuch larger context of Apple’s mobile makeover in the
form of a new operating system, i0S 7. § Its reception by
critics—generally positive but not effusive—gave rivals a
respite from concerns that iTunes Radio would instantly
blow its competitors out of the water. Label insiders were
much more positive, gushing about iTunes Radio’s potential,
since they consider it a game-changing rival to the industry’s
current béte noire: Pandora (see story, page 8), which hasn’t
fallen out with the industry over its efforts to change the way
Internet radio licensing rates are calculated to lower its bills.

“ITunes Radio is just stunning,” says one executive, who declined to be named.
9 Notably, Pandora’s listenership didn’t decline on the day of iTunes Radio’s
launch, but increased in line with the typical back-to-school boost as students
crank up Internet radio as they study. § Pandora shares, whichhad =2
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Apple CEO
Tim Cook
speaks
during a
product
announce-
mentat

the Apple
campusin
Cupertino,
Calif.,

on Sept. 10;
inset:iTunes
Radio.

Online
Piracy’s
Rise

The music
and movie
industries
reunited and headed to

Capitol Hill to sound the alarm

on online piracy, warning
thatillegal downloads are
on therise and that search
engines like Google aren’t
doing enough to stem the
increase. While there isn't
aplan to revive failed anti-
piracy legislation like the
Stop Online Piracy Act, the
entertainment industry said
itwas important to put piracy
back on Congress’ agenda,
providing new research to
back its claims.

Linkin With
Xbox
Linkin
Park's Mike
Shinoda,
aself-
confessed “Halo” addict,
announced the release of

the band's single “A Light
That Never Comes” as an
exclusive stream on Xbox
Music. “The catalyst in this
relationship was gaming,”
Shinoda wrote in a Web post.
Microsoft, which has scored
mixed results with its efforts
in music, has had far better
success with games—so
much so the technology giant
decided to rebrand its other
entertainment efforts Xbox,
after the well-recognized
name of its game consoles.

THE

Action

% = - 3
. 4

Spotify’

Spotify

Reaches

Landmark

Spotify has

launched its

own original
content series and dedicated
website called Spotify
Landmark, a multimedia
documentary series focusing
on classic moments in music
history. The premiere episode,
“The Real Story of Nirvana’s
‘In Utero,” went live on the
occasion of the album’s 20th
anniversary. The installment
features audio recollections
from bassist Krist Novoselic,
producer Steve Albini and
tourmate Curt Kirkwood of
the Meat Puppets.

‘GTAV'
Takes
$800M
Hotly
anticipated
videogame
“Grand Theft Auto V," which
includes music from Kendrick
Lamar, METZ and Elton John,
took in nearly $800 million

in global sales on its opening
day. The Take-Two Interactive
Software franchise set a

new first-day record and
implied sales of 13 million-14
million units. Analysts say

the franchise’s previous
installment, released in 2008,
sold nearly 13 million in its
firstyear. It's estimated "GTA
V" cost between $200 million
and $250 million to develop.

Grand
"

COOK: JUSTIN SULLIVAN/GETTY IMAGES
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Willie Nelson. BMI Songwriter Since 1959.

Our commitment to songwriters and composers — from living legends

to rising stars — endures. We value you, your music, your rights.

valuing music since 1939.

Photo by Danny Clinch
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ITunes Radio continued from p. 6

tumbled to around $9 on early specu-
lative news of iTunes Radio a year ago,
rose to a new high of $27.50 on Sept. 19.

Yet even though it didn’t make a big
splash, iTunes Radio has the potential
to boost the level of the tide that will ul-
timately raise all boats in the Internet
radio market, digital music veteran Jim
Griffin says.

“It will grow interest in the space and
bring in new people to Internet radio,
which is key” to bringing in advertisers
who are attracted by large audiences,
Griffin says. “Thisislike amall goingup in
your town, where anchor tenants like Pan-
dora and iTunes Radio are drawing peo-
ple in. If this goes well, Pandora benefits.
That’s because the next time advertisers
renew their contracts for Internet radio, it
will drive up the rates for everyone.”

ITunes Radio, for example, launched
with such advertisers as McDonald’s,
Nissan, Procter & Gamble and Pepsi
that spent a minimum of $1 million
each for a 12-month commitment. Pep-
si, for example, secured the rights to be
iTunes Radio’s exclusive provider of
four branded stations, dubbed “Pulse
of Now,” featuring Pepsi’s stable of
sponsored artists that includes Beyonceé,
Hunter Hayes and Eva Simons.

Speaking to the growth of Internet
radio as an advertising category, Frank
Cooper, chief marketing officer of glob-
al consumer engagement for PepsiCo’s
global beverages group, says that “clear-
ly streaming is not new, but we think
there’s a lot of growth ahead.”

The big picture looks more promis-
ing for Internet radio with Apple’s entry
into the market, but its rivals aren’t tak-
ing chances. If anything, it signals the
beginning of a new wave of competi-
tion on features, product offerings and
design. Slacker Radio, for example, in-
troduced a Songza-like playlist feature
that serves up music based on listeners’
activities, from working out to chilling
out. Pandora released a revamped ver-
sion of'its tablet application, adding the
bells and whistles that users of its desk-
top version are accustomed to. Both re-
leased their updates on Sept. 18 to coin-
cide with the launch of iOS 7.

By comparison, critics have given
iTunes Radio polite nods, but few stand-
ing ovations. The lack of overwhelming
buzz points to a larger issue for Apple:
how to impress consumers who expect
the company to be revolutionary with
each product release.

“Overall, I like the service, but it feels
adequate, and I expect extraordinary
from Apple,” says Scott Riggs, for-
mer head of product at Slacker Radio.

“Compared to some of the leaders in the
space that are closer to that balance of
art and science, there’s still some room
for iTunes Radio to improve.” @
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Britney Spears
will begin
atwo-year
Las Vegas
residency
show, titled
“Britney
Spears:

Piece of Me,”
at Planet
Hollywood
Resort &
Casinoon
Dec.27.The
approximately
90-minute
performances
will take

place inside a
4,600-capacity
planetarium-
like theater.

ASCAP’s
John
LoFrumento

LEG

Pandora
Strikes Back

Internet radio service wins in
court, but it could be argued
ASCAPwon too. It’s less clear
where the publishers now stand
By Ed Christman

hile Pandora won a victory in its
rate-court trial with ASCAP when
the judge ruled that the perform-
ing rights organization’s consent
decree precludes publishers from
withdrawing digital rights, ASCAP itself may also
emerge as a winner because of that ruling.

As it was, three of the four largest music publishers,
Sony/ATV, which administers EMI Music Publishing;
Universal Music Publishing Group; and BMG Chrysalis
had all withdrawn their digital rights, while the fourth,
Warner/Chappell Music,
was leaning in that direc-
tion but waiting to see
how the judge would rule.

So while the consent
decree doesn’t apply to in-
dividual publishing com-
panies, once they give
their music to ASCAP to
license, the performing
rights organization (PRO)
must abide by the consent
decree and license its mu-
sic to licensees that apply,
according to the ruling
made by Judge Denise
Cote, who presided over
the case in the Southern District of New York Federal
Court. To put it differently, publishers affiliated with
ASCAP for licensing can’t withhold rights to “particular
classes of licenses” (i.e., digital music service providers).

But the ruling applies to more than the Pandora/
ASCAP rate trial. It also means that if publishers want
to withdraw their digital rights, they have to do so
completely from ASCAP. In other words, they’re ei-
ther “allin” or “all out.”

Moreover, most of those publishers were also in the
process of withdrawing digital rights from BMI. So by
extension, the Pandora/ASCAP ruling could also af-

fect BMI, if Pandora asks the BMI rate court to look at
the consent decree and that judge agrees with Pando-
ra’s argument that BMI too must license its repertoire.

The court’s decision “has no impact on our funda-
mental position” ASCAP CEO John LoFrumento said
in a statement.

Soifthere are any losersin the ruling, it’s the four larg-
est publishers that thought they could get better rates by
pulling out of PROs and cutting direct deals with digital
music services that apply for compulsory licenses.

“Although Sony/ATV was not a party in this case, we
were very disappointed to learn of Judge Cote’s decision,”
Sony/ATV chairman Martin Bandier said in a statement.

“While we believe it is wrong and are hopeful it will be
overturned on appeal, the decision leaves open a number
of different approaches by which we can take action to
protect our rights and those of our songwriters.”

Whatever deals publishers cut will be measured
against whatever rate is set by the Pandora/ASCAP rate
court in a trial that won't begin until December. While
Pandora is trying to keep the rates it pays music publish-
ers low—last year it paid a total of 4.3% of revenue to the
three PROs—the industry is hoping to get closer to rates
recently negotiated directly with Pandora and iTunes Ra-
dio, which range from 5% to 10% of revenue. The hope
is the court will take those direct deals into consideration.

In the short term, the ruling likely delivers ASCAP
and BMI a victory because it makes no sense for the
publishers to pull out of the PROs to get higher rates
from digital service providers, because that income
stream is by far the smallest channel in terms of rev-
enue, paying ASCAP $25 million of the $601 million
collected by ASCAP domestically in 2012.

Long term, as digital revenue grows, there might
be incentive for the publishers to once again seek di-
rect deals, but the PROs aren’t expected to sit still and
take on that challenge.

The ruling ultimately could negate the direct licens-
ing deal cut by Sony/ATV and Pandora. Sources say the
two parties have agreed to abide by the direct deal and
any payments directly made to Sony/ATV by Pandora
will be reconciled against payments that Sony/ATV
gets from ASCAP. That deal will stay in place until the
end of the year. Then Sony will have to abide by what-
ever rates are set by the rate court until the current Pan-
dora license ends on Dec. 31,2015. @

DOMESTIC REVENUE SOURCES

COLLECTED BY ASCAP

CABLE $204 million
.RADIO $177 million
TV $104 million

BARS/CLUBS/STORES | $82million

DIGITAL $25 million

SYMPHONIC/CONCERT | $6.4 million

SESAC. There's a school of
thought that believes the ruling
could create opportunities for
companies like SESAC, which
doesn't operate under a consent
decree, to lure away the large
publishers from ASCAP and
BMI by offering to do general
licensing and whatever other
licenses major publishers don't
want to deal with.

Judge Denise Cote. In
arguing the motion, ASCAP
wanted the Department

of Justice to weighin on

the consent decree, but

the judge nixed that. So
while the consent decree is
an agreement negotiated
between ASCAP and the DOJ,
the judge has effectively set
herself up as the sole arbiter.

LOFRUMENTO: PAUL A. HERBERT/GETTY IMAGES; COTE: COURTESY OF U.S. DISTRICT COURT, SDNY
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TOMORROWLAND: JONAS ROOSENS/AFP/GETTY IMAGES

. EDM’s Social

is the latest

established [

- Explosion

BitTorrent

with the

release . Q
e One festival shows the potential
BitTorrent : 4l

Bundle oftune-in Opportunltles

containin .

aimmte By Kerri Mason

film titled

“secret-

project-

revolution”

that she co- The growing importance of social media in the life of an
g'tr:\fete;‘levz’:h EDM festival is often championed by industry insiders,
The movie is but now data obtained from Tomorrowland’s sold-out
designed to event (July 26-28) in the small Belgian town of Boom
‘f?rj ';fseggm shows exactly how its role plays out.

anonline The data across Facebook, Twitter and YouTube il-
public art lustrates the uncommon ability of EDM events to create
ﬁ;‘iﬁ;tﬁi online tune-in opportunities. Because when a massively
oppression. popular DJ is playing live in a unique setting, EDM fans

just have to see it—and share it. Numerous festivals, in-
cluding Ultra Music Festival, in the estimated $4.5 bil-
lion EDM market are live-streaming their events, like
Tomorrowland did on YouTube. But the biggest fish,
Electric Daisy Carnival, does not. That could change
this year, the festival’s first as a Live Nation entity. (The
concert giant acquired half of EDC’s parent company
Insomniac in June in a $50 million deal.)

Tomorrowland’s social prowess undoubtedly in-
formed the acquisition of a 75% stake in its parent
company ID&T in March for $50 million by Robert F.X.
Sillerman’s SFX Entertainment. Sources say SFX in-
tends to aggregate Facebook likes and YouTube views
into a massive global media buy for brands. (Tomor-
rowland’s reach hit a new high this year, when its 4.3
million Facebook likes eclipsed the Olympic Games’ 3.8
million.) If SFX succeeds, festival live-streams could
become alternatives to TV to reach the all-important
demographic of 16- to 24-year-olds.

In addition to a live YouTube broadcast, which at-
tracted 16.8 million viewers, Tomorrowland had a video
win with a new trope of the EDM festival market: the
after-movie. The 20-minute recap of the 2012 event
debuted in October 2012 and has amassed more than
91 million views. The 2013 recap was the most-watched
YouTube video of the day when it debuted on Sept. 11,
and has accrued 10.9 million views thus far. @

GROWTH IN TOMORROWLAND FANS/FOLLOWERS (AUGUST 2012-AUGUST 2013)
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Return Of The

Mega-Store

London’s Rough Trade opens
music retail ‘place of worship’
in Brooklyn

By Reggie Ugwu

INFOGRAPHIC BY DAVID FOSTER

The era of mega-music retail chains like Tower and Virgin is over,
laid to rest by the digital revolution and the plummeting CD sales
that followed. But across the Atlantic in London, Rough Trade ap-
parently never caught wind of that narrative. The retailer, founded in
1976, expanded its operations with a §,000-square-foot sister store in
London’s East End in 2007. In November, Rough Trade will arrive on
American shores with a 15,000-square-foot behemoth in Brooklyn.
Running counter to trends among most independent retailers in the
United States, sales at Rough Trade have been growing—up by 25%
in first-quarter 2013, according to the company’s quarterly earnings
report—with Rough Trade’s ambitions growing alongside them.

The retailer’s success lies in the perception among customers
that the stores are a cultural destination, rather than just a place to
buy music. Rough Trade has a rich history—the original store was

a cradle for post-punk in the late ’70s and its sister label, Rough
Trade Records, was home to the Smiths—and is known for frequent
in-store performances by in-demand acts of the moment like HAIM
and Local Natives.

“We don’t want simply to be a place of purchase, but a place of
worship,” Rough Trade co-president Stephen Godfroy says. “We’ve
used daring scale and creativity to redefine the expectation of what a
store can be.”

The Brooklyn store will feature a built-in live music venue and
bar that will operate nightly independent of the retail operation. It
will also host a cafe and permanent kiosks where local vendors can
sell non-music goods. If the store is successful, Godfroy says the
company plans to open more like it both in the United Kingdom and
around the world. @
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DIGITAL

[ ]
e Scaling Up
Easle :F:fgr:k Subscription services are
dferto undergoing a collective shakeup
wamerBros. ag the sector continues to find
sisnen —jts feet and make its promising
marketing — business model work

and strategy.

His exit
comes just
acouple

of months
before Beats
Musicis
expected to
launch its
on-demand
streaming
service.

By Glenn Peoples

ith several executive moves and
talks of job cuts and restructuring in
the last week, there’s already been
chatter about the beginning of con-
solidation in the digital music indus-
try—but this may be more about a battle for scale.

The search for scale became a lot more intense with
key executive moves at Rhapsody, Rdio and Muve.
Scale is vital, and a rare commodity in digital music.
For a licensed service, royalties to rights holders ac-
count for the majority of revenue. A service will oper-
ate efficiently when it adds enough customers and rev-
enue to cover its royalties and the fixed costs involved
in running the company. Without scale, a service burns
through cash and can’t gain traction.

Jeff Toig, the Cricket Wireless senior VP behind
the creation of subscription service Muve Music, an-
nounced he has moved to SoundCloud, the Berlin-
based company that offers a popular audio hosting
and streaming platform. His team will oversee part-
nerships with content creators and technology plat-
form partners like Facebook and Twitter and develop
new revenue streams.

Scale is one reason Toig was attracted to Sound-
Cloud. He acknowledges that many digital media com-
panies have struggled to build a highly scalable service.
But he feels SoundCloud’s 200 million monthly users
give it an opportunity to innovate and excel. “This is a
business that has already achieved a pretty extraordi-
nary level of scale and continues to grow.”

Toig has effectively switched from a successful but
challenging business model to one with fewer hurdles.
SoundCloud doesn’t license its content from rights
owners. Instead, creators pay SoundCloud to use its

Moving on:
Rhapsody's
Jonlrwin
(left) and
Cricket's
Jeff Toig

platform for hosting and streaming. Because rights
owners are clients, they do not dictate terms on pric-
ing and product features that help shape many other
streaming services and affect consumer adoption.

Subscription services Rdio and Rhapsody are try-
ing to achieve scale in different ways.

Rdio is hoping its partnership with U.S. broadcast
company Cumulus Media will help push it into the
mainstream. Cumulus gets a stake in Rdio parent
company Pulse Media and a new online platform for
its content. Rdio gets the promotional power of a net-
work with 525 radio stations in more than 110 markets
through DJs mentioning the service, as well as on-air
promotion and live events. CEO Drew Larner puts
the value to Rdio at “about $100 million.” Rdio has
a similar partnership—minus the equity stake—with
Australian broadcaster DMG.

Cumulus can offer the visibility few streaming me-
dia companies can afford to buy. “We do need a mega-
phone to let people know what we’re doing,” Larner
says. “Having a media partner like this, who’s vested in
our success, is a great asset to help grow the company.”

The pairing also allows Rdio to adopt a “freemium”
model in the United States. Cumulus will sell the ad-

Without scale, a digital music service burns
through cash and can’t gain traction.

DIGITAL MUSIC SERVICES' LISTENERS

SOUNDCLOUD 200 million
SPOTIFY 24 million

MUVE MUSIC/CRICKET | 1.7 million
RHAPSODY 1 million

vertising that will power Rdio’s free listening service
that’s expected by the end of the year. A free tier is
considered to be an effective way to draw more listen-
ers and ultimately drive subscriptions.

Rhapsody, the oldest of the subscription services,
has received an investment from Columbus Nova
Technology Partners, a firm with a small portfolio
of science and technology companies. In addition,
Rhapsody has laid off 15% of its staff and is adding
resources to its European operations. As part of the
restructuring, Jon Irwin will step down as Rhapsody
president and assume an advisory position.

There’s a clear impetus for the changes at Rhap-
sody: The subscription market has drastically trans-
formed in recent years. Spotify has size, momentum
and a seemingly endless line of interested investors.
Deezer has global ambitions and the backing of War-
ner Music Group owner Access Industries. Beats Mu-
sic, part of the powerful Beats by Dr. Dre brand, is
expected to launch later this year. @

Competitors. Major

Investors. None until

rdio
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partnerships like Rdio's with
Cumulus and restructurings
at Rhapsody are part of an
emerging market's weeding-
out process. With additional
competition, there's now
more pressure to be one of
the few winners in the space.

amiﬁmmb

SOUNDCLOUD

investors actually cash out.
But SoundCloud is becoming
large enough to attract
suitors and provide an exit
for Index Ventures, Union
Square Ventures and Kleiner
Perkins Caufield & Byers.

Cricket Wireless. Toig's
departure removes the
executive behind Muve
Music's creation, launch and
initial international expansion
to Brazil. The new leadership
arrives as competition is
fiercer than ever. The margin
for error has never been
smaller.
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MY
Day
Mark Pitts

President of Urban Music, RCA Records
CEO, Bystorm Entertainment

As president of urban music at RCA Records, Mark
Pitts oversees a roster that includes Usher and Chris
Brown. Also under his watch are RCA artists signed to
his Bystorm Entertainment: Miguel, Mali Music and
newcomer Treasure Davis; as well as J. Cole, who'’s
signed to his management arm. His background in-
cludes A&R stints with Bad Boy and Arista Records
plus management (the Notorious B.L.G., Nas).

I'm on the train going to the neighborhood gym. My
90-minute exercise routine varies from day to day.

Mad dash home to get ready for work. Am juicing now,
so usually mix a protein drink using fruits and veggies.

On the road to the office. This is my chance to listen to
music without any interruptions. Right now I'm listening to
all the new Usher material we worked on over the weekend.

Once I'min the office, | usually have two hours to
myself. | also have a second breakfast. While eating,

| watch ESPN's “SportsCenter”—I love basketball
and football. | also use this time to listen to more music, in this
instance new RCA signee Luke Christopher.

O 000

In an A&R meeting with RCA CEO Peter Edge and
president/COO Tom Corson and other A&R staffers.
During these four-hour meetings, we're reviewing
upcoming artist projects, getting updates on artists working in
the studio and listening to new songs. We also talk about talent
people are thinking about signing and other new opportunities.

@

ljuice up again as | head downtown to the studio to
spend a few hours with Miguel, who is recording his next
album. Miguel is a vibe guy who tends to work on five
songs at a time. He's in the early stages now, going through ideas
as we talk about life and other things.

Heading home. When I'min town, | try to cut my

8-3 workday short to get home to my 17-year-old son. After
yelling at him to turn down the music | hear rumbling
rom the garage, we go through his day.

R}
(=]
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I read emails and return calls. J. Cole started his tour [on
Sept. 10] in Florida, so I've been on the phone making
sure everything is moving smoothly. | also reserve the
nighttime to deal with non-RCA-related projects. Once again, the
TVison with either “SportsCenter,” “Law & Order” or the news.

Lights out. | end with a prayer and then I'm snoring.
—Gail Mitchell

e

Mark Pitts
photographed
at his office in

NEAGIS
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The Deal

Clear Channel,
WMG’s Tune-Up

WHAT: Clear Channel and Warner Music Group made a wide-
ranging deal that includes paying terrestrial artist performance royalties

in exchange for predictable artist performance rates on digital platforms.
Sources say the complete package will result in Clear Channel paying

WMG $30 million-$50 million total in the next three years. Sources say

the deal was packaged so that individual income streams aren’t broken

out, but if they were, Clear Channel would be paying on a pro-rated

basis about 1.5%-2% of terrestrial radio advertising revenue, about 3%

for Web simulcasts and slightly higher than the $0.0013 per play plus

15% of digital advertising rate that Apple agreed to for iTunes Radio for

the package to achieve the $30 million-$50 million payment range. The

deal also includes millions of soft dollars in promotional opportunities

for WMG artists. Clear Channel and WMG declined to comment.

WHY : Clear Channel Media Holdings CEO Bob Pittman has done
deals that include terrestrial artist performance royalties with WMG
and 10 indie labels because he says he needs to build a predictable
digital business model. He can now do so because while the statutory
rate of $0.0022 per song per listener is set, the number of listeners
who tune in isn’t predictable—but a 3% rate for Web simulcasts is. The
rate for the Pandora-like component of iHeartRadio isn’t so predict-
able, but Pittman is betting that his ad sales team is better than Pan-
dora’s and Apple’s. As for WMG, it just landed one of the industry’s
holy grails: payments for radio airplay.

WHO: This deal was struck between two executives new to their
respective industries. While Pittman was instrumental in the growth

of MTV and later ran AOL, along the way he headed up a real es-
tate company and co-founded a private investment firm. He came

to radio as a senior executive without the preconceived notions that

industry execs have, and signed deals with about 10 indie labels that

paid AM/FM artist performance royalties, something that radio has

been fighting against for 50-plus years. And other radio networks like

Entercom Communications and Beasley Broadcast Group followed

suit, so far, at least with the some of the indie labels. Meanwhile,
WMG CEO Stephen Cooper and his team got a sizable soft-dollar
promotional, artist-showcase deal that could preclude the other two

majors from getting equitable treatment if they pursue a similar deal

with Clear Channel.

IF: While the deal’s valuation can’t be determined, sources indicate
that all revenue streams were packaged together and deliberately
not spelled out. By obscuring the artist performance royalty rates for
terrestrial radio, that helps the case that the record industry is mak-
ing that congressional legislation is still needed on such royalties, one
that will set a rate or a process to do so. Artists also want legislation
that will require payments be directed to SoundExchange, which the
WMG deal does, so that royalties are split evenly between artists and
labels, with the former paid directly, which means the payments aren’t
applied against advance recoupments. —Ed Christman

Sources say the complete package will result
in Clear Channel paying WMG $30 million-
$50 million total in the next three years.
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Doug Morris (left) and
Lucian Grainge. This puts
the pressure on Sony Music's
and Universal Music Group's
chairmen to get deals done for
artist performance royalties,
particularly if the WMG

deal provides artists with
incremental revenue.

WMG management. Len
Blavatnik revamped the
WMG executive team under
the leadership of Stephen
Cooper, and with the addition
of COO Rob Wiesenthal and
general counsel Paul Robinson
was able to cut a deal with
Clear Channel after the
previous team turned it down
for a terrestrial-radio pact.

Big Machine’s Scott
Borchetta and Glassnote’s
Daniel Glass (left). The
WMG deal gives the

indie labels’ CEOs—who
pioneered the Clear Channel
partnerships—a new, higher
target rate to aspire to when
their labels' deals with Clear
Channel come up.

ILLUSTRATION BY BRIAN STAUFFER
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CLEAR CHANNEL BY THE NUMBERS 1 50/ Pro rata share of Clear
o (o

Channel’s radio advertising
revenue WMG will receive

3%

EXECUTIVE TURNTABLE

MANAGEMENT

Team 8 Management founder Rich Cohen joins
Mick Artist Management as a partner, joining
company founder Michael McDonald and GM Jona-
than Eshak in the partnership. Cohen founded Team
8 in 2007 and represents such clients as Passion Pit,
Tokyo Police Club, Lord Huron and St. Lucia. All
acts are expected to move with Cohen to Brooklyn-
based Mick Artist Management. “Rich is a pro, and
approaches career musicians the same way we do,”
McDonald says, adding that the Mick infrastructure,
including in-house tour marketing, digital and radio
promotion staff, will benefit Cohen’s clients. “It’s

a great fit all around, and we're thrilled to have him
onboard.” Mick Artist Management’s client roster
includes John Mayer, Ray LaMontagne, the Walk-
men, Walk the Moon, Brett Dennen, Deer Tick, Justin
Townes Earle, Real Estate and White Denim.

PUBLISHING
BMI names Michael O’Neill president/CEO. He re-
places Del Bryant. O’Neill was senior VP of repertoire
and licensing.

DIGITAL
Pandora appoints digital advertising veteran
Brian McAndrews CEO/president/chairman. He
replaces Joe Kennedy. McAndrews was president/
CEO of aQuantive.

PledgeMusic names John Lenac head of busi-
ness development. He was founder/CEO at TechIT
Media Group.

RECORD COMPANIES
Universal Music Group promotes Michael Alex-
ander to senior VP of international for Island Def
Jam, Motown and Republic Records. He was VP of
Island Def Jam.

Warner Music Nashville ups Jeremy Holley to
senior VP of consumer and interactive marketing. He
was VP.

RELATED FIELDS
The Chamber Group names Isabel Quinteros
senior director of its Los Angeles office. She was ac-
count supervisor at PMK*BNC.

—Mitchell Peters, exec@billboard.com

Sean
Combs'
cable
channel,
Revolt, will
go live Oct.
21onTime
Warner cable
systemsin
New York
and Los
Angeles
priortoa
national
launchin
January.
Revolt will
be made
available to
customers
who
subscribe to
the Variety
tier and will
require two-
way-capable
digital
cable-ready
equipment.

Further Dealings

Alternative Distribution Alliance

has announced a partnership with Jack
White’s independent label Third Man
Records. Based in Nashville, Third Man
has released recordings from the White
Stripes, the Raconteurs, Beck, Alabama
Shakes and Conan O’Brien, among oth-
ers. ADA will contribute its digital and
physical distribution services to releases
from the label’s roster. In June 2012, ADA
expanded its services to the independent
music community by officially joining
forces with Independent Label Group,
adding the company’s resources and ex-
pertise in radio promotion, publicity and

Third Man
Records in

_ marketing to ADA’s cur-
Nashville

rent offering. Since then,
ADA has signed a range
of new deals, including
ones with hip-hop duo
Macklemore & Ryan Lew-
is as well as such labels as
PRMD, Partisan Records,
the End Records, Innova-
tive Leisure, New West
and Sumerian Records.
... Primary Wave Music has finalized a
publishing joint venture with indie label
Elm City Music, which was founded in
2012 by A&R veteran Michael Caplan.
The new deal gives Primary Wave Mu-
sic administration rights to market and
leverage some of the label’s current ros-
ter, as well as co-publish future signings.
Before starting Elm City Music, Caplan
was at Sony Music for 23 years, where
he signed such acts as the Allman Broth-
ers Band, Tower of Power, Ginuwine, G.
Love & Special Sauce, Matisyahu and
Los Lonely Boys. Elm City’s artist ros-
ter spans from heavy metal supergroup

Adrenaline Mob and rock-pop band
Miggs to Stephen Kellogg and singer/
songwriter Andrew Belle. . . . Sony Mu-
sic Entertainment, Universal Music
Group, Warner Music Group and AB-
KCO have filed suit against SiriusXM for
allegedly ignoring state copyright laws
and refusing to pay artist performance
royalties for pre-1972 music that it broad-
casts. The lawsuit comes on the heels of
similar suits the Turtles and SoundEx-
change filed against the satellite radio
company. While federal copyright law
protects all master recordings created af-
ter1972, labels have long maintained that
individual state laws protect their owner-
ship and are asking the Superior Court of
California for a ruling that will vindicate
their “valuable rights.” As part of the
lawsuit, the labels are asking for dam-
ages and punitive damages, as well as a
preliminary and permanent injunction
enjoining the defendants from infringing
on the label’s pre-1972 master recordings.
The claim was filed on behalf of the la-
bels by Mitchell Silberberg & Krupp.

Pro rata share of ad revenue Amount WMG could
from Clear Channel’s Web m receive from Clear Channel
through the partnership

simulcast paid to WMG

GOOD

Works

Fighting Pediatric
Cancer

Kendal Lividini was only 17 years old when she died of
acute myelogenous leukemia in 2011. But her indomi-
table spirit lives on in alt-rock band Quietdrive’s emo-
tionally charged “Even When I'm Gone.”

Made available worldwide through digital retailers
on Sept. 3, the Orchard-distributed single will be ac-

Quitedrive
performing
ataTeam
Kendal
[eF4
concerton
Sept. 7.

companied by a viral music video that arrives Sept. 21.
The mission behind both projects: to raise awareness
of and research dollars for the fight against pediatric
cancer. The campaign is a four-way partnership involv-
ing Quietdrive, Team Kendal Kidz, Children’s Can-
cer Research Fund (CCRF) and Rock the Cause, the
nonprofit label behind Zach Sobiech’s Billboard Hot
100-charting “Clouds” single and Fix Me Up EP.

“Everyone knows what the color pink is for but not
that September is National Childhood Cancer Aware-
ness Month,” says John Lividini, Kendal’s father.
“Funding for pediatric cancer is a fraction of what it
should be. We're trying to make a difference.”

Spurred by his daughter’s love of music, John asked
Quietdrive’s Kevin Truckenmiller to pen a song. “In
the studio it felt like Kendal was writing the words for
me,” Truckenmiller recalls. The band publicly per-
formed “Even When I'm Gone” for the first time at
Team Kendal Kidz’ third annual concert (Sept. 7) at
the Royal Oak Music Theatre in Royal Oak, Mich. Join-
ing Quietdrive as special guests were Bliss 66 and Half
Light Music.

Rock the Cause CEO Scott Herold says that more
than 300 stations either downloaded or exported
“Even When I'm Gone,” helping to make the song No.
1 at Play MPE as of Sept. 9. “There’s a lot of interest
from [adult top 40], top 40 and Christian rock radio,”
he says.

In tandem with Spotify, Rock the Cause has also
created a National Childhood Cancer Awareness
Month playlist. All proceeds from “Even When I'm
Gone” are donated to CCRF, which is helming the
song’s video initiative. —Gail Mitchell
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Think Tank

Music Is The
Platform

A new kind of startup takes
the position that music
can be used to create
something greater beyond
simply selling songs and
managing rights

very time you read about the “platform wars” it’s a dis-

cussion about how the tech giants of the last two to three

decades are battling to decide the future of consumer

technology. So the usual names: Apple vs. Amazon vs. Mi-

crosoft vs. Google fighting to create the dominant operat-
ing system platforms and pre-eminent hardware.

Music is almost always a pawn in these wars—but it is also always
present, even if it comes across as a disposable consumer enticement
that provides stickiness, enhanced experience and overall sexiness.

This is why it will be intriguing to watch two fledgling companies
started by veterans of the music business, SFX chairman Bob Siller-

A Super Alliance

The Super D-Alliance

deal taps the value of ( A
smart financiers, industry iy
veterans and long o
relationships A

uper D’s acquisition of Alliance Entertainment is giving the

music and video industry’s credit managers and indepen-
dent label owners an old-school concern: How much debt

is involved, and what does it mean to the pecking order of
who gets paid when?

Whenever an acquisition takes place, label owners want to know
who they’re supplying credit to and what their financials look like, be-
cause traditional industry terms call for labels to provide trusted retail
and wholesale accounts with two months’ credit. So, should they give
Super D the same large credit line they gave Alliance?

Alliance has been impeccable in making timely payments to ven-
dors in the last few years, as has Super D, according to sources. But
we're talking about two completely different levels of credit.

Super D, with revenue of $195 million, acquired Alliance with $725
million in revenue. A major label or studio might provide Super D with
$3 million in credit in the fourth quarter, and give Alliance $25 million.

The first thing the suppliers with clout will want to know is how
much debt Super D took on to buy Alliance. The company refused to
discuss financials with Billboard, but it has to supply that information
to the major vendors. In the meantime, Billboard estimates that Super
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man and former Live Nation CEO Irving Azoff.

Sillerman is pushing ahead with his EDM startup, which has rolled
up some 15 EDM festival businesses in the last year. In the coming
weeks he’ll take the company on a roadshow to institutional investors
to discuss the potential of SFX Entertainment and the wider youth-
led EDM market ahead of an initial public offering that could value
the company at up to $1 billion by some estimates.

Azoff has teamed with his good friend and artist client Jim Dolan,
chairman of the Madison Square Garden (MSG) Co., to create a new
joint venture called Azoff MSG Entertainment (AMSGE). It will op-
erate in artist management, publishing, live entertainment branding
and digital services, among others.

But here’s what is most notable
about these two veterans’ latest moves.
They’re showing investors a different
way to think about music business mod-
els in a digital world. They’re indirectly
making the argument that music, just
like technology, should be a consumer-
facing platform around which one builds
a business rather than battling to own
rights as a lower-margin music “supplier”
like a label or publisher.

SFX is most explicit with its ambi-
tions. It is pitching brands the opportuni-
ty to get in front of millions of elusive, young, disposable-income-rich
and attention-poor consumers in a captive setting through its roster of
major EDM events. Billboard has learned SFX is asking for as much as
$50 million from marketers for one of several global branding oppor-
tunities. Whether or not SFX gets what it’s asking for, what’s impor-
tant is that a music startup has shifted its value proposition from the
usual fraught discussions around rights and music use to the music

THE BIG NUMBER

Amount SFX is seeking for
prime branding sponsorship.

50

MILLION

D paid atleast $125 million and took on at
least $60 million in debt—and maybe as
much as $75 million.

On the plus side of the equation, Su-
per D has already won over Alliance’s
bank, Wells Fargo, which is the lead
bank in a consortium that will provide
an expanded secured revolving credit
facility. Alliance’s revolver was for $110
million. The new Super D revolver is for
$135 million. Some of that was used to
pay for the acquisition.

But according to sources and con-
firmed by Super D principal Bruce Ogil-
vie, the sellers—private equity firms
Platinum Equity and Gores Group—are
holding most of the debt. What’s more,

itself as a platform for the right partner.

Azoft is less explicit about his plans just a couple of
weeks after announcing his joint venture. Cynical ob-
servers might wonder how a business that has yet to
create anything is worth the $300 million valuation
implied from the announcement. While the Dolan
family’s control of the MSG board might mean the
due diligence might've been less intense, that doesn’t
mean this isn’t a smart bet. Azoft’s vision is to use mu-
sic as a platform to leverage artist relationships more
efficiently under one roof blending traditional artist
management with live branding and digital media.
You can expect AMSGE’s combined clout to help it in
reaching out to brand partners offering live artist spon-
sorship packages as just one example.

Interestingly, Sillerman and Azoff are both just a
couple of degrees removed from today’s Live Nation,
which has been developing a music-as-a-platform con-
cept for several years now. Its brand sponsorship busi-
ness generated impressive operating profit margins of
70% on revenue of $248 million in 2012 compared with
razor-thin margins in the concert and ticketing busi-
ness. But a much smaller, nimbler startup like SFX or
AMSGE, which doesn’t have any of the legacy issues of
a $4.5 billion company like Live Nation, could have a
significant impact in rewriting the rules of the game. It
would appear old dogs are teaching us all new tricks. @

TAKEAWAY: While tech companies often treat music as
a disposable loss leader, the industry has something to
learn from two veterans who've put music front and center
in their plans.

that debt will likely be paid in stages since it’s divided
into subordinated debt and earn-out debt, which
means that the latter debt payment is dependent on
certain conditions. So if Super D hit financial trouble,
the revolving credit facility lenders, who are secured by
the inventory, get paid first, the secured trade vendors
second and Platinum and Gores third. The unsecured
trade creditors, including indie labels, would get paid
last, along with the landlord, electric company and
other creditors.

While some may be skeptical of buying a CD whole-
saler when digital is on the rise, Super D is betting that
as retailers downsize their in-store music inventories,
CD sales will continue to move online, where Alliance
and Super D are the dominant players behind Amazon,
which they also supply. In other words, as CD sales
shrink, Super D and Alliance’s market share in CDs
should increase. Moreover, Billboard estimates that the
combined Super D and Alliance will wring out enough

synergies to add to the estimated $50 million in earn-  Alliance’s
ings before interest, taxes, depreciation and amortiza- (Fl’;(tt‘)*';fée'
tion to handle interest payments and debt repayments.  gper D's
Ogilvie says his plan is to be debt-free in three years. Bruce
Ogilvie

Another positive to consider: Key members of the
Alliance team are staying onboard, including head
of operations Peter Blei and Alliance CFO George
Campagna, who has won the trust of vendor credit
managers. Ogilvie and Super D founder Jeff Walker
are veteran one-stop operators with 44 years’ combined
experience. Under Ogilvie’s guidance as chairman of
Wherehouse Entertainment (he joined the company
after it filed for Chapter 11 protection), the music indus-
try got a larger-than-expected payout.

Iwouldn’t bet against Super D on this deal. @

TAKEAWAY: Distribution of physical product is
unfashionable, but remains important. Super D is betting
that as shelf space declines, CD sales move online.

“ONE DIRECTION: THIS IS US": CHARLIE CAMPBELL/© 2013 TRISTAR PICTURES. ALL RIGHTS RESERVED
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One
Direction in
“This Is Us.”

2 when the Labor Day receipts were factored in and
then took a precipitous 74% drop in its second week

. A~ . to land at No. 6.
Unl qu e Dlre ctl On Concert films, as a rule of thumb, drop close to 50%
each week and hold on to their initial screen count—
F ¢ T h A I U ’ “This Is Us” opened on 2,735 screens—for three or four

weeks before that number is lowered dramatically.
Paramount’s Katy Perry film, for example, was halved

Sony, One Direction

add new international

to 1,123 screens in its fourth week and that figure was
halved weekly until it ended its nine-week theatrical run.
dimension to concert films

Using the math of the Perry and Justin Bieber
films, “This Is Us” is likely to earn another $9 mil-
lion-$10 million more at the box office. That will take
it to about $3§ million total in the United States, put-
ting it in fourth place all-time, far behind the $65 mil-
lion pulled in by “Hannah Montana and Miley Cyrus:
Best of Both Worlds Concert.”

But in the film world, unlike most cases in the music
or the third year in a row, a high-profile pop art-  business, international sales can make the difference
ist’s concert film opened in the top five at the ~ between profitable, which “This Is Us” already is, and
box office and was well on its way to profitabili-  a smash, which it may become. The film has already
ty. Sony’s One Direction film “ThisIsUs”had ~ topped Bieber’s foreign revenue of $24.4 million and

Register

now for two striking differences than its predecessors: ~ Perry’s relatively insignificant $7.1 million. Of course,
the Film & significant foreign ticket sales and, in the United States, ~ all of them are dwarfed by “Michael Jackson: This Is It”
g\;n'\]f'e‘ifce asignificant drop at the box office in the second week. with $189 million generated at the foreign box office.

Use code Of the three films—“This Is Us,” “Justin Bieber: The Perry and One Direction films were released on
BIZ13and Never Say Never” and “Katy Perry: Part of Me”—the  different holiday weekends; the Bieber film just before
save. One Direction film is the first to roll out extensivelyin ~ Valentine’s Day and with Presidents Day falling on its

overseas territories, pulling in $26 million as of Sept. 8,  second weekend. Labor Day may ultimately be seen as
its 10th day of release. At the time it accounted for 57%  a less-than-opportune time to release a film as young-
of its total box-office tally, according to figures com-  sters head back to school immediately after it opens, so
piled by Box Office Mojo. any act that does mostly domestic business will likely
In the States, however, “This Is Us” came in first  avoid that weekend in the future.

place for the Aug. 30-Sept. 1 weekend, dropped to No. The success overseas, however, certainly has to

whet the appetite of any film company with a strong in-
ternational distribution arm. These films cost between
$10 million and $15 million to make, and in One Direc-
tion’s case, the film serves to set up the single “Best

ne Direction: Thi Katy Perry: Partot Me  Just

L Song Ever,” a late-November album release for Mid-
night Memories and international tour dates. The other
e films served different purposes: Perry’s was more the
closing of a chapter of her life, Bieber’s a biography
oM with performances. The question of who’s next—Tay-
lor Swift? Lady Gaga? The adult edition of Miley
L Cyrus?—obviously has numerous potential players,
but options for music stars could be broadened de-
1o pending on the success of performance documentaries
S focused on Metallica and Jay Z.©
TAKEAWAY: Paramount and Sony have tapped the
0 promise of music's global appeal in the concert film game,

WEEl{lENDI WEEKIENDE FGR;!GN and it spells opportunity for a multitude of acts as foreign
(FIRST10DAYS)  box office boosts the economics.
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Matt Harmon
President
Beggars Group USA

What did you wake up thinking about this morning? Iwoke up
thinking about our future U.S. headquarters that we're building here
in New York. I dream about it almost every night. It’s a pretty mas-
sive undertaking—three floors in a 150-year-old cast-iron building in
SoHo. We bought it almost two years ago and we feel like it’s probably
about a year away still, but I'm excited for it to be a new home for the
company. Since Beggars first started in the U.S. almost 20 years ago,
we’ve always rented a space. We're at a point now where we want to
further establish ourselves, and buying an office really commits us to
the market and what we’re doing here in the U.S. It’s pretty exciting,
but it’s also a massive amount of work.

Describe a lesson that you’ve learned from a failure. Years ago
when I was working in the marketing department here at Beggars, I
remember a particularly unpleasant interaction with an artist who was
out on the road and was unhappy with the way promo was going and
the way records were selling. At that point I learned that when dealing
with artists and dealing with people in general in the business, a good
dose of honesty and transparency is a really necessary part of main-
taining good relationships. It’s much better to be working on the same
team with everyone—be they artists, managers, third-party partners
or employees—and for everybody to know what’s going on and where
we stand. If not, you’re just creating a more complicated situation that
you’re going to have to dig yourself out of. There’s never anything to
be gained from creating adversarial relationships with people that you
need to work with. We're all working toward the same goal.

MattHarmon
photogllaphed
L |

atthe Begg

What will define your career in the coming year? We're in the
process at Beggars of creating internal systems globally that will run
our business into the future. We’re doing a major overhaul to our ac-
counting and sales and royalty systems. The need to supply metadata
and that kind of information to support our digital business is becom-
ing more and more important. You have to have the technology that
will allow you to meet the needs of an ever-changing market. Devel-
oping those systems will be a big part of our approach to new models
and new revenue streams going forward.

Favorite breakfast:
“Everything bagel with
cream cheese and nova lox
from Russ & Daughters.”

Firstjob: "College radio
intern at Big Cat/Jet Set
Records.”

Memorable moment:
“Getting the news that
Vampire Weekend’s
Contra debuted at No.
1onthecharts. It's
something that I'd never
even dreamed about
when | started working at
Beggars 15 years ago.”

Name a project that you're not affiliated with that has most
impressed you in the past year. The one that’s most impressed me
is Macklemore & Ryan Lewis. They built an audience through hard
work and a lot of touring and, obviously, social media tools as opposed
to relying on gimmicks. It was a very small team that created something
that eventually grew into the juggernaut that is that record.

Advice for young
executives: “It sounds
like a platitude, but
teamwork can never

be underestimated.
Good ideas can come
from anywhere in

an organization, but
execution of those ideas
happens best when every
departmentis working in
concert with maximum
transparency.”

Name a desert island album. Neil Young’s On the Beach. It’s a re-
cord that I never get tired of. I love the loose sound and how rough
the production is. I can listen to the song “Revolution Blues” over and
over again. —Reggie Ugwu

“The need to supply
metadata to support
our digital business is
becoming more and
more important.”
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1"This cheap
bottle of
Champagne
was a prop

in Vampire
Weekend's
'Ya Hey' video.
We drank
much nicer
Champagne
the week the
album debuted
atNo. 1."

2"Thealbum
title is the
origin of the
Beggars
Banquet label
name. My
oldest son gave
the [drawing]
tome afew
years ago
and it serves
asagentle
reminder to
make sure
there's always
abalance
between my
personal and
professional
life.”

3“Not my
favorite

Sonic Youth
album, butan
important one
in my college
yearsand a
great four-LP
boxed set.
Beggars has
allowed me
to work with
some of my all-
time favorite
bands.”

4" try toride
towork. It's
during these
rides that | do
my clearest
thinking.”

PHOTOGRAPHS BY AXEL DUPEUX
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Life Is Good

Happy born day, Nas! The still baby-faced rapper
celebrated his 40th in style with Mariah Carey,
UMG’s Barry Weiss, Hennessy’s Rodney Williams
and a can’t-miss pink blazer at a dinner party at
New York hotspot Avenue on Sept. 12.
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1 Smokin": Mariah Carey, sporting a blinged-
out sling, surprised Nas with a Louis Vuitton
cigar humidor as actors (and couple) Joel
Kinnaman and Olivia Munn looked on at his
40th birthday party at Avenue in New York

on Sept. 12. Jermaine Dupri, Pusha T, actor
Anthony Mackie, fellow rap legends Q-Tip
and Special Ed, and Nas’ family—including
his father, trumpeter Olu Dara—were also in
attendance.

2 Rodney Williams (left), senior VP of
Hennessy, with which Nas signed an
endorsement deal earlier this year, toasted the
birthday boy: “We wish him another 40 years
plus of success and happiness.” Nas returned
the favor later on: “Me and Hennessy go back
like Filas and Cuban links,” he told party-goers.

3 Windsor Lubin (left), co-owner of streetwear
brand Slowbucks, and Universal Music Group
East chairman/CEO Barry Weiss showed Nas
some birthday love. "With the level of talent
that Nas has, there’s no doubt that he can keep
going until he’s 50—when he'll look 25!" Weiss
told Billboard.

4 The world is theirs: Def Jam executive VP
Shawn “Pecas” Costner (left), rapper Maino
(in glasses) and Nas laugh it off. “This is my
life, you decide yours,” Nas yelled on the mic,
quoting Kanye West's “Can’t Tell Me Nothing.”

5\
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“"His music will be with us
forever and a day.”

—Glodean White on her late husband, Barry White

Love Unlimited B L \L

The late, great Barry White was
honored with a star on the Hollywood
Walk of Fame by Motown founder
Berry Gordy. On Capitol Hill, the
RIAA’s Cary Sherman discussed

the digital revolution with Vevo’s

Rio Caraeff, Spotify’s Ken Parks and
Warner Bros. Records’ Rob Cavallo

OVER

Heard

Angelinvestor: Markus

Dravs, the producer/songwriter
best-known for helming rock
full-lengths like Coldplay’s Mylo
Xyloto and Mumford & Sons’
Babel, has followed up his work
on Arcade Fire's upcoming
Reflektor with Detroit-bred rapper Angel Haze's
debut, Dirty Gold, due in January on Republic.
Dravs tells Billboard that he worked on “70%"

of the project, and compared the 22-year-old's
vision for the album to Bjérk’s work on her 1997
classic, Homogenic, which he helped engineer. “|
was very impressed early on that she's got a really
good singing voice,” Dravs says of Haze. “Rapping
is something she obviously doesn't need any help
with, but her voice has got a lovely tone.”

1 Ten years after his death, Barry White was
honored with a star on the Hollywood Walk

of Fame on Sept. 12. “Barry was a major
innovator,” said Motown founder Berry Gordy,
seen here with White's wife, Glodean.

2 Hello, Brooklyn: Members of Fall Out Boy
celebrated with Island Records president
David Massey after their sold-out show at
Brooklyn’s Barclays Center on Sept. 7. From
left: Fall Out Boy's Pete Wentz, Massey and
Fall Out Boy's Andy Hurley and Joe Trohman.

The End’s new start: Billboard ran into Andreas
Katsambas, founder of the End Records, ata
sold-out Anathema show in New York on Sept.
14, where he told us the Brooklyn indie had

inked a global distribution deal with Alternative
Distribution Alliance. "The world is shrinking,
so | was looking for an option that would allow
me to develop my artists outside of the U.S.,”
Katsambas said, adding that ADA's presence on
both coasts was also a big attraction. The End
was previously distributed by RED; its eclectic
roster includes the Lemonheads, the Dandy
Warhols and the Black Crowes’ Rich Robinson.

3 Marky Ramone (second from left) joined

Fall Out Boy's Trohman, Wentz, Hurley and
Patrick Stump (from left) at Barclays, sitting
in on drums for covers of the Ramones classics
“I Wanna Be Sedated” and “Blitzkrieg Bop.” “It
was a dream come true,” Wentz told Billboard.
“If it weren't for the Ramones, I'm not sure Fall

Out Boy would exist.” Country Christina: Reflecting -

on her tenure as a coach on “The

4The RIAA and Why Music Matters hosted Voice,” Christina Aguilera told i =
a seminar on Capitol Hill titled “Breaking Billboard the show has opened L ¥
Through in the Digital Age” at the Rayburn her up to a whole new world: =Y

House Office Building on Sept. 10. The event
featured a performance from LP (center)

and discussions with Warner Bros. Records
chairman Rob Cavallo (left), RIAA chairman/
CEO Cary Sherman (right), Spotify chief
content officer/managing director Ken Parks
and Vevo president/CEQ Rio Caraeff.

country. “I didn't know that much

about country music, actually,”

she said at a recent dinner with

“Voice" executive producer Mark

Burnett in West Hollywood, after a taping of
“The Tonight Show With Jay Leno.” “I've opened
up my ears. | became a Miranda Lambert
fan—she’s a clever, interesting songwriter and a
kick-ass female.”

5"“The music industry has a great story to
tell, and it's really important for our nation’s
policymakers to hear it,” Sherman (left) said
of the RIAA event, where Vevo's Rio Caraeff
(center) and Spotify's Ken Parks “discussed
how digital innovation is driving our future.”

6 PushaT (right) threw alistening party for his
solo debut, My Name Is My Name, due Oct. 8
on G.0.0.D. Music/Def Jam, at New York's
Industria Superstudio on Sept. 11. G.0.0.D.
Music founder Kanye West stopped the music
to scream Pusha and the label's praises: “We
don't give a fuck about how much goddamn
money you make—we make good music!”

7 West and BET president of programming
Stephen Hill (right) at Pusha T's party, which
also drew Estelle and Fabolous.

81In asequel to their infamous “Ms. Katie, I'm
a gangster”interview in 2009, Lil Wayne was
the first guest on the second season of Katie
Couric’s "Katie” on Sept. 9in New York.

Kirvin Doaks Communications’ Alison Monaghan captured the
Jonas Brothers throwing down at Las Vegas’ XS nightclub.

9 The T.J. Martell Foundation honored
Paradigm Talent Agency East Coast music
head Marty Diamond at its annual Family
Day, which raised funds for cancer and AIDS
research at New York’s Roseland Ballroom
on Sept. 15—with help from Jason Mraz,

Ed Sheeran and Austin Mahone. “We all
know Marty's the king of selling out shows,
so we loved putting him onstage for once,”
Family Day chairman and Ketchum Sports &
Entertainment executive VP Marcus Peterzell
said. From left: Foundation CEO Laura
Heatherly, Diamond, Mahone and Peterzell.

@alisonem The #JonasBrothers celebrating @nickjonas’ 21st
birthday at @xslasvegas last night. Brother @JoeJonas got him a
pair of Frank Sinatra's tap shoes while @KevinJonas anted up with
casino chips to break in the monumental birthday in true #Vegas
fashion. #jobros #backbeat @billboard

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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From left:
Russell
Wallach,
Marcie
Allen, Lori
Feldman,
Marcus
Peterzell
and Bozoma
Saint John
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With sponsorship spending on music festi-
vals, events and tours expected to reach a re-
cord $1.3 billion in 2013, according to analyt-
ics firm IEG, Billboard gathered five thought
leaders from key sectors of the branding
and music industries at the Billboard studio
in New York to discuss the challenges and
opportunities of the future. As the success
of the Jay Z-Samsung deal showed, music
sponsorship has progressed well past ques-
tions of “selling out” to more of an expected
alliance among fans, bands and brands—a
model that professional sports has used for
decades. And the $139.5 billion that market-
ers spent on U.S. advertising expenditures in
2012 suggests there are plenty of buckets left
to be tapped.

Just how hot is the music industry among
brands right now? “We may actually close a
deal before this discussion is over,” Marcie
Allen says, setting her Samsung Galaxy phone
aside for the next hour in hopes that her lat-
est brand client will deliver good news about
a pending artist program. And with that, we
were off and running in a wide-ranging dis-

cussion on the best uses of big data, Miley Cyrus’
MTV Video Music Awards (VMAs) performance and
the future of sponsored music distribution.

Since we’re talking about brands and music, I
want to lead with the news about Bruno Mars
playing the Pepsi Halftime Show at the 2014
Super Bowl. With a booking as big as that, do
you employ focus groups as you would for a
regular brand campaign?

Bozoma Saint John: Honestly, it’s a mix of things.
The NFL leads the conversation and decision, of
course. For us, some of [the decision-making pro-
cess] is a mystery. As a partner of the Halftime Show
we're there to amplify any of the information, news
or activity.

Speaking of focus groups, what are some ways
the rest of you employ big data to determine
which artists and brands to work with?

Russell Wallach: [Our acquisition of] BigCham-
pagne clearly is one way we'’re able to do a lot of
analysis on bands that are showing a lot velocity,
down to the market. Our brand partners actually
look across what’s happening on all of social media,
including peer-to-peer, and we align that with Tick-
etmaster, which has 100 million people in its data-
base, and align that with how they buy their tickets
as well as how many tickets they buy. We built a live
analytics business to help our venue clients but also
align with brands because we have insights about
the music fan that nobody else has.

Lori Feldman: We use data a lot in our own target-
ing. We subscribe to NPD data. We do profiles on
every artist. It gives us a tremendous way to call on
a relationship that we have or make a cold call to
someone we’ve never spoken to because the data is

A
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so clear that a particular consumer product is perfect for this par-
ticular artist. It doesn’t necessarily apply to every single phone call
that I get. Sometimes it’s a gut feeling, that a brand wants to be
involved with an artist for whatever reason.

Marcus Peterzell: We have an 80-person global research de-
partment at Ketchum, so we tap into them and their syndicated
research to make sure it’s brand-right and target-right. I'm work-
ing on something I've been talking to Lori about, where we were
looking at NPD items eight months ago. So we did a survey in 48
hours, across seven countries, to determine a consumer’s passion
for entertainment points in film, TV, gaming, music—it wasn’t per-
fect, but we got a snapshot that showed that music in five of the
seven territories was No. 1, and No. 2 behind gaming in the U.K.
and Germany. So it could be a snapshot for proprietary research,
then you use the syndication models to back it up.

Marcie Allen: I agree that while it can be a snapshot into what a
brand should do, a lot of it has to do with just good old gut feeling.
And yes, while social media numbers are really important, whether
it’s album sales or general buzz, more so brands are stepping away
from focus groups. Because sometimes if you just pluck 30 people
out of Middle America, they might not know there’s a 16-year-old
coming out of New Zealand—Lorde—and say, “I've never heard
of her, so you shouldn’t do business with her.” When, obviously,
that’s somebody you should do business with.

The Jay Z-Samsung deal sent a lot of ripples through the
industry as far as the role that brands can and should play in
the distribution of music. Boz, Pepsi is currently giving away
downloads of Katy Perry’s “Roar” to fans as part of a contest
in association with MTV for the VMAs. Where are we head-
ing in terms of brand ownership of music, and do things like
sales and chart positions factor into those decisions?

Saint John: It’s more about the fans—fan engagement, what the
artist is doing and how we can integrate with what the artist is
doing with the fans. That’s the intersection we find important. At
the end of the day, it’s not about us or how many albums or songs
the artist has sold. That’s important, and we want to make sure

The Panel

MARCIE ALLEN

Title: Founder/president, MAC Presents
Age: 39

First music deal: Alison Krauss & Union
Station tour sponsored by Cracker Barrel
Old Country Store in 2004.

Notable deals of last 12 months: The
Rolling Stones and Citi Private Pass, Riot
Fest and Samsung Galaxy Mega, Cher
Lloyd and AT&T

Predictions for the music industry in 2014:

“Music sponsorships in North America will
pay artists and record labels more than
Pandora, Spotify and YouTube combined.”

LORI FELDMAN

Title: Senior VP of brand partnerships and
music licensing, Warner Bros. Records
Age: 45

First music deal: "Ashley Tisdale's
partnership with the launch of Degree Girl
Deodorant—it featured a TV campaign,
on-pack promotion, retail extensions, an
exclusive EP of cover songs by Ashley, a full
online campaign and more.”

Notable deals of last 12 months: Green
Day and Nokia Music, Theophilus London
and Chevrolet, Avenged Sevenfold and
“Call of Duty: Black Ops Il," a first-of-its-
kind partnership between Linkin Park and
Microsoft for the relaunch of Xbox Music
Predictions for the music industry in 2014:

“The music business has seen its darkest days.

| see nothing but tremendous possibilities,
great ideas and extraordinary music that will
continue to inspire people.”

RECORDS

MARCUS PETERZELL

Title: Executive VP of entertainment,
Ketchum Sports and Entertainment; head of
Ketchum Sounds

Age: "Over 21"

First music deal: Nokia and Staind for
Nokia's Totally Board action sports/music
festival in Europe.

Notable deals of last 12 months: Nick
Lachey and Wendy's, Little Big Town and
MasterCard, Michael Bublé and Transit
Wireless, Steve Angello and Kraft Mio,
Ariana Grande and Sharpie

Predictions for music industry in 2014:
“Decrease in music download programs,
increase in indie artist programs, artists
having larger creative role in brand
programs.”

BOZOMA SAINTJOHN

Title: Director of cultural branding, PepsiCo
Age: 36

First music deal: "My first deal is so special

to me because | still rock with most of these
guys and they are amazing artists. | worked
with our music agency, RPM, to sign a group of
DJsto the Pepsi DJ Division. And I'm so proud
of it because it launched a lot of other similar
brand programs, like Smirnoff's Master of the
Mix. The members of the Pepsi DJ Division
were Khaled, Clinton Sparks, Enuff, Drama,
Cubeechee, Irie, Felli Fell, Quicksilva, DJ Kim
James and Pharris.”

Notable deals of last 12 months: Beyoncé
global campaign and Mrs. Carter World Tour
sponsorship, Hunter Hayes and Tate Stevens
endorsements, Katy Perry's MTV Video
Music Awards performance, Bruno Mars and
the 2014 Super Bowl Halftime Show
Predictions for the music industry in

2014: "Branded content will no longer be
king—it will be adictator. All parts of the
process—artists, agencies and brands—will
be demanding more creative, authentic and
unique collaborations. And hair bands will
make a comeback. Pretty please.”

2 PEPSICO

RUSSELLWALLACH

Title: President of media and sponsorships,
Live Nation

Age: 48

First music deal: “One of my first strategic
deals at Live Nation was our six-year
partnership with Coke. That was one of the
most interesting negotiations I've ever had.”
Notable deals of last 12 months: Bud Light's
50-50-1 program; Pop-Tarts’ Crazy Good
Summer concert series; digital series “The
Rider Challenge,” powered by Ford Fiesta
Predictions for the music industry in 2014:
“Brands are going to embrace EDM festivals.
They'll begin using music more as an overall
marketing platform 365 days a year,and not
just big promotional windows. Brands will
look to create and own music properties and
‘ownable’ experiences and activations that
enhance the fan experience versus just being
asponsor.”
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it’s successful, but it’s about the intersection to that
engagement of artists and fans and where we fit in.
Allen: It’s important to realize that the music indus-
try is changing. And I understand there needs to be
certain protocols in place so that people can’t buy
the No. 1 [chart position]. But it is a conversation that
needs to be had, that fans are getting their music in
different ways now. It is something that needs to be
discussed. Because while it might not be important
to Pepsi, it may be important to another brand that
they get the recognition of being involved with a No.
1album.

Peterzell: Before, whenever we proposed artists to
brands, we’d say, “Here’s their website and their sales
figures.” Now it’s just, “Here’s their photo and their
YouTube views.” If they have § million fans on Face-
book or Twitter, the sales data is irrelevant. All that
matters is the fan engagement to the brand. Brands
don’t want to be record labels.

Feldman: Some of them do. [laughter]

Saint John: No, we don’t want to be a record label.
We sell soda. And we sell fan engagement. That’s
what we do. We deliver experiences, and at the end of
the day we know that an artist is engaging with their
fans, so how can we help amplify that?

Iwant to touch on the Omnicom-Publicis
merger. It’s going to be the largest ad-holding
company merger and will consolidate a lot of
the biggest agencies and brand budgets under
one umbrella. We have a major Omnicom client
here, represented by Boz, and a major Omni-
com agency represented by Marcus. What does
this mean for you two, if anything, as well as the
rest of the industry?

Peterzell: It’s a holding company, not an agency
merger, so the agencies still operate the same way
they did. It will give us greater global reach, greater
global resources and perhaps greater synergies with
the clients, brands and agencies that come into the
fold. It’s not going to be finalized until December or
January, so it’s still early days. The agencies, which
are the individual profit centers, are still going to op-
erate the same way we always have.

Saint John: Our agencies—the creatives we work
with, the account people we work with—remain the
same. These are the ones delivering the ideas. So
those things remain the same and it doesn’t impact
the day to day.

Allen: As owner of a small agency, I look at it as an
opportunity. I don’t always agree that bigger is better.
Brands more so than ever are looking for agencies that
specialize in a specific vertical, whether it’s music, so-
cial media or digital. There’s a lot of us and we are able
to work with brands like Samsung, AT&T, Delta and
Citi. And that is extremely important to the success of
the music industry. It’s not just dominated by one or
two people, but you continue to have creative minds
who are swift, nimble and execute programs. I've ex-
ecuted programs in 72 hours before. So Ilook at it as an
opportunity. I don’t look at it as a bad thing at all.
Peterzell: That’s only true until one of our holding
companies buys Marcie’s company. [laughter]

Allen: I'm not for sale.

Peterzell: You say that to me all the time.

Michael Rapino has said he wants to double
Live Nation’s sponsorship and advertising rev-
enue during the next five years. Russell, how’s
that tracking so far, and what does the rest of
the panel see as potential growth areas for the
concert space?

Wallach: The fastest growth, without a doubt, is our
digital business. Three years ago, pre-Ticketmaster
merger, we didn’t have much of a digital business. Fast
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"EDM's
here to stay.
Brands are
figuring out
how that fits
into their
marketing
strategy,
especially
with the
lifestyles of
some of the
music fans
and things
like that.”
—Marcie
Allen

Goto
Billboard.biz
for exclusive
content

and video
highlights of
Billboard's
Branding
Roundtable,
including
discussion
of Bruno
Mars and the
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forward and we've
now got 25 people
on our digital team,
and we’re competing
against the biggest
music  companies
in the world. We're
starting to win more
than we lose. And we’ve acquired a lot of festivals in
the last 12 months. We're already the biggest festival
producer in the world, mainly outside of America. But
with a host of partnerships and acquisitions in the U.S.,
now we're going to be the biggest festival producer in
America. Our biggest challenge is we have brands, but
we have to get more creative with agencies and brands
to figure out ways to activate on-site.
Feldman: That is my favorite thing about my job. I
get to sit around and just come up with things and
send you [Saint John] reams of ideas.
Saint John: That’s true. At midnight. [laughter]
Allen: It’s really important that brands have a good
experience in the music industry. I'll call Lori and say,
“Oh, my God, did you hear about this deal that went
bad?” and we’ll cringe because it hurts everyone at
the table. We want artists to have good experiences
with brands, we want brands to have good experi-
ences with anything that they touch in the music in-
dustry. Otherwise it’s detrimental to all of us. Even
though I always say it’s a bunch of cowboys and Indi-
ans in the music industry, at the end of the day we all
look out for each other. When I sit here and read that
Live Nation is doing $200 million [in sponsorships]
or whatever, I say that’s amazing. We’re a $10 million
company right now. I want to become a $20 million
company, and we can do it because there are brands
out there spending money on music.
Wallach: We're growing faster than sports from a
sponsorship standpoint. That’s because we've got
young people, multicultural, we’ve got women. We're
just a different entity. And we’ve got a lot more op-
portunities for brands to touch their fans than a tradi-
tional sports property.
Allen: I remember when I started MAC Presents—
it'll be 10 years in 2014—and I was reading an IEG
report that music sponsorships, which also included
music festivals, was a little over $500 million. Now I
believeit’s. ..
Wallach: $1.4 billion.
Allen: In less than 10 years, that’s unbelievable. And

that’s another thing about successful campaigns. 1 love seeing a
successful campaign because then my client will say, “Well, what’s
our XYZ campaign? Help me create something like that.” It’s taken
awhile, but now a lot of managers and agents are starting to realize
we’re no longer the redheaded stepchild. We'’re actually the most
popular kid in the class.

Here’s a fun question: the Miley moment at the VMAs, know-
ing that many brands want to be associated with buzz, does
that make her a brandable personality?

Saint John: Like my mother says, every pot has a lid. There’s a
brand I'm sure that is appropriate for Miley.

Feldman: Latex. [laughter]

Saint John: And there’s a brand that’s not. And you are which lid
you need. That’s it.

Wallach: For blue-chip brands, they’re not going to want to touch
that type of thing. But there are brands who absolutely want nothing
more than buzz. If you look at Facebook, nine of the top 10 fan pages
are artists. Seven of the top 10 Twitter pages are artists. I say this
to brands, but you should watch how [artists] are monitoring their
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