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BIENVENIDA A TU CASA

17 MILLONES DE DISCOS VENDIDOS
YVAMOS POR MAs!

CON CARINO DE TODA TU FAMILIA
SONY MUSIC LATIN AMERICA.

Agosto 20 | Houston, TX - Toyota Center
Agosto 21 | Dallas, TX - Verizon

Septiembre 9 | Bostor, MA - Lynn Auditorium *
Septiembre 10 | Chicago, IL - Allstate Arena v '
Septiembre 11 | Fresnc, CA - Selland Arena "(.'

Septiembre 16 | Las Vegas, NV - Planet Hollywood/Mandalay
Septiembre 17 | San Jose, CA - HP Pavilion
Octubre 16 | Los Angeles, CA - Gibson Amp
Octubre 19 | Santa Cruz, Bolivia

Octubre 21 | Guayaquil, Ecuador

Octubre 22| Quito, Ecuador

Octubre 29| Guadala’ara, Mexico

_, SONY MUSIC
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Dig Me Out

U.K. indie labels hit hard by destruction of Sony DADC distribution center in London

sthe clean-up operation begins
following four nights of riot-
ing in cities across the United

Kingdom, the country’s music indus-
try is counting the cost of the damage.

The biggest hit came with the destruc-
tion of a three-story, 215,000-square-
foot warehouse in Enfield, north Lon-
don, owned Sony DADC. The building,
which was destroyed by a fire that began
Aug. 8, was the main distribution hub
for indie distributor PIAS and handled
stock for more than 1501abels, most no-
tably Beggars Group, which includes XL
Recordings, 4AD, Matador and Rough
Trade. The fire, which destroyed the
building’s entire stock of 25 million
music and video titles, was still smol-
dering at press time, restricting access
to the site.

Sony DADC also manufactures and
distributes CDs and DVDs for BBC
Worldwide’s 2entertain unit (which in-
cludes Demon Music Group), Sony Pic-
tures and other clients. After the fire, the
company moved to replace lost stock by
ramping up manufacturingatits plants
in Southwater, west Sussex, and in Salz-
burg, Austria, according to Sony Europe
PR manager Claire Millington.

The company hasalso expanded direct-
to-retail distribution from its Southwater
plant, shipping titles that weren’t stored at
the warehouse and, beginning Aug. 11, de-
livering replacement stock that was man-
ufactured after the fire, Millington says.

PIAS estimates its total stock losses
run to 3.2 million units, but declined
to disclose the value of the losses. Beg-
gars says it lost 750,000 albums in the
blaze. Other labels that suffered major
losses include Domino, Sub Pop, Drag
City, Full Time Hobby and Ninja Tune.

“It is devastating for the labels af-
fected,” says Geoff Taylor, chief execu-
tive at U.K. labels trade group BPI. “We
are liaising with members and DADC/
PIAS to offer help and information
where we can to help them to react as
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Up in smoke: Firefighters
battle a massive blaze on
the Sony DADC

“distribution center in
Enfield, north London.

quickly and effectively as possible.”

“Our key focus at the moment is to
get things remanufactured and we are
working with ourlabels on the best way
of doing that—identifying which lines
are turning over the fastest,” PIAS En-
tertainment Group COO Nick Hartley
says. “At the same time we looking in
our Brussels warehouse and [speaking
to] other labels in Europe, if they don’t
go through us, to see what stock there
is to be able to ship back from Europe
into the U.K.”

Beggars, which handles Adele’s 21
(XL Recordings), is replenishing stock
from its European warehouses as well
as repressing its most popular titles,
PIAS says. Repressing new stock typi-
cally takes three to five days, subject
to plant capacity, with fresh stock due
to be delivered direct to U.K. retailers.

The loss of catalog titles, which are
more cost-prohibitive to remanufacture,
will, however, hit smaller indie labels
hard, Hartley says. PIAS had more than
8,000 titles in stock at the Sony ware-
house and admits that “some of them
will lose out in that process.’

Among the releases due out this
month are Stephen Malkmus & the
Jicks’ Mirror Traffic (Domino), the War
on Drugs’ Slave Ambient (Secretly Ca-
nadian) and Young Pilgrim (P1AS Re-
cordings), the debut solo set from Fight-
star frontman Charlie Simpson, due out
Aug. 15.

Approximately 10,000-15,000 copies
of Young Pilgrim were destroyed in the
blaze, according to Simpson’s manager
Tristan Lillingston of Raw Power Man-
agement in London.

“We felt really hard done by,” Lillings-
ton says. “Everyone has been working
so hard to get this campaign together.”

Rather than delay the record’s re-
lease, PIAS Recordings ordered the
repressing of 15,000 units. The artist
is optimistic that his debut will be in
the majority of U.K. stores come Aug.
15 but concedes that the warehouse
blaze has serious implications for a
large number of smaller indie labels.
“There's no denying it’s a very, very
damaging blow to an industry that is
already on its knees,” Simpson says.

The riots, which started in London'’s

Tottenham section after the fatal police
shooting of a local man, later spread
to other major U.K. cities, including
Liverpool, Manchester, Birmingham
and Nottingham. But so far, the unrest
hasn'’t affected scheduled performances
at major touring venues.

The fire comes at a time when U.K.
recorded-music sales have shown prom-
ising signs of rebounding. Year-to-date
album sales through Aug. 6 totaled 59.1
million units, up 3.7% from the same
period lust year and marking an im-
provement from full-year 2010, when
album sales fell 7% from the prior year
to 119.9 million, according to the Offi-
cial Charts Co.

Hartley, however, is confident that
the impact on Britain’s already belea-
guered retail sector will be minimal.

“It’s going to take several months
to get the full catalogs of every label
manufactured . .. but by the time we
get to Christmas that should all be up
and running,” he says. .

biz
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>>>SIRIUS XM
SEEKS

DIRECT LABEL
LICENSING

Sirius XM Radio is at-
tempting to license
music directly from
record labels, bypass-
ing SoundExchange,
according to sources.
Sirius XM currently
operates under a
statutory license and
pays performance
royalties to Sound-
Exchange. The com-
pany is interested in
negotiating direct
licenses in order

to provide its sub-
scribers with more
features, such as

the ability to record
programming.

>>>HTC BUYS
STAKE IN BEATS
ELECTRONICS
Taiwanese smart-
phone maker HTC
says it is paying
about $300 million
for a 51% stake in
Beats Electronics,
the maker of Beats
by Dre headphones.
Beats Electronics will
continue to operate
as an independent
company, with Jimmy
lovine remaining as
chairman and Luke
Wood staying on as
president/COOQ. HTC
plans to unveil new
products this fall that
incorporate Beats’
sound technology.

>>>CENTURY
MEDIA SCALES
BACK SPOTIFY
PRESENCE

Metal indie-label
group Century Media
will limit its presence
on Spotify to music
samplers, saying in

a statement that the
subscription music
service “in its present
shape and formisn’t
the way forward.”
Arguing that physi-
cal music sales are
declining in mar-
kets where Spotify
operates, Century
said that acts “are
depending on their
income from selling
music and it is our job
to support them to
do so.”

Reporting by Antony
Bruno, Ed Christman
and the Associated
Press.
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Windy City Hea

Brands like Adidas, Google join fans in flocking

to Lollapalooza 2011

here was more to cheer about at Lol-

lapalooza 2011 than rousing perfor-

mances by headliners Eminem, Foo
Fighters and Coldplay.

With technology brands leading the way,
the festival, which was celebrating its 20th
anniversary, also set a high mark for spon-
sorships, selling out all its sponsor slots for
the first time. The franchise also announced
that it will launch Lollapalooza Brazil next
April at the Jockey Club in S3o Paulo and
that it will return to Santiago’s O'Higgins
Park next spring to hold Lollapalooza Chile
for the second consecutive year.

Four of the six stage sponsors at the
main event in Chicago’s
Grant Park were technol-
ogy or consumer electron-
ics brands, and more tech
brands sponsored activa-
tion areas elsewhere on
the concert grounds. Along
with Sony PlayStation and
Sony Electronics were
Sony’s Music Unlimited
music service, Dell with
AMD Vision and, for the
first time, Google.

Google was especially ac-
tive this year, streaming all
three days of the festival live
at YouTube, as it will Sep-
tember’s Austin City Limits festival, which,
like Lollapalooza, is produced by C3 Presents.

Google Plus sponsored a stage and also
created a lounge where people could learn
more about the Google Plus social network
and charge their phones. There was another
Google Plus area in the artist lounge, a back-
stage area for artists.

“I would say this was absolutely our very
best year for participation,” C3 Presents spon-
sorship director Courtney Trucksess says.

Trucksess says the festival’s appeal for tech-
nology companies is centered on its ability to
pull in fans in the 18-25 demographic sweet
spot. “It's introducing new products to the peo-
ple you know are going to use them,” she says.

The increase in brand involvement at this
year’s Lollapalooza in Chicago’s mirrors a
larger trend in the industry of growing in-
terest among leading consumer brands in
music festivals. One key factor is the cost
efficiency in activation, or the on-site execu-
tion of a marketing strategy. At a multi-day
festival a brand can reach tens of thousands
of people for long periods of time over three
days at a single location. In contrast, a tour
takes longer, has more equipment expense
and fewer people are reached for shorter pe-
riods of time in each city, [EG Sponsorship
Repor! senior editor William Chipps says.

“Obviously the big-name touring acts
tend to typically have their corporate spon-
sors, but we’ve really seen more interest of
late in big, multi-day festivals,” Chipps says.

IEG projected earlier this year that North
American companies will spend $1.2 billion

RACHEL BEEN

AUGUST 20, 2011

to sponsor music venues, festivals and tours
in 2011, a 7.3% increase from $1.1 billion
last year (Billboard.biz, April 27).

Marcie Allen, president of sponsorship
agency MAC Presents in New York, notes
that Lollapalooza’s sponsorship roster is
spread out across a large area at Grant Park.
Because the branding presence is less con-
spicuous than at other events, brands need
to work creatively. “It’s really up to the spon-
sor to create an activation area that attracts
consumers and interacts with them in a
meaningful way,” she says.

Trucksess agrees that Lollapalooza has
been careful to work with its sponsorship

I’ll stick ardand:
Foo Fighters*
DAVE GROHL at <*
Lollapaloozagp:
Aug. 7. :

partners to not overwhelm attendees. “The
partners we've had work very well with this
audience to create things that don’t make
you feel like, “Wow, this feels too corpo-
rate,”” she says.

For Adidas Originals, one of this year’s
sponsors, Chicago’s status as the nation’s
third-largest media market and the diversity
of music fans who turn out for the event make
it an attractive vehicle to reach a younger con-
sumer demographic, according Jon Wexler,
global director of entertainment and influ-
encer marketing for Adidas.

The brand was also a sponsor of Lolla-
palooza Chile, where it held a contest for
the chance to win an all-expenses paid trip
to Lollapalooza in Chicago. While it hasn’t
yet held formal talks with C3 about Lolla-
palooza Brazil, Wexler says, “We are defi-
nitely looking to be a part of that,” noting
that it will provide the brand with a spring-
board for its marketing efforts around the
2014 FIFA World Cup, which will also be
held in Brazil.

“They’ve found ways for everyone to play
and stand out,” says Todd Fischer, man-
ager of national sponsorships at State Farm,
which hosted a backpack check-in tent at
Lollapalooza. “They’ve done a nice job of
finding unique ways for brands to activate
and connect with fans so we don’t cannibal-
ize the impact . . . It really allowed consum-
ers and fans to have more desire and more
demand to visit everyone’s festival experi-
ence rather than just say, ‘I saw one, I don’t

»n

need to see the rest, .
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Protecting The ‘Throne’

Two global superstars. One hotly anticipated album. Zero leaks. Here’s how they did it.

week before the release of their album Watch the
A Throne, Jay-Z and Kanye West threw a star-studded

listening session at the Hayden Planetarium in New
York’s American Museum of Natural History.

The most striking aspect of the event wasn't the stars like
Beyoncé, Q-Tip and Jada Pinkett Smith who turned out to hear
one of the year’s most hotly anticipated albums.

Rather, it was that almost none of the guests had heard it yet.

Watch the Throne (Roc-a-Fella/Roc Nation/Def Jam) is one
of the first major hip-hop releases in years to avoid significant
prerelease leaks—something that seemed virtually unavoid-
able in the digital age.

Cracking down on pirates and freeloaders wasn't the pri-
mary motivation. Instead, according to a Roc Nation executive,
the anti-leak strategy was born out of a desire to ensure that
all fans would have access to the album at the same time, ina
nostalgic attempt to emulate the pre-Internet days when leaks
didn’t give Web-savvy fans an advantage over others

“That was the driving force of it—to create that moment of
unwrapping the CD and listening to it for the first time,” says
the executive, who asked to remain anonymous. “It was a very
old-school way for things to happen. People really were antici-
pating an album on a certain day and everyone got to experi-
ence it simultaneously.”

How did West and Jay-Z do it? By taking ex-
traordinary precautions from the very start of
the recording process.

The sessions themselves didn’t even take place
in proper recording studios. Instead, the two
hip-hop stars laid down tracks in hotel rooms
in Sydney, Paris and New York. And Def Jam
ordered the project’s engineers Mike Dean, An-
thony Kilhoffer and Noah Goldstein to keep the
album literally under lock and key.

The impetus for the added security measures
can be traced back to the unsanctioned leaks from
West’s chart-topping 2010 album, My Beautiful Dark
Twisted Fantasy. After cuts like “Power” and “Lost
in the World” prematurely hit the Web, West—who
was eagerly posting non-album tracks through his
“G.0.0.D. Music Fridays” campaign—focused his
energies on solving the anti-leak riddle.

“During Dark Twisted, we realized that no
one’s email was secure, whether it was Gmail
or .mac or iDisk,” says Kilhoffer, who suspects that tracks leaked
after visitors recorded audio from studio show-and-tell sessions.

“These songs are showing up on the Internet,” he says. “You
hear people talking in the background. It was at a crazy level.”

To eliminate such risks, Jay-Z and West implemented an
Internet-free recording space. While travel schedules had
reduced much of the creation of My Beautiful Dark Twisted
Fantasy to a series of emailed session tracks, Watch the Throne
was recorded in-person in makeshift setups. Tracks were
saved directly to password-protected external hard drives
that remained locked in Goldstein’s Pelican briefcase. At
no point during the album’s creation did works-in-progress
reside on laptop hard drives.

“The boss asked for it not to be leaked,” says Kilhoffer, refer-
ring to West, “so there you go.” Kilhoffer, who received Grammy
Awards for his work on West’s Graduation and John Legend’s
Get Lifted, now travels with hard drives that can only be ac-
cessed by biometric fingerprint readers. “Kanye was just like,
‘Man, we can’t let anyone get this. It’s a piece of art that just
can’t be unveiled until it’s completed.” It was . . . a test to us.
We wanted to prove it could be done.”

Outside producers for the project, such as Q-Tip, the RZA,
the Neptunes, Swizz Beatz, Hit-Boy and No 1.D., were asked to
appear in person to preview and submit potential beats. Email
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wasn’t an option to send mixes; when West wanted to hear a
track, he would demand that producers travel to his location
to work on a track.

“‘He and I spoke through email, because he still doesn’t
have a phone,” says 88-Keys, who co-produced album opener
“No Church in the Wild” with West. “Some of the engineers
said that there were some times where he'd be in London or
whatever and he was like, ‘I need to hear it. Come out here’
Back in the day, that’s how we did everything.”

The process was exhausting, especially for the engineers,
but the crew successfully avoided leaks. Once Dean mastered
the tracks at the Mercer Hotel in New York, the final recording
was sent to Apple on the Friday before its exclusive advance
release on iTunes on Monday, Aug. 8. It was then delivered to
a secured CD manufacturing plant ahead of its Aug. 12 physi-
cal release to U.S. retailers, including Best Buy, which is also
selling an exclusive deluxe version of the album.

Then, finally, the outside world was gradually allowed in—
with predictable results. A journalist was ejected from an inti-
mate listening session with Jay-Z at the Mercer on July 11 after
flouting a request not to tweet about the music. And during
the event at the Hayden Planetarium, a blogger named DDot
Omen somehow acquired low-quality snippets of the entire
album and posted them to his site.

Kingdomcome: KANYE WEST and JAY-Z at New Yol
Hayden Planetari on Aug. 1; inset: Jay-Z with Universal
Matown Repu land Def Jam Music Group chalrman
BARRY WEISS (left) and |IDJMG president/CO0 STEVE

| BARTELS. =»

‘Anytime that it leaks,” the Roc Nation executive says, “cer-
tainly in that situation where you've been invited to hear some
thing and clearly you're instructed not to bring a cell phone,
it makes you sick to your stomach that someone would think
that’s OK. But it’s not as bad as a quality version of the album
leaking and being all over the Internet.”

As release day approached, Watch the Throne—known as #WTT
on Twitter—still hadn’t surfaced online in complete form. Those
in Jay-Z and West’s inner circles teased the Twitterverse. “It is not
going to leak,” boasted Jay-Z’s manager and business partner, John
Mereilly (who has only ever tweeted three times as @]Meneilly).
“Shouts out to Noah for sleeping with the hard drives for like 10
months straight,” taunted Virgil Abloh (@virgilabloh), the album’s
art director. “#WTT-still-aint-leaked-yet.”

While the iTunes and Best Buy exclusives rankled many in-
dependent and chain retailers (Billboard, Aug. 6), Island Def
Jam president/COO Steve Bartels says the album will reap
dividends by going to digital first.

“It is similar a bit to the '90s model of direct-response TV
marketing in advance of actual physical release,” Bartels says.
“Today, Internet and digital sales marketing can get the word
out, efficiently selling a project in advance, eliminate people
who steal music and bootleg, and drive the exposure for con-
sumers to visit the stores when it is released.”

The security measures surrounding Watch the Throne aren’t
likely to become standard practice, given the publicity value that
many artists and even labels see in leaks. But some acts tired
of being pre-empted by sneak peeks of their work may be pay-
ing close attention to what Jay-Z and West have accomplished.

“Jay and Kanye were both really strongly advocating to do
it the way that it was done,” the Roc Nation executive says.
“I'd be surprised if many other artists don’t use this strategy
as well.” .

KEVIN MAZUR/WIREIMAGE.COM



Hablo Inglés

Bilingual artists come of age on Latin radio

For the first time in recent memory,
bilingual or English-language tracks
accounted for the top three entries on
Billboard’s Hot Latin Songs chart dur-
ing the Aug. 13 chart week.

The trio of songs was Don Omar’s
bilingual “Taboo” (Machete), Pitbull’s
“Give Me Everything” (out on Mr. 305/
Polo Grounds/] and featuring Ne-Yo,
Afrojack and Nayer)
and Romeo Santos’
bilingual “You” (Sony).
A fourth track, “Ven a
Bailar” (Island) by Jen-
nifer Lopez featuring
Pitbull, is getting airplay
on Latin stations along
with its English version,
“On the Floor.’

That was just one
week after “Give Me Everything” had
gone to No. 1 on the chart—the first time
an English-only track (i.e., one withouta
Spanish or bilingual version on the air)
had topped the Hot Latin Songs chart
since Feb. 21, 1998. That’s when Ce-
line Dion, in the midst of the worldwide
success of the film “Titanic,” topped the
ranking with “My Heart Will Go On.”

It might be tempting to attribute this
trend to the continuing dominance of
uptempo, pop dance fare, as every track
here, with the exception of “You,” falls

under that calegory.

But more fundamental reasons ap-
pear to be at play. One is the burgeon-
ing growth of the bilingual U.S. His-
panic population. In 2009, 35 million
people reported speaking Spanish at
home, of which 19 million, or slightly
more than half, said they also spoke
English “very well,” a sharp increase
from 2000 when the cor-
responding totals were 24
million and 11.8 million,
respectively, according to
the U.S. Census.

Another factor is the
rollout of Arbitron’s Por-
table People Meter audi-
ence measurement tool,
which has produced data
showing that listeners
don’t tune out of Spanish-language
stations when they hear English on
the air.

Latin labels and artists have released
bilingual recordings for inore than a
decade now, while radio and TV pro-
grammers have dabbled with bilingual
programming—all with mixed results.
Now, it seems, the market is finally
ready for them.

“We need to do research on the Lati-
nos in the U.S. that don’t speak Spanish,”
says Julio Vega, VP of Latin purchas-

Language arts: ROMEO SANTOS (left) and DON OMAR

ing, sales and marketing for music, mov-
ies and books at Anderson Merchandis-
ers, which racks Walmart and Best Buy.

Moreover, Vega adds, new Latin acts
looking to establish viable careers must
be mindful of the non-Spanish-speak-
ing audience. “It has to aim beyond the
first-generation Hispanic,” he says.

Labels have been getting more seri-
ous about aiming for bilingual, bicul-
tural audiences and their efforts are, for
the first time, having a significant im-
pact on the Latin radio charts.

While the Latin charts had already
been featuring more English-language
tracks by artists like David Guettaand
Lady Gaga (Billboard, Nov. 20, 2010),
the bilingual or English tracks that
appear on the rankings now are over-
whelmingly by Latin acts.

The success of Prince Royce, who
broke through last year with his bilin-
gual rendition of “Stand by Me,” rep-

resents a turning point. His self-titled
debut album, released in March 2010,
still enjoys robust sales, holding down
the No. 1 spot on the Top Latin Albums
chart for the third week in a row.

Now, Latin label heads are increasingly
talking about the bilingual consumer.
Earlier this year, Sony Music U.S. Latin
president Ruben Leyva spoke of a
“bicultural music landscape” when he
signed Aventura lead singer Santos as
a solo artist, citing his “creative talents
and undeniable appeal to today’s young,
ethnically diverse America.”

And in a recent interview, Victor
Gonzalez, the new president of Uni-
versal Music Latin Entertainment, was
even more blunt: “We are placing spe-
cial emphasis on expanding the bilin-
gual market. e

biz

For 24/7 Latin news
and analysis, see
billboard.biz/latin.

SANTOS: RODRIGO VALERA/GETTY IMAGES; OMAR: JOHN PARA/GETTY IMAGES

SoCal Hybrid

Punk rock band’s alter ego Mariachi el Bronx
reieases second album

Growing up in Los Angeles,
Matthew Caughthran became
a fan of punk bands like the
Ramones and Black Flag at
the same time that he was ex-
posed to Mexican musicin the
predominantly Latino suburb
of Pico Rivera.

Caughthran, 32, now fronts
Mariachi el Bronx, which he

Sharp dressed men:
MARIACHI-EL BRONX

describes as the “alter ego” of
his punk rock band, the Bronx.
The group’s songs feature
witty, ironic and romantic lyr-
ics written mostly in English
and performed with traditional
mariachi brass, wind, string
and percussion arrangements.

The act’s self-titled second
album was released Aug. 2

by ATO Records, the label co-
founded by Dave Matthews,
and landed the band a coveted
appearance on NBC’s “The
Tonight Show With Jay Leno”
on Aug. 3. The CD contains 12
songs inciuding the banda-
inspired “Nortefio Lights,” the
romantic “Revolution Girls”
and the self-referential “Maria-

chiel Bronx,” aballad featuring
the all-female band Mariachi
Reynadelos Angeles.

Mariachi el Bronx’s unique
mixing of musical styles
stemmed froma 2006 appear-
ance on Fuel TV’s “The Daily
Habit,” when the show unex-
pectedly asked the Bronx to
perform an acoustic number.
Inresponse, the band came up
with a mariachi arrangement of
its song “Dirty Leaves.”

“It was awesome,”
Caughthran says, “the start of
an epic adventure that is now
five years deep.”

Interested in exploring this
punk-mariachi hybrid further,
Caughthran called his long-
time friend Vincent Hidalgo,
with whom he wound up writ-
ing songs in the same vein.

Thus was born Mariachi el
Bronx. Even as the Bronx con-
tinued to perform and record,
the same members, including
Hidalgo, began playing maria-
chi gigs under their new name.
Their 2009 debut album—self-
titled, like their new album, and

released on Swami Records
in the United States—has sold
9,000 units, according to
Nielsen SoundScan.

“It’s a little hard to call it ma-
riachi,” acknowledges Hidalgo,
the son of Los Lobos’ David Hi-
dalgo, “because it’s in English
and alot of the chord changes
arerock’n’roli-based and come
from a punk background.”

Mariachi el Bronx will open
for Foo Fighters on nearly
two dozen U.S. dates starting
Sept. 14 in St. Paul, Minn. The
tour continues until the end of
October, with a final show on
Oct. 20 in Sacramento, Calif.,
and afew concerts in Canada.
The group is also performing at
several festivals including the
Austin City Limits Music Festi-
val on Sept.18.

“When you’re doing some-
thing out of the box, the most
important thing is to be honest
with the music,” Caughthran
says. “We really respect both
cultures and genres, and | think
that comes across.”

—Justino Aguila

s« EN ESPANOL: All the great Latin music coverage
_b'z you’ve come to expect from Billbocard—in Spanish.
Go to billboardenespanol.com.
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SUSANA BACA NAMED
PERU’S CULTURE
MINISTER

Peru’s newly elected Presi-
dent Ollanta Humala has
appointed Afro-Peruvian
singer Susana Baca cul-
ture minister. Baca has
long been an advocate for
African culture and music
in Peru. In 1987, she was
cultural ambassador of
goodwill for UNICEF Peru.
Baca says that showcasing
Peruvian art and music,
including from its indige-
nous and African commu-
nities, is a priority. “That’s
my first order of action,”
she says. “People in our
country don’t know their
artists.” Baca is currently
promoting her album Af-
rodiaspora, released in
May by Luaka Bop. She will
play five U.S. dates in late
August. —Leila Cobo

CLASSICALTRIOIL
VOLO ANNOUNCES
U.S. TOUR DATES
Classical crossover trio Il
Volo will launch its first
North American tour on
Sept. 24 in Atlantic City,
N.J. The trio will play 17
cities. The tour was an-
nounced by promoter
Live Nation with Geffen
Records (which released
Il Volo’s Italian-/English-
language album) and Uni-
versal Music Latino (which
released the Spanish ver-
sion). Il Volo will play the-
aters, including New York’s
Beacon Theatre (Oct. 3),
Miami’s Filimore (Oct. 6)
and Los Angeles’ Wiltern
(Oct. 12). —LC

VERVELIFE LAUNCHES
CUSTOMIZABLE LATIN
MUSIC STORE

VervelLife, which creates
digital music delivery plat-
forms for branding and
marketing campaigns, has
launched Rhymbalatino,
a customizable and fully
licensed Latin music store
with about 170,000 tracks,
including ones by such acts
as Shakira, Enrique igle-
sias and Mana. The store
can handle streams and
downloads and has a bilin-
gual interface that can be
customized with a brand’s
logo and colors.




AUESTIONS

with PETER EDGE

by ED CHRISTMAN

Sony Music Entertainment’s senior leadership team—under
new chairman/CEO Doug Morris—is coming into focus. In
addition to the appointment of Antonio “L.A.” Reid as chair-
man/CEO of Epic Records (Bililboard.biz, July 18), veteran
A&R executive Peter Edge has been promoted to CEO of
RCA Music Group (Billboard.biz, Aug. 8).

Edge, who was previously president of A&R at RCA,
has been with the label group since the launch of J Re-
cords, where he signed Alicia Keys, Dido, Mario and
Jamie Foxx. More recently, he has worked with Pitbull,
Mike Posner, Jazmine Sullivan and former Floetry mem-
ber Marsha Ambrosius.

His appointment, announced in conjunction with that of
Tom Corson as president/COO of RCA Music Group, pro-
vides some added clarity to the structure of what had been
known as RCA/Jive Label Group. Here, Edge talks about
what’s ahead.

What should we be calling the company now?
RCA. We still have the Jive, ] and Arista imprints and they
are not going to go away. But we will be focusing on the RCA
brand. It’s like Columbia Records, one of the longest-standing
names in the recorded-music business. We want to up the ante
for RCA and rebrand it.

What are your plans for staffing?
We are in the throes of merging labels; not everything is worked
out. I can tell you that Joe Riccitelli is running promotion on
the pop side and Geo Bivins is running the urban side.

Our A&R staff already has a few people currently who we
will be relying on. We have Mark Pitts, who is the president
of urban music. [Senior VP of A&R and operations] Keith
Naftaly is a long-standing RCA staffer. We have Rani Han-
cock, who signed Ke$ha, and David Wolter, who is handing
the rock A&R side of things. We have Wayne Williams, who
is a long-standing Jive executive who signed R. Kelly, and we
are adding a few others.

How big is the roster?
We are still working on our newly combined roster. But when
we get done, it will have about 70-80 acts, which is a good,
manageable number. It will include a lot of superstars like
Kings of Leon, Foo Fighters, Alicia Keys, Britney Spears, R.
Kelly, Ke$ha, Daughtry, Christina [Aguilera], Kelly Clarkson,
Chris Brown and Justin Timberlake.

How would you describe the label’s mandate
going forward?
As the business changes, it makes for an interesting time.
There is a quiet revolution going on and what we are really talk-

FOR THE RECORD

A story about LMFAO in the Aug. 13 issue misspelied
the last name of Cherrytree Records chairman Martin
Kierszenbaum.

A story in the Aug. 6 issue misspelled the first name of Gray
Blue and should have listed his title as director of music
industry relations at FanBridge. In the same issue, the web-
site address for Billboard Pro shouid have been listed as
pro.billboard.com and “How To: Get Noticed by Bloggers”
should have carried the credit, “As told to Dan Rys/’
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ing about is not a record label but becoming a music company.
I have not been in promotion or management. I am coming
at it from the music side, so I will put the focus on A&R. We
will replenish the music we have and find a few significant
signings. Doug Morris is really clear that he wants to focus
on A&R and building a roster.

We will be in diverse areas of the business. We will do co-
publishing deals with Sony/ATV, where it is appropriate. We
will look at the various interests of the artist. We may not be
as deep as [Warner Music Group] into the 360 model, but we
intend to be there where it makes sense. That is where the
conventional labels are morphing into and that is where the
business is going.

There is a lot of talk about how artists could do it on their
own. But we think the labels still will play a role. We offer
marketing and promotion across all platforms, not just the
conventional ones. We are a very necessary ingredient in
the mix. We still offer one of the best packages in terms of
finding talent, helping them to develop and achieve their
potential in terms of recording and then promoting and
marketing the records.

How is the label weighted genre-wise?

We are market leaders in R&B and we want to up the ante
on hip-hop. We just hired | Grand, who is one of the key
players at Asylum. He will be working to bring more hip-
hop here. We have Bryan Leach, who signed Pitbull and is
working on other plays. So there is a definite plan to expand
our dominance in R&B and grow hip-hop. A few signifi-
cant signings in hip-hop will round out what we are doing
in the urban area.

And in pop?
We have a long list of artists including Ke$ha, Kelly Clarkson
and Britney Spears. But still we want to grow here as we want
to grow in urban. The other area I really want to grow is our
rock roster. We already have artists like Kings of Leon, Foo
Fighters, Dave Matthews Band, the Strokes and Ray LaMon-
tagne, to name a few. But our focus is to build the next gen-
eration of rock artists. We have an act called Walk the Moon
that I am excited about. We have alot of people here who know
about rock and alternative music. I am a fan of it and have a
passion for it. Hopefully, we can encourage everyone to work
more on those kinds of acts. Overall, [ want to underline we
are going to be a great music company, with music being the
top of our focus. ..
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COLDPLAY

thank you for 10 great years. the best is yet to come!

- dave holmes
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HE OFFERS A PERRIER.

In his dressing room, prior to a gig at UCLA’s Los Angeles Tennis
Center, Coldplay’s Chris Martin is polite and engaging, showing no
signs that he and his bandmates are neck-deep and under the gun
in the painstaking process of completing the next Coldplay album.

Titled Mylo Xyloto and due Oct. 24 worldwide (except for
North America, where it will debut Oct. 25) on Capitol Records,
the album will be Coldplay’s fifth, and comes at a critical junc-
ture for a band entering its second decade. This will be ils first
record in three years, and not only does the band’s loyal fans
crave new music, but the industry at large is looking for more
evidence that Coldplay is indeed still on an upward trajectory
as an international mega-band with decades of staying power.

Viva la Vida or Death and All His Friends (2008) debuted at No. 1

and has sold 2.8 million units in the United States, according to
Nielsen SoundScun, and the tour in support of it grossed more
than $126 million and moved more than 1.7 million tickets to
94 shows, according to Billboard Boxscore.

Embarking on a new cycle, spirits, like expectations, are high.
“We've been together long enough that | know how everyone
else is feeling, and it makes me excited when | feel the others
are excited,” Martin says. “They seem pretty fired up. I think we
have a lot to prove to ourselves. There’s no point in not going for
iL.” This is global go-time for Martin and Jonny Buckland {guitar),

Guy Berryman (bass) and Will Champion (drums), as the band and -

its team transition from showcasing choice songs at festivals to
teeing up the launch of the record in earnest. Of course, they
have to finish it first.

This gorgeous evening in Los Angeles, the members of Cold-
play are completely immersed in this still-evolving project—to
the point of mixing the romantic ballad “Us Against the World”
that very day. That one is "a keeper,” Martin says. But the fate
of other songs that the band has written and recorded sipge
Viva la Vida, including the eight heard by Billboard prior to
the show, is very much in play. :

“Because we haven’t sequenced it yet, the goal is to leave it
in a peaceful place when we finish it,” Martin says. “The hope
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SINGLES /5.
SEQUENCING

AN ALBUM ACT
IN AN A LA CARTE
BUSINESS

“We just can’t compete in a singles world,” Chris
Martin says. “We’re not good enough at singles to do
that. So we play to our strength. We have some good
singles, sure, but we can’t compete with [Lady] Gaga
or Beyoncé or Justin [Timberlake]—if he would only
fucking make arecord. It's good news for all of us that
he isn’t, because it gives everyone else a chance, but
it’s a great loss to music that he doesn’tdo it.”

Coldplay views itseif as an “album act,” and con-
siders that a badge of honor. “l always say to them,
‘You're blessed that you’re on that very short list of
artists that are measured by their albums, not by
singles,”” manager Dave Holmes says. “If you look
at Coldplay’s history, at our album and ticket sales
and then our radio performance, it just doesn’t make
sense. They’re in this unique lane, where we’ve never
had massive success at radio—I would say moderate
success at radio—but then they’ve had these massive
album sales and ticket sales. I'd take that any day of
the week. I don’t want to be like half the bands on the
modern rock charts that, if they’re not having hits,
they’re not selling albums. Coldplay fans, for the most
part, want to hear the whole album.”

“Consumers have gone to a very a la carte world,”
EMI executive VP of marketing and promotion Greg
Thompson says. “And Coldplay is an album band that
makes great bodies of work. The consumption pattern
has shifted. You have to go out there and really work
it so people understand not to cherry-pick a couple of
songs—but buy the whole tree.”

Holmes says it’s simply a matter of dealing with re-
ality. “Any kid growing up today, their experience is
an ‘on-demand’ experience,” he says. “It’s not like us,
where if we wanted to watch ‘Happy Days’ we had to
tune in Thursday night at 8 o’clock. Kids today can’t
even get their heads around that concept. They get
their media when they want it, where they want it and
how they wantit.”

The onus is on the artist, Holmes says. “It’s up to
them to make better art,” he says. “If you want people
to buy your albums, make better albums. We all know
what it was like in the ’90s, when the mantra at the
label was, ‘As long as we have one single, we're fine,’
and then just ship the fucking thing out. You can’t do
that anymore.”

Even so, Coldplay puts a lot of thought into which
songs should be singles; most recently the debate was
whether to follow up summer track “Every Teardrop
Is a Waterfall” with the catchy “Charlie Brown,” heard
all over the world this summer at festivals, or the big,
bold narrative that’s “Paradise,” a key plot advancer
in the entire concept of My/o Xyloto.

“There was a debate between ‘Charlie Brown’
and ‘Paradise’ as to which to go with next, and
for the longest time we were thinking ‘Charlie
Brown,’” Holmes says. “But then just recently we
thought, ‘You know what? That’s probably exactly
what people expect to hear as the next Coldplay
song. Let’s go with ‘Paradise.””

An obsession of the LP generation, sequencing,
for the iPod generation, is a dying art form. Not for
Coldplay. “We’re going to spend the next four weeks
arguing about it. You can ruin a song by putting itin
the wrong place,” Jonny Buckland says. “But if peo-
ple want to listen to our songs in whatever order they
want, we’re just grateful they’re listening.”

—Ray Waddell
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is for the record to be free from any musical kind of box. It very
much comes from the Brian Eno professorship of, ‘Go anywhere.
As long as it’s you guys, you can go anywhere.”

It’s an album destined to be filled with emotive, ambitious
soundscapes that while true to the band’s sound also furiously
pushes limits and strives to convey big themes—all this in a
marketplace dominated by singles. Mylo Xyloto is a concept
album at its core. “A story . . . loosely a kind of romance in an
oppressive environment,” Martin explains, adding that {as of
now) the “love story” will have a happy ending—depending
on sequencing.

What this record will ultimately be is a fluid thing today,
but Buckland, reclining in a stadium seat shortly after sound
check, believes—“hopes” might be a better word—that the
record is 90% done. How will he know it’s finished? “We stop
worrying,” Buckland says. “I'm still worrying about what songs
are going to get on. We're not worrying about whether we’ve
got enough—more that we've got slightly too many, and which
ones we should put on.”

The band has already narrowed the field of songs in conten-
tion, or versions of those songs. “These are the edits of edits
of edits,” Buckland says of the album’s current status. “It’s a
brutal process of writing lots of songs, recording lots of songs,
and all of those songs having different ideas on them. That’s
why it takes us so long. We write 70 songs to get 10.”

Some songs are already familiar to fans from festival ap-
pearances and aural previews, including the relentlessly effer-
vescent first track, “Every Teardrop Is a Waterfall”; the shim-
mering, syncopated “Charlie Brown”; and “Major Minus,” an
ominous, thundering beast of a song with rattling guitars,
potent (and rare) Buckland solos and restless, shifting musical
patterns. Those three songs, along with others like the bold

“WE HAVE A RULE
THAT ONE FUCK-UP IS
CHARMING, BUT ANY
MORE THAN THAT IS
UNPROFESSIONAL.”
—CHRIS MARTIN

anthem “Paradise” (the first “proper” single from the record,
due Sept. 12); the broad, bass-heavy “Up in Flames”; and the
textured romance of “Us Against the World” seem destined
to appear on Mylo Xyloto. But another uptempo track, “Hurts
Like Heaven,” and particularly the “Major Tom”-meets-Sinatra
exercise of “Moving to Mars” could potentially (tragically?)
end up on the scrap heap.

Of “Mars,” Buckland says, “I like it,” before quickly adding,
“It probably won't make it. It was just one of those ones. There
was a period where it all worked, then it sat for a bit, we threw
Jout] lots of ideas, brought them together, pulled them apart,
put them back on. We always like the beginning . . . that in-
limate sound. And we thought, ‘Where can we take it> What
can we do?””

Such is the Coldplay way, where the life expectancy of sonic
gems is tenuous at best. “It’s a process of throwing as many ideas
as we can at things until you finally get one or maybe two that
you like—and even then it’s a process of editing,” Buckland says.
“You keep trying new things until you get to the one that lasts.
We're more thorough with it now than we've ever been, more
brutal with each other’s ideas.”

So “Mars,” a B-side on “Every Teardrop,” will likely be collateral
damage. “At the moment, there’s about four different incarna-
tions in the track listing,” Martin says. “I'm a little bit lost today

on what to leave off.”

“Major Minus,” on the other hand, seems solid as an integral
part of the album’s concept. “I don’t think we’ll leave that one
off, because it’s supposed to be a sort of villainous, dark piece,”
Martin says. “The baddie. The Bond villain, an Orwellian thing. It
came from reading ‘The Road’ from Cormac McCarthy.”

Longtime band manager Dave Holmes says there’s a lot of

“internal discussions” these days on what to include on the
record, complicated by the fact that “they don’t want to have
long albums. After X&Y [in 2005], which [ think they felt was
probably, in retrospect, a few songs too many, they’re adamant
about keeping the albums short,” Holmes says, adding that the
record will probably include 10 songs. “That presents a problem
for us in the inner circle, because we all have our favorites.”
All agree the record will clock in at less than 50 minutes, and
Martin says they’ll finish 13 songs.

Expectations are huge. “This album could be career defin-
ing,” says Holmes, a man not given to hyperbole. “Laurels have
not been rested upon. They took it up a notch, they challenged
themselves, and the music I've heard has been nothing short of
spectacular and next-level. They've made a record they’re proud
of. This band is never cocky. But there is a quiet confidence.

Then Buckland adds: “We're as good as we've ever been, at
least.”

ALL PROMO EVERYTHING

The fact that the band has road-tested many of these songs—
a strategic move by Holmes that’s supported by the label—
seems to be aiding the creation process. In fact, in addition to
“Every Teardrop,” and an EP, Every Teardrop Is a Waterfall, that
added “Major Minus” and “Mars,” several songs have trickled
out through live performances at major festivais like Glaston-
bury in the United Kingdom, Fuji Rocks in Japan, Splendor in
the Grass in Australia and Lollapalooza in the United States.

“I watch a lot of other records and how they’re being set up,”
Holmes says, “particularly rock records, and I keep seeing peo-
ple do the same thing: one single six weeks before the album,
then launch the album. That model’s dead. For rock albums in
particular, you have to take a longer approach, invite people to
the party, bring them in. Because media is so fragmented, and
there are so many places you have to touch people. Historically
you only had a few outlets.”

The setup for Mylo Xyloto began in June for an October re-
lease. Very unusual. “It’s riskier when you go out with one song
and throw all your chips down on that one song,” Holmes says.
He likens the current plan to a Japanese music model. “You
have three singles, and then the album is almost the end of the
campaign. You work up to the album.” Holmes sees that trend
happening in the West, particularly in hip-hop, “Kanye [West]
being the best example last year with his record. There were
three or four songs out leading into that album. That builds the
excitement level up . . . there’s this anticipation.”

The “launch of the launch” began at the Rock Im Park festival
in Nuremberg, Germany, in early June: Coldplay played six new
songs. “That was something the band didn’t really want to do
at first,” Holmes says. “But | said, “The worst thing we could do is
go out and play the hits. Let’s do a global festival run, and look
at them as giant buzz gigs. Let’s just go out and make a great
performance . . . let the music do the talking, play new songs
and get people talking about the fact you're playing new music.
Even if it’s polarizing.”

The band has played new music this summer, including two
songs this night, at a benefit for the Grammy in the Schools pro-
gram (Bilboard.com, July 12), that were beamed out Aug. 3 on
“limmy Kimmel Live!,” but the members haven't talked about
it—until now. “We're literally only talking about the album now,
and it's August,” Holmes says. “We haven't been talking about
the street date, what kind of album it is. And it’s doing exactly
what my hope was. There’s a tremendous buzz. The full-court
press is really going to start happening now, with this eventand
[Billboard’s] cover.”

The rather quiet release of songs, paired with the band’s “ag-
gressive, almost promotional touring,” as EMI executive VP of
marketing and promotion Greg Thompson puts it, was inten-
tional. But rather than simply release these songs into the ether,
“you maximize that impact by calling attention to the availability
of that music, by really taking advantage of it virally around the
world,” Thompson says.

Though it seems a risky business, as the new songs are pro-
lific on YouTube and elsewhere, the payoff is global. “There are
pros and cons to things in life, and one of the pros of the world
we live in with the Internet is it has become a very small world,
so if the band chooses to play a new song on a stage in Japan or

Germany, it can go around the world very fast,” Thompson says.
“The band has a great following and loyal fan base, and

feeding that fan base through viral opportunities, as well
as traditional partners like radio and video channels, the
press, and creating a couple of videos to bring these songs
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to life, all of that adds up to giving people a lot of exposure
to a band who could easily take [its audience] for granted.
But they've chosen to go the other direction and make sure
they over-serve their core with lots of music—so they know
what they’re getting.”

Miles Leonard, president of Coldplay’s London-based label
home Parlophone (he was instrumental in signing Coldplay in
1999 as the label’s then-head of A&R), thinks the approach suits
the band. “Some artists or labels shy away from allowing their
artists to play unreleased music live . . . we saw it as a brilliant
way of building excitement,” Leonard says. “It will be to our
advantage come October that [fans are] familiar with the songs
because they've been at the shows or listened to them online.
We're excited about people hearing more than just one single
before they have to want to purchase an album.”

One wild card: Are the band members ready to play these
songs in front of millions? Leonard believes, and videos from
the shows confirm, they are. “Even though we're still mixing
some of those songs . . . they’ve rehearsed them up and obvi-
ously they've been recording them,” he says. “They wanted
to say, ‘Look, here’s what we've been up to . . . we hope you
like it.” You have to embrace these situations, not shy away
from them.”

In the end, the band seems to have benefited. “That’s been
brilliant; the best thing we could have done,” Buckland says. “In
this age of YouTube and instantaneous availability, it's kind of
terrifying, because . . . whatever mistakes you make or whatever
bad ideas you have are stuck. But it’s . . . also made us make de-
cisions, and made us feel different about certain songs.” So, in
a way, fan response, along with a song’s viability onstage, have
affected the very course of the record: “How we mix it,” Buck-
land says, “how we feel about what tracks should go where and
which tracks should be on the record.”
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Working without a net, though, does have its challenges,
as at the band’s monumental performance at Glastonbury
when a first run at “Us Against the World” faltered in front
of the Glasto masses and millions more through BBC and
VH1 TV watchers. The group good-naturedly gave it another
go, making for a special moment in a performance full of
them. “We have a rule,” Martin says, laughing and shaking
his head, “that one fuck-up is charming, but any more than
that is unprofessional.”

BIG PLANS

1f the ultimate makeup of Mylo Xyloto is in flux at the moment,
the plan is solid at the macro level. “This is my favorite part,”
Holmes says. “The setup and looking at opportunities, gauging
which ones we'll do, and how we should do them, and when.”

“Paradise” will be the Sept. 12 iTunes preorder “instant grat”
track. The Oct. 24 release date will be followed by tickets for
a world tour tentatively set to begin next April (the band will
first play a brief U.K./Euro arena run in December) to go on
sale shortly thereafter. “Historically, I would have the tour start
roughly four weeks after the album,” Holmes says. “This time
it’s more of a promo-based campaign . . . this whole fall is dedi-
cated to television and promotion. It’s a different approach for
us.” A broad range of TV appearances are in the works, many
first-timers for Coldplay that’ll not only surprise longtime fans
but also likely create new ones.

Putting tickets on sale around the album release is a tactic
Holmes has employed successfully. “It’s a risk I took early on
because . . . we’re not one of those bands that has to have two
singles out before we put the tour up,” he says. “The guy who
bought the record is probably going to buy the ticket, so make
it all happen in roughly the same time frame.” Holmes adds
that he has “never taken great risks” on the touring side, tend-

“WE’RE MORE
THOROUGH THAN
WE'VE EVER BEEN,
MORE BRUTAL WITH
EACH OTHER’S IDEAS.”
—JONNY BUCKLAND

ing to be conservative on the size of venues and ticket prices,
particularly the latter. “If other people were potentially rep-
resenting [Coldplay], they would have pushed this band into
much higher ticket prices,” Holmes says. “We've never crossed
$100. The highest ticket price is usually around $90 for the
P1is. Our average ticket price is about $65.”

Coldplay won't top the $100 mark this time, either. “We could
easily go $125 a ticket and 1 don’t think our fans would be too
offended by it,” Holmes says. “But there’s something that hap-
pens when you go into that place. You become one of ‘those
acts.” And I won't. It’s not about the money, it’s about {wanting]
to be around in 20 years still doing this.”

As such, though he’ll likely work with them, Holmes won't
be accepting a global tour offer from Live Nation or AEG Live.
“I've never felt the need to do a deal with a touring company,
because I'm not looking for the big check,” he says. “I'm not

LEFT AND RIGHT: JOHN SHEARER/GETTY IMAGES



going to them and saying, ‘I want $200 million to make it
work,” because . . . the ticket prices are going to be in the
stratosphere . . . that’s how you make it work.”

If all goes as planned, global touring will take place from
next spring until late summer 2013. The band will jump back
and forth between North American and European legs first
and play Latin America and Australia later. New for the band
will be a deeper run into Eastern Europe, playing new markets
like Finland and Russia. Two October 2011 stadium shows in
Johannesburg are already sold out.

In 2012, Coldplay will play arenas, festivals and stadiums, and
will venture into stadium waters in North America more than
ever in the past, according to Holmes. The manager is playing it
close to the vest now in terms of promoters. “I've done a lot of
work with Live Nation, and I like AEG, and Simon Moran [S]M]
will always be our guy in the U.K.,” he says. “Simon is someone
who [ consider a partner for me in the U.K. with Coldplay. I trust
his instincts. He’s much more than a promoter to us.”

FROM COLDPLAY TO THE WORLD

The launch of Mylo Xyloto is reflective of both the band’s
global popularity and today’s marketplace. “We live in a world
where people are going to want the new Coldplay record the
same moment anybody else in the world has is it,” EMI’s
Thompson says. “There’s that ‘immediate gratification’ fac-
tor. You've got to serve everybody at the same time.”

But the rollout has its challenges; the biggest of which is, “You
can’t physically be everywhere on street date, so that’s why this
advance promotion is so key in igniting the fan base,” Thompson
says. “[Coldplay have] chosen to do that work upfront.”

The album will be released in digital, CD and vinyl formats.
The 25,000 vinyl editions will include a 12-inch-by-36-inch
poster. A limited-edition pop-up version will also be available—
in that: a book with graffiti pop-up art designed by David A.
Carter, vinyl and CD, as well as photographs and journals.

With nearly three months until street dates, Thompson
says retail aspects are still being locked in. “I can’t talk about
it except to say we're trying to create a great partnership
with every vendor we do business with,” he says. “We did
the iTunes Festival in London as part of our whole buildup
to street date with iTunes and the iTunes customer. You’'ll
see similar things done with physical retailers around the
world in different ways.”

Thompson says the album will be issued in one physical
and one digital format for all partners, and there are discus-
sions on some sort of deluxe edition. At this point, no retail
exclusives confirmed. “We're trying to avoid that,” Thomp-
son says. “Because this is a global band and that’s sort of a
Pandora’s box.” When Coldplay played the iTunes Festival in
July, the band was placed prominently on the iTunes store-
fronts around the globe. That led to significant increases for
the single and EP at iTunes, the latest win in what has been
a fruitful partnership for both.

“When the new-media departments started at the labels
back in the early 2000s and the new-media guy was the geek
in the corner that no one really listened to in the marketing
meetings, | got to know that guy really well, and I started to
build my relationships with companies like iTunes,” Holmes
says. “1 knew this was where it was going. I got the band in
early with iTunes. We’ve built a truly unique partnership with
the retailer, and I'd say we have the same type of relationships
with Walmart, Starbucks and Amazon as well. With iTunes in
particular, because we've been so successful for them . . . they
tend to go above and beyond.”

Empbhasis track “Every Teardrop” is making noise at formats
including triple A, modern rock and adult top 40. “There has
been some great support on the top 40 side, and this track is
already on big radio stations in the top 40 world like [WHTZ]
Z100 in New York and [KIIS] Kiss-FM in L.A.,” Thompson says.
“That’s a huge testament to the mass-appeal nature of the
song and the band and the event that radio feels about a
Coldplay release.”

While the ultimate shape of the album is still being deter-
mined, “there is a cohesiveness to it,” Holmes says. “People
will find it all makes sense, but it goes all over the place, as
they always do.”

The artful, graffiti-themed video for “Every Teardrop” tips
how the visual aspects of Mylo Xyloto will take shape. “For
Coldplay, it’s as indie-looking as they’l] probably ever be at
this stage,” Holmes says. “It wasn't a big-budget . . . video;
it suited the song and where we're at in the campaign. And

From left: COLDPLAY and manager DAVE HOLMES
(far left) with Grammy executives at the Samsung
ATET sSummer Krush concert in Westwood, Calif.
The Aug. 3 event benefited the Grammy Foundation
and its music education programs for high school
students and schools.
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youwll see the graffiti in that as a tease to what’s about to
come with the artwork and everything.”

Unlike many managers, Holmes does have input on the artis-
tic side. “1 don’t want to get involved at the demo stage or the
preproduction stage; where I weigh in is when we're closer to
mixing ... that’s when they want my feedback as well,” he says.
“That’s when I'll say, ‘That lyric, I don’t know, Chris.” We have that
kind of relationship . . . [ know [ can be brutally honest. He knows
I'm not a manager that’s living in fear of getting fired if I say the
wrong thing. I'm just going to tell him.”

The album was produced by Markus Dravs, Daniel Green
and Rik Simpson, with Eno providing “enoxification” (the
band’s term for his role in the studio) and additional com-
position. It was recorded at the band’s London studios the
Beehive and the Bakery. If conceptually Mylo is about ro-
mance in a post-apocalyptic society, in terms of sonics, “I
suppose the theme would be letting loose musically,” Buck-
land says. “Louder drums, louder guitars, more contrast.
Then we wanted to go down to the most intimate moments,
then back to the biggest we’ve ever been.”

Martin believes the album is a representation of the band
as a whole, not just the singer. “I feel like the limelight is very
split, balanced out more than ever, which is a nice thing,” he
says. “Five albums in, everyone who likes Coldplay, or doesn’t
like Coldplay, is kind of used to the singer, so the challenge is
to try and keep it interesting for the listener. When someone’s
on the first album, everyone is just excited by the sound of
their voice, whether it’s Amy Winehouse or Adele or Bono or
whoever it is, when it’s a fresh voice. When it’s the fifth album,
everyone takes that bit for granted.”

The genesis of the record began with two separate musi-
cal visions, according to Buckland. “We had one idea that
we’d make an intimate, acoustic record and then we’ll make
an electric, wild record,” he says. “But we all just kind of
wanted to make the electric, wild record. And then some of
the acoustic things kind of bled in somehow. We still wanted
those moments, where you can hear someone plucking the
string, you can hear the breathing, you can hear the piano

pedal being pressed.”

The process of recording Mylo Xyloto was different from
previous studio projects “only in that we’ve tried not to be
scared,” Martin says. “We accept now that anything we do
will invite a certain degree of negativity, so instead of let-
ting that constrain us, this time out, it's, ‘Well, fuck it. We’ll
just go for it.””

Martin points out that Coldplay’s ascension occurred at
the same time as that of the Internet, where opinions, often
negative, proliferate. “At first it was like, ‘What the hell is this?
Thousands of people who hate you,”” he says. “But then you
forget about the people who really like what you do. So the
combination of getting over that worry, and working with
Brian Eno and Markus Dravs, familiar people, made us feel
like we’ll just run with it this time and worry about what ev-
eryone says later.”

Though not a “guitar record” by any stretch, the new album
does feature Buckland in unique ways and his presence is felt
on Mylo Xyloto probably more than any album. “He’s a very
shy person,” Martin says of Buckland. “It makes me giggle
to see how many moments he has [on the new record]. We've
deliberately kept all of them.”

Martin says when the band finished Viva la Vida, “we
were all feeling pretty pleased with ourselves when it was
like No. 1 or whatever.” But he says a letter from Eno put
things in perspective. “It said, ‘Dear Coldplay. I really think
we’ve made a good record here. But I do think we can do a
lot better, and 1 feel we all need to get back to work as soon
as possible, because I feel like Jonny especially is on the
route to something and he hasn’t got there yet.” We're like,
‘Ah, fucking hell, man.’ This was like a week after the record
came out. So we took the challenge and I feel very proud of
[Buckland]. He’s pushed himself a lot.”

Buckland is characteristically understated about his fret-
work. “I think I've gotten quite a bit more confident,” he says.
“A few years ago [ had tendonitis in my wrist, so I stuck to play-
ing simple things that I could keep going through. I had an
operation, and I can play a bit more now.”

Asked how he knows a record is done, Martin says, “When
it's taken from our grasp, unwillingly. Every time, we think
we’ll be done in two weeks, and every time it's right up to the
last minute. We know we want it to come out in October, so
whenever the last moment that’s possible, that will be when
it has to be. I find it very hard to deliver an album.”

That’s not an exaggeration, Holmes says. “Our delivery date
is Sept. 9, and they will be in the studio until midnight Sept. 8.

THE NEXT PHASE

“They have the ability to surpass the success they’ve had,
and that’s taking into consideration the decline in the mar-
ket,” Parlophone’s Leonard says. “They’ve delivered a unique,
special record indeed.”

Martin will not forecast what the future might hold for Cold-
play. “I always feel like each record is our last, but at the mo-
ment I'm in the stage where [ really mean it,” he says. “I just
can’t imagine how we would do another one, because we've
thrown everything [into this one]. When it’s finished, which
hopefully should be pretty soon—it has to be pretty soon—we
won’t have been able to put more work into it, which I guess
is the only thing we can really do.”

Asked if in two years he'l] feel like embarking on this entire
process again, Martin says, “I don’t know. But I never know.
think it would be bad if I was like, ‘Yeah, we’ve got 15 songs
up our sleeves.” I don’t have anything left. I feel proud of our
band at the moment. We're just so grateful, and very driven.
How long that will last, I don’t know. I don’t know how long
you can maintain that kind of focus.”

And the pressures Martin feels in creating a new record
aren’t commercial, or even artistic. “The honest answer is,
[ want anyone who spends money on us to be really pleased
with their purchase,” he says. “If you want to speak purely?
How I really feel is, we don’t make it for us. We don’t make
it to sell millions, we don’t make it to answer critics. We
make it so that if you're in a store and you buy our record,
or a ticket—like a good sandwich-—you go, ‘“That’s good!’
That’s all it is. And I look to my heroes on both record
and live and I think that the people 1 like the most are the
people that are really working for their audience. Bruce
[Springsteen] being the No. 1 example. I don’t really like
the whole, ‘We're just doing this and if you like it, great.’ [
don’t subscribe to that.” .
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Planet Rock

1t’s all about creative partnerships: Atlantic and

Roadrunner, Hollywood, ESPN, Jeep and more—

Lenny Kravitz’s new “Black and White America”is
off to a banging start BY MITCHELL PETERS

AST YEAR, LENNY KRAVITZ GAVE FANS
a taste of new music by tweeting a
short clip of he and trumpeter Troy
“Trombone Shorty” Andrews in the
studio performing “Life Ain’t Ever
Been Better Than It Is Now.”

Halfway through the track, which
appears on Kravitz’s ambitious new
studio album Black and White Amer-
ica, the 47-year-old rocker confi-
dently belts, “It’'s my time and there’s no way I'm failing.”

One of the most recognizable rock stars on the planet,
Kravitz has already succeeded on countless levels—includ-
ing 15 million albums sold since Nielsen SoundScan began
tracking sales data in 1991. But with a new label partner-
ship, a burgeoning acting career, an upcoming album and
world tour, major brand deals, numerous TV/film synchs
and other entrepreneurial projects—the four-time Grammy
Award winner is at the top of his game. Indeed, judging by
the aggressive promotional campaign for his ninth album,
due Aug. 30 on Atlantic Records/Roadrunner Records (Aug.
22 overseas), Kravitz has his work cut out for him.

“There’s a lot going on at once,” says Kravitz, who recently ar-
rived in North Carolina to begin filming “The Hunger Games,”
the anticipated film adaptation of Suzanne Collins’ best-selling
trilogy. The musician/actor was tapped to play the role of fash-
ion stylist Cinna after “Pleasantville” director Gary Ross was
dazzled by his appearance in 2009’s critically acclaimed “Pre-
cious.” “I have to organize,” Kravitz says. “There are a lot of
deadlines coming from a lot of different places.”

In addition to filming “Games” and promoting Black and
White America, Kravitz is working on various hotel and condo-
minium design projects in Miami through his company Kravitz
Design. And in his spare moments, he’s also an avid photogra-
pher. Kravitz may note that he’s “got enough jobs right now,” but
he says he’s always open to more creative work. And the artist’s
camp isn’t worried that his outside endeavors will interfere with
the intense promo cycle of Black and White.

“From the first day we met Lenny, he told us how important
this album was to him and how hungry he is to expose it,”
Roadrunner president Jonas Nachsin says. “We have no ques-
tion of his commitment to that.”

FRESH START

Kravitz arrives at Atlantic/Roadrunner after a long-standing
relationship with Virgin, which released 1989’s classic Let Love
Rule and, most recently, 2008’s It Is Time for a Love Revolution.
The latter has sold 240,000 copies, according to Nielsen Sound-
Scan. Despite leaving Virgin with one album left on his con-
tract, the artist says he and the label parted on friendly terms.

“It was just time for a change,” he says. “It was not the
place I'd signed to. It had gone through many versions . . . it
was time for new blood.”

Roadrunner discovered that Kravitz was a free agent through
its partnership with industry veteran Tom Lipsky, who has a
joint-venture label with Roadrunner called Loud & Proud Re-
cords. “His charge is to look for artists of some renown that have
an opportunity to do a new deal,” Nachsin says. The imprint’s
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roster includes Lynyrd Skynyrd and Kenny Wayne Shepherd,
and with the desire to continue diversifying Roadrunner’s ros-
ter with established acts that fall outside of the label’s hard rock
and metal roots (its roster includes Slipknot, Nickelback and
Theory of a Deadman), Nachsin jumped at the opportunity to
bring Kravitz into the fold.

Kravitz hadn’t heard of Roadrunner prior to the deal.
But through discussions with executives at Warner Music
Group—which owns Roadrunner and Atlantic—he was as-
sured that both labels would work in conjunction to market
and promote his music. He’s now signed to a worldwide,
multi-album deal with Atlantic/Roadrunner. “Roadrunner
is full of people he’s just getting to know,” Nachsin says.
“Atlantic not only has some people he knows, and has had
a good relationship with over the years, but he also admires
the label and its legacy.”

Roadrunner is taking the lead on the promotional and
marketing efforts for Black and White America. But the label
is utilizing the expertise and resources of Atlantic. “We went
through the whole marketing and promotion plan piece by
piece with [Atlantic chairman/COO] Julie Greenwald and
her people,” Nachsin says. “And wherever they could offer
input, help or advice, they did.”

Kravitz is optimistic. “[Roadrunner] seemed more like the
old-school record company [ came from, which was Virgin
America when it was a boutique label,” he says. “I plan on
it going very well.”

BLACK AND WHITE, LITERALLY

The son of filmmaker/ TV producer Sy Kravitz (of Ukrainian/
Jewish descent) and Florida-born African-American actress
Roxie Roker (“The Jeffersons”), the theme of Kravitz's new
album is the dynamic(s) of growing up in an interracial envi-
ronment. “This is what I know and how [ had to live,” he says.
“It’s where we are in America with a lot of people having to
deal with the fact that it’s not just white America—it’s black
and white America, and everything in between.”

The 16-song set’s title track was written in response to a
documentary about white supremacists in post-Obama Amer-
ica. Kravitz doesn’t recall the title of the film, but says he
randomly found it while flipping through channels. “It was
people talking about how they wanted America to be like it
was 100 years ago,” he says. “To hear people as hardcore as
they were—in 2011—kind of blew my mind. Like, ‘These
people still exist? Wow.””

Black and White America was recorded in the Bahamas and
Paris beginning in mid-2009. The contrasting city environ-
ments played a significant role in shaping the set’s overall
vibe. “The Bahamas enabled me to be away from mainstream
society,” Kravitz says. “It gave me time to reflect and think
about my life—and to feel. The music that came out was ex-
tremely pure. When I took it to Paris and was driving around
the car in the middle of all this electricity, the music sounded
different. It influenced me as far as what overdubs were going
to go in, that would bring this electricity.”

Kravitz produced and played most of the instruments on
Black and White America, bringing in regular guitarist Craig
Ross and Trombone Shorty for the horn section. In addition

Renaissance man:
LENNY KRAVITZ

to guest appearances by Jay-Z (“Boongie Drop”) and Drake
(“Sunflower”), the album includes a song co-written with Swizz
Beatz (“Sunflower”). Touching on rock, funk, pop, R&B, jazz
and blues, the collection contains some of the most musically
diverse songs of Kravitz's 20-year career. He riffs hard on “Rock
Star City Life” and “Come On Get It,” displays old-school R&B
on “Superlove,” delves into some reggae on “Boongie Drop”
and reveals a softer side on the ballad “Dream.”

Radio programmers have already responded to the
poppy first single “Stand,” which rises 33-29 this week
on Billboard’s Adult Top 40 chart. During his career,
Kravitz has scored 16 Billboard Hot 100 hits (two top
10s: “It Ain’t Over 'Til It’s Over” and “Again”), 12 Adult
Top 40 hits (four top 10s), 13 Alternative hits (one No. 1:
“Fly Away”) and 14 Mainstream Rock hits (two No. 1s:
“Are You Gonna Go My Way” and “Fly Away”).

“I never stick to one thing on an album,” Kravitz says. “But
this one, with 16 tracks, really gives a good music history of
where [ come from and who I am.”



DOVE SHORE

The campaign for Black and White America launched last
fall with a basketball-themed music video for “Come On
Get It.” The song was used online and in spots during the
NBA playoffs on Turner Broadcasting-owned or -managed
networks, including TNT. Kravitz also performed live at
the 2011 NBA All-Star Game in late February. The follow-
ing month, Kravitz visited the set of “The Oprah Winfrey
Show” to reveal the album artwork for Black and White
America. In May, he visited NBC’s “Late Night With Jimmy
Fallon” to participate in a tribute for the 30th anniversary
of Bob Marley’s death by performing “Roots Rock Reggae.”

Around that time, Kravitz locked down a deal with Chrysler’s
Jeep SUV division for a 10-week advertising campaign that fea-
tured “Rock Star City Life.” A longtime Jeep Wrangler owner,
the artist also appeared in nationally broadcast Jeep commercials
from May through June. Select clips from the commercial shoot
in New Orleans were featured on Jeep’s website and through the
company’s various social media channels. Kravitz’s involvement
helped contribute to an all-time high sales record for the Jeep

Wrangler, Chrysler Group head of Jeep brand advertising Kim
Adams House says. “Really what you bring to the table with a
partnership like this is the synergies,” she says. “Being able to
leverage our product to his brand and vice versa.”

Kravitz then capped off June by opening for U2 on four
sold-out U.S. stadium dates. “It was a great way to warm
up,” he says. “We've been good friends for a long time and
we had never played together.’

BUT THAT’S JUST THE BEGINNING

Surrounding the release date of Black and White America,
Kravitz will appear on numerous TV shows, including late-
night programs and on the “Today” Toyota Concert Series.
He’s also been tapped for “AOL Sessions” and YouTube
Presents. On Aug. 31, the artist will perform in New York
at Terminal 5 as part of the 2011 Samsung & AT&T Sum-
mer Krush concert series. And through the fall Kravitz will
be touring South America and Europe, to be followed by
a U.S. run in December. Next year, he’ll embark on a full-

TEAMLENNY

ALBUM TITLE: Black and White America

LABEL: Atlantic/Roadrunner

RELEASE DATES: Aug. 22 (worldwide), Aug. 30
(United States)

PRODUCER: Lenny Kravitz

LEAD SINGLE: “Stand”

SYNCH DEALS: NBA on TNT (performance/synch),
Jeep (synch), “Abduction” (film synch, soundtrack),
“Tower Heist” (film trailer synch), ESPN (synch), Fala-
bella department stores (synchs)

MEDIA APPEARANCES: “The Gayle King Show”
(Aug. 15), “The Tavis Smiley Show"” (Aug. 22), “AOL
Sessions” (Aug. 23), YouTube Presents (Aug. 29),
“Late Show With David Letterman” (Aug. 30), “Late
Night With Jimmy Fallon” (Sept. 1), Toyota Concert
Series on “Today” (Sept. 2)

FILM: “The Hunger Games” (plays the character
Cinna)

SITES: LennyKravitz.com, Facebook.com/lenny-
kravitz, YouTube.com/lennykravitz

MANAGEMENT: Craig Fruin and Howard Kaufman at
HK Management

BOOKING AGENTS: Jenna Adier, Mitch Rose and
Rob Light at Creative Artists Agency (North Amer-
ica); Rod MacSween, International Talent Booking
(international)

THEATRICAL AGENTS: Maha Dakhil and Hylda
Queally at Creative Artists Agency

PUBLISHING: Administered by Jeff Hafer (United
States), EMI Publishing (international)

PUBLICITY: Carleen Donovan at Press Here Publicity
TWEETS: @LennyKravitz

scale trek of the United States, Europe, Australia and Japan.
Additionally, his new music has already been licensed for
the films “Abduction” and “Tower Heist,” ESPN’s “World
Series of Poker 2011” and the Falabella department stores
in Chile, Colombia and Peru.

“Not only has he gotten a lot of media coverage in the past,
but you can tell he’s really been doing something right in
so many ways cver the years,” Nachsin says. “There’s a real
positive energy around him that you pick up on. People defi-
nitely have a feeling of wanting to help him, and that’s great.”

It may seem like Kravitz has already conquered nearly all
facets of the entertainment industry, but his work isn’t yet
finished. In addition to expanding his horizons in photog-
raphy, design and acting, the artist hopes to do more music
producing when time allows. But Kravitz’s heart will always
belong to focusing on what he loves most: writing and per-
forming his own music.

“That’s my time. Like being in a studio and just painting,” he
says. “That’s the incredible creative time that I thrive on.
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e’saninternational networker
whose musical openness
and megawatt personality
have made him a magnet for
established artists seeking a
brand-new sound.

He’s the studio savant
who parlayed that trust and
collaboration into career-de-
fining anthems, in the pro-
cess redefining the Ameri-
can radio hit.

He’s an industry power
player who wields the kind of
clout that only the ability to
create hits at will can afford.

Yet that person rejects all
such labels—in favor of one
far more humble.

David Guetta would like
you to know: He’s a DJ. He
says so himself—literally, “I
am a DJ”"—no less than 10
times in a span of 20 minutes.
That title defines who he is,
how he thinks and creates, the community with which he pri-
marily identifies and the one he’s most interested in nurturing.

“I want to use my success to do what I do as a DJ,” he says.
“To play hits, but also educate people. Give them a good time,
but help them discover my culture as well.”

Guetta’s new album—Nothing But the Beat (Astralwerks/
EMI), out Aug. 29—is laser-focused in more than name alone.
Despite his acceptance into the pop club, the fresh album and
all of Guetta’s activity around it—including multinational
brand partnerships and touring so extensive that it puts him
in front of up to 300,000 fans each week—are meant to cham-
pion dance music, elevate its native sounds and forms, and
more strongly identify Guetta as you know what.

“David doesn’t want to turn into some other kind of pop
star,” says his longtime manager Caroline Prothero (@caro-
linepro). “He doesn’t want to mimic anything. He wants to
take DJ culture and place it alongside everything that’'s come
before, with its values intact.”

Nothing But the Beat is Guetta’s fifth full-length, but has
all the pressure and expectations of a sophomore effort. After
three albums that tested the concept of merging American
urban music with the utilitarian thump of dance, 2009’s One
Love perfected the format in grand fashion, with enough star
collaborators to take it to the masses. “[One Love] was about
artists making records all for fun, for David and for them.
Experimenting with new structures and refreshing the way
they wrote songs,” Prothero says.

The result was nothing less than a pop cultural tidal wave.
Four One Love cuts—“When Love Takes Over” with Kelly
Rowland; “Sexy Bitch” with Akon; “Gettin’ Over You” with
Fergie, LMFAO and vocalist Chris Willis; and “Memories”
with Kid Cudi—each presented a different take on Guetta’s
melting-pot style and sold a collective 4.2 million singles,
according to Nielsen SoundScan.

Meanwhile, Guetta's productions for other artists were
helping make his sound literally omnipresent, like Flo Ri-
da’s 2010 “Club Can’t Handle Me” (2.6 million singles sold),
Rihanna’s 2010 “Who’s That Chick” (538,000) and the big-
gest digital song of all time, the Black Eyed Peas’ 2009 “I
Gotta Feeling.” It has sold 7.4 million singles and was No. 1
on the Billboard Hot 100 for 14 weeks, cementing Guetta’s
pogo synths, chiming keys and looped hooks as the reign-
ing sound du jour.

How do you follow that up? “It’s difficult, of course,” Guetta
says. “Some of my recipes have been used so much—not only

by me. I know I can deliver a hit now, but I wanted to try
something different. My challenge was to surprise people.”

First Beat single “Where Them Girls At” with Flo Rida
and Nicki Minaj sounds more than a little like “Sexy Bitch,”
and is already making an impact: It has sold 804,000 units
since its May 3 release, and is No. 27 on the Hot 100. But
true to Guetta’s word, the majority of the album covers new,
unexpected or just richer ground. “Nothing Really Matters,”
with kindred pop wizard and good friend Will.i.am, contains
the album’s namesake lyric (“Nothing really matters/But the
beat”), an irresistible synth riff and sampled strings—a new
addition to Guetta’s sonic palette—for some extra grandeur.

“Night of Your Life” takes a structure usually reserved for
breathy chanteuses—the big-room trance vocal—and adds
the firepower of Jennifer Hudson. “Obviously she’s an amaz-
ing singer, can do anything with her voice, but it's more a
matter of specific things with this type of music to keep the
energy up,” Guetta says. “I like surprising the listeners as
well as the artists themselves.”

“Titanium” with singer/songwriter Sia is Guetta’s quirkiest
and most epic track to date (in itself an unusual combination),
and “Turn Me On” is the first track to feature vocals—yes,
vocals—by Minaj. “People are not going to believe she can
sing like this,” Guetta says.

But the album’s centerpiece is “Without You,” an electro-
ballad sung with palpable anguish by Usher that’s “maybe the
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biggest song I've made in my life,” Guetta says. “We were in
bargaining sessions for a while. Usher was saying, ‘I need this
record for my album.’ I said, ‘I'm sorry, I cannot give it to you.’
After a while he called me back and gave in.” The song has all
the makings of a major hit and is slated to be the next single.

Beat Iso features six instrumental tracks—in some coun-
tries, it will be packaged as a double-album—which Guetta
characterizes as labors of love, meant to further his mission
to evangelize true dance. In collaboration with hot dance
producers whose careers he helped nurture—like Avicii and
Afrojack—the tracks are artful, tech-y and dirty, recalling
Daft Punk and Chemical Brothers. “Some people who buy my
album, they’re not the type who would buy electronic music
like this, so this might be their introduction,” Guetta says.
“But I also want to have the DJs and purists be like, ‘Oh, wow,
he can still surprise us and come up with crazy sounds.”

Astralwerks’ three-phase marketing plan for Beat capital-
izes on Guetta’s many international brand partnerships and
his legendary work ethic. “He seems to have the ability to go
nonstop 24/7, 365 days a year,” says Paul Morris of AM Only,
his U.S. booking agent. “If he is not in the studio, then he’s
on a plane, in a car, at a gig or doing promo. His schedule is
ridiculous. He is ‘on’ the entire time.”

According to Astralwerks president Glenn Medlinger,
phase one, which is happening now, includes simultane-
ous support of four focus tracks—“Where Them Girls At,”
“Nothing Really Matters,” “Without You” and “Little Bad
Girl” with Taio Cruz and Ludacris—with radio promotion,
single releases and videos. Release week features parties in
New York, San Francisco, Los Angeles and Chicago, all with
appearances by Guetta. There’s the premiere of a documen-
tary, “Nothing But the Beat,” produced by Burn, Coca-Cola’s
European energy drink brand, with behind-the-scenes and
performance footage, as well as interviews with Guetta’s
pop star collaborators and fellow DJs. A potential theatrical
release is being eyed.

Phase two kicks off in October, with more extensive U.S.
touring. “The priorities are to continue to develop his core
electronic dance following by playing nightclubs, which is
really where David’s passion lies on a performance level, as
well as continuing to build out larger hard-ticket events and
playing major festivals,” Morris says. A David Guetta range
of DJ headphones for Beats, Dr. Dre’s premium headphones
brand, will roll out around this time. A developing technol-
ogy partnership with HP—which is looking to enhance its
music software capabilities, and already has a relationship
with Beats—could also come into play.

Phase three carries the campaign into 2012, and will most
likely center on the domestic launch of Guetta’s international
Coca-Cola partnership, for an as-yet-undetermined Coke prod-
uct. But if the product placement in the “Little Bad Girl”
video is any indication, it looks like it will be vitaminwater.

Meanwhile, in D] booths from Ibiza to Los Angeles, Guetta
continues the constant cycle of testing and editing that he
says sets him apart from all other pop producers. “You’ll
see him in the booth with a pen and piece of paper,” Pro-
thero says. “When he’s playing a new beat, he'll write down
the trigger point that makes the crowd react, go back to his
hotel room before he sleeps and make the changes, and play
it again the next night.”

“Playing in clubs gives me the opportunity to try new
sounds and see the reaction of the people—not only to my
own music, by the way,” he says. “If [ see that people love it,
I think that might be a direction I could take in the future.”

Anyone who'’s seen him rock a room, arena or field won’t
deny it: David Guetta is indeed a DJ. But part curator, taste-
maker, purveyor and personality, he’s just unlike any DJ the
world has ever seen. see

Kerri Mason (@hotwaterinc) is a New York-based freelance writer.
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PUBLISHER SNARES MOST AIRPLAY OF TOP 100 SONGS
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-
A

WITHHITS BY ADELE, BLACKEYED PEAS

or the fifth consecutive quarter,
EMI Music Publishing topped
rival publishers to capture the larg-
est share of the 100 songs gener-
ating the most U.S. radio airplay.

During the three months ended June 30,
EMI had a 19.3% share of the top 100 airplay
songs, up from 18.1% in the prior quarter, but
down from 21.1% in second-quarter 2010. EMI
maintained its hold on the top spot by snar-
ing a share of 45 of the top 100 songs, more
than any other publisher and up from the 41
songs in the first quarter. The songs included
Adele’s “Rolling in the Deep” at No. 2, the
Black Eyed Peas’ “Just Can’'t Get Enough” at
No. 3, Rihanna’s “S&M” at No. 4 and Bruno
Mars’ “The Lazy Song” at No. 6.

Radio airplay was calculated based on the
overall top 100 detecting songs from 1,525
U.S. radio stations that Nielsen BDS moni-
tored electronically for the period of April
1-June 30. The Harry Fox Agency researches
the publishers’ split for each track to calculate
their share of those songs.

Climbing into second place was Universal
Music Publishing Group with a 15.8% share
of the top 100 U.S. radio songs, up nearly three
percentage points from the 12.93% it had in
the prior quarter when it ranked third and
up sharply from 10% in second-quarter 2010
when it ranked fourth. Universal had a share
of 39 songs among the second quarter’s top
100, including “Rolling in the Deep,” “On the
Floor” by Jennifer Lopez featuring Pitbull
at No. 7, “Give Me Everything” by Pitbull fea-

turing Ne-Yo, Afrojack & Nayer at No. 9
and “Down on Me” by Jeremih featuring 50
Centat No. 11.

Kobalt Music Group continued its climb
up the chart, finishing the second quarter in
third place with a 12.4% share, outpacing ma-
jors Warner/Chappell Music and Sony/ATV
Music Publishing. Despite posting its high-
est quarterly ranking to date, Kobalt’s share of
the top 100 songs dropped from the 12.86% it
had in the prior quarter, but was
up from the 8.3% it had in the
corresponding period last year.
The company had a share in 16

Publishers
Place

had a share of 23 top 100 songs in the second
quarter, including “The Lazy Song,” “On the
Floor,” “Down on Me” and Lupe Fiasco’s
“The Show Goes On” at No. 12.

Rising to sixth place was BMG Chrysa-
lis, which saw its market share climb in the
second quarter to 4.9%, up from 2.8% in the
prior quarter but down from 7.7% a year ear-
lier when it made its top 10 publishers airplay
chart debut. BMG had a share in 16 of the top
100 songs of the second quar-
ter, including “Just Can’t Get
Enough,” “Look at Me Now,”
“F**k You (Forget You)” and

songs in the top 100, including
“E.T.” by Katy Perry featuring
Kanye West at No. 1, Britney
Spears’ “Till the World Ends” at
No. 5, PInk’s “F**ckin’ Perfect”
at No. 10 and “Look at Me Now”
by Chris Brown featuring Lil
Wayne and Busta Rhymes at No. 14.

Warner/Chappell was fourth with an 11.1%
share, falling from the prior quarter when it
ranked second with a 13.2% share and down
from the same period last year when it had
12.1%. The company had a share of 34 top 100
songs in the second quarter, including “The
Lazy Song,” “E.T.,” “Till the World Ends” and
Cee Lo Green’s “F**k You (Forget You)”
at No. 8.

Sony/ATV came in fifth for the second con-
secutive quarter with an 11% share, down
from 11.9% in the prior quarter and 13.4% it
had in the corresponding period in 2010. It
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“My Last” by Big Sean featur-
ing Brown at No. 28.

Bug Music placed seventh
with a 3.8% share, its lowest
tally since first-quarter 2010,
when it had a 3.6% slice of the
pie. Bug, which snared a 4.3%
share in the first quarter and a 4.2% share
in second-quarter 2010, had a share of 11 top
100 songs, including “The Lazy Song,” “F**k
You (Forget You)” and Mars’ “Just the Way You
Are” and “Grenade,” which came in at Nos.
20 and 21, respectively.

Words & Music Copyright Administration
finished eighth with a 2.3% share, down
slightly from the prior quarter’s 2.5% tally
when it ranked 10th. The Nashville-based
company placed seven songs in the top 100:
“Old Alabama” by Brad Paisley featuring
Alabama at No. 30 and Justin Moore’s "If
Heaven Wasn't So Far Away” at No. 45.

A fire starting in my
heart: “Rolling in the
Deep” by ADELE was
the No. 2 airplay song
of the second quarter,
lifting the artist and her
co-writer Paul Epworth
(see interview, page
22) into the ranks of
the top 10 songwriters
of the period based on
radio play.
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Peer Music came in ninth with a 1.9%
share, down from 2.59% it had in the prior
quartet, with a share of four top 100 songs,
including “S&M,” Perry’s “Firework” at No.
19 and Nicki Minaj’s “Super Bass” at No. 48.

Rounding out the top 10 is Ultra Interna-
tional, which makes its third consecutive ap-
pearance on the ranking with 1.7% share, down

TOP 10 COUNTRY

PUBLISHERS AIRPLAY CHART

RANK PUBLISHER NAME MARKET SHARE
1 EMIMUSIC PUBLISHING 19.3%
2 UNIVERSAL MUSIC PUBLISHING GROUP 15.8%
3 KOBALT MUSIC GROUP - i 12.4%
4 WARNER/CHAPPELLMUSIC 1%
5  SONY/ATV MUSIC PUBLISHING - 11.0%
6  BMGCHRYSALIS o ' B C4.9%
T 7 BUGMUSIC/WINDSWEPT HOLDINGS - 3.8%
8 WORDS & MUSIC COPYRIGHT ADMINISTRATION N  2.3%
9  PEERMUSIC o N 1.9%
10 ULTRA INTERNATIONAL MUSIC PUBLISHING 1.7%

Percentage calculations based upon the overall top 100 detecting songs from 1.525 U.S. radio stations electronically
monitored by Nielsen BDS 24 hours a day, seven days per week during the period of April 1-June 30. Publisher
information for musical works has been identified by the Harry Fox Agency. A “publisher” s defined as an administrator,
copyright owner and/or controlling party.
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RANK PUBLISHER NAME MARKET SHARE

1 SONY/ATVMUSIC PUBLISHING 14.8%

"2 EMIMUSICPUBLISHING -  12.4%
3 UNIVERSAL MUSIC PUBLISHING GROUP 7%
4 WORDS &MUSIC COPYRIGHT ADMINISTRATION 9.8%
5  WARNER/CHAPPELL MUSIC - 9%

6  BMGCHRYSALIS 6.8%
"7 BUGMUSIC/WINDSWEPT HOLDINGS o | 2.4%

8  CAROL VINCENT AND ASSOCIATES 2.3%

9  TENTEN MUSIC GROUP 2.2%

" 10 CALIVENTERTAINMENT - 19%

Percentage calculations based upon the overall top 100 detecting songs from 197 U.S. country radio stations electronically
monitored by Nielsen BDS 24 hours a day, seven days per week during the period of April 1-June 30. Publisher
information for musical works has been identified by the Harry Fox Agency. A “publisher” is defined as an administrator,
copyright owner and/or controlling party.
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slightly from the 3.1% it had in the prior quar-
ter. Ultra placed five songs in the top 100, in-
cluding “S&M,” “Firework” and “Hey Baby
(Drop It to the Floor)” by Pitbull featuring T-
Pain at No. 42.

Sony/ATV topped the country publishers
airplay chart with a 14.8% share of the top
100 country songs at 197 stations monitored

‘; ‘-.* m//{“

by Nielsen BDS. The company’s share slipped
from 15.9% in the prior quarter.

The top songwriter for the fourth consecu-
tive quarter was Martin Karl “Max Martin”
Sandberg, who had a hand in writing nine
top 100 songs including “Till the World Ends,
“F**kin’ Perfect,” “E.T.” and Ke$ha’s “Blow”
at No. 16. .

TOP 10 SONGWRITERS

AIRPLAY CHART

RANK

ARTIST

L B MARTINKARL “MAX MARTIN” SANDBERG
2 LUKASZ “DR. LUKE” GOTTWALD
3 MIKKEL STORLEER ERIKSEN,
TOR ERIK HERMANSEN (STARGATE)

4 ADELE ADKINS,
PAUL EPWORTH

5 ARILEVINE, PETER “BRUNO MARS” HERNANDEZ,
PHILIP LAWRENCE (THE SMEEZINGTONS)

6 ARMANDO CHRISTIAN “PITBULL” PEREZ
7 JOHAN “SHELLBACK” SCHUSTER
8 KATY PERRY
9 SANDY “VEE” WILHELM
10 ESTERDEAN

Ranking based on the number of aggregated plays each songwriter had among the overall top 100 detecting songs from
1,525 U.S. radio stations electronically monitored by Nielsen BDS 24 hours a day, seven days per week during the period
of April 1-June 30. Unlike the accompanying publisher airplay charts, this ranking doesn’t take into account the publishing
splits among songwriters for a given song, but rather divides credits equally among each listed songwriter.

Prince of pop:
MARTIN KARL
“MAX MARTIN”
SANDBERG was
the top songwriter
for the fourth
consecutive

quarter.
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TOP 20

AIRPLAY SONGS

RANK

1
2
3
4
L)
6
7
8
9

JEIE

20

SONG

“E.T.,” KATY PERRY FEAT. KANYE WEST CAPITOL
“ROLLING IN THE DEEP,” ADELE N (OLUMBIA
“JUST CAN'T GET ENOUGH,” THE BLACK EYED PEAS INTERSCOPE
“5&M,” RIHANNA DEF JAM/IDIMG
“TILL THE WORLD ENDS,” BRITNEY SPEARS IVE/LG
“THE LAZY SONG,” BRUNO MARS ELEKTRA/ATLANTIC
“ON THE FLOOR,” JENNIFER LOPEZ FEAT. PITBULL ISLAND/IDIMG
“F**K YOU (FORGET YOU),” CEE LO GREEN ELEKTRA/RRP
“GIVE ME EVERYTHING,” PITBULL FEAT. NE-YO, AFROJACK & NAYER MR, 305/P0L0GROUNDS/J/RMG
“F**KIN’ PERFECT,” PINK LaFACE/LG

MICK SCHULTZ/DEF JAM/IDIMG
IST&ISTH/ATLANTIC

“DOWN ON ME,” JEREMIH FEAT. 50 CENT
“THE SHOW GOES ON,” LUPE FIASCO

“ROLL UP,” WIZ KHALIFA ROSTRUM/ATLANTIC/RRP
“LOOK AT ME NOW,” CHRIS BROWN FEAT. LIL WAYNE & BUSTA RHYMES IVE/NLG
“FOR THE FIRST TIME,” THE SCRIPT PHONOGENIC/EPIC
“BLOW,” KESHA KEMOSABE/RCA/RMG
“WRITTEN IN THE STARS,” TINIE TEMPAH FEAT. ERIC TURNER DISTURBING LONDON/CAPITOL
“FIREWORK,” KATY PERRY CAPITOL

“TONIGHT ('M LOVIN’ YOU),” ENRIQUE IGLESIAS FEAT. LUDACRIS & DJFRANKE  UNIVERSALREPUBLIC
“JUST THE WAY YOU ARE,” BRUNO MARS ELEKTRA/ATLANTIC

Ranking based on the number of aggregated plays each song had among 1,525 U.S. radio stations electronically
monitored by N elsen BDS 24 hours a day, seven days per week during the period of April 1-June 30
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By Mikael Wood
ccording to Paul Epworth, one of
the biggest songs of 2011 materi-
alized in about 30 seconds.

“I had been playing some soul-
ful chords on piano,” the London-based song-
writer remembers of a session with Adele.
“And she started singing something directand
bluesy, like Dr. John or Tom Waits. Then 1 picked
upa guitar and that was it—we basically had it.”

Epworth laughs. “It wasn’t rocket science,”
he says.

Maybenot, butsinceits U.S. releaselast De-
cember, “Rolling in the Deep” has racked up
the kind of numbers you almost need a calcu-
lator to tally, generating U.S. digital track sales
of 4.8 million, according to Nielsen Sound-
Scan. Meanwhile, Adele’s album 21, which
features the single as well as two other songs
co-written by Adele and Epworth, has sold 2.9
million units.

“Rolling in the Deep” has also been an
airplay powerhouse, generating the second-
mostspinsat U.S. radio stations monitored by
Nielsen BDS during the three months ended
June 30. On the strength of that title alone,
Adele and Epworth are making their debuton
Billboard’s quarterly top 10 songwriters ait-
play chart (see page 21).

Although his songwriting services are now
in demand thanks to his work on 21 and Flor-
ence & the Machine’s Lungs, Epworth first
made a name for himself as a producer for
such’00s dance-punkacts as Bloc Party, Max-
imo Park and the Futureheads. He’s also re-
mixed under the name Phones; hit up Spotify
to hear his throbbing indie-disco take on “Su-
permassive Black Hole” by Muse.

Today Epworth, who'’s signed to EMI Music
Publishing, says he views producing and
songwriting as “very much part of the same
thing” and describes his goalinboth pursuits
as “finding a balance between what feels good
and what feels fresh.”

“The greatest of pop music—whether it's
Smokey Robinson, Holland-Dozier-Holland
or Ashford & Simpson—has always been
about the novelty of the message speaking
to something deeper,” he says. “The job is to
write something direct enough to pull you in
but with some lasting intrigue.”

In an interview with Billboard, Ep-
worth talks about his emerging career as
a songwriter.

Have you been writing songs for as long as
you’ve been producing?

Longer, actually. As a kid I wrote songs and
played inaband. I studied the nature of song-
writing, the classicsongbooks of all the greats.
Professionally, though, I got my first big break
as a producer. But I have to say that I think
my success as a producer came from having a
22 |
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Paul Epworth

The co-writer of Adele’s ““Rolling in the Deep” talks about
his transition from producer to songwriter/producer

songwriter’s ear—knowing how to help peo-
ple find melodies and make better arrange-
ments and how to structure things.

How did you manage the transition from
producer to writer?

After producing for a while, I suddenly real-
ized I wouldn’t beable to fulfillmyambitionas
a creative person unless I stopped producing
and went, “Right, now 'mawriter/producer.”
I had to take that bold step,and luckily the first
thing I started working on—obviously I had
to look for an unsigned artist to work with,
since I was never going to get a break with
a signed artist—was Kate Nash’s “Founda-
tions,” which ended up becoming a huge hit
in the U.K. That opened a lot of doors for me,
and thankfully I was able to go on to work with
alotofDbigartists.

Some of those artists come from very differ-

ent places than your production clients did.
Yeah, asa writer I didn’tgo into the sphere I'm
known in as a producer. [ just love all music; I
don’tsee any boundaries between genres. I'm
sure at some point 'l make records thatsound
like Liars, you know? But at the same time I
love the simple, soulful stuff I've done with
Adele, where it sounds like a Willie Mitchell
production. I look at music as this metaphysi-
cal manuscript; the production aesthetics are
to be applied on top of that. And that’s some-
thing that’s given me the freedom to work with
artists with different tastes and from different
backgrounds—artists open-minded enough
to accept that I'm nota master of one trade but
ajack ofall.

You’ve written with bands and solo artists.
Are the two experiences different?

With a band, you're very often helping them
refine an idea—maybe interjecting some light

into a chorus or expanding a melody. Essen-
tially you're one of four people sculpting a song.
Whereas when it’s one on one—with Florence
[Welch] or Adele or Jack Pefiate—it becomes
very much like the two of you findinga vision. I
love the idea of helping anartistfind—and this
is a horrible phrase—his or her unique selling
point. You'retrying to help anartist find some-
thing that consolidates what their identity is.

Is it ever difficult for you when one of your
songs goes to a different producer?

With Adele I was very aware that “He Won't
Go” was going to another producer. And es-
pecially with someone like Rick Rubin, it
had to be based on the simplest, most direct
chord formula. I had to think like I was physi-
cally writing the notation, because you can’t
get away with something like a vague wobbly
sound in the background. If the song hinges
on that, it disappears as soon as you give it to
someone else.

Your songs on 27 are probably the most
straightforward in your catalog.

I think I was mulling over the fact that some
ofthe records I've made couldn’t be played by a
house band for television and be done justice.
It made me come to terms with the idea of pro-
duction making a song.

Did you and Adele know you had something
special on your hands with “Rolling in the
Deep”?

I had a hunch it would do well. Whenever I
played it to anyone, they’d go, “Holy shit!”
That’s always a good sign. But to be fair, al-
though I knew we had a powerful structure,
when Adele came out and sang the chorus,
that’s when myjawdropped. Thesong’s gravi-
tas hinges on that moment; I just gave her the
situation todoitin.

Do you worry that as your work picks up, you
won’t have the luxury of forging an intimate
bond with an artist? That you'll be expected
to deliver something deeply personal in just
a few hours?

Well, I have to say that [ only did five days of
writing with Adele. I just try to find ways to put
someone in a position where they feel comfort-
able bringing parts of their personality out.
That comes from being a producer, I think—
getting performances out of people. But I'm
lucky enough to choose quite carefully who 1
work with; it's important to be quite picky.

So far, many of your songwriting partners
have been female singers.

The nature of the emotional dynamic with
a female songwriter, maybe it cuts closer to
the bone. But bear in mind that in the U.K.
everything’s kind of dominated by female
artists right now. Perhaps that will change.
I met Adele through Jack Pefate, and I still
think my work with him is among the best
I've done.

Who’s on your wish list at the moment?

I'd love to work with Beyoncé and Rihanna.
I've done a lot of organic things, but I do have
an electronic side to my musical palette. Or
maybe they’d want to do something organic. I
justlove how forward-thinking U.S. artistsare
on the hip-hop side of things. For me some-
thing to aspire to is the idea of working with
an OutKast or a Justin Timberlake. I love Ali-
cia Keys, too. Even though my personal taste
is quite left-field, I love the idea of using a left-
field thought process to make the mainstream
more interesting. .

COURTESY OF EMPIRE MANAGEMENT
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Harvesting
‘Green Onions’

As it approaches its 50th birthday, the timeless instrumental
by Booker T. & the MG’s remains a licensing powerhouse

Working the groove: Booker T. & the MG’s
members DONALD DUNN, BOOKER T.
JONES, STEVE CROPPER and AL
JACKSON JR. (from left); above: Cropper
in the Stax Records studio in Memphisin
1968; bottom: Cropper today.

the blues-oriented musician who provides origi-
nal music for “Memphis Beat.” “It’s just a little
tricky guitar melody and every cover band can
play it. When rock’n’roll was young . . . garage
bands had to have something to play. So what
can you play? ‘Green Onions.” You know the 12
bar [blues], and it’s simple, to the point.’
“Green Onions” began as a simple riff jones
was working on before a Memphis show with the
other musicians in the Stax studio house band—

@

Tijuana Brass’ “The Lonely Bull” and the Shire- I always talk with [the songwriters] when it’s a Green Onions’ is a simple piece of music
lles’ “Soldier Boy”—few have had the consistent ~ commercial. And there are times when youtell  with an interesting groove to it,” says Keb’ Mo,  Additional reporting by Justin Jacobs.

= Cropper, drummer Al Jackson and bassist Lewis
Steinberg. As legend has it, the band had recorded
By Phil Gallo appeal of “Green Onions.” the guys about an offer—a company in France  aslow blues that Stax co-owner Jim Stewart was
“It’s a five-tool player,” Rhino Entertainment  or Germany is offering $50,000 to use the song ~ fond of and while waiting for rockabilly singer
uringa sound check ata New York  senior VP of worldwide licensing Mark Pinkus  for three months—and they say ‘no,’ I go back  Billy Lee Riley to show up for a recording session,
theater before a Booker T. & the  says, usinga baseball analogy that describes the  and say, ‘Perhaps you didn't hear the number.”  they fleshed out that riff and created “Green On-
MG’s reunion gig seven or eight  tnost versatile athletes. “Often we have songs Considering how tastes and styles change,  ions.” It took 30 minutes and two takes. All four
years ago, a frustrated sound tech-  that do a good job crossing over from film and  “Green Onions” holds a unique position, having  musicians got songwriting credit, but as Jones
nician asked the band to stop playing riffsand TV to commercials or artists who cross over with  been used to indicate time and place as well as  recalls, “I didn't know anything about publishing
doa full song instead. different songs. ‘Green Onions’ not only crosses  mood, a claim few songs can make. This year in  so we didn’t ask for it. It turned out OK. At least
Booker T. Jones called out “Green Onions”  over all those, it additionally ~ _ e the United Kingdom, Barclaycard ~ we got the chance to record.”
and the quartet started playing its biggest hit,  does international business . . . Ipnrw used the track in a significant ad Acetates were pressed and Cropper drove them
just as it has done at probably every show dur- ~ We tend to look at these things campaign, much as American  to local radio stations where the song quickly took
ing the last 49 years. on a year-by-year basis and this Airlines did in 2003 and HBO  off. The flip side, “Behave Yourself,” became the
Guitarist Steve Cropper remembers the inci-  is one of the top moneymakers did during the first season of  B-side when it was pressed on sister label Volt be-
¢ dent because of what Jones said next. on a year-in, year-out basis.” “The Sopranos” in 1999. fore eventually being released as Stax 127. Stax,
§ “When we finished, Booker looks over and “Green Onions,” like all pre- Through the years, it has  owned by Concord Music Group since 2004, re-
< says, ‘You know, I'll never get tired of that,” 1968 Stax and Volt recordings, also been featured prominently  ported sales of 700,000 copies soon after the sin-
:  Cropper recalls. “And he’s right. When I playit  is administered by Rhino; Almo in three films set in 1962, the  gle’s release. It spent six weeks on Billboard’s Top
3 atmyshows everybody gets a good feeling and  Irving/Rondor Music has owned year of its release: in the setup 10 Singles chart in August and September 1962.
4  that’s the whole idea—dance music and feel-  the publishing since 1981. for a drag race in the film that In the coming year, the Stax Museum in Mem-
¢ good music. It has certainly stood the test of Almo Irving/Rondor has li- first licensed the tune, 1973’s  phis has several anniversary celebrations lined
é@ time. | heard it on a movie trailer recentlyand  censed the tune about 230 times during the past ~ “American Graffiti”; during a baseball chal-  up—Otis Redding’s 70th birthday on Sept. 9. the
89 itsounds as fresh as ever.” nine years, according to Lance Freed, presidentof  lenge in 1993’s “The Sandlot”; and in a dance  40thanniversary of “Shaft” and, next year, the 40th
Eé “Green Onions,” which hit No. 1 on the R&B  the publisher, which operates as a freestanding  scene with Colin Firth and Julianne Moore in  anniversary of “Wattstax”—but nothing is set in
go  chartand No. 3 onthe Billboard Hot 100in 1962,  company within its parent Universal Music Group. ~ 2009’s “A Single Man.” stone to honor the 50th milestone of “Green On-
£&  is comingup on the 50th anniversary of its release “Domestically we did a lot more licensing in These days, a TV or film placement such  ions.” Meanwhile, Concord, which holds the rights
4 gé on Stax Records—still being performed by Jones  the "90s,” Freed says. “We don't want to overex-  as “Green Onions” is likely to pull in $35,000-  to issue the Stax catalog, is planning a 50th-anni-
g% and Cropper at their solo shows and still being cast ~ pose the copyright—we say ‘no’ for songs like ~ $45,000 for worldwide master and publishing  versary reissue of the 1962 Green Onions album,
;g in films, TV shows, commercials and videogames. ~ ‘Respect’ a lot, especially when you're associat-  rights. Most recently, it was licensed for “X  the first LP released under the Stax name.
3z While other legendary top 10 hits are also  ing a song with a product. Control of uses is ~ Men: First Class” and it was played six times “It’s there for a reason,” Keb’ Mo’ says of the
L= preparing to mark their fifth decade—includ-  a subjective thing. The writers don’t have ap-  last year in the first season of the TNT drama  title track’s timeless appeal. “It’s good dance
‘%% ing the Four Seasons’ “Big Girls Don’t Cry,” the  proval so the final decision rests with us. But ~ “Memphis Beat.” music. It’s important.” .o
<
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This Is How
We Do It

Downtown Music Publishing, Bicycle Music discuss their
contrasting approaches to growth

DOWNTO
PUBLISHI

By Ed Christman
Today vs. yesterday.

That could be the best way to describe the
divergent bets being made by two acquisi-
tive independent music publishers.

Downtown Music Publishing, the pub-
lishing arm of indie label Downtown Music,
launched in 2007 and manages a catalog of
about 25,000 songs. While itincludes works
by veteran songwriters like Loudon Wain-
wright I11, the Pogues’ Shane MacGowanand
Matley Criie’s Nikki Sixx, it is most associated
with signing indie artist-scribes like Diplo,
Santi White (Santigold) and the Walkmen.

Meanwhile, Bicycle Music, which
had been around since 1974 but
was sold by founder David
Rosner to a new owner
ship group in 2006, pre-
fers to focus on acquir-
ing the rights to hit L ~”~
catalog titles by acts ¢
like Tammy Wynette,
Foghat, Night Ranger
and Montell Jordan and
only rarely invests in
new signings. The com.
pany currently handles
more than 30,000 titles.

At a time when much of the
market’s attention is focused on the sale of
major-label-group publishing assets like
Citigroup’s auction of EMI Group and Ac-
cess Industries’ recent acquisition of War-
ner Music Group (WMG), these independent
publishers illustrate the choices being made

THE PUBLISHERS
QUARTERLY
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BICYCLE
MUSIC'S
ROGER MILLER

elsewhere in the market to best generate
value from smaller catalogs.

Billboard spoke with Downtown Music
Publishing president Justin Kalifowitz and
Bicycle Music CEO/chief investment officer
Roger Miller and co-president Steve Salm to
see which way investments are flowing.

Tell us about your company’s mandate and
how it is financed.
KALIFOWITZ: We started the company our-
selves and then had a small round of private
investors. One of the foundersis John Joseph-
son, [managing director] of Allen & Co., but
this is not an Allen investment com-
pany. Our label was founded in
2006 and that quickly evolved
intoamore diversified strat-
egy, with the goal of creat-
ing a full-service music
' publisher in 2007 that
could find new song-
writersand focuson cat-
alog acquisition as well
as going-forward rights,
and provide administra-
tion services for foreign
music publishers and others.
We like to find talent early.
We signed Shea Taylor, a fantastic
pop and R&B songwriter, who had just come
offadeal with Cherry Lane and we believed in
him, butatthetime he didn’thave much going
on. Now he has eight songs on the [deluxe edi-
tion of] Beyoncé’s album [4] and is one of the
most in-demand songwriters and producers.
MILLER: When Bicycle Musicchanged hands
in 2006, it was restructured with the mandate
ofinvestinginevergreen, triedand truesongs.
For our investors, thisapproach provides asta-
ble income stream as opposed to investments

L]

BICYCLE
MUSIC'S
STEYE SALM

in new music, which are riskier. It’s property
managementvs. property development.
SALM: Thereare institutional investors like
pension funds and insurance companies
that need the ubiquitous 8% return-on-
investment hurdle. How can they do that
when Treasury yields are in the basement?
An evergreen song catalog that trades for
eight or 10 times earnings—that’s a great
coupon. We have multiple funds that we
manage, and our investors or limited part-
ners have a long investment horizon.

What does your income mix look like?
SALM: Our revenue is performance
and synch-heavy, with mechani-
cal being less than 25% of our
net revenue. When we are
looking at catalogs, we
want synchronization
to be less than what we
normally get so there
can be upside. So we
likedeals whereyoucan
see performance and
mechanical at 45%/45%
and 10% synch revenue.
Performance revenue is

going to come because of the
songs we have, but we can atfect
synch revenue. For example, our creative
team will sit down with [Glen] Ballard and
go through every song he has written, and
hear what has been done with it and what
could be done, as opposed to just focusing
on his five biggest songs.

KALIFOWITZ: We have nine people in our
synch department, which is comparable and
larger than the size of a synch staff ata com-
pany that has 10 times the number of copy-
rights. The result is that synch revenue is the

biggest part of our business and it is one that
regularly accounts for more than 40% of our
revenue. When we look at a catalog and see it
has less than 10% synch revenue, we see that
as a significant opportunity. We have also
been blessed on the pop chart, which gives us
good performance revenue.

How do you assess the long-term viability of
your catalog?

KALIFOWITZ: Some hits manage to achieve
certain levels of cultural relevance, while
others fade away. It is our job to keep [our hit
songs] a part of popular culture well beyond
theradio airplay.

MILLER: Our catalog has already passed that
test. The key for us is music cannot be mass-
marketed the way it once was. It is really big
news when you sell more than 1 million re-
cords nowadays. It’s sort of logical to assume
that songs from when you could still mass-
market music will create an emotional con-
nection. It’s such a great tool for directors to
evokeamoodbydrawingonaclassicsong that
can pull on the heartstrings of so many peo-
ple. That is a lot of borrowed equity that the
picture gets, and we benefit from that.

How would you assess the current level of
interest of private equity investors in pub-
lishing assets?
MILLER: There is very strong interest—look
at the WMG transaction. Private money sees
publishing as a good place to put money. It
seems like every time a company goes up for
sale, there is plenty of private equity money to
do these deals. But there is a difference now.
These investors are very discerning as to what
makes up a catalog. Five years ago they would
pay for the platform. Now they look under the
hood and they assign different valuations to
different parts of the catalog. The investors
are also more discerning as to what baskets of
rights they are buying.
KALIFOWITZ: There is a lot of interest in
music publishing as an asset class from a
range of different financing sources, more
so than any time in the past five or six years.
But it’s important to note that a lot of the
money is notionally earmarked toward the
acquisition or financing of pre-existing cat-
alogs, not the development of a full-service
music publishing company or investment
in new songwriters. It’s a great time to be
an active music publisher, and we
are always looking at innova-
tive ways to grow our busi-
ness and better serve our
songwriters.

What impact has the
sale of WMG and the
auction for EMI Group
had on the publishing
business?
MILLER: The story of re-
corded music and its mis-
steps dragged us all down to
someextent. They are both very
large companies with important
roles to play in the market. A lot of what hap-
pens to the majors is just noise to us. We have
our own niche here, working with artists who
have had their hits and might not have more
hits, but have along career and want partners
who recognize that. It goesback to rights man-
agementvs.rights development. Weareinthe
rights management role.
KALIFOWITZ: The consolidation of the
music publishing industry has helped us tre-
mendously asan indie. ..

DIPLO" SHANE McCAULEY, WYNETTE- MICHAEL OCHS ARCHIVES/GETTY IMAGES
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K-pop power:
KARA'S single
“Jet Coaster
Love” recently
reached No. 2
on Billboard
Japan’s Hot 100.

JAPAN RECOVERS

SURPRISING RESULTS FOR THE MUSIC INDUSTRY HAVE FOLLOWED
IN THE WAKE OF THE YEAR’S DISASTERS

OKYO-—Japan made headlines in 2011 for tragic rea-

sons. The March 11 earthquake, tsunami and subse-

quent nuclear disasters wrecked lives and threatened

the country. But, surprisingly, after the year’s devasta-
tion, the music market in Japan is proving as resilient as the
Japanese people themselves.

The music industry has not only weathered the storm—
strong evidence indicates that it’s coming out aheud. After
precipitous drops in physical music production in the period
between 2008 and 2010, the first five months of this year

BY ROB SCHWARTZ

show a remarkable rebound.

The Recording [ndustry Assn. of Japan tracks the value of
the production of physical music (including music videos) by
member companies that account for some 90% of recorded-
music sales in the country. According to the RIAJ, total audio
shipments for the first five months of 2011 reached 75.7
million units and a value of 81.2 ¥billion ($1 billion). That’s
down only 4% in volume and 5% in value when compared
with the same period a year earlier. In contrast, between the
first five months of 2009 and the same period in 2010, the

market lost 6% in volume and 14% in value.

And there’s more good news. When music video is calcu-
lated into the totals, overall shipments rose 4% in volume, to
121.6 million units, and 2% in value, to ¥159 billion ($2 bil-
lion). when compared with the same period last year.

In contrast, again, the unit and value totals for combined
audio and video shipments fell 8% and 11%, respectively,
between the same periods of 2009 and 2010—which makes
this year’s rise even more remarkable.

Universal Music Group International (UMGI) COO Max Hole,
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Billboard Japan Charts
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*Billboard Japan Hot 100
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TV PROGRAM
“Live at Billhoard Live TOKY0”

=g == aa Fuji Television NEXT, part
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¢ of Fuji Television Network,
&one GrwolgnexT Inc., broadcasts “Live at
Billboard Live TOKYQ” a program comprised of live
performances by top artists around the globe at Billboard
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To all our friends around the world,
Your supports truly given us courage
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FUJIPACIFIC MUSIC
45TH ANNIVERSARY

at the heart of music, there is always a song...

¥ FUJIPACIFIC MUSIC INC.

3-3-5, Kita-Aoyama, Minato-ku, Tokyo 107-0061, JAPAN

www.fujipacific.co.jp/company/english/  www.fpm45.com/

Chart-toppers: GIRLS’ GENERATION
(above) and BIGBAND have both hit
No. 1recently on Billbcard Japan’s
Top Albums chart.

whose responsibilities include all of Asia,
says, “From our point of view, from what
we've actually shipped and what we’ve actu-
ally sold, we've had a pretty good first quarter
in Japan.” He adds, “For any quarter where we
see a market growing, my reaction is ecstatic.”

RIA] GM Shigeta Shoji offers a number
of reasons for the significant turnaround.
“First, 2010 was a particularly bad year for
music shipments,” he says. “There were
no million-sellers that year.”

However, the Japanese market has been
experiencing a decline that can’t just be ex-
plained by a meager flow of hit albums in one
year. Comparing RIA] figures for 2009-10 with
2008-09, production volume fell 7% (to 127.6
million units) and production value fell 10%
(to ¥175 billion [$2.2 billion]). So the 2011 re-
bound must be a result of other factors.

Sony Music Entertainment Japan COO of
marketing and distribution Kiyoshi Furu-
sawa says that the disasters may have para-
doxically spurred sales.

“In terms of the music industry as a
whole, physical sales in the Tohoku region,
where most of the intense damage was, are
showing a larger ratio of increased sales on
the same period last year in comparison to
western Japan. We had originally expected
sales in eastern Japan to decline, but num-
bers are proving to the contrary. Perhaps this

is a manifestation of the strong desire to have
the physical product of one’s familiar and
memorable music . . . to keep and listen to.”

Shoji breaks down the successes even
further. “Music video production was par-
ticularly strong in the first half of 2011, and
singles bounced back as well.”

These sectors are influenced by two genres
that experienced a strong surge in late 2010
and 2011. “This time period saw the return of
the Japanese ‘idols’—major pop stars, particu-
larly AKB48 and Arashi—as powerful mar-
ket movers,” Shoji says. “They, along with
[Korean pop], have invigorated the market.”

Universal Music Japan CEO Kazuhiko
Koike, who agrees that there are new mar-
ket forces in play, notes the role of the sin-
gle. “The strong sales so far in 2011 were
informed by the performance of physi-
cal singles of Japanese pop idols such as
AKB48 and K-pop acts including Girls’
Generation, Kara, Bigbang and Beast.”

Indeed, AKB48’s album Koko Ni Ita Koto
(King Records) has already sold 502,000 units,
according to SoundScan Japan, since its June
8 release. And Kara’s single “Jet Coaster Love”
(UM]J) has sold more than 194,000 copies
since April 6, according to SoundScan Japan.

The new resilience in the physical mar-
ket is mirrored in longtime music retailers
like Tower Records Japan. Year-to-date sales

SONGS OF HOPE

JAPANESE RED CROSS OFFERS THANKS
FORBENEFIT ALBUM

Songs for Japan the all-star benefit album
rushed to market in late March in the wake
of Japan’s earthquake and tsunami, has
now surpassed sales of 346,000 units,
according to Nielsen SoundScan. All pro-
ceeds from the album
have gone to the Japa-
nese Red Cross.

Only 11 days after
the March 11 disaster,
executives Sony Music
Entertainment, Uni-
versal Music Entertain-
ment, Warner Music
Group and EM| Music
agreed to work with
iTunes on the album.

Universal Music
Group International COO Max Hole at the
time described the series of conference
calls among the major-label execs and
iTunes, key artists and managers to get
“clearances andrights and . .. everything
done” for delivery of the disc to iTunes by

SONGS frOR JAPAN

March 24. ITunes then placed it onsale in
23 countries the next day.

The album subsequently went on sale
through other digital retailers and at
physical retail, and reached No. 5 on the

Billboard 200. Open-

ing with John Lennon’s

“imagine,” the 36-

track album features a

stellar lineup of rock,

pop and country acts.
\ “The kind thoughts
of the people making
‘ this album and buy-
ing this album will,
| believe, give great
encouragement to the
people affected by
the earthquake and tsunami,” Japanese
Red Cross president Tadateru Konoe says.
“On behalf of the Japanese Red Cross and
the people affected by this disaster, | sin-
cerely thank the artists and music compa-
nies for this generous support.” .
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at Tower’s 88 stores closely mimic the overall rise in physical
production in Japan and are probably slightly higher, sources
say. Tower Records Japan GM Tatsuro Yagawa notes, “Since last
November, CD sales have been getting stronger in our outlets.”

While Tower is a leading retailer in Japan, the reasons for
the surge could be more than just the overall 2011 trend to
buy more audio CDs.

HMYV Japan closed its 6,450-square-foot flagship store in
Shibuya last August. Yagawa says, “Other CD shops in Japan
have started to carry smaller catalogs and less stock. We've
not gone down that road.”

Tower’s larger selection has served it well in the post-
disaster music market. “Ironically the disasters helped the
physical DVD and CD market,” Yagawa says. “Lots of Japa-
nese and international artists donated time and money, and
this focused attention on them and helped enliven sales.

“In addition,” he says, “since the disaster there has been
this idea of jishuku, or self-restraint, in Japan, which has en-
couraged people to entertain themselves in their homes rather
than going out. Thus they’'ve turned to music and DVDs.”

UM]’s Koike says, “Market research showed that middle-
aged and senior customers were reluctant to visit the CD shops
after the March 11 disaster, but younger consumers, who are
the main purchaser of physical music products, were not dis-
suaded by the situation.”

While Tower’s overall sales have improved, there’s no doubt
that the company’s commitment to international repertoire
has served it well.

The value of physical production of international reper-
toire in Japan rose 2% in value from January to May, com-
pared with the same period in 2010, according to the R1A].
This is remarkable, considering that the RIA] reports that
international repertoire production between 2009 and 2010
lost a whopping 26% of its value.

There are several reasons for the resurgence of interna-

Import action: K-pop group BEAST is one of Japan’s top
single-sellers of the year.

tional repertoire. One is the popularity of Lady Gaga, whose
album Born This Way (UM]) has moved 650,000 units of both
domestic and imported imprints since its May 23 release,
according to UMJ. The second factor is K-pop. The music is
classified as an international or domestic release, depending
on the preference of the label or the language used, although
currently the genre is generally considered international.
Korean girl groups Girls’ Generation and Kara have been lead-
ing the way for female K-pop in Japan. The Gitls’ Generation
single “Mr. Taxi” (UM]) hit No. 1 on Billboard Japan’s Hot 100
chart. The group’s disc Girl’s Generation (UM]) topped Billboard
Japan’s Top Albums chart on June 13. Kara’s single “Jet Coaster
Love” (UM]) reached No. 2 on Billboard Japan’s Hot 100. The re-
surgence of Korean boy band Bigbang has also played a big role
in the Korean music onslaught in Japan. On May 23, the group’s
self-titled album ruled Billboard Japan’s Top Albums chart.
Hostess Entertainment markets international repertoire
from such partners as Domino Recording Co., the Beggars
Group labels and PIAS Entertainment Group and has seen

strong sales growth during the past 12 months, Hostess
founder Andrew Lazonby says. Sales have been driven by al-
bums from Adele, Thurston Moore, Arctic Monkeys, Friendly
Fires, Radiohead and others.

But other industry sectors, such as touring, have been
struggling. Between January and May, sources say, promoters
that deal mainly with international acts have seen revenue
drop as much as 50% year-on-year.

“One of the things I'm trying to do is get people to come
back to Japan,” UMGI’s Hole says. “We’ve had a lot of artists
drop out of promotional trips and tours. I was very concerned
when I was there [in early June] about how the Blue Note was
doing and how Billboard Live was doing.”

Masato Kitaguchi, executive director/COO of Hanshin Contents
Link, which runs the Billboard Live venues in Tokyo and Osaka,
notes, “Shows by international artists have been increasing since
the aftermath of the disaster and artists are starting to have faith
in the safety of Japan, so this is evidence the recovery is in effect.”

Naoki Shimizu, president of promoter Creativeman Pro-
ductions, explains that some Japanese industry players have
been understanding of the situation.

“In Japan we have the expression ‘itami-wake'—literally,
‘to share the pain’—and some venues have declined to take
cancellation fees from us. This has impressed me.”

Johnnie “Fingers” Moylett, a producer at international pro-
moter Smash, says international touring is returning to normal.

“When the U.S.A. in April lifted the travel warning to
Tokyo and all other areas outside the 50-mile [nuclear evacua-
tion] zone, other countries followed their lead. It gave agents,
[managers] and artists the confidence to confirm bookings.”

Smash’s Fuji Rock Festival took place July 29-31 and Cre-
ativeman’s Summer Sonic festival (Aug. 13-14) was on track
at press time, with acts including Red Hot Chili Peppers,
the Strokes and Avril Lavigne, who backed out of her May
shows in Japan. .

JASRAC acts as a go-between

E g glﬁ g @ JAPANESE SOCIETY FOR RIGHTS OF AUTHORS.COMPOSERS AND PUBLISHERS
(President Mitsuo Sugawara)

for people who create music

and those who enjoy it.

3-6-12 Uehara, Shibuya-ku. Tokyo 151-8540 Japan
Telephone:+81-3-3481-2121 Fax:+81-3-3481-2154

. http://www.jasrac.or.jp
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THE DUDE ABIDES

Oscar winner Jeff Bridges delivers a self-titled album. And it’s a very big deal, indeed

eff Bridges is receiving the kind of ex-

posure for his new, self-titled album

that Otis “Bad” Blake would probably

kill for. This month, Bridges is booked
to perform on “Today,” “Live! With Regis and
Kelly,” “The Tonight Show With Jay Leno,
“NPR’s Morning Edition,” “Charlie Rose,” “Stu-
dio 360 With Kurt Andersen” and “The Colbert
Report.” In addition, Bridges and his album, his
Blue Note debut and first set in 11 years, have
been the subject of numerous videos and arti-
clesboth online and in magazines. It’s possible
that the only other albums receiving as much
mainstream media attention this month will
be Jay-Z and Kanye West’s Watch the Throne
(see story, page 6).

Bad Blake was, of course, the fictional country
musician Bridges portrayed in “Crazy Heart,” a
role that earned him an Academy Award for best
actor in 2009. The song “The Weary Kind,” by
T Bone Burnett and Ryan Bingham, from the
film also earned an Oscar as well asa Grammy
Award. The soundtrack also won a Grammy,
and is the biggest-seller in the New West cata-
log with 345,000 copies sold since its Jan. 19,
2010, release, according to Nielsen SoundScan.

With Jeff Bridges, which arrives Aug. 16, Blue
Note is balancing promotional activities and
advertising in an effort to connect with fans of
‘Crazy Heart” and fans of Bridges the actor and
Bridges the singer. One of Bridges’ best-known
films, “The Big Lebowski,” is being released on
Blu-ray the same day as the album’s street date
and Bridges will appear, alongside other cast
members, at New York’s Lebowski Fest, which
coincides with the Blu-ray release. Blue Note’s
online advertising will include a tie-in with the
cult classic film.

Blue Note has also banked additional promo-
tions to roll out during the fourth quarter when
Bridges will be busy filming “R.I.P.D.” on the
East Coast, in addition to sessions with Yahoo
and AOL that will airaround the time of release.
An MLB.com session is being held until October
when Major League Baseball playoffs are in full
swing, a “World Cafe” appearance is scheduled
for a September airing, and an episode of “Aus-
tin City Limits” is on tap for November.

“We're doing as many things as possible that
can be banked,” says Zach Hochkeppel, senior
VP of marketing for EMI Music, Blue Note’s par-
ent company. “We're not going to have much
access in October, November, December.

Although Jeff Bridges touches on the weepy
country music of “Crazy Heart,” overall the
album has a timbre that’s hard to pin down.
“The goal was an eclectic, genre-less kind of
album that couldn’t be compared to others,” says
Bridges, who took a year off from acting after

“Crazy Heart” to concentrate on writing, singing
and recording. Burnett, who set the heartbeat
of “Crazy Heart,” takes on a similar role here,
producing, co-writingand bringing inhisarmy
of superb musicians, including guitarist Marc
Ribot, bassist Dennis Crouch and drummer Jay
Bellerose, who together form the core band. A
few of the songs that appear on the album were
even originally penned for “Crazy Heart” by the
late Stephen Bruton, along with Bingham and
Bridges, but didn't fit on the soundtrack.

™

NOW'S YOUR CHANCE
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In preparing to perform the album’s music
live, Bridges took the residency route, appear-
ing, unannounced with his band of local bud-
dies the Abiders, at the Maverick Saloon, an
old West country bar in Santa Ynez, Calif’, on
three Wednesdays in June. The band made
its first invite-only performance at the Trou-
badour in West Hollywood, Calif,, later that
month. At the Troubadour, Bridges’ stage pres-
ence was low-key and affable. He told stories
about the creation of many of the songs and
closed the set with a version of Bob Dylan’s
“The Man in Me,” which appeared in “The
Big Lebowski.

‘Part of the fun of making the album was
revisiting my older tunes that haven’t been
fully realized,” says Bridges, noting that he
has often found himself noodling on the gui-
tar when he’s supposed to be memorizing lines.
“Slow Boat’ was a song [ wrote with T Bone for
‘Crazy Heart.” ‘Falling Short’ is 35 years old. It
certainly seemed like the right time to get into
my music. ‘Crazy Heart’ really set fire to my
music, working with old buddies—it was the
right season for it.”

For jeff Bridges, the actor reconnected with
John Goodwin, a Nashville songwriter who has
been friends with Bridges since, Bridges says,
“the fourth grade.” They had worked together
on Bridges’ first album, Be Here Soon, which
Bridges released in 2000 through Ramp Re-
cords, a label he created specifically for that proj-
ect with Michael McDonald and friend Chris
Polonis (who builta recording studioin Bridges’
Santa Barbara, Calif., home 17 years ago). Stylis-
tically, Be Here Soon moved from reggae to R&B
to jazz, more closely representing the artists
who Bridges says influenced him most: Dylan,
Captain Beefheart, Ornette Coleman, Moondog
and Hank Williams.

Still, it was only after reconnecting with Bur-
nett while working on “Crazy Heart”—the two
had met 30 years earlier during the filming of
“Heaven's Gate”—that Bridges began to think
about carving out time to take music-making
more seriously. At his Troubadour show, he
mixed songs from the new album with songs
from “Crazy Heart”—nearly a 50-50 split, which
could make one wonder whether the music was
pure Bridges or a Jot of Bad Blake.

“All of my characters have a lot of me in-
volved,” Bridges says referring to Blake, the
Dude from “The Big Lebowski” and others. And
the roles carry over into the music as well. “Ev-
erything informs everything else.” .
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Hey, Mamat! Nashville-based,
Oregon-born Mat Kear-
ney’s bubbly pop-soul (the
hand claps in the video are
contagious; he calls himself
a “traveling song slayer”)
landed in the top five this
week, and he starts tour-

ing Sept. 14 at Jacksonville,
Fla.’s Murray Hill Theaterin
support of his Young Love
... Staycation City: Beirut
extends tour—count on
seeing Zach Condon and
crew at Mexico City’s Salon
Vive Cuervo (Nov. 4-5) and
Philadelphia’s Electric Fac-
tory (Nov.13)...Bon lver,
winding down his national
tour, did two shows in New
York last week. The one at
the hot 'n’ humid United
Palace Theater—an ornate,
former movie house built

in 1930 that was eventually
turned into Christ Commu-
nity United Church (which
still owns the property)—was
spectacular. Justin Ver-
non, with his eight-person
band, performed through
to a standing ovation and an
encore, closing on “Skinny
Love.” He even covered a
Bjork song, mid-set. The
Roots’ ?uestlove was there,
diggin’ the scene ... Kenny
Chesney’s massive Goin’
Coastal roadshow blows into
New Jersey’s New Meadow-
land’s Stadium on Aug. 13,
“the single biggest ticketed
country event in the NJ/
NYC area since 1983, when
Willie Nelson was joined by
Merle Haggard and Linda
Ronstadt at Giants Sta-
dium.” Heard Zac Brown’s
preshow eat-and-greet will
be the place tobe...Party-
rowdy-Pizza-Hut-y New
York hip-hop trio Das Racist
begins its Relax tour in the
Northeast, then trucks down
south (San Marcos, Texas,

at the Texas Music Theater;
Oct. 27 ) for some dates be-
fore heading to Paris (Point
Ephemere, Dec.6)...and
the rhapsodic praise keeps
flowing for Juliana Barwick:
“a heavenly voice capable
of everything from ambient
whispers to ecstatic croons,”
the Village Voice says. The
singer, known for “layering”
her voice, is doing select
dates that include Raleigh,
N.C.’s Hopscotch Festival on
Sept. 9 and Lexington, Ky.’s
Boomslang Festival on Sept.
23. All this while Dutch-born
Tiésto’s gear is grinding
through one of the biggest
U.S. college tours—Club
Life: College Invasion—ever.
Hoard your glow sticks!

IEEE@ BY DEVON MALONEY

HEAVEN
SENT

An indie rock passion project takes
shape and a new supergroup—
Mister Heavenly—is born

“We just banged on some shit, and we worked it out,”
Islands frontman Nick Thorburn (formerly of the Uni-
corns) says of his newest collaborative project, Mister
Heavenly. With Ryan Kattner of indie cult favorite Man
Man and Joe Plummer of Modest Mouse and the Shins
on drums, in addition to Thorburn, Mister Heavenly
joins the Gutter Twins and the Postal Service as the lat-
est supergroup project to appear on Sub Pop when its
full-length LP, Out of Love, arrives Aug. 16.

According to Thorburn, the project started last year
when Plummer, who had a friend in Sub Pop head of A&R
Tony Kiewel, sent over what Thorburn calls a “murky,
janky little cassette-tape demo.” A cassette? Really? “You
know what? I don’t know why [ said that. It wasn't on cas-
sette,” Thorburn says with a laugh. “I'm mythologizing.”

Not that this new “doom-wop” group needs a myth:
Cassette or not, what started as a half-baked demo has
since translated into two singles, “Mister Heavenly”
and “Bronx Sniper” (both given away for free online),
and nearly a year of high-profile West Coast tour dates.

Kiewel, who's also responsible for Sub Pop’s deal with
the Postal Service, says that one of his primary attrac-
tions to Mister Heavenly was the collaboration’s aesthetic

ith the state-
side release
of Blue Songs,
Hercules and
Love Affair’slong-awaited sopho-
morealbumand firstrelease since

similarities to its supergroup predecessors.

“I'm really struck by the parallels,” Kiewel says of
Mister Heavenly and the Postal Service, the Death Cab
for Cutie/Dntel collaboration. “[The Postal Service wus]
unabashed about {their New Order influences] and that’s
what these guys are now doing with doo-wop.

Kattner and Thorburn—both the primary songwriters
for their respective groups—agree that the collaborative
process has been a welcome change of pace. “Coming out
of the Man Man stuff, T was so burnt out that [ needed
something else,” Kattner says. “It was really refreshing
to hit a part of a song and [be able to] just pass it off.”

Though the last projects from Islands and Man Man
fell drastically short of expectations (both Islands’ Va-
pors, released in 2009, and Man Man’s Life Fantastic,
released in 2011, sold fewer than 10,000 copies, down at

BY FELIPE DELERME

Love Me Tender

Hercules and Love Affair switches up lineup and tones
down its sound on U.S.-ready sophomore set

least half from both bands’ previous records, according
to Nielsen SoundScan), Mister Heavenly has developed
substantial buzz since it joined Sub Pop last November.

Certainly, part of the excitement came with the addi-
tion of high-profile touring bassist Michael Cera. The
indie-film leading man joined the group on many of its
2011 dates, which included headlining shows and per-
formances in support of electro-pop act Passion Pit. The
addition, as Thorburn tells it, was a happy accident: After
seeing Cera’s performance in Scott Pilgrim Vs. the World,
Thorburn and Kattner called the star, who plays bass in
the movie and whom Thorburn had met while attending
a benefit for author Dave Eggers’ literary nonprofit 826.

Though Cera will not be joining the Heavenly crew
on their upcoming fall tour due to prior filming com-
mitments, it’s connections like these that Kiewel calls
the band’s greatest asset. “[ They have an] incredibly deep
pool of ideas and contacts [that they’ve] accumulated in
their various other projects over the years,” Kiewel says.
“They have ideas about photography, graphic design,
illustrators, video-makers and pretty much everything
else you can think of”

Early buzz has translated into early sales—more than
400 presale orders were placed within the first 24 hours
after being announced. That’s exactly where Sub Pop
wants this release, Kiewel says, noting that the band’s
6,000 Facebook fans are “unprecedented . . . to see with
an artist with no physical releases under its belt.”

And while the trio has agreed that its main projects
take precedence over this collaboration, Thorburn prom-
ises that Mister Heavenly is no bro-jam band. “It’s not
just, like, a one-and-done, throwaway kind of thing,” he
says. “I've got Islands ready to go, but if Mister Heav-
enly works . . . If it was something the masses wanted,
demanded, | will give it. I'm basically on call.”

man’s bare bones remake of
Sterling Void’s house classic
‘It’s All Right” drew early crit-
icism, something Butler feels
was altogether unfounded.
“[HLA] is a vehicle for me to

its self-titled 2008 debut, the band
finally gets new music to fans at
home. Blue Songs—which has
been out in Europe since Janu-
ary—will arrive in the United
States asa deluxe edition through
Moshi Moshi on Aug. 16.

The lapse between the U.S.
and European editions of Blue
Songs isn’t something the disco
revivalist, house-influenced
group would have preferred.

“It’s been a frustrating sit-
uation,” HLA founder/front-
man and New York-based DJ/
producer Andy Butler says. “In
some ways Ny management was
just way too U.K - and Euro-cen-
tric. It’s lame in some ways be-
cause all of our fans have heard
it, you know?”

To reward patient fans, HLA
has included an extra disc in
the U.S. edition with seven
separate remixes, including
ones from Stopmakingme and
Tensnake. Two new songs have
also been made available for
exclusive download through
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iTunes, including a cover of
“Shelter” by the xx.

The bonus materials are
something that Marie Clau-
sen—director of U.S. operations
for K7, the dance-centric Ber-
lin-based label that distributes
Moshi Moshi—feels is impera-
tive to the album’s U.S. success.

‘One of our biggest chal-
lenges [is] to create a really

unique product to give the U.S.
fans something nice so they
aren’t disappointed that they
hadn’t been included in the Eu-
ropean release,” Clausen says.
In addition to Butler, vocalist
Kim-Anne Foxman also returns
from the firstalbum, but for Blue
Songs, HLA has also added Ven-
ezuelan singer Aerea Negrot,
Kele Okereke of Bloc Party and

vocalist Shaun Wright, who met
Butler after introducing himself
asa fan following an HLA show
in New York in 2008.
Recorded mostly in Vi-
enna with legendary techno
producer Patrick Pulsinger,
Blue Songs is a slightly more
subdued effort than its prede-
cessor. Songs like the acous-
tic ballad “Boy Blue” and Fox-

sort of explore,” he says. “Not
all the things are dancefloor-
oriented. It's an opportunity
for me to experiment and do
my thing and work with others
that I think have something spe-
cial going on, and they help me
realize these ideas.”

To support the release, the
band is hitting major U.S.
cities as a part of the Iden-
tity Festival, a bill that fea-
tures Dim Mak’s Steve Aoki
and “Look at Me Now” co-
producer Afrojack.

Festival shows may seem
like a giant leap from the dank
warehouses most commonly as-
sociated with HLA’s sound, but
Butler says he finds them to be
some of the most rewarding,

“It’s kind of fun,” he says. “I
like it personally, because we
sort of don’t know what to ex-
pect. You can get an audience
that is lingering from a hard
rock band and you have to win
them over. And we seem to do
a pretty good job of that.” -

MISTER HEAVENLY: JACQUELINE DI MILIA, HERCULES AND THE LOVE AFFAIR: JIMMY-EDGA
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IMPERFECTSTORM

Natalia Kills is pushing
pop with a dark side—
and a Will.i.am co-sign

mperfection should be celebrated,

not tolerated. That's the gospel

according to Natalia Kills, the

British singer/songwriter whose
debut LP, Perfectionist, was released
on Will.i.am/Cherrytree/Interscope
in Germany in April, and arrives do-
mestically on Aug. 16.

“It’s OK, I think, to be fucked up,”
says Kills, who will join Katy Perry on
select tour dates throughout August
before headlining her own tour of Ger-
many in September. “If you're broke,
let’s celebrate that. If you're heartbro-
ken, if you're still angry, if you're still
lost, if you need revenge, let’s celebrate
that. Let’s dance to that. Let’s fist-pump
the night away. Let’s talk about it. Let’s
confront it. Let’s make power out of
that rather than weakness.”

That the dark, electro-pop Per-

fectionist looks to explore the bright

sides of bad situations may be owed
to Kills’ own strength in weathering
the breaks of the entertainment busi-
ness. After first attaining success

as a child actor in the United King-
dom (BBC 1's “All About Me”), Kills
turned to music and released the rap
single “Don’t Play Nice” under the
name Verbalicious through U.K.
dance label All Around the World
Productions in February 2005. A
full-length LP never materialized,
however, and she struggled as a
songwriter for a few years before re-
surfacing—under the name Verbz—
in January 2008. The RAC remix of
her song “Shopaholic” caught the at-
tention of Perez Hilton, who posted
the track on his blog. The heightened
attention drew traffic to her Myspace
page, and in November of that year
she signed to Interscope through
Will.i.am Music Group.

“Will spent a lot of time with me,”
says Kills, who also appears on LMFAO’s
“Champagne Showers” from the duo’s
top 20 album Sorry for Party Rocking
(also a Will.i.am Music Group project).
“We hung out, we did normal people
stuff. We went shopping, partied [and]
we made some music. He really put cre-
ative energy into finding his new artist,
[his] new protégee.”

Perfectionist is executive-produced

by Interscope head of
A&R/Cherrytree Re-
cords founder Martin
Kierszenbaum, along
with Will.i.am, and Kills
co-wrote on every song.
The set brims with driv-
ing rhythm sections and
edgy minor-key pop melo-
dies with the bulk of the
production being pro-
vided by producers Ron
Feemster (Ne-Yo, Keyshia Cole), Jeff
Baskher (Kanye West, Alicia Keys) and
Fernando Garibay (Lady Gaga).

“When she’s in the studio, she’s
influencing the timbre of the
sound,” Kierszenbaum says of Kills.
“She approaches the production of
a song almost [as] if she’s making a
movie. | like working with her a lot
because she’s just as focused on the
soundscape as she is on the melody
and the lyrics and all the songwrit-
ing aspects.”

The album’s third and latest sin-
gle, “Free,” which features Will.i.am
and samples Kate Bush’s 1978 single
“Wuthering Heights,” was co-pro-
duced by Baskher and No .D. The

Pop cuis:

song is a celebratory ode to balling
on a budget (“Wanna be like Midas,
when my bank account is minus,”
she sings), informed by Kills’ real-
life job as a waitress during her days
as a struggling songwriter.

On other songs from Perfection-
ist, Kills seeks perfection in every-
thing—herself, in others, in ma-
terial things—finds the complete
opposite and then has to make the
best of it.

On “Superficial,” she explores her
fascination with the finer things, but
then asks her lover if he’'d stand by
her if she had nothing on “If | Was
God.” She dreams of fairy-tale ro-
mance on the album’s second single,

K

“Wonderland” (released in April),
but then calls relationships a rec-
ipe for self-destruction on “Love Is
a Suicide.” On the album’s S&M-
inspired first single, “Mirrors” (a
top 10 hit in Germany, Austria and
Poland when it was released last
August), she’s a sex-starved dom-
inatrix, then the hard-rock-tinged
“Acid Annie” finds her acting out
a revenge fantasy. In the end, she’s
a ball of confusion, no more perfect
than she was at the beginning.
“No matter how close 1 get to
what I've always wanted, it’s still
never ever enough,” she says. “I
don’t think I'm the only person in
the world like that.” ..

A lot has happened to Christian music star
Steven Curtis Chapman since he first recorded
such landmark hits as “The Great Adventure,”
“Heaven in the Real World,” “For the Sake
of the Call” and “More to This Life.” Since his
1987 debut, Chapman has become Christian
music’s most-awarded artist. He has an un-
precedented 56 Dove Awards to his credit,
as well as five Grammys, an American Music
Award, two platinum albums and eight al-
bums certified gold. On the personal front,
the veteran singer/songwriter has experi-
enced every parent’s worst nightmare—the
loss of a child. On May 21, 2008, his 5-year-old
daughter, Maria Sue, was accidentally struck
in the family’s driveway by an SUV driven
by his teenage son. Chapman’s last album,
2009’s Beauty Will Rise, chronicled his emo-
tions in the wake of the tragedy. On Aug. 9,
Chapman returned with the Sparrow Records
set re:creation, a mix of newly recorded takes
on his previous hits, five new songs and one
cover—a version of Cat Stevens’ “Morning Has
Broken” that features Chapman’s son, Caleb.

1) what prompted you to take this ap-
proach on your 17th album, rerecording
such hits as “Speechless,” “Dive” and
“Live Out Loud”?

Songs you write over the years continue to
grow in meaning as you live more life. When |
look back on singing “The Great Adventure,”
it meant something to me when | wrote it and
[ had some understanding of it, but there’s so
much more now that that song means to me.
All those songs are rooted in life experience.
They are all songs about my journey in faith . ..
three years ago, when Maria Sue went to heaven,
all of my songs took on a much, much deeper

 QUESTION:
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meaning. [ found myself singing these songs
with a different passion and different purpose.
I wanted to reinvent them in a way that really
represents what they mean to me now.

2 How do these versions differ from
the originals?

I worked with Brent Milligan, the same guy
that did my last album, Beauty Will Rise. It
was more acoustic, more organic and that
felt appropriate for these songs . .. | love
those Johnny Cash records that Rick Rubin
produced. That inspired the re-creations
of these because he took great songs you
couldn’timagine redoing—everything from
the Beatles’ “In My Life” to Roberta Flack’s

“First Time I Ever Saw Your Face”—and they
just became almost like new.

3 Do you worry about what fans will think
of having their favorite songs reinvented?
I got into the process and thought, “Maybe
people haven't done this because it’s a bad idea.
Maybe nobody wants to hear new versions.”
Then, when I got into it further, I thought,
“Maybe nobody has done it because it’s just
stinking hard todo.” It’s easier to do new songs
because nobody has heard them. They don't
have any association in their mind of what it’s
supposed to sound like, so we will soon find
out if people think it’s a good idea or not. I'm
hoping they do.

4 “Heaven in the Real World” gets an
update that reflects your Kentucky roots,
doesn’t it?
I actually played banjo on a song, finally, after
all these years. It was fun. [ was excited to put
banjo on one of my songs. I love that Mumford
& Sons record. It has banjo and all these cool
elements that [ grew up with in Kentucky.

5 Why dld you choose to cover “Morning
Has Broken”?
T have sensed that my friends and fans were holding
their breath a little bit for us as a family [wonder-
ing], “What’s going to happen with them?” Those
lyrics make you feel joyfuland want to sing along.
I felt like this was an opportunity for me to say to
people, “My family and I really do feel like God is
re-creating some things in us.” We feel like morn-
ing s really starting to break for us in some ways,
and we're beginning to sense there is some new
life starting to sprout up. God is going to bring us
through this and we're going to be changed by it.
We're never going to be over this, but we're going
to just keep taking these steps in faith.

6 The album also includes five new

songs. What inspired the new single,
“Do Everything”?
There’sascripturein I Corinthians that says, “Do
everything youdo for the glory of God.” Whatever
you are doing, work at it with all your heart. God
has given you this ability, this life and this mo-
ment. The little stuff matters just as much as the
big stuff. Not to bring everything back to what
we've been through as a family, but certainly life
teaches you and when you walk through those
kinds of things, you really do realize that every-
thing matters—every little moment. .
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Ellen’s protégé:
GREYSON CHANCE
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BUILDINGBLOCKS

Teen newcomer Greyson Chance lands top 30

Billboard 200 debut

ixteen months after Greyson Chance’s
S piano cover of Lady Gaga’s “Paparazzi”

debuted on YouTube and started attract-
ing 42 million viewers, the 13-year-old’s debut
album, Hold On 'Til the Night, begins at No. 29
on the Billboard 200 with 14,000 copies sold,
according to Nielsen SoundScan. Chance’s
path from viral video sensation to album artist
required patience from the precocious singer/
songwriterand his label. But Chance can see the
results of the hard work in his swelling fan base.

“When I first started, I had about 50 peo-
ple at my meet-and-greets,” says Chance, who
makes a point of meeting his fans after his
live shows. “Now I have about 5,000 people at
each one, and . . . the sales from what we saw
at the stores just blew my mind.”

In tandem with Maverick/Streamline/Gef-
fen, Hold On ’Til the Night was released on
Ellen DeGeneres’ eleveneleven imprint, after
Chance’s “Paparazzi” clip earned him a per-
formance slot on the comedian’s talk show
in May 2010. After inking a label deal in the
same month, Chance spent the next year de-
veloping an artistic identity.

In between recording his first album in Los
Angeles with producer Ron Fair and song-
writing team the Matrix, Chance entertained
crowds of screaming teen girls during a co-
headlining spring tour with fellow teen singer
Cody Simpson. The music video for buzz sin-
gle “Waiting Outside the Lines,” released eight
months after “Paparazzi” exploded virally, has
garnered 7.9 million YouTube views.

“The knee-jerk reaction to working with
someone with a certain level of Web celeb-
rity would be to throw an album together as
quickly as possible,” Interscope/Geffen mar-
keting director Matthew LaMotte says. “With
Greyson, everyone on his team believes that
he is a career artist in every sense of the word.
Greyson spent a lot of time collaborating with
artists of all ages, and we spent a lot of time
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allowing him to get comfortable with perform-
ing in front of big crowds.”

LaMotte’s long-term expectations are bet-
ter understood after hearing Hold On 'Til the
Night, which features poignant piano ballads like
“Cheyenne” as well as precisely arranged pop
fare like first single “Unfriend You.” Chance’s
material, which he says was partially inspired
by heartbreak, is more mature than the work of
his teen pop contemporaries, allowing Chance
to expand the makeup of his audience.

“Nine to 15 is probably my demographic
and mostly girls, but to be honest we see a
lot of different people,” Chance says. “Every
show, tons of parents come up with records
they want me to sign. And what'’s funny is
when girls bring their brothers to the meet-
and-greets, and they’ll be like, “This is for my
sister,’ and hand me a CD. And I'll be like,
‘No, it’s not! You're going to be listening to
this on the car ride home!"”

Fan interaction has also been key for Chance:
The singer frequently chats with his fans on
Twitter, where he has 731,000 followers and
has received shout-outs on the social media
site from Justin Bieber and Lady Gaga. Chance
greeted thousands of fans at a pair of in-store
appearances on the album’s release date, and
LaMotte says more in-stores are coming.

Meanwhile, Chance has led JCPenney’s na-
tional “Pennies From Heaven” campaign: All
of the retail outlet’s U.S. stores are carrying
the album, and $1 from each copy purchased
supports children’s after-school social and aca-
demic programs. After wrapping a tour with
Nickelodeon star Miranda Cosgrove, Chance
kicked off a string of headlining shows on
Aug. 11. He also plans to stay active on the
road this fall.

“It’s more of a privilege to me,” Chance says
about the nonstop tour dates. “I really enjoy
being able to go out on the road with a group
T love and play music every night.’

Getting personal: ROYCE DA 5'9”

MORE ACCOLADES FOR ADELE

Singer’s set marks most weeks at No. 1

since Santana’s ‘Supernatural

With Adele’s 21 returning to No. 1 on the
Billboard 200 (76,000; down 8%, according
to Nielsen SoundScan), the British song-
stress’ set collects its 12th week atop the
list. That feat marks the most weeks at No.
1 foranalbum since Santana’s Supernatural
also racked up a dozen leading frames in late
1999 and early 2000.

The album has occupied the top three rungs
on the list since it debuted at No. 1 24 weeks
ago. Its to-date sales rise to 2.9 million this
week, making it remain by far the year’s top-
selling album. It’s now only the sixth album
by a female to spend at least 12 weeks at No. 1.

ARTIST

The last was Alanis Morissette’s Jagged Little
Pill, which collected 12 weeks in 1995 and
1996 (see chart).

Adele’s effort is only the seventh Sound-
Scan-era No. 1 to spend at least 12 weeks at
the top. Since the Billboard 200 began using
the company’s sales information on the May
25,1991, chart, the only other albums to earn
as many weeks at No. 1 are the “Bodyguard”
soundtrack (20 weeks in 1992-93), Garth
Brooks’ Ropin’the Wind (18, 1991-92), Billy
Ray Cyrus’ Some Gave All {17, 1992), the “Ti-
tantic” soundtrack (16, 1998), Supernatural
and Jagged Little Pill. —Keith Caulfield
ﬁ‘-\‘ ™. L Racking up a dozen:

ADELE

WEEKS AT NO. 1
THE BILLBOARD 200
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LOVE OR
HATE

U.K.’s Cher Lloyd courts
Internet buzz, divided
opinions as ‘Swagger Jagger’
hits No. 1

“You can’t stop clickin’ at me, writin’ bout me,
tweetin’ 'bout me,” 18-year-old Cher Lloyd sings
on her debut single, “Swagger Jagger.”

She isn’t wrong. Ever since the British singer
found fame as a finalist on last year’s season of
“The X Factor,” Lloyd has provoked intense In-
ternet buzz and fiercely divided opinions among
music fans. The combination propelled “Swagger
Jagger” to No. 1 on the U.K. singles chart. The
track’s video, which mixes edgy dance synths and
beats with an infectious, sweetly sung chorus,
has more than 8 million YouTube views. A highly
confident, opinionated teen with a cocky street
aititude—and who’s been known to lay into peo-
ple on Twitter, where she has more than 500,000
followers—Lloyd signed with Syco Music/Sony
Music Entertainment after finishing fourth in
the “X Factor” finals.

“Cher Lloyd is one of those artists the pub-
lic tends to love or hate but rarely ignore,” says
John Hirst, music manager at leading U.K. en-
tertainment retailer HMV. “Even when people
aren’t fans, they’ve been talking about her on
Facebook and Twitter. This has all helped gener-
ate great word-of-mouth and build momentum
around her release.”

“The Lloyd campaign focused heavily on social
media, mobile and other digital platforms,” Syco
Music managing director Sonny Takhar says.
“Her fans love to know everything they can about
her world and are hungry for content.” Behind-
the-scenes video diaries, personal blogs and the
artist’s highly active Twitter feed are just some

Beyond vanilla:
CHER LLOYD

of the promotional platforms that were utilized
throughout the single campaign. The support
of national top 40 station BBC Radio 1, which
A-listed “Swagger Jagger,” placing the track on
regular daily rotation, was also an important sales
driver, says Takhar, who calls Lloyd “a very dif-
ferent kind of artist” versus traditional music
talent show contestants.

“She was fearless in her song choices; she
was uncompromising with regards to her styl-
ing and creative staging . . . she had everything

a label looks for when wanting to sign a true
artist,” he says.

Lloyd’s debut album is due to be released in
the United Kingdom on Nov. 7. The record will
feature collaborations with Busta Rhymes, Mike
Posner and British rapper Dot Rotten. Syco antici-
pates a global rollout commencing in 2012 and
is optimistic that it has a future international
star on its hands. “In a world where there is too
much vanilla,” Takhar says, “Cher is an artist
that has absolutely cut through.” ..

KEEP ONPUSHING

Royce Da 5'9” goes from ‘Hell’ to ‘Success’

because our relationship had a lot to

n“My Own Planet,” atrack from

his new album Success /s Cer-

tain, Royce Da 5'9” raps that
some “thought it was a wrap for me”—a
nod to his career and personal travails,
including a public feud with Eminem
and his hip-hop protégés D12. But Royce
says quitting wasn’t an option.

“Others might have broken down in
my situation,” he says. “l kept pushing.
I didn’t know what would happen, but |
never thought about quitting.”

Since reconciling with Eminem and
D12 in 2008, a lot has happened to
Royce. In addition to joining forces
with Joe Budden, Crooked | and
Joell Ortiz as Slaughterhouse, the
Motor City rapper reteamed with
Eminem as Bad Meets Evil. The duo
landed atop the Billboard 200 in
June with Hell: The Sequel, which

has sold 420,000 units, according to
Nielsen SoundScan. Meanwhile, cur-
rent single “Lighters” featuring Bruno
Mars moves 7-5 on the Billboard Hot
100 and holds at No. 2 on Hot Digital
Songs with sales of 878,000.

This whirlwind momentum is now
setting the stage for the Aug. 9 release
of Success Is Certain, Royce’s fifth stu-
dio album on Gracie. The 11-track out-
ing features production by Eminem
(also featured on lead single “Writer’s
Block™), DJ Premier and the Alchemist,
among others, plus additional guest
turns by Budden, Travis Barker, Kid
Vishis, Nottz and Adonis. The intro-
spective project includes the emotional
track “Security,” Royce’s dedication to
late friend and D12 member Proof.

“[Success] is a very honest record,”
Royce says. “‘Security’ was necessary

do with what | did in the past. And the
track ‘1 Ain’t Coming Down’ is also in-
dicative of the message I'm trying to
get across. There are things on here
that I've never talked about before.”
Besides 2009’'s Street Hop, Royce’s
back catalog includes 2004’s Death
Is Certain.

Heading back to Atlanta after a
street-date performance at New York
club S.0.B.’s, Royce and his Slaugh-
terhouse cohorts will spend a few
days working on the quartet’s new
album, on Eminem’s Shady Records.
“it’s further along than people think,”
says Royce, who'll accompany Emi-
nem soon on several overseas dates.
“There’s a strong possibility the album
will be out by the end of the year.”

—Gail Mitchell

SITES AND
SOUNDS

Bluebrain composes
for Central Park

With Washington, D.C.’s National Mall
under its belt and California’s Pacific
Coast Highway on the horizon, D.C.
based duo Bluebrain has created
a site-specific soundtrack for New
York's Central Park. Listen to the Light,
available as aniPhone and iPad app
on Oct. 4, can only be played when a
listenerisin the park.

“This is our most ambitious proj-
ect,” Bluebrain's Ryan Holladay says.
“Everything we have done musically
hasbeeninching toward this.”

Composer/pianist Ryan and his
brother, producer/guitarist Hays Hol-
laday, formed Bluebrain in 2009 to
create musical projects for such insti-
tutions as D.C. museums. They chose
Central Park after working out several
kinks during an initial foray creating a
soundtrack for a landscape. On walks
through the park, they took photo
graphs to use as reference points
when they returned to their studio.

The Bluebrain albums track auser’s
location through the iPhone’s built-in
GPS and deliver music based on the
listener’s location. As zones overlap
and interact, so too does the music.
The landscape—wooded areas,
bridges, fields—affects the music as
much as a walker’s direction.

Listen to the Light will have approxi-
mately 500 tracks blending in various
combinations. While Ryan describes
it as “piano-based and orchestral,”
he finds it hard to define exactly how
much musicis in the app.

Whether to offer the app for free, as
they didin D.C,, is the subject of debate.
“By charging we emphasize thatitisan
album,” Ryan says. “Then again, the
price points for apps are only adollar or
two. Wejust want people to try it.

Next up: a project for drivers travel-
ing along the Pacific
Oceanin California. “It’s
enormous, it’s linear
andyoucanonlygoone
way,” he says. “We have
to find ways to make it

intense.” —Phil Gallo

A .

App albums: BLUEBRAIN;
above: screen shot from
“Listen to the Light”
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>>With Enrique lglesias’ “Dirty
Dancer” ascending to No. 1on
Dance Club Songs, he not only
earns his ninth leader on the
tally, but pulls back ahead of
Michael Jackson for the most
No. 1s among solo male artists.
tglesias had owned the record
since Feb. 5, when his eighth
No. 1, “Tonight (m Lovin’ You),”
danced its way to the top,
surpassing Jackson’s then-
seven No. 1s. (However, the King
of Pop notched his eighth No. 1
on June 11 with “Hollywood
Tonight” from his 2010
posthumous atbum, Michael.)
Each of Iglesias’ Dance Club hits
have reached the top 10,
stretching back to his first hit,
1999’s No. 1 “Bailamos.” “Dirty”.
is his third chart-topperin a row
following “I Like It” last year
and “Tonight.”

Read Chart Beat
| every week at
biliboard.com/chartbeat.
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Razor & Tie’s Top 10 Feat; Nicki Minaj’s ‘Super’ Hit

While Adele’s 21 enjoys an amazing
12th week at No. 1 on the Billboard 200
this week (see story, page 34), the Razor
& Tie label finds itself with two albums
in the top 10 for the first time.

The various-artists R&B compila-
tion Slow Grindjumpsinat No. 9 with
32,000 copies sold, according to
Nielsen SoundScan. The set benefits
from handsome sales through direct-
response TV ads and weeks of pre-
orders. The label is also home to the
Kidz Bop series as well as to such com-
pilations as Monster Ballads, Pulse, Fired
Up!and The Edge.

The Edge also posted Grind-like
numbers when it started at No. 4 in
with 53,000 on the April 3, 2010, chart.
However, the set fell hard in its sec-
ond week on the tally, collapsing to No.
81 with 7,000 (down 87%). Thus, we
should expect Grind to take a dive next
issue as well.

Meanwhile Razor & Tie’s second top
10 set this week is Kidz Bop 20, which
slips 6-7 with 36,000 (down 5%).

'THRONE’ WATCHIN’: The No. 1 Bill-
board 200 album next week will be—
unless something absolutely insane
happens—Jay-Z and Kanye West’s
collaborative album Watch the Throne.

The album is projected to sell more
than 500,000 copies in its first week,
industry prognosticators say. That
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Weekly Unit Sales

ALBUMS ADllI?lllTI:Sl‘
This Week 5,670,000 1,743,000
Last Week 5,762,000 1,754,000
Change “1.6% -0.6%
This Week Last Year 5,260,000 1,529,000
Change 7.8% 14.0%

“Digital album sales are also counted within album sales.

Weekly Album Sales (million Units)

30

25

20 - 2011

would instantly become the second-
largest sales week of the year, behind
Lady Gaga’s 1.1 million opener for
Born This Way.

Watch, which miraculously didn’t
leak to the WeD (see story, page 6) as so
many eagerly awaited
albums usually do, was
released exclusively to
iTunes on Monday, Aug.
8. All other accounts re-
ceived the set on Aug. 12
—though certainly there
will be those physical re-
tailers that opted to break
the street date. Best Buy
has the exclusive deluxe
physical CD edition of the set Aug. 12-
22; it sports the same four additional
songs as iTunes’ deluxe version.

‘BASS’ 1S BOOMIN’: With its 4-3 rise
on the Billboard Hot 100 last week,
Nicki Minaj’s “Super Bass” became
the highest-charting Hot 100 rap hit
by a solo female (without the aid of a
featured artist) since Missy Elliott’s
“Work It” peaked at No. 2 in late 2002.
“Work” spent 10 straight weeks in the
runner-up slot.

“Nicki isn’t like any other female
rapper,” Cash Money co-founder/co-
CEO Ronald “Slim” Williams says. “We
knew she had the goods when Lil Wayne
signed her. She’s nota female rapper—

she’s a pop star who happens to rap.”

“Super” is also just the eighth rap
single by a solo female to reach the top
10 in the chart’s 53-year history.

Aside from “Super” and “Work [t,”
here are the other six single lady rap-
pers’ hits that reached
the top 10:

M.LA,, “Paper Planes”
(No. 4; Sept. 27, 2008);
Lil Mama, “Lip Gloss”
(No. 10; June 30, 2007);
Elliott, “Get Ur Freak
On” (No. 7; June 30,
2001); Lauryn Hill, “Doo
Wop (That Thing)” (No.
1; Nov. 14, 1998); Da
Brat, “Funkdafied” (No. 6; Aug. 13,
1994); and Neneh Cherry, “Buffalo
Stance” (No. 3; June 24, 1989).

For those curious a