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C 0 N F E R E N c E PRESENTED BY == c“nITE_uT.ERTAI""ENT
— An Alternative Way to Bunky,

W HOLLYWOOD :: OCTOBER 24-25, 2012

NEW PANEL HIGHLIGHT

BREAKING BAD: Storytelling through Music
Supervision and Composing

The creator of the hit series on AMC, Vince Gilligan,
will discuss the increasing importance of music on the
show with composer Dave Porter and music
supervisor Thomas Golubic.

PLUS:
Keynote Q&A with Antonio “L.A.” Reid

Keynote Q&A with two-time A{‘ad(\m}' Award winner
. Gustavo Santaolalla

Br eaking

Bad

PREMIERES JULY 15 '
SUNDAYS 10/9C

Networking Opportunities and Roundtables

Live Performances
And Much More.

Breaking Bad has garnered six Primetime Emmy® Awards, a Peabody Award and has been named to
the American Film Institute’s (AFI) list of the “Top 10 Programs of the Year” (2008, 2010, 2011).

The ONE & ONLY place to network with the hottest music supervisors,
composers, directors, songwriters and producers in the business.

Purchase your ticket today and save $100!
www. FilmAndTVMusicConference.com

REGISTRATION: (212) 493.4263 :: Conferences@Billboard.com
SPONSORSHIP: 646.315.2961 :: Cebele.Marquez@billboard.com
Presenting Sponsor: Founding Sponsor: Conference Sponsars:
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THE RETURN OF
MUSIC TELEVISION
Fuse hopes to
capture the music
audience that MTV
left behind.
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SONGS OF SUMMER

It's been a long, hot

summer filled with plenty
of irresistible songs,

but which one was the
king of the season? Visit
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as we reveal the top tune
of the 2012 Songs of the
Summer chart.
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FILM & TV MUSIC

This year's conference is
Oct. 24-25in Los Angeles,

and will feature panels
of decision-makers. Go
to billboardeven

filmtv to register.

FUTURESOUND
Billboard'’s FutureSound
event, in association with
Loeb & Loeb, takes place
Nov. 15-16 in San Francisco.
To register, go to future
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BY STEVEN J. HOROWITZ

WORTH THE "WAIT’

WHAT’S IN A NAME?

The Return Of Music Television

Fuse hopes to capture the music audience that MTV left behind

use is bringing music

back to TV. Since it left

parent company Rain-
bow Media and transferred to
Madison Square Garden Inc. in
2008, the channel hasattempted
to keep the songs pumping in
an era where competing net-
works, including MTV and VHI,
have almostentirely turned away
from music programming and
focused more on reality and
scripted shows.

On Sept. 10, the New York-
based network launches “Fuse
News,” a live, half-hour pro-
gram hosted by Ashanti, Alexa
Chung, Elaine Moran and Jack
Osbourne, the lattermost report-
ing from a West Coast location.
The show will air five days a
week at 5 p.m. and focus on
the top music news of the day
as well as breaking stories, live
interviews and in-studio perfor-
mances. As part of the initiative,
Fuse built a stunning new stu-
dio on the ground floor of its
midtown Manhattan office fea-
turing a news desk for journal-
ists, a movable D] and live per-
formance area, an anchor space
where hosts will interact with
viewers by using social networks
oniPads and an adjacent area for
interviews.

Fuse took an unconventional
approach in strategizing “Fuse
Live." While some networks
debut their shows and play catch-
up with the online component,
Fuse set out to build a presence
in the digital realm first, hiring
90 new employees and upping
its news teamn of 25 staffers and
freelancers. The company soft-
launched Fuse.tvin January and
has since built a strong presence
on the Web, producing five news

4 | BILLBOARD |

stories per day on Fuse.tv's You-
Tube partner channel that now
accrues more than 1 million
views per week.

“The music audience lives
online,” MSG Media president
Mike Bair says. “We're trying to
build and recruit a large audi-
ence there, get them familiar
with the brand and then pull
them to the linear channel.”
Senior VP of programming
and operations Brad Schwartz
adds, “When you look at the mil-
lions of people over the past 12
months that have connected to
Fuse because of text [stories] or
videos or tweets, by the time we
launch the show, we've created
this fertile environment to be a
music information source.”

“Fuse News” speaks to a
larger initiative for the network
to become the go-to source for
music news. The company
added a 24-hour ticker to the
bottom of its screen to keep au-
diences constantly informed
and has partnered with services
like Spotify for a Fuse news app,
ranked as the 25th top app on
the streaming service. It also
built 14 edit suites in its news
department to handle the pro-
duction of new content.

The undertaking has been
financially substantial, with
the studio alone estimated to
cost around $10 millien. MSG
Inc. recently reported a stagger-
ing quarterly profit in August,
jumping 42% in revenue with a
net income of $28.5 million, up
from $8.5 million the year prior.
With overall revenue at $332.9
million, the company, which is
splitamong MSG Sports, MSG
Entertainmentand MSG Media,
allocated funds from the groups
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“Fuse News” anchors
ALEXA CHUNG, ELAINE
MORAN, ASHANTI and
JACK OSBOURNE
(from left)

for the plan, which has been in
motion since last year.

“Fuse News" executive pro-
ducer Zev Shalev echoes the
company’s intention to fill the
void in music-based program-
ming and cater to the 18-34 de-
mographic. “We’ve done a lot
of 1

rch into this particular
audience group, and they really
are demanding this content,”

says Shalev, former producer of

CBS'" “The Early Show” and cre-
ator of “The Nate Berkus Show.”
“There's no one place on televi-

sion where they can congregate
and have that conversation and
get that infermation. So we know
from them that they want this.”
Ashanti, who also serves as
an executive producer on the
show and sings its theme song,
says hosting is a way to expand
her brand and connect with au-
diences on a regular basis. The
singer wanted to be involved
with something that brought
music back to TV and simul-
taneously promote her career.
“There’s a katrillion judging

shows and talent shows, and
it's just really dope to be a part
of something fresh and new
and what no one else is doing,”
says Ashanti, who plans to re-
lease new album Braveheart in
the late fourth quarter on her
Written Entertainment imprint.
“It takes courage and it's defi-
nitely rolling the dice, but to be
in bed with a company like MSG
makes so much sense.”
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With six additional shows
scheduled to roll out during the
next 45 weeks, Fuse is confident
its investment will pay off.

“We spent millions of dollars
on research the year prior to this
tounderstand what content was
going to make sense for this par-
“We
wanted to mitigate the risk, and

ticular andience,” Bair says

that's what's given us some con-
fidence going forward.”  « .+

r 24/7 news and analysis on your cellphone or
ce go to: mobile.billboard.biz.
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t press time, in-

dustry colleagues

and artists were

trying to come

to grips with the
unexpected death of Chris Lighty.
The savvy entrepreneur and hip-hop
visionary, who founded the game-
changing company Violator Manage-
ment, died the morning of Aug. 30 of
anapparent suicide. According to pub-
lished reports, Lighty was 44.

“Chris was a longtime friend, fel-
low Bronxite and a true pioneer,” MBK
Entertainment CEO Jeff Robinson
tells Billboard. “He taught so many
artists how to become business jug-
gernauts while making timeless hits
at the same time.”

Music Choice VP of programming
Damon Williams adds, “Chris always
had his hand on the pulse of hip-hop.
He was a bridge that brought his art-
ists, music and the culture together
with consumers and brands. His work
set the tone for what could be done in
business with hip-hop.”

As news spread of Lighty’s death,
Twitter exploded with tributes. Fel-
low manager Scooter Braun tweeted,
“Hard to believe itis true but RIP to my
friend Chris Lighty. Gone too soon.”

And early management client Fat
Joe said simply, “R.LP. Chris Lighty.
The man that saved my life!!!! T Would
Be Nothing Without YOU!!!”

At the time of his death, Lighty was
COO of Primary Violator—the pow-
erhouse merger between Violator and
Larry Mestel's Primary Wave Talent
Management that took place last September. The post-
merger roster of artists includes Mariah Carey, Soulja
Boy, 50 Cent, LL Cool ], Busta Rhymes, Diggy Sim-
mons, Sean “Diddy” Combs and Cee Lo Green.

“We are extremely shocked and sadden by this tragic
news,” Mestel said in a statement. “Chris was a friend,
business partner and most of all, an icon, role model
and true legend of the music and entertainment in-
dustry. He will be missed by many, and we send love
and support to his family.”

Lighty, together with Primary Violator Management
president Michael “Blue” Williams, appeared on Bill-
board’s inaugural Urban Power List (Billboard, July
7). At the time, Lighty told Billboard that next on the
company’s agenda was brokering more brand exten-
sions for its clients and breaking artists on multime-
dia platforms. “We're constantly trying to move the
culture forward,” Lighty said.

Raised by a single mother in the Bronx River Houses
in the South Bronx, Lighty—nicknamed Baby Chris
for his youthful looks—was the eldest of six. He got

OBITUARY

ris Lighty
1968-2012

BY GAIL MITCHELL

CHRIS LIGHTY was among the honorees on Billboard's inaugural Urban
Power List in July. Bottom: Lighty at Universal’s Grammy Awards reception
in 2004 with (from left) SEAN “DIDDY” COMBS, DOUG MORRIS,

50 CENT and JIMMY IOVINE.

his start in hip-hop in the mid-'80s, carrying records
for D] Red Alert and worked with KRS-One’s Boogie
Down Productions, From there he became manager for

several prominent rap groups linked to the influential
Native Tongues collective, including Jungle Brothers,
A Tribe Called Quest and De La Soul.

Russell Simmons and Lyor Cohen recruited Lighty
in 1989 to work at their Rush Management, rap’s first
major management company. Lighty brought clients
A Tribe Called Quest and De La Soul into the firm's

fold, and worked with Big Daddy Kane,
Public Enemy, Brand Nubian and Eric
B. & Rakim, among others. He even
maonlighted as an occasional rapper
in the late '80s/early *90s, rhyming on
the Black Sheep track “Pass the 40,” from

in Sheep’s Clothing.

In 1990, while still at Rush, Lighty
founded Violator. When Rush closed
down a few years later, Lighty brought
along several Rush clients (including
Busta Rhymes and A Tribe Called Quest)
as he and co-owner/president Mona Scott-
Young began focusing solely on Vielator.
The pioneering entertainment conglom-
erate—which eventually included man-
agement, marketing, label and multime-
dia wings—took off, boasting a roster that
included Missy Elliott, Mobb Deep, 50
Centand L1 Cool ], becoming one of hip-
hop's biggest, most prominent firms.
Lighty helped his clients land high-pro-
file endorsement deals at a time when
many corporations were still hands-off
with hip-hop—linking A Tribe Called
Quest with Sprite, Busta Rhymes with
Mountain Dew and LL Cool | with the
Gap. Perhaps most notably, he negotiated
50 Cent’s massive partnership with vita-
minwater, giving the rapper a stake in the
company, his own flavor drink—and a
payday estimated to be worth up to $100
million when Glacéau sold the company
to Coca-Cola in 2007.

Through its label division, Violator re-
leased a series of notewarthy projects, in-
cluding two compilation albums: 1999’s
Violator: The Album and 2001’s Violator:
The Album, V2.0. The albums spun off
two R&B/hip-hop top 10s, “Vivrant Thing” featuring
Q-Tip and “What It Is” featuring Busta Rhymes and
Kelis. Expanding into the marketing arena, Lighty
formed Brand Asset Group, a joint venture with War-
ner Music, in 2007. Through the years, Lighty has also
served as an executive at [ive, Def Jam and Loud.

According toa reportin New York's Daily News, Lighty
died the morning of Aug,. 30 after an apparent selftin-
flicted gunshot wound following an argument with es-
tranged wife Veronica at his Bronx apartment. The paper
also noted that law enforcement sources said Lighty may
have owed up to $5 million to the TRS.

Inrecentweeks, Lighty’s tweets were reflective and
downcast: “Hell is empty. All the devils are here,” he
wrote in June. The last item on his Twitter page is this
retweet: "Life is about perspective, It's not what you
see, but how you see it. What you see is what you get.”

At press time, funeral arrangements had yet to
be announced. .

Additional reporting by Alex Gale.
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>>>ROLLING
STONES TO
PLAY LONDON,
BROOKLYN IN
NOVEMBER

The Rolling Stones
will play four dates

in November, two at
London’s O2 Arena
and two at the new
Barclays Center in
Brooklyn, a source
tells Billboard. Virgin
Group founder Rich-
ard Branson and Aus-
tralian promoter Paul
Dainty will promote,
and the source says
the Stones will be paid
$25 million for the
four shows. Earlier this
year, Mick Jagger and
Keith Richards said
the Stones wouldn’t
tour in 2012 to cel-
ebrate the band's
50th anniversary.
But in July, Richards
dropped hints to the
BBC about possible
live shows.

>>>AUSTIN
MAHONE SIGNS
WITH CHASE/
REPUBLIC

Austin Mahone,

the teen YouTube
star dubbed “Baby
Bieber" who has
racked up 83 million
views on his official
channel, has signed
adistribution deal
with Chase Records
through Republic
Records, the latter of
which is home to Owl
City, Florence & the
Machine, Dev and the
late Amy Winehouse.

>>>CRICKET
WIRELESS
PUTS MUVE
MUSIC ON ALL
NEW ANDROID
PLANS

Muve Music by
Cricket Wireless
has quietly become
the second-biggest
subscription service
in the United States.
Soon, it will be the
biggest in the coun-
try. On Aug. 29, pre-
paid mobile carrier
Cricket announced
that its Muve Music
subscription service
will be included in all
new Android plans—
at no extra cost—
starting Sept. 2.

Reporting by

Glenn Peoples, Bill-
board staff and the
Hollywood Reporter.
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Piano Man Plays

ForUMPG

Billy Joel signs new publishing deal, seeking greater use
of his classic songs in ads, movies and on TV

niversal Music Publishing Group and its

subsidiary Rondor Music International

landed a big one, signing Billy Joel to an
exclusive worldwide publishing agreement.

Not only will they supplant EMT Music Publish-
ing for handling his catalog in foreign territories,
but—for the first time since Joel regained control
of his music publishing in the '80s—his camp
is using an outside administrator in the United
States to manage his song portfolio.

“There are few songwriters in the history of
music that have created a catalog of such hits,
depth and quality,” UMPG chairman/CEO Zach
Horowitz said in a statement. “With Rondor’s
distinctive focus and care, and UMPG’s global
scale, administrative infrastructure and network
of worldwide synch specialists, we are uniquely
positioned to maximize the extraordinary oppor-
tunities that exist for Billy's music.”

The game plan is simple: synchronization, with
a capital S. In the past, Joel's songs were rarely
used in TV, movies or commercials.

“It's amazing to me there is nothing happening

with the catalog in films, TV and commercials,”
Horowitz tells Billboard. It turns out that, previ-
ously, Joel's music found its way into synch uses
only when music supervisors initiated the oppor-
tunity, according to UMPG executives.

Could it be that Joel regards his music as too
personal and precious to let it be used in com-
mercials and movies? Indeed, that was a concern
UMPG executives initially had and, when they
canvassed music supervisors on that point, they
found most of them were under the same impres-
sion. But, if that was the case in the past, it is no
longer an issue now, Harowitz says.

“Joel regards his songs as his children, and as
they grew up he put them through school, college
and first job,” Horowitz says. “Now, he feels it is
time for his songs to go to work for him.”

In addition to generating revenue, Horowitz
believes synch use will play a larger role for Joel's
catalog. He putout his last album, River of Dreams,
19 years ago, and while Joel's music remains a
staple at radio, it isn't heard on top 40 stations
where new generations could be exposed to it.

At the signing of BILLY JOEL’S new publishing deal are (sitting, from left) UMPG’'s ZACH
HOROWITZ, Joel and Rondor’s LANCE FREED. Standing are (from left) UMPG executive VP
of operations/CFQO MICHAEL J. SAMMIS; DON IENNER, who served as a consultant; Gelfand
Rennert & Feldman's TODD KAMELHAR; Eastman & Eastman’s LEE EASTMAN; and UMPG
senior VP/head of business affairs and business development DAVID KOKAKIS.

Consequently, a generation or two has missed out
on his music, Horowitz says, which is why synch
opportunities are sa important going forward.

Moreover, the songs within the catalog easily
lend themselves to such opportunities. “His songs
are melodic and memorable, and he writes con-
versationally in universal themes that are timeless
and borderless,” Rondor president Lance Freed
said in a statement. “Billy's music is as impor-
tant to his era as George Gershwin’s and Irving
Berlin's were to theirs.”

Standards written by Joel include “Just the Way
You Are,” “Only the Good Die Young,” “Movin’
Out (Anthony's Song),” “Piano Man,” “New York

ELEEUDI[Nel BY ANDREW HAMPP |

Get Yer Yamahas Out

Instrument company launches label and promotes
itself through other partnerships

orporate brands including Red Bull,

Mountain Dew, Hard Rock International

and even Tag Body Spray created record
labels in recent years to make their products more
credible among music fans. Now a brand with a
more direct link to music, instrument manufac-
turer Yamaha Corp. of America, is entering the
fray with its new in-house label, Yamaha Enter-
tainment Group.

British rock act Leogun is the la-
bel’s first signing, and a five-song
EP will be released Oct. 16, with the
debut single, “Let’s Be Friends,” out
Sept. 11. (A full-length LP is tenta-
tively due in February 2013.) War-
ner’s Alternative Distribution Alli-
ance {ADA) is handling marketing, promotion
and releasing.

The idea for the label, as well as the signing
of Leogun, came in part through Yamaha's two-
decade relationship with Elton John, who has been
close to the company ever since it started making
signature pianos in his name. Leogun had been af-
filiated with John’s management company, Rocket
Entertainment Group, and Yamaha'’s production
arm will help with John’s Las Vegas show, “The
Million Dollar Piano,” and its forthcoming docu-
mentary DVD.

“We started with artist endorsements using
Elton 18 years ago, and our relationships with art-
6 |

BILLBOARD | SEPTEMBER 8, 2012

YAMAHA

ENTERTAINMENT

GROUP OF AMERICA

ists have continued to evolve,” says Chris Gero,
Yamaha head of artist relations and founder of
Yamaha Entertainment Group. “We liked this act
because it's exceptional and served as a good way
to represent an exceptional product.”

Similar to Converse’s Rubber Tracks studio
and Hard Rock Records, Yamaha Entertainment
Group was borne out of the idea of giving back to
independent artists. “A lot of people
say to me, “Why would you get in-
volved in the record business at the
worst time for the record business?™
Gero says. “But it's actually the best
time to be seen or heard. It's very
natural for us to step in as a global
music company and say, “This is why
this artist is important.”

Since Yamaha spends very little on traditional
advertising, the label offers its own marketing op-
portunities that could potentially reach more peo-
ple than any 30-second TV commercial. “Though
everybody fancies themselves a guitar player, the
actual buying population for musical instruments
is about 6% in the U.S.,” Gero says. “Tradition-
ally, what we've done with advertising has been

print, down to the dealer level. But we need to
compete against larger market manufacturers,
and the best manner to get that messaging out is
through artists.”

Label signings will still have the opportunity

Yahama'’s CHRIS GERO
(inset) signed LEOGUN
as the first act on the
company’s new label.

to be featured in Yamaha advertisements, as well
as a 50% share of recorded-music revenue that's
far above the industry standard. “We're keeping
the overhead very low, keeping the marketing
very current and very focused,” Gero says. “The
artist is going to be able to surround themselves
with people who can finance and produce and
market at a higher percentage, We're giving up
a lot more territory to an artist than a traditional
label would.”

Beyond the label, Yamaha has been actively
involved with artist services and custom sweep-
stakes for years, partnering with John Legend,
Young the Giant, James Taylor, Luke Bryan,
Sara Bareilles, Michael W. Smith and Greyson
Chance—and that's just for 2012 promations.

State of Mind,” “You May Be Right,” “Pressure,”
“Don’t Ask Me Why,” “She’s Always a Woman,”
“My Life,” “It’s Still Rock & Rall to Me,” “Tell Her
About It,” “Uptown Girl,” “The Longest Time,”
“Say Goodbye to Hollywood” and “We Didn't
Start the Fire.”

In order to ensure that music users get the mes-
sage, Freed says Rondor plans to have two events,
one on the East Coast and one on the West Coast,
to bring in music supervisors, advertising execu-
tives and the heads of music production at film
studios to reintroduce them to Joel and his music
and let them know “Billy’s music is here, great
and available.” e

The company also works with 3,600 different
artists to loan them top-shelfinstruments for mo-
tion pictures, national TV shows, major awards
shows and concert performances.

One frequent artist partner, Sarah McLachlan,
recently participated in a “Summer Symphony
Sweepstakes” and has also teamed on initiatives
providing instruments to the Sarah McLachlan
School of Music,

“My relationship with Yamaha and Chris Gero
over the past 10 years has been a true partnership,”
McLachlan says. “[Yamaha Entertainment Group]
continues to support helping children find their
voice as we work together to provide an exclusive
fan experience and the opportunity for a fan to
own a brand-new Yamaha C2 grand.” .

COURTESY YAMAHA EN
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Bogota Brothers

Burn Up Charts

Cali & El Dandee target the U.S. after scoring hits

in Latin markets

Scanning through iTunes’ top
10 singles lists throughout
Latin America and Spain dur-
ing the past few months, one
would invariably come across
“Yo Te Esper-
aré” (I'll Wait
for You) by Cali
& El Dandee,
a chart-topper
in Argentina,
Chile, Colombia
and Spain. The
track hit No. 1on
radio and sales

LEILA
COBO

charts in those

countries this summer, and in
Spain has been certified double-
platinum (80,000) by industry
society Promusicae.

The accomplishment is
much more noteworthy consid-
ering Cali & El Dandee are Co-
lombian, and fewer than a hand-
ful of Colombian acts have ever
topped Spanish charts. Also,
until just four months ago, the
duo was completely unknown
tothe industry. In underground

Latin
Notas

channels, however, Cali & El
Dandee have been a sensation
for the past year, accruing mil-
lions of YouTube views and
hundreds of thousands of men-
tions on social
networks. The
duo’s rapid suc-
cess illustrates
bath the impor-
. tance of online

£
1 57
“ radio’s increas-
ing openness o
Latin American music.

Cali & El Dandee are broth-
ers Mauricio and Alejandro
Rengifo—24 and 18 years old,
respectively—who originally hail
from Cali (therefore the name),
but now live in Bogota. They
started making music four years
ago, and Mauricio, a music stu-
dent at Los Andes University in
Bogota, recorded and engineered
their tracks, a hybrid of lyrical,
romantic pop and rap.

media as a pro-
motional tool
and Spanish

“We just wanted to make
good songs and put them
online,” says Mauricio, who
is managed by his longtime
friend Pedro Malaver. “Then
girls in schools started doing
choreography to the music.
The songs started playing in
Andres Carne de Res[a hip Bo-
gota eatery] and people asked
us to play gigs. We played grad-
uations and school parties, and
that’s where we could see what
really worked.”

“Yo Te Esperaré.” in particu-
lar, gained traction on Tuenti.
com, a Spanish social site for
teens. [t caught the attention of
David Lopez, A&R manager
for publishing company Clip-
pers in Spain, who contacted
the brothers and signed them
to a publishing deal outside of
Colombia. At the same time,
Warner and Universal Spain
started vying for the pair, with
Universal signing the act to a
three-album licensing deal last
spring that includes a share of

touring revenue.

Universal Music Spain &
Portugal president Fabrice
Benoit says he's never signed
an act based solely on online
traction, but in this case, “we
liked every song they put up.
Everything worked. They had
the hits.” The timing was
also right. Post-reggaetén,
Spanish radio is far more
open to Latin rhythms, par-
ticularly following the suc-
cess of D] Juan Magan.

“Yo Te Esperaré” shot to the
top of Spain’s charts, and Uni-
versal quickly released a second
single, “No Hay 2 Sino 3," fea-
turing David Bisbal and re-
mixed by RedOne,

“Yo Te Esperaré” is No. 4 on
Promusicae’s Top 50 Down-
loads list, while “No Hay 2
Sino 3" is No. 11 and was cer-
tified gold for 20,000 down-
loads. On the rise at No, 24 is

CALI & EL DANDEE
have gone doubles
platinum in Spain:

a new single, “La Playa,” fea-
turing Natalia Bauti.
Universal has begun work-
ing the duo in Argentina,
where “Yo Te Esperaré” has
been certified platinum by
trade group CAPITF for 20,000
downloads, and plans call for
a market-to-market rise all the
way to the United States,
“Our fans say they like to
party, but sometimes it's girls
who broke up with their boy-
friends and they want to hear
something romantic,” Mauricio
says, explaining why he believes
his songs connect with audi-
ences. “Most romantic songs
sound the same. Butifsomeone
likes Pitbull and wants some-
thing romantic with that same
vibe and arrangement, they can
listen tous.” e

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

40-Year Storm

Los Huracanes del Norte mark anniversary

with hits compilat

The year was 1972 and a
storm was headed their way
on the night when the Gar-
cia brothers recorded their
first album as Los Hura-
canes del Norte (the Hurri-
canes of the North).

Forty years later, the for-
mer laborers who worked
the fields picking fruit are still
entertaining audiences who
know them for their signa-
ture nortefio sound that relies
heavily on the accordion and

LOS
HURACANES
DEL NORTE
ve released
60 albums
during their
lengthy career.

ion
a12-string instrument known
as the bajo sexto.

“We are not the best group
in the industry,” band mem-
ber Guadalupe Garcia says.
“But we are the band that
wants to work the most.”

For four decades, the
brothers have maintained a
steady following of fans and
released more than 60 al-
bums. Today the band, still
mostly made up of family
members, includes Heraclio,

Antonio, Francisco, Rocky
and Jesus (Chuy) Garcia, as
well as Jose Luis Mejia, who
isn’t biologically related to
the family, but is considered
as close as arelative.

The seven members di-
vide their time between New
Mexico and Mexico, and con-
tinually tour in both places
with additional stops in Latin
America. To commemorate
its career milestone, in June
the band released a 40th-
anniversary album, Los Hura-
canes del Norte: 40 Aniversa-
rio (Vene Music), featuring 40
of its biggest hits. It has sold
3,000 copies, according to
Nielsen SoundScan.

The brothers, who began
performing as children, were
born and raised in Mexico,
but later emigrated to
the United States. One
of their biggest hits ini-
tially was the catchy
“Son Tus Per-

jumenes Mujer” (It’s Your Scent,
Woman), an ode to women.

As the hits came, the band
adjusted to the music scene
by performing a variety of
styles of music as part of
its nortefo repertoire. The
group acknowledges that,
in order to stay relevant, it
has had to evolve. That move
came in the form of adding
three new members: Antonio,
Rocky and Mejia, who are the
youngest of the group.

“The band realized that
they needed to transition,”
says Agustin Montoya, the
band’s label manager. “The
group needed to tweak the
sound, and that’s why we
brought on the younger guys,
who bring new arrangements
to the music.”

The results have paid off,
according to Texas-based
music executive Carlos Avila,
who isn't affiliated with the
band. “They have stayed true
to their sound, but they fuse it
well with a new generation of
musicians in the band.”

The unmistakable sound

biz

has an uptempo pace com-
bined with a variety of nortefio
rhythms from several regions
of Mexico. Los Huracanes also
mix up their music with the
brass-based banda style that
keeps people dancing at most
of their shows, Avila adds.
The band has sold 1.8 mil-
lion albums in the United
States since SoundScan
began tracking sales data in
1991. The group has charted
20 top 10 albums on Bill-
board’s Regional Mexican
Albums chart, including two
No. 1s (1999's Nortefio 2000
and 2000's En Que Trabafa el
Muchacho). Its biggest selleris
28 Huracanazos (2003), which
has sold 213,000.Cn Regional
Mexican Airplay, the group has
notched 36 songs, of which 13
went top 10 and two hit No. 1.
When asked about how
else he plans to celebrate the
band’s anniversary, Chuy says
he hopes the fans bring some
special gifts to the shows.
“A little bottie of something
couldn’t hurt,” he says with a
chuckle.  —Justino Aguila

EN ESPANOL: All the great Latin music coverage
you've come to expect from Billboard—in Spanish.

Go to billboardenespanol.com.
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LUIS MIGUEL TOPS
TEXAS FEST

Pop singer Luis Miguel will
headline the People en Espa-
fiol Festival Sept. 1-2 in San
Antonio. The Warner Music
artist, who rarely performs at
festivals, will be joined at the
Alamodome by Daddy Yan-
kee, Prince Royce, Tito “El
Bambino,” Larry Hernandez,
3BallMTY and DJ Juan Magan,
among others. During the day,
the Henry B. Gonzalez Conven-
tion Center will host presen-
tations on a variety of topics,
including music. The family of
late Tejano singer Selena will
discuss maintaining her legacy.
The festival is free, while tickets
to the shows start at $40.

LATIN MUSIC VIDEO
NETWORK DEBUTS
Comcast and Music Choice
launched a multiplatform
video music network for Xfin-
ity TV MultiLatino customers.
Subscribers can now access
a broad collection of Latino-
themed music clips and origi-
nal artist content on demand
and at Xfinity.com/latinotv.
The videos will include genres
like Latin pop, rock en Espafiol,
regional Mexican and tropical.
Music Choice, which delivers
music programming to con-
sumers throughout the United
States, will provide additional
behind-the-scenes content
and performance footage for
on-demand customers dur-
ing Hispanic Heritage Month
(Sept.15-0ct.15).

LOKIXXIMO TAKES
TR3S PRIZE
Up-and-coming artist Lokixx-
imo has won MTV Tr3s’ “Dame
un Break” (Give Me a Break)
competition. The urban act
from the Dominican Repub-
lic won the support of the
OurStage.com online audi-
ence, which voted him the best
talent. As the winner, Lokixx-
imo will receive aremastered
version of his song “Noche
Europea” (European Night)
from Grammy Award-winning
producer Sebastian Krys, a trip
to Los Angeles to shoot a new
video for the track (to air on
Tr3s) and $2,500. The contest,
sponsored by Wendy's, was
hosted on CurStage, which
features more than 200,000
artists competing in monthly
contests.  —Justino Aguila
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Funny Names,
Serious Business

Are you a ‘Plugged Indie’ or a ‘Tag-Along’? Bandsintown
survey breaks down concert-goer types
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their idiosyncrasies.

“We were interested in learning
how people hear about concerts,
and were quite surprised [by the
results],” says Julien Mitelberg,
CEO of Bandsintown’s parent
company, Cellfish. “Today, people
hear about concerts by receiving
information, not going to look for
information. They expect to getin-
formation from Twitter, the artist’s
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two sellauts

Facebook account, an e-mail from
Ticketmaster or any other thing they subscribe
to, [with] Facebook being the No. 1 place.”
Mitelberg says Google search trends for con-
certs are decreasing because of this change.
“That's great, because that's exactly how Bandsin-
town works,” he says. “We help artists make sure
fans will never miss knowing about a show,

on tickets. Ninety-six percent of them say they're
“always actively seeking out new music,” and 79%
think they know who's going to be a big star he-
fore others. Super Fans are mostly pop fans, have
a “thriving social life” and believe they're trendset-
ters. And, listen up, bundlers: 92% are “willing to
pay extra for a better concert-going experience.”
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Not surprisingly, the main drivers for consum-
ers going to concerts are the so-
cial and musical experiences. The
survey breaks down fans into five
segments, from most to least en-
gaged, with descriptive names for
each segment.

On the least-engaged end are

the Soloists, making up 26% of |

those surveyed. Soloists know the
music, but are less social and hate
crowds, so they don't go to many

big concerts, Alsoless engaged are the Dedicated  (94%) prefer small venues. m;a"é?u DTE Exefoy Misic Canter, 15,403 Live Nation |
Diehards (19%), who are passionate about music In the affirmation department, 99% of Dedi- WM—
but go to fewer shows. Dichards are, however,  cated Diehards believe concerts are “an experi- o 7400 T TR T
willing to pay more on average for concerttickets.  ence unlike any other,” yet only 24% claim to be : Portsmouth, Va., June 19-20 1wo sellouts
More engaged are the Plugged Indies (15%),  the first to discover bands. Maybe they're more $801,206 JASON ALDEAN, LUKE BRYAN, RACHEL FARLEY, DEEJAY SILVER
$59/530 Darien Lake P‘ertormlv%nm 21,703 Live Nation
Center, Darien Center, N, Aug. 25 5=/out

who are very knowledgeable about music but also
enjoy concerts’ social aspects. As the name sug-
gests, they tend to favor indie music. Super Fans
(20%), on the other hand, are heavily invested
in music and knowledgeable about their favor-
ite acts, but their tastes skew more mainstream.
Then there are the Tag-Alongs (22%), who aren't
as informed but go to shows with friends or dates
and rarely on their own initiative. (The percent-
ages don't equal 100 due to rounding.)

If 20% of concert-goers are Super Fans, that
seems like a healthy number. “Super Fans go to
more shows, spend more on tickets and buy tick-
ets way in advance,” Mitelberg says. “They are the
leaders, and they bring their friends to concerts.”

There’s plenty of interesting data here: Super
Fans are 56% female, make the most money, see
the most shows (16 per year) and spend the most
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OnThe
Road

ing to pay more for a better experience.

Plugged Indies are 56% male
and see 13 shows annually. Tag-
Alongs are 67% female and see
only six per year, while Soloists
are 59% male and spend the least
on tickets. Dedicated Diehards are
61% female.

Among the Plugged Indies,
849 consider their musical tastes
“more offbeat/less popular than
most people’s.” Almost all of them

RAY
WADDELL

self-aware than the Super Fans.

Predictably, Super Fans and Dedicated Die-
hards spend the most on tickets, but the Plugged-
Indies go to more shows in smaller venues. This
supports conventional wisdom that fans are less
likely to experiment if the tickets are expensive.

Among Super Fans and Plugged Indies, Face-
book posts, artists’ updates and email blasts from
event sites and ticket providers motivate fans to
go to concerts most frequently. Perhaps the major
point of the study is this: Fans learn about con-
certs from “push” sources more than those that
“pull,” especially Facebook and e-mail. s

The Blllboard Touring Conference
& Awards will be held Nov. 7-8in
New Yark. For more information
and to register, goto

billboardtouringconference.com.

PHIL WHEELER
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Poetry In Motion

Lexus looks to reach affluent African-Americans through
music/spoken-word events and TV’s ‘Verses & Flow’

The second seasen of

exus' “Verses & Flow”
TV show will feature
ERIC BENET and
ELLE VARNER.

tatime when virtually every major automotive brand has

its own music strategy—even Fiat hired Jennifer Lopez

foranill-advised U.S. launch campaign last fall—some-
times niche is more,

For example, Lexus made music a focal point of an event se-
ries, Lexus Listening Lounge, geared exclusively toward upscale
African-Americans. Making stops in key markets like Chicago,
Los Angeles, Atlanta, Dallas and Miami, the series welcomed Keri
Hilson, Angie Stone and Raheem DeVaughn at concert events
that doubled as showcases for Lexus vehicles.

Eventually, Lexus and its multicultural branding agency Wal-
ton I[saacson decided to put a lyrical twist on the event by also
inviting spoken-word and poetry performers to share their work
in between sets from hot R&B and soul acts. The
combination was successful enough to turn into
a TV series called “Verses & Flow” that premiered
on TV One in 2011 and returned in late August
for a second season. Hosted by actor/poet Omari
Hardwick (“Sparkle”), the sophomore season fea-
tures Macy Gray, Carl Thomas, Elle Varner, Luke
James, Musiq and, performing together for the
first time in years, Eric Benét and Tamia.

The concept of sponsors creating TV shows g}ﬂﬁ,, &
around consumer products is hardly new, dating
back to the earliest days of the medium (“The Colgate Comedy
Hour,” “The Dinah Shore Chevy Show,”
Sports”). Still, the trend has regained momentum in recent years—
particularly in music, as brands including Smirnoff (BET's “Mas-
ters of the Mix"), Grey Goose (BET’s “Rising Icons”) and even
Starburst (the candy sponsored MTV's revamped “Unplugged”
in 2010) joined the fold.

“Verse:

™

s & Flow" isn't just an excuse for Lexus to sell cars,
executives say. The events, taped in June at the Belasco The-
ater in downtown Los Angeles, allowed guests to interact
with the Lexus GS, but the branding of the TV program is
quite minimal. To Lexus VP of marketing Brian Smith, there
was more value in having a curatorial role around a specific
art form that appeals directly to one of its key buying groups.

“There are different ways we could reach this luxury demo-
graphic buyer, but ‘Verses & Flow’ is such a positive emotional
message,” he says, “Rather than sponsoring some show that might
be dramatic but not have the same upbeat arc, this was a really
engaging way to reach audiences.”

While TV ratings and the number of patential car buyers ac-
quired through “Verses & Flow” are important to Lexus, the top

The Brand

“Gillette Cavalcade of

measures of success to Aaron Walton, co-founder of Walton
Isaacson and the show’s executive producer, are buzz and rel-
evance. The first season, for example, generated more than 77
million media impressions—a significant increase over the com-
bined metrics garnered by the Lexus Listening Lounge event pro-
gram. In the weeks leading up to the second-season premiere,
Lexus had a 450%6-500% increase in chatter among African-
Americans based on buzz from the show’s tapings. “It was amaz-
ing to see these brand mentions when the show hadn’t even aired
yet,” Walton says.

TV One's parent company Radio One lends additional outreach
by putting poets on the air with local radio hosts to drive tune-in.

“They're getting an opportunity they normally wouldn't

With

have,” Walton says of the poets. “One poet was
talking about how being on the show last year
literally changed his life regarding how he got
booked on tours. That's one of the cool things
you see as a result of the show—what Lexus has
been doing not just to support its own brand.”

Walton Isaacson handles bookings for the show
internally, and spent more than three months scout-
ing poets for season two. “Because of season one,
we started getting a lot of submissions organically

ANDREW
HAMPP

from people who saw this as a great platform for
their poetry. That made things a lot easier than the first time,”
Walton says.

The agency is already in talks with TV One and Lexus about
ideas for a third season. “We have to take the kaizen philosophy
of looking at ways for things to improve when they're already
great,” Walton says. “We had the experience of this being a live
event before we ever started taping a show. We had to do it on
the fly at first. We didn't think people would be so engaged
that we’d literally have to kick them out of the venue.”  +..

FOR THE RECORD

W In the Sept. 1issue, a story on Busta Rhymes misstated
the release year of his appearance on Chris Brown’s 2011
No.1,“
B Also in the Sept. 1issue, the label credits for Matchbox

Look at Me Now."

20's new album, North (Sept. 4), should have read
Embiem/Atlantic.

W In the Aug. 25issue, a story on PInk misstated the date
of the American Music Awards, which air Nov. 18 on ABC
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After conquering both radio and live music,

Robert F.X. Sillerman now has $1 billion to spend

and his sights set on electronic dance music’s explosive live space, 2 iS '
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OB SILLERMAN 1S LAYING ON A BLACK MARBLE COUNTERTOP, against a black brocade wall
treatment, snapping his fingers to Chic. His shirt and slacks are black. His shoes, keeping the
“Good Times” beat, are black. His leather blazer is black; so is the handkerchief tucked into its
breast pocket, emblazoned with white letters in various fonts proclaiming one message: “Fuck off.”

“It's a universal statement,” Sillerman says later, setting up for another shot—the first was
spontaneous, to the photographer’s delight—in a tight hallway of his lofty New York office, also
home to TV-watching social app Viggle, of which he is executive chairman/CEO. “I don’t know
whether it's directed at a specific individual, or a type of individual, or more as my interpretation
of Albert Einstein's fabulous quote: ‘No problem can ever be solved from the same level of consciousness
that created it." And that’s what I've done my whole life. So what he said so eloquently, I say, ‘Fuck off.””
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Look out, music world: Robert F.X. Sillerman is back. The magnetic mogul
who changed the concert buginess from a network of individual fiefdoms into
a single empire—SFX Entertainment, which he then sold to Clear Channel for
$4.4 billion in 2000, seeding the empire that would become Live Nation—has
found a new problem to solve, or perhaps, opportunity to exploit: the under-
funded and overstressed network of independent promoters currently sup-
porting the explosion of ¢lectronic dance music in America.

The resurrected SFX Entertainment—a placeholder name for now while
the consumer brand is being developed—was announced in June with the
acquisition of Disco Donnie Presents, a promotion company specializing in
Middle America shows and events, for a reported $2 million. In August, SFX
added Live in Color, a Florida-based promoter of co-ed paintball parties (for-
merly known as Dayglow Productions) for an unknown amount. But that’s
just the beginning. According to Sillerman, letters of intent have been sent
to 18 additional EDM entities ranging from promoters to ticketing agencies
to venues. All in, Sillerman says he expects to lay out a total of $1 billien on
more than 50 companies, which together will create not only the biggest EDM
conglomerate ever, but also the first in a scene long defined by independent
premoters collecting cover charges at the door (see story, page 13).

T know nothing about EDM,” Sillerman admits from his Manhattan office
suite, which looks out over a bustling Broadway, “I really don't. Of course, I've
listened to it and T understand its appeal. It's borderless, it’s free, it's energetic,
it’s a party, it’s a party in your mind—and I understand that.

“But I git in the meetings, to the extent that they are [meetings]. I meet the
people whose places we're buying. And [ haven't a fucking clue what they do
or what they're talking about. Not a clue. And I love it. I just love it.”

EmEE
S ILLERMAN HAS BEEN HERE BEFORE. In 1978, he saw a potential op-

portunity in the local radio market and began buying up local stations

throughout the country with on-air legend Bruce “Cousin Brucie” Mor-
row. He bought out Morrow in 1984, telling Billboard at the time that he was
moving away from station operation and into investing. In 1992, he founded
SFX Broadcasting and bought 120 radio stations under its name—and in 1996,
he bought New York concert promoter Delsener Slater Enterprises as well. In
1997, he sold SFX to Capstar Broadcasting for $2.1 billion and spun offthe live
business into SFX Entertainmentwith the proceeds from the SFX Broadcasting
deal. One of the top promoters in the country with an expansive vision, SFX

Top left: ROD
STEWART joined
then-New York Stock
Exchange chairman
RICHARD GRASSO
(left) and ROBERT
F.X.SILLERMAN,
then-executive
chairman of SFX
Entertainment, when
SFX moved to the
NYSE from Nasdaq
in 1999. Top right:
Sillerman in 2006 at
Memphis' Graceland,
for which he
purchased a 90-year
lease. Bottom: At the
EDMBIz Conference
in June are (from
left) Panorama
Productions
managing

partner PETE
KALAMOUSTSOS,
Paxahau Event
Productions talent
buyer CHUCK
FLASK, Insomniac
founder PASQUALE
ROTELLA, Disco
Donnie Presents
CEO JAMES

“DISCO DONNIE”
ESTOPINAL JR.,
Pacha New York
co-ownet/operator
EDDIE DEAN and
AM Only founder
PAUL MORRIS.
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Entertainment shelled out $1.5 billion to acquire a network of 58 additional
properties: venues, artist management companies and nearly every major U.S.
concert promoter—reportedly for can’t-refuse offers, well above their perceived
values. In 2000, Sillerman sold SFX Entertainment to Clear Channel for $4.4
billion. Five years later, Clear Channel spun SFX into Live Nation,

But Sillerman wasn’t done. Far from it. After selling SFX to Clear Channel,
Sillerman co-produced his friend Mel Brooks’ 2001 Broadway mega-hit “The
Producers.” In 2004, he established CKX, buying up such legendary assets as a
majority stake in Elvis Presley Enterprises with a 90-year lease on Graceland, the
rights to Muhammad Ali's name and likeness and Simon Fuller's 19 Entertain-
ment (“American Idal”). In 2010, Sillerman resigned as CEO of CKX, intending
to buy it outright—a bid he ultimately lost to investment firm Apolle Global Man-
agement, which renamed the company Core Media Group. Sillerman remained
as the company’s largest sharcholder. That same year, he founded his first pure
technology play, Function(x), which was renamed Viggle earlier this year.

Now, the 64-year-old Bronx native has turned his attention to EDM, argu-
ably the most explosive new music space this side of K-pop and one he admits
he knows nothing about. Fuck off, indeed.

With events like Ultra Music Festival (UMF) and Electric Daisy Carnival
(EDC) drawing hundreds of thousands of 16- to 24-year-olds to all manner
of open spaces and acts with quirky Nordic names largely unknown beyond
the dance underground selling out iconic live venues in a matter of minutes
(Swedish House Matia at Madison Square Garden, Avicii at Radio City Music
Hall, Tiésto at Home Depot Center), Sillerman isn't the only heavy hitter
eying the EDM space. Indeed, major players including Live Nation, AEG and
even supermarket mogul turned venture capitalist Ron Burkle (SoundCloud,
SeatGeek) have all come calling in the past 18 months.

The only problem? At barely 30 years old as a subculture, and a fraction of
that as a viable, scalable business, EDM is a live market in its infancy, and no
one knows exactly how much money is at stake.

The information is spread across business sectors that don’t communicate,
or is simply not reported, or warse, never collected. (“What promoter declares
what cash they made? You're crazy,” one major-market event producer says.)
Giant festivals, like EDC and UMF, can make $30 million or more in a weekend.
Midsize, multi-artist tours, perhaps $3 million-4 million in a month. (Identity
Festival reportedly sold about 140,000 tickets last year, at ticket prices starting
around $25.) According to Forbes, Tiésto pulls in $22 million a year, through a
combination of gigs, tours and sponsorships all over the world. Add in music

sales, or media opportunities—Ilike, say, ad-revenue share to a giant YouTube
channel like label Ultra Music’s—and the number gets even harder to pin down.

“But it’s going to be easier to figure out once Sillerman’s involved,” one
promoter says. “When Live Nation does a concert, they say what they made.
He'll have to demand the same thing.”

“He's really smart, obviously,” the promoter adds. “Is it good for this busi-
ness? That's the other question. His track record sort of speaks for itself. He
bought up everything and sort of made a whole that was greater than the sum
of its parts. How much is Disco Donnie worth? Not much. But 50 of them?
What do you do as a promoter if these guys are going to band together and have
real power? How do you compete? He'll be the only game in town. A lot of guys
in this business who have been toiling for a long time, they'll take the bait.”

might have worn a different shirt. Instead, on June 6, the day he announced

the sale of Disco Donnie Presents to Sillerman (a sale that effectively re-
launched SFX) during the EDMBiz Conference in Las Vegas, Estopinal sported
a navy blue T-shirt that read “Have you hugged your lawyer today?”

I FHE HAD IT TO DO OVER AGAIN, James “Disco Donnie” Estopinal Jr., 42,

It was meant to be funny. A smiling and glib jab fitting Estopinal’s person-
ality and image. But talk of lawyers, buyouts and billienaire financiers are so
contrary to the EDM ethic—the rave code of peace, love, unity and respect—
that his joke went over like a fat rat. “I understand everybody's concerns.”
Estopinal says. “I really weighed it out. I didn’t want to do something that
was bad for the world. But the way that everything was growing, I couldn't
keep up anymore. I needed some kind of financial support.”

For years, the EDM live scene was all about the experience, not the business. Or
at least that's how it positioned itself. Events, for the most part, weren’t ticketed.
They were driven by a walk-up cover charge, and as recently as 2010, the best at-
tendance estimate might have come from a security guard with a clicker at the
door. As excitement for EDM artists has increased, though, so has the prevalence
of presale hard tickets. Today, acts like Deadmau5, Skrillex and Avicii can sell out
midsize rooms in seconds; so can fresher names like Porter Robinson, Thomas
Gold and Alesso. But shows like Deadmau5’s massive, LED-lit cube and Skrillex’s
motion-controlled, 3-D-mapped cell have set the production bar high. Fans expect
a sensory onslaught, which can costinto the millions to design, produce and tour.
Add ballooning DJ fees, and the economics quickly becorne as fuzzy as the scene.

“People think we're rich because of the events, but it's far from the truth,”
says Pasquale Rotella, founder of Insomniac Events, which produces EDC, as
well as other festivals and club dates. “We actually come very close to losing
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dustry, they're the rule, not the exception. Now, Robert F.X. Sillerman expects to

T here’s no shortage of independent companies in EDM: For the self-sufficient in-

buy at least 50 of them. The media mogul’s road map includes everything from

content companies to venues to promoters, mirroring the varied compaosition of his first
live-entertainment venture, SFX Entertainment—which became Live Nation after he sold
itto Clear Channel. Here, Billboard profiles the two purchases he’s already announced, and

speculates on the acquisitions to come.

Disco Donnie Presents

Principal: James “Disco Donnie” Estopinal Jr.
Founded: 2012

Acquisition Announced:June 5

Longtime promoter Estopinal linked up
with Insomniac Events in 2008, marry-
ing his upwards of 50 monthly nightclub
events across Oregon, Texas, Louisiana
and elsewhere with the Electric Daisy Car-
nival promoter’s destination festivals. But
the partnership fell apart acrimoniously
late last year, and Estopinal packed up his
toys and signed on with Sillerman. The
respected, well-connected EDM warrior
is now introducing Sillerman around the
industry and making recommendations as
to his next acquisitions.

Live in Color

Principals: Paul Campbell, Sebastian
Solano, Lukasz Tracz, Patryk Tracz
Founded: 2006

Acquisition Announced: Aug. 2

Known as Dayglow Productions until Aug.
27, the promotion company is still “the
world's largest paint party,” according to
its tag line. “Did you ever see the movie
‘Animal House'?” Sillerman asks. “The
food fight? A paint party is today’s version
of that.” Live in Color events feature A-list
DJs like Diplo and Steve Acki providing

the soundtrack, while thousands of coeds
get splattered, Nickelodeon-style, in neon
paint. But the events, frequently held on
college campuses, are becoming known
for more than just the spectacle: After
attending a show in Hartford, Conn., that
sent 40 to the emergency room, Danbury
Hospital director of emergency services
Matthew Cassavechia deemed it a “pa-
tient-producing event,” and instituted spe-
cial preparations prior to an April 27 show
at Western Connecticut State University
that ended in more than 30 hospital visits.

Pacha New York & RPM

Principals: Eddie Dean, Rob Fernandez
Founded: 2005

0Odds of Acquisition: 4:1

New York used to have a slew of super-
clubs; now it has one, The 30,000-square-
foot Pacha New York was founded by
two Big Apple nightlife veterans, giv-
ing it local appeal beyond its European
lineage. (Pacha is a nightclub franchise
overseas with 18 locations; New York is its
only North American venue.) While the
Pacha brand isn't Dean and Fernandez's
to sell, they do have the venue itself, as
well as RPM, their production company,
which hosts local festival-like events at
locations including Governors Island

and Central Park SummerStage and co-
produced Electric Daisy Carnival's first
MNew York visit this year.

Insomniac Events

Principal: Pasquale Rotella

Founded: 1993

Odds of Acquisition: 5:1

Insomniac is the engine behind the most
visible proof of EDM’s explosive popularity,
the 300,000-person Electric Daisy Carni-
val. Rotella was outspoken about his desire
to remain independent at EDMBiz, the in-
dustry conference he founded, but admit-
ted to taking meetings with Live Nation. “I
would do a deal if it didn’t compromise fan
experience and productions,” he says. Live
Nation might balk at a production bill that
nearly put the sold-out EDC in the red, but
would Sillerman? “Pasquale is a genius,”
Sillerman says. “The fact that he puts some-
thing there, and not there, is not something
that you can write down or tell.”

Dancing Astronaut

Principals: Senthil Chidambaram,

Zeyad Assaf

Founded: 2009

Odds of Acquisition: 8:1

The voice of the EDM generation, super-blog
Dancing Astronaut was founded by college
students bitten by the bug just as the genre
was starting to grow. With digital natives
at the helm, the site pumps out content at
breakneck speed—from track, concert and
podcast reviews to breaking news and event
announcements—in a “for us, by us” style
that resonates with EDM’s young fan base.
Should Sillerman want a fledgling content

place June 8-10
. at the Las Wegas
“Motor Speedway:

company with a strong, recognizable brand
already in place, DA’s the stuff. But concerns
about credibility could keep it indie.

Eventbrite

Principals: Julia Hartz, Kevin Hartz,
Renaud Visage

Founded: 2006

Odds of Acquisition: 10:1

The online ticketing service mostly hosts
general-admission fund-raisers and book
readings, but that's about to change: It
became the official ticketing platform
for Disco Donnie Presents’ 1,000-plus
annual EDM events in July. With former
Ticketmaster president/CEO Sean Mori-
arty on its board, and a model that's more
straightforward and affordable than the
ticketing giant’s, it’s primed to make a run
at the concert business. But with $78 mil-
lion in venture capitalist funding, it might
be comfortable on its own—for now.

Ultra Music

Principal: Patrick Moxey

Founded: 1996

Odds of Acquisition: 25:1

Before Aug. 10, the diversified Ultra
would’ve been a prime Sillerman target,
with its roster of important artists that
includes Deadmaus, a catalog of music
content, an in-house licensing team and
a giant YouTube channel. But by linking
up with Ultra Music Festival (which had
always been a separate entity), Ultra en-
tered the event business in its own way.
However, some might say that by uni-
fying, the companies are an even more

attractive acquisition. —KM
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money, and all our events nearly sell out. It’s crazy to have that be the situation
when we're doing so well.”

The genre’s first attempts at artist-driven, large-venue tours—not one-offs or
festivals—have had even dodgier results, Avicii and Afrojack, popular acts that
were virtually unknown two years ago, were recently forced to cancel several dates
of their AEG-backed summer routes when ticket sales fell far below estimates.
Within the industry, there was a sense that they had jumped the gun, skipping too
many steps between a 1,500-capacity nightclub and a 5,000-capacity concert hall.

And that's where Sillerman could come in. By buying up promoters who
are currently running the low- to mid-level EDM touring business—not over-
stretching into the big-room Live Nation territory—he’s staking a claim to a
segment of the industry that, while volatile, could thrive, even if EDM doesn’t
sustain its current level of popularity. It could be a solid business, but whether
it's solid enough to recoup a $1 billion investment remains to be seen.

“When you make a judgment, you're never 100% sure,” Sillerman says of
his interest in Estopinal and Disco Donnie Presents. “But I checked off all
the boxes: Smart kid, energetic, ambitious, likable, operating in an area—
EDM, of course—I didn’t understand. Could I have been wrong? Sure. Could
I still be wrong? Less likely, but, sure.”

ODAY, THE MASTER PLAN for the future of the new SFX isn't in a file
T folder on Sillerman’s desk. Instead, it's sketched in Estopinal’s inky black

scrawl, in a slightly malformed, spiral-bound notebook that, the promoter
says, “got rained on.” The plan is an alien spaceship of a chart, with blocks
devoted to Disco Donnie Presents and “OTHER PROMOTERS FESTIVALS”
funneling into “NEW FESTIVALS” and tendrils of ancillary entities, includ-
ing “Publicity,” “Clubs,” “Clothing” and “Label.”

Estopinal says that he took the chart to other potential investors before
meeting Sillerman in New York in January, after being introduced through
mutual contact and former boxing promaoter Shelly Finkel.

“This wasn't Bob saying, ‘Oh, I like dance music,” Estopinal says. “This
was my plan. [Indie promoters have] been carrying the boat up the hill with a
chain, no water, just pulling all these years. And once everybody became suc-
cessful, all of a sudden all of these other entities came in and wanted a piece.
This was actually a move to protect all those people from that.”

A Louisiana native, Estopinal graduated from Louisiana State University
in 1994 with an accounting degree and planned to enter the field, but got
seduced by the New Orleans party scene instead. Through the years, he be-
came something of a folk hero on the American rave scene, promoting par-
ties throughout the Southeast and Midwest as Disco Donnie, a name taken
as a tribute of sorts to his D] father, James Sr., who went by Disco Jim. Disco
Donnie’s manic parties at the State Palace in New Orleans in the late '90s are
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“Lknow
nothing
about EDM. |
really don't.
0f course, |
understand
its appeal,
but [ sit in
the meetings,
to the extent
that they are
meetings.
| meet the
people whose
places we're
buying, and
| haven't
a fucking
clue what
they do or
what they're
talking about.
Not a clue.
And lloveit. |
just love it.”

BOB SILLERMAN

One of Sillerman’s recent
acquisitions is promoter
Life in Color (formerly
Dayglow Productions),
which bills itself as “the
world’s largest paint party.”

the stuff of legend. “People would come from 18 states,” he says.

“I grew up in the Southeast, and Disco Donnie's events were legendary in a region
that was starving for fresh new music,” says Stephanie LaFera, manager of Kas-
kade and other EDM artists. “They influenced a generation of dance music fans.”

Sillerman has relied on the market intelligence and relationships of others
before: Delsener Slater Enterprises was his first purchase under the original
SFX, and partners Ron Delsener and Mitch Slater gave Sillerman valuable
introductions to the other companies he would soon snap up, including Sun-
shine Promotions and Pace Concerts. Bruce Morrow helped light the way to
SFX Broadcasting. And radio was also his father’s business. In fact, the elder
Sillerman might have had even more of an influence. (In 1955, Billboard de-
scribed Michael Sillerman as “one of the few truly creative sales executives in
broadcasting” for his work as the founder of Keystone Broadcasting System,
“by which independent stations throughout the country became linked into a
transcription network, bringing them national revenue hitherto unattainable.”)

“He gave me a tutorial in what he had been deing,” Sillerman says of his first
meeting with Estopinal. “And I said, ‘So fundamentally you're a combination
bookie, loan shark, promoter and cheerleader.” And he said, ‘You've got it.””

“At the end of the meeting, [Sillerman] said, ‘T'm in, Do you want to do
this?"” Estopinal says. “I said, ‘Yes." He said, ‘Shake my hand. That’s our deal.
[ want you to hit the ground running.’ And I shook his hand.”

A month after he announced his deal with Sillerman, Estopinal partnered
with Eventbrite, an independent online self-service ticketing platform (see
story, page 15), which could eventually fulfill SFX's need for a lower-cost tick-
eting solution than Live Nation’s Ticketmaster. No one will confirm, but it
seems logical that Eventbrite would be on Sillerman’s not-so-short-list. Soggy
notebook or not, Sillerman is following Estopinal’s lead.

ist Burkle’s plans remain unknown beyond a few exploratory meetings
{rumor is that he's in talks with Amy Thomson, former Swedish House
Mafia manager, and her ATM Artists group), and AEG has been silent since
Avicii and Afrojack’s summer troubles. Live Nation, on the other hand, has been
busy: Tt put its own Identity Festival tour back on the road for a second year,
delivered on Kaskade (considered the only successful single-artist, large-venue
EDM tour of the summer, with stops including an 18,000-capacity sellout at
Los Angeles’ Staples Center) and backed the first shows in America by Dutch
mega-party Sensation, coming this October to Brooklyn’s new Barclays Center.
At the EDMBiz Conference in June, Live Nation CEO Michael Rapino said
the company’s EDM strategy was to “acquire or hire,” a policy he'd recently put
into practice, acquiring venerable U.K. festival brand Cream Holdings (Cream-
fields) and appointing its co-founder Steve Barton president of the newly formed
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Live Nation Electronic division in May. Live Nation added Los Angeles-based
Hard Events in June, and Hard founder Gary Richards says he went with Live
Nation—after speaking with “other parties"—because of Barton. “He's a guy 1
really respect,” Richards says of Barton, “A solid leader in this music from the
beginning. I want to work with him and help carry out his vision.”

With Barton and Richards, as well as in-house guys like Live Nation New
York president Jason Miller, who brought Sensation to the United States and
produced Deadmau5's record-breaking six-night sold-out stint at Roseland in
2011, Live Nation has the benefit of housing some of the best talent in the space.
But for the self-made EDM stalwart who may be less accepting of a corporate
hierarchy, or even an office culture, Sillerman cuts an aspirational figure.

He’s unapologetic. He controls his own money—Ilots of it. (In 2005, he ranked
No. 375 on the Forbes 400 list of the richest Americans, with a net worth of $975
million.) He welcomes and accepts risk. He doesn’t answer to potentially moral-
istic shareholders. He directs anyone who might question his methods to “fuck
off.” But he also has no interest in telling any of his acquisitions what to do or
how to do it. For EDM, Sillerman might be more Dark Knight than Grim Reaper.

Still, the plans of Live Nation and the new SFX are decidedly different.
Bold-faced names or not, two or so pickups is a far cry from 50. Sillerman
wants increased power—including stronger appeal to potential sponsors—
through sheer scale, the path he followed with the original SFX, In fact, many
attribute higher ticket prices and intrusive corporate branding at live music
events, including in venue names (SFX’s run was once dubbed “an epidemic
of renaming”), to this SFX hallmark.

“I'm always interested in quality,” Sillerman says, “but quantity permits cer-
tain things. Live Nation, it’s a terrific company. They bought some things in this
space. Other people will. T suspect that at the end of the day, we’ll probably be
partners with more than all of them put together. So is that an arms race? Maybe.”

In the meantime, Sillerman plans te help SFX's individual entities im-
prove their offerings by giving them access to his significant liquid cash.
For instance, he just green-lighted Live in Color’s purchase of a portable
LED screen, a big-ticket item it had previously been renting.

“We had a conversation, which took about 10 minutes,” he says. “I don't want you
to get the impression that we're drunken sailors, because it's hundreds of thousands
of dollars. But it was pretty simple. There's only one thing that I can contribute to this
business specifically. I have no idea whether it makes sense to buy an LED display.
But T'will know when somebody says they need one, whether they really believe it.”

Granting an accouterment the price of a house to a crew of people who spent
the majority of the year getting chased off college campuses is a risky busi-
ness. (Last year, Live in Color events at Penn State, the University of Maine
and elsewhere led to dozens being hospitalized, due to everything from over-
indulgence to slipping on paint.} But Sillerman remains unfazed. An avid
reader and student of sociology, he sees EDM as a definition of a generation:
a “cohort group,” as he calls it, of the young—a similar motivation of his in-
volvement with Viggle. (Could Viggle’s proprietary technology form the back-
end to some sort of content-rich, EDM event check-in app? Why not?) And to
him, at least, that makes it more powerful than just a music genre, and his
new company more meaningful than just a conglomerate.

“This is simplistically about those kinds of entertainment entities that
serve a generation that was born wired and connected, and has an insatiable
appetite to stay connected,” he says. “This is a tsunami. It's not a tsunami
that you want to harness. There are some people that may try to do that and
they'll fail. It’s a tsunami that you want to let run its course and be a part of it.”

HUS FAR, THE PROMOTERS WHO HAVE SOLD are exhaling loudly. “Ifeela
million times better,” Estopinal says. “It's opened up my mind again towhere [
getback to the creative process instead of worrying about money all the time.”

“Trying to fight the world by myself was tough and tiring,” Hard's Rich-
ards says. “Now that I'm in there working with [Live Nation], we're integrat-
ing really well. There are a lot of things they are really good at—contracts,
taxes, insurances, a lot of the business side stuff that wasn’t my specialty.
1 like doing the artists and the marketing.” Richards says that Live Nation
is actively helping him expand internationally as well.

But the debate of digging in versus selling out is still running hot throughout
the industry, and the aggressive interest is forcing some hands. In August, Ultra
Music and UMF—two powerful EDM entities formerly at odds, despite their simi-
lar names—ijoined forces in a move intended to help preserve their sovereignty.

“We are a very proud independent organization and it is critical that we
stay true to the music and close to the roots of the culture that we have grown
with over the last 15 years,” UMF co-founder/CEO Russell Faibisch said ina
press release. “While EDM seems to be the flavor of the month for many cor-
porations buying their way into our scene, building this long-term strategic
alliance with Ultra Music sets the stage for establishing Ultra as the essential
global lifestyle brand for the best of everything EDM has to offer.”

Back at the EDMBiz Conference in June, Estopinal got a lot of grief on the
“An Agent and 5 Promoters Walk Into a Room . . ." panel, partly from his
former partner Rotella, who was also sitting on the panel. Defending his de-

cision to sell to Sillerman, Estopinal told the audience, “As long as you don’t
lose creative control, it's going to give me more to do bigger and better things.”

“Until it'’s flipped,” Rotella interrupted. “Then that all goes away. And ifit’sa
public company you don’t have the freedom to make choices that make sense.”

Sillerman’s track record suggests that’s exactly what he’ll do. He’s always
sold, and always for a profit. But for EDM to even be worth flipping, the U.S.
scene must continue to grow across all sectors—nightclubs, live venues and fes-
This was tivals—and earn the “next rock’n'roll” title that has already been hoisted upon

W it. Sillerman might also have to turn his eye overseas where EDM has been

my Illan. festival-grade popular for years, which might already be happening. (Rumor
has it he’s interested in buying Dutch company ID&T, which produces Sensa-

JAMES tion events internationally, and Belgian mega-festival Tomorrowland.) Some
“DISCO DONNIE™ believe he might try to harness the power of EDM online—the currently frac-
ESTOPINAL JR. tured video views, track downloads, Facebook likes and other consumer touch
points—into a lucrative media platform. After all, going national is one thing,
going global gives an entirely new meaning to economy (and marketing) of scale.

Still, Sillerman maintains he has no intention of selling. “If somebody thinks
that what we're doing is for the purpose of selling, they shouldn't sell their busi-
ness to us,” he says. “And if they think that they're not going to get the kind of
opportunity that is only afforded with size and bulk and access to capital, and
the mandate to invest and take risk, then this doesn't make sense for them.”

The thrill of the deal, the study of the sociological significance, even the word-
play involved in explaining it all—they all make Sillerman’s eyes dance. But
while he always wants to win, the endgame, he says, is no longer personal gain.

Sillerman’s a different man than the one who bought and sold the world in
the '90s. In 2001, he beat tongue cancer and the only color amid teday’s black
ensemble is yellow, from Nike's iconic Livestrong bracelet he wears on his wrist.
The battle left him with a tracheotomy tube, and what he calls “perspective.”

“The only reason that [ do anything now that has a commercial overtone
is to have more money to give away,” he says.

Together, Sillerman and Laura, his wife of 38 years, are active givers: Their
Tomorrow Foundation supports educational and environmental programs
for underprivileged populations. It also established the Sillerman Center for
the Advancement of Philanthropy at his alma mater, Brandeis University.
But even with these, “almost all” of their donations are anonymous, he says.

“I've been very blessed in business, and the only reason economically to do
this is the joy of doing what we do,” he says. “We're going to be like [duty-free-
shopping magnate] Chuck Feeney. Great quote of his: ‘I want the last check
I write to bounce.” e

“This wasn’t
Bob saying,
‘0h, [ like
dance music.

Brighter Than The Sun

Eventbrite looks to dominate EDM ticketing worldwide

hen ticketing service Eventbrite
launched in 2006, it set out to offer
an alternative to industry giants

like Ticketmaster by cutting substantial service
fees and embracing both large- and small-scale
events. Since then, the San Francisco-based
company has established a strong share in the
marketplace, selling almost 70 million tickets
and earning more than $1billion in sales.

Eventbrite, which recently served as a ticket
vendor for Governors Ball in New York and select
stops on the Vans Warped tour, is now setting its
sights on the growing EDM movement. Founded
by Kevin Hartz, Julia Hartz and Renaud Visage,
the company partnered with dance-event jug-
gernaut Disco Donnie Presents in July to offer
affordable tickets for marquee talent. The joint
venture will yield nearly 1,000 EDM concerts, in-
cluding El Paso, Texas’ Sun City Music Festival,
headlined by David Guetta, Knife Party and Flux
Pavilion, taking place Labor Day weekend.

The company has already been localized in 11
countries, matching its intentions to capitalize
on EDM's global reach. “EDM is really an interna-
tional movement, so we've got a localized site,
localized payments that expand throughout the
globe, and we're seeing great traction,” Kevin
Hartz says. “Thisis only the tip of the iceberg for
Eventbrite in the EDM space.”

Competition in the ticketing realm is standard,
and vendors have begun to capitalize on the

growing demand for EDM. Robert F.X. Sillerman
this year acquired Disco Donnie Presents and
Dayglow Productions, which throws more than
125 EDM concerts in the United States annually
(see story, page 13), Hartz acknowledges the com-
bative nature of the industry, but is confident that
Eventbrite’s focus on customer satisfaction will
make it the leaderin EDM ticketing. "We hope that
the provider with all different verticals—the best
service, the best technology, the lowest fees—will
prevail," he says. “And that will be Eventbrite.”

Initiatives have included lowering processing
fees and ticket prices, tactics that significantly
boosted attendance at Warped tour stops. Hartz
estimates that Eventbrite offers tickets at a third
of competitors’ prices for similar events. “We can
essentially take a thinner cut and keep that ticket
price lower because of the substantial reach we
have across many different categories,” he says.

Eventbrite is in talks to partner with even more
dance-music promoters. While some consider
the EDM craze a flash in the pan, the company
is looking to expand on what it sees as a lasting
presence in live entertainment.

“It definitely has staying power. What will
happen, though, is over time there will be con-
sclidation in the market. You're already seeing
that happen at a rapid scale now [with] promot-
ers,” Hartz says. "It's fast and furious right now
for EDM. It's a really exciting movement that we
see unfolding here.” —Steven J. Horowitz
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Don’t Touch

t's a Tuesday night at the Bell House in Brooklyn, and a
packed crowd is about to hear the latest track from Django
Django. But the British psych-pop quartet is nowhere to be
found—instead, the room-full of music fans has gathered
to rate the track on a scale of 1 to 10, becoming a real-time
focus group for the hosts of NPR’s “All Songs Considered.”

Ag the jangly, tambourine- and hand clap-driven rhythms of

Django Django’s “Default” fill the room, the listeners, largely
20-something and bespectacled, respond favorably, lifting 8s and
9s into the air. § “It’s like fist-pumping for a paler persuasion,”
one says, in Pitchfork-perfect parlance. 9 “I can’t think of a
single song that isn't improved by hand claps,” another adds.
§ The Bell House gig is the latest in the first, six-city “All
Songs Considered” listening tour, which wraps Sept. 13 at the
Gibson Guitar Showroom in Washington, D.C. But it’s also
the latest in a series of initiatives that has given NPR Music
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cretly Canadian, says NPR coverage is “almost
irreplaceable” in terms of its wide reach and
real-time impact on digital sales charts after

major features air, “It’s pretty much the first
thing on my marketing report every week and
it’s the first thing we talk about when we sit
down with Amazon, iTunes or indie retailers,”
he says. “Publicists and radio coordinators
spend a lot of time trying to convince NPR to
run something. But at the end of the day, NPR
is so good at curating its own content, it feels
untouchable. When you actually land some-
thing you'll get that desired retail impact.”

In part, it's a matter of scale. In June, NPR.
org was visited by 3.4 million unique visi-
tors, according to comScore, a major advan-
tage over music sites like PasteMagazine.
com (888,000), Pitchfork (780,000), NME.
com (707,000) and Stereogum (523,000). NPR
Music content reaches an average of 3 million
viewers on a monthly basis across online and
mobile platforms, according to the company’s
internal audience data. (Its mobile app has
been downloaded more than 1 million times.)

“I think of them as apples and oranges a
little bit,” Duneman says of NPR Music's ap-
peal compared with that of music blogs. “With
Pitchfork, you get a feature and it's generally
up and gone by the end of the day, sometimes
even in an hour. But with NPR or the New
York Times, you'll take up valuable space for
a whole week sometimes.”

“What's exciting about NPR is they can re-
ally stay partners as the campaign progresses,”
says Jake Friedman, co-owner at We Are Free
Management, whose acts Beach House, Lower
Dens, Dirty Projectors and Wild Nothing have
all been featured on various NPR platforms
this summer. “When [ think of a tastemak-
ing website, they want access to things first
and to make their mark at the top of the cycle.
NPR you can grow with—they have differ-
ent songs you can premiere, or you can come
in and do a Tiny Desk Concert and, at some
points, stream a concert later into your cycle.”

The combined power of music and news 1s
heavily favored by Lisa Sonkin, Columbia VP
of triple A and public radio promotion, who
partnered with NPR on multiplatform content
surrounding new releases from Springsteen
and Jack White earlier this year.

“It's an incredible way to reach not only
the core music fans, but the link to the NPR
News network also helps engage a harder-to-
reach potential music buyer,” Sonkin says.
“This buyer trusts the NPR brand and they
turn their education about the artist and the
music into action—hopefully becoming a new
fan.” As further proof, in July, Columbia act
Passion Pit's Gossamer debuted at No. 4 on
the Billboard 200 the week after its “First Lis-
ten” episode aired, with career-high sales of
37,000 in its first week.

In fact, “First Listen” grew out of an idea
initially suggested by Columbia. In 2008,
Sonkin approached NPR Music director/ex-
ecutive producer Anya Grundmann and se-
nior product manager Amy Schriefer to ex-
plore ways they could stream Bob Dylan’s Tell
Tale Signs, part of its Dylan “bootleg” series,

“We said, ‘Hey, that sounds like a good idea,
but can we hear if first?”” Grundmann recalls.
“It gave you all the feeling of when yougotoa
listening party and everybody would talk about
it at once. We had such a lively conversation
in our comments, it felt like such a natural
experience of playing new music on the air.”

Now, “First Listen” has developed into a

weekly series that combines big names (Fiona
Apple, Norah Jones) with indie stalwarts (Yea-
sayer, Hot Chip) and the occasional off-the-
beaten-path choice (jazz artist Henry Thread-
gill's band Zooid, folk artist Sean Rowe). It’s
some of those more out-there choices that
speak to how much the NPR audience relies
on the curatorial tastes of NPR Music’s 18 staff-
ers and large network of D]s and on-air person-
alities. “The fact that we're putting all this out
there and not putting things up with judgment
is because we really love this,” Schriefer says.

NPR’s audience is also more musically in-
clined than most. A 2011 GfK MRI Double-
base study found that 59% of all NPR listeners
listen to mugic as a leisure activity (31% more
than the average radio listener). They're also
239% more likely to attend classical music
concerts, 72% more likely to play a musical
instrument, 67% more likely to attend rock
concerts and 36% more likely to purchase
music compared with the average American,

1t helps that NPR has become a haven for
well-known rock critics and music journal-
ists both on-air and online (Ann Powers, Will
Hermes and Robert Christgau among them).

“NPR Music and ‘First Listen’ have become
for me in my 40s what [indie record store] Al-
bums on the Hill in Boulder, Colo., was for
me in my 20s,” says Ambrosia Healy, a publi-
cistatindie-rock PR firm the Fun Star, which
helped land Apple's The Idler Wheel . . . and
the first full-length from Alabama Shakes,
Boys and Girls, on “First Listen” this year. “It’s
a source [ trust telling me about—and giving
me the opportunity to hear in its entirety—
music that I might like and want to purchase,
The NPR community’s music word-of- mouth
is one which 1 find to be incredibly valuable

“All Songs Considered” held!~“—
a listening event f@aturing

(top, from left) artist REGGIE g
WATTS and journalists

MAURA JOHNSTON and WILL
HERMES at Brooklyn’s Bell
House. Bottom: Co-host Boilen
takes votes from the audience.
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—Kevin Duneman,
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and extremely powerful.”

Sometimes that word-of-mouth manifests
itself in different ways for the hosts them-
selves. “All Songs Considered” co-host Bob
Boilen attended his first Celebrate Brooklyn
concert last summer to catch the season-clos-
ing performance of Sufjan Stevens, having
been told for years that he needed to check
out a show at the Bandshell. The experience
prompted Boilen to later declare on his
show's blog that the concert was his favorite
in nearly 40 years—when he saw Pink Floyd
perform an early version of what ultimately
became The Dark Side of the Moon at the Ken-
nedy Center in Washington, D.C.

Boilen’s fandom soon led to talks of a

proper pact with Celebrate Brooklyn pro-
moter BRIC Media Arts to make NPR Music
a streaming partner of select concerts. (Local
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NPR stations WNYC and WBGO had already
been involved for years.)

“The festival has been around a long time,
and we've worked hard on raising the profile
locally, but to have a national profile among
other festival presenters is very important for
us,” Celebrate Brooklyn executive producer
Jack Walsh says. “We have a long history of
partnering with stations here in New York,
but this gives us a way to make those rela-
tionships more resonant and more strategic.”

Having more of a visual approach to NPR
programming has been a long time coming
for Baoilen, a 19-year veteran of “All Things
Considered” and co-host of “All Songs Consid-
ered,” which he created in 2000. For as much
as NPR still appeals to a certain kind of old-
school listener {and indeed, it’s remained a
go-to for the latest classical and jazz releases),
streams from other venues like 9:30 Club in
D.C. and Philadelphia’s World Cafe have
helped add a much-needed hip factor.

Meanwhile, taking “All Songs Considered”
on the road has exposed Boilen and co-host
Robin Hilton to all sorts of deep discussions
about different people's approaches to new
music. At the Bell House event, songs are
introduced completely anonymously to eveke
an unbiased response. “It's like if I gave you
wine and tell you it's an expensive wine,
you're going to taste itand your brain's going
to say, ‘Whoa,'" Boilen says from the stage.

Guest critics Will Hermes of Rolling Stone
and Maura Johnston of the Village Voice both
confide to the room their inability to hear lyr-
ics the first time they listen to a song. “I hear
lyrics better when I have music on in the back-
ground. [t's almost like overhearing people’s
conversations that way,” Johnston says.

“I never hear lyrics first. Even a cappella
music—first [ hear the timbre before 1 pay at-
tention to what they’re singing,” Hermes says.

Such discussions likely wouldn't have hap-
pened had NPR Music not played an active
role in NPR’s digital expansion into podcasts
and live streams in 2007—years before Clear
Channel created iHeartRadio as a national
brand for its local stations online.

“In terms of our online audience, they're
definitely younger than the core NPR demo-
graphic, often in their early 20s,” Grundmann
says. “We've seen anecdotal evidence of peo-
ple coming to NPR Music and then hanging
out with our news programs. So we're kind
of a gateway drug.” .
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As gambling revenue
declines, casinos are
looking to superstar
artists (and DJs) to

usherinanewera

by KERRIMASON
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HE VIEW FROM ABOVE IS EQUAL paris privileged and treacherous: A sin-
gular perspective, but dizzying in its height, and occasional obstacles—ladders,
cables and wiring, all controlling the meticulously plotted world 34 feet below.

From up here, you can see everything: The leko light fixtures, almost at eye
level, casting gobo projections onto the floor. The performers, adjusting their
costumes before taking their spots. The security cameras, making another
kind of show out of the show.

But this isn't the stagehand’s perch at the Metropelitan Opera or a Broadway
theater. It’s not even the temporary world of the rigger on a rock mega-tour. It's the catwalk
high above “the Revelry”—the property’s name for the casino floor—at Revel, Atlantic City,
N.].’s newest resort, which took five years and $2.4 billion to build.

On this night, July 6, many of the people below are sporting various configurations of denim
and neon, here to catch the first of two sold-out shows by Kanye West—all the more exclusive
because he isn't currently on tour. Some gaze at the go-go dancers, hip-shaking on platforms
amid the slot machine banks to a piped-in soundtrack of pop and dance music (from Pitbull
to Avicii's “Le7els"), gradually increasing in BPM and volume as night falls.

Revel boasts three entertainment spaces:
Ovation Hall, a 150,000-square-foot multi-use
venue, able to morph from meeting room to
concert hall with a single button push (the lat-
ter tonight, for West); HQ, a four-floor night-
club; and the Social, a modern take on the ca-
sino lounge, featuring cover bands and more.
But Patrick Bergé, president of Scéno Plus,
the Montreal-based architecture firm that de-
signed and built the bulk of the resort, would
argue that the whole world of Revel is a stage.

“It's a theater in a theater in a theater,”
Bergé says, adding that Revel chairman/CEOQ
Kevin DeSanctis “wanted to bring that feel-
ing to the entire property.”

While Scéno Plus has designed more than

M
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200 theaters—including the eye-popping
water world of Cirque du Soleil's “O" at the
Bellagio in Las Vegas—Revel is its first ca-
sino. According to Bergé, that's exactly why
DeSanctis expanded the firm’s scope beyond
just Ovation, giving it the reins of the all-im-
portant, 130,000-square-foot gaming space.

“He wanted to do things differently,”
Bergé says.

A bird's-eye view of gameplay, natural light
from the world outside and acoustical dampen-
ing to lessen the sound of the slot machines
are all considerable divergences from casino
norms (hotels have been known to pipe in addi-
tional machine sounds throughout their halls,
to draw patrons back to the slots), But by mak-

ing gambling just one partin a much larger show, Revel is being more strategic than revolutionary.

In January, the Nevada Gaming Control Board announced that revenue from gamblers had
hit an all-time low in the country’s casino capital, Las Vegas: [t made up 46% of total income,
down from as much as 60% in the "90s. At 34%, spending on “food, beverages and other re-
lated offerings"—i.e., entertainment—hit an all-time high.

It was the peak of a trend that the casino-hotel industry has long been tracking: Where in
years past dinner and a show was window dressing to the main attraction—hours spent at the
tables—now the show itself is the thing, And while more people are flooding the market—
the Las Vegas Convention and Visitors Authority reported 38.9 million visitors in 2011, a 4%
increase over 2010—they're turning up primarily for events unrelated to cards and dice, like
concerts, DJ shows and high-profile “resident” attractions.

This forced refocusing of the casino business has yielded a powerful new platform for artists that
transcends simple bookings: Whether they’re well-known names with careers that span decades
or newly minted superstar DJs, they’re being invited to help develop the brand identities of the
resorts themselves, in the process upping their own profiles in the world’s No. 1 tourist market.

One such case study is Revel: With the goal of establishing Atlantic City as a world-

class destination, it's placing a lot of its chips
on entertainment, including nightlife and
high-profile concerts.

“We want to attract people who see the
same DJs in different markets: Paris, Ibiza,
Las Vegas. We're not focusing on a New Jersey
or New York sound,” says Fugene Remm of
New York-based EMM Group, which co-runs
the nightlife venues at Revel (with Las Vegas-
based Angel Management Group). “It's more
of an international market—trendsetters.”

The resort opened during Memorial Day
weekend with four press-getting Beyoncé
shows, her first after giving birth to daugh-
ter Blue Ivy. They drew more than 146,000
visitors to the resort, including first lady Mi-
chelle Obama. Revel reportedly paid well into
the six figures for a June 16 appearance by
upstart Swedish D] superstar Avicii. Along
with West's gigs, Revel will cap the summer
with another pair of one-offs from the Eagles
during Labor Day weekend.

Those bookings themselves aren't a strat-
egy—they're more of a “short-term market-
ing play, a launch,” says Concerts West/AEG
Live president/co-CEO Jon Meglen, one of the
architects of the modern live business in Las
Vegas. “You will see new properties pay ex-
tremely high guarantees, just to make sure
they have that great talent when they open.
It's not a regular business practice, because
they all believe that entertainment as its own
revenue stream can be profitable.”

“[Revel is] the very beginning of creat-
ing true destination resort casinos, as we
have in Las Vegas,” says Neil Moffitt, CEO
of Angel Management Group, which co-runs
the nightlife venues at Revel, as well as top
spots in Las Vegas (including the Pure club
at Caesars Palace and LAX at the Luxor).
“[Vegas]| translated from a primary gaming

market to a primary food, beverage and en-
tertainment market. Revel is trying to rep-
licate that model in Atlantic City.”

THE COSMOPOLITAN OF LAS VEGAS
is one of the newestadditions to the Vegas sky-
line, and one of the first conceived and built
after the gaming decline began. Opened in
December 2010, the 2,995-room property fea-
tures all the trappings of an experience-first
resort—not casino-hotel—including interior
design by David Rockwell; top-tier restaurants
like Blue Ribben Sushi, Scarpetta, and STK;
4,000-capacity ballroom the Chelsea and pool/
multi-use venue the Blvd; and Marquee Night-
club and Dayclub, outposts of New York’s fa-
mous West Side nightclub of the same name,
run by Strategic Group.

“Entertainment is always a core part of the
strategy,” Cosmopolitan chief marketing offi-
cer Lisa Marchese says. “It's a great opportu-
nity to attract a large volume to the property
for a moment-in-time event. And with the
right booking strategy, it enables us to make
a statement about who we are. It's not as if
we're agnostic about the type, caliber or genre
of entertainment we bring to the property.”

Working very closely with Austin-based
independent concert promoter C3 Presents
(“Our team is on the phone with them daily,”
Marchese says), Cosmopelitan has helped es-
tablish its brand identity through its booking
choices, Marchese points to events like Flor-
ence & the Machine’s New Year’s Eve show,
which opened the property in 2010; shows
from bands like Mumford & Sons and Foster
the People “right when they were breaking”;
and an intimate 2011 New Year's Eve perfor-
mance by Stevie Wonder that was streamed
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Revel's interior and
exterior (inset).

on video screens for revelers crowding Las
Vegas Boulevard (closed to car traffic for the
holiday each year). All these events align with

Cosmopolitan’s core tenet:
spirit,” Marchese says.
The idea of music-as-branding can be found
throughout Sin City. In February, Métley Criie
not only played two shows at the Hard Rock
Hotel & Casino’s Joint venue, the band took
over a good part of the property, placing its

an independent

logo on everything from poker-table felts to
service signs for the guest rooms. Guns N’
Roses recently signed on for a similar stint,
For the artists, it's more than just a sweet
gig and an ego trip: It's a bigger payday. “It'sa
much higher net situation,” Meglen says. “At
the Joint, I have state-of-the-art sound, lights
and video—they don't need buses, trucks or
crews, just technicians. I have hotel rooms,
employee dining rooms where their teams can
eat better than on the road, and food and bev-
erage allotments to principals. It's all here.”
Wynn Las Vegas launched one of its ven-
ues, XS, in 2010 with the help of Steve Aoki,
who served as musical director as well as resi-
dent DJ, advising the venue on which artists to
book in the then-brave new world of electronic
dance music (EDM). And the resort recently
announced a content partnership with Patrick
Moxey's New York-based independent label
Ultra Music, which includes a new imprint
(Ultra Wynn), custom DJ-mixed compilations

“Entertainment is always a
core part of the strategy. It’s
agreat opportunity to attract
alarge volume to the property
for amoment-in-time event.
And with the right booking
strategy, it enables us fo make
astatement aboutwhowe are.”
—Lisa Marchese, Cosmopolitan
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available exclusively on-site and branded for Wynn's four venues (XS, Encore, Surrender and
Tryst) and the Wynn Nightlife Report, a produced video series featuring behind-the-scenes
access and interviews with the Wynn D] roster, shown on the hotel’s closed-circuit TV net-
work, as well ag on Ultra's massive YouTube channel (which has more than 1.8 billion views).

“[Moxey] agrees that Wynn has become the epicenter of dance music culture in America,”
Wynn director of original programming Jonathan “Shecky” Shecter says. “He wants to take
our brand and put it in front of a different segment of an audience we're reaching already, and
expand both [Ultra's and Wynn's] footprints simultaneously.”

Not everyone has the luxury of booking based on strategy rather than opportunity. Wynn
and the Cosmopolitan’s Marquee are in a constant bidding war for the world’s finite crew
of known DJs, trying to lock them into exclusive contracts. Kaskade was a Wynn resident
in 2010 and a Marquee resident in 2012: Neither entity seemed to consider whether he was
particularly “on-brand.”

MAKE NO MISTAKE: LAS VEGAS STILL hasits cabaret, illusion, burlesque and celebrity
impersonator shows. Butin the past 20 years, new elements have been added to the program. The
"90s brought the spectacle of Cirque du Soleil to the Strip, which seemed to match its particular
blend of titillation and grandeur: There are seven Cirque shows currently running in as many

hotels, including the first, “Mystere,” that opened at Treasure Island (since rebranded T1) in 1993.

In the 2000s, as gambling revenue began to decline, casino-hotels started to turn to name-
brand acts to draw vacationers, wrapping their greatest hits in spectacularly staged productions,
contracted for years at a time. Perhaps the best-known is Celine Dion’s “A New Day .. ." at Cae-
sars Palace, directed by Cirque du Soleil creator Franco Dragone. It opened in 2003 and grossed
$390 million during its five-year run, according to Billboard Boxscore. Dion returned to Caesars
in March 2011 with “Celine™: It's grossed more than $43 million. Caesars also hosted Elton
John's “Red Piano” (2004-09) and “The Million Dollar Piano” (which opened in 2011), Cher's
“Cher at the Colosseum” (2008-11) and Bette Midler’s “The Showgirl Must Go On” (2008-10).

Meglen, who helped build the Colosseum—the structure itself (another Bergé design)
and its culture of high-profile residencies—says that exclusivity is part of these mega-shows’
appeal. “We ask the artists to create something unique here that they do not do anywhere
else. It’s baked into our agreements. The only way you can see ‘Red Piano’ is by coming to
Las Vegas.” What happens in Vegas really does stay there.

DJ residencies don't require 110-foot LED screens like the Colosseum’s, but they do offer
fans a similar “only in Vegas” experience. Wynn and Cosmopolitan's arms race for resident DJs
{exclusive contracts can go well into seven figures) has resulted in more than 60 EDM artists
making regular visits to Vegas, branding the city a destination for the genre’s 21-plus fans and
eclipsing the Spanish island of Ibiza as the world's top outpost for serious dancing. (Although its
attendees are generally younger, Electric Daisy Carnival, Insomniac Events’ one-off, three-day,
250,000-person party in the blistering desert heat of June, helps secure this position as well)
Artists like Afrojack and Steve Aoki have seen their stars rise to new heights, fired by the market-
ing might of the venues, the visibility of Vegas and the mystique of a real, live 24-hour party city.

THERE'S ONLY ONE VEGAS, some mightargue. One cityin the country, arguably the world,
that needs multiple programming options every minute of every day and has the bankroll of
41 casinos (however dwindling) to feed the beast. But according to Jason Strauss, co-founder of
Strategic Group, which runs Marquee, Vegas' influence goes well beyond its borders,

“The rest of America takes its cues from the content happening here, whether it’s Broadway
plays or culinary trends. And it's just getting bigger,” Strauss says. “Nightlife groups in L.A. never
invested in high-quality lights and sound, or the type of marketing or D] fees it takes to deliver a
major EDM experience. Now that’s the climate and landscape of nightlife in all of those markets.

“There are not many 22,000-square-foot roof decks like Marquee in Arizona: They wouldn’t

be able to quantify the ROI on something
like that. But with the resort as a partner in
Vegas, you can,” he continues. “We can really
be creative and not have budgetary restraints,
in a way that most markets in America can’t
afford or justify. But the experience is so ex-
treme that [operators] want to re-create it in
their city, or something similar to it. That
heightened experience in nightlife trickles
into shows, hospitality and gaming.”

While Revel insisted that both Kanye West
shows were sold out, there were still empty
rows in Ovation Hall when he finally emerged

from the fog in a basket lift to the strains of

My Beautiful Dark Twisted Fantasy’s “Dark
Fantasy,” nearly an hour after the scheduled
show time. Perhaps the Revelry’s charms
had kept ticketholders locked in a lively craps
game, or the Friday traffic on the Garden State
Parkway had made them late.

Regardless, Revel's commitment to top-tier
entertainment hasn't yet born visible fruit: A
“90-day operating update” released July 10 by
CEO DeSanctis highlighted a 33% increase
in visitors and a 7% increase in total gam-
ing revenue—but the latter number placed
Revel eighth out of 12 Atlantic City casinoes,
far behind market leader Borgata (also a Ve-
gas-inspired resort, which opened in 2003).
Casino revenue across Atlantic City declined
every month of Revel’s opening—disappoint-
ing to a market that was hoping to be buoyed
by such a sleek new destination.

But 100 or so days isn’t enough to judge
a president, or a resort. “It is clear our eco-
nomic model is working, allowing us to gen-
erate high-margin non-gaming revenue and
operate at a significantly lower cost versus
the traditional gaming-dependent model,”
DeSanctis said in the release.

[n Vegas, Cosmopolitan—with more than
a year on Revel—is fairing better: It had a
jump in net revenue in the first quarter,
buoyed by year-over-year revenue increases
in food and beverage (25%) and rooms
(71%). But the resort stated it would “focus
on boosting table game activity and lifting
slot play” to change the course of its casino
revenue, which dropped. Because even after
all is said and done, one, it seems, can't go
without the other. .

THOMAS HART SHELBY: INSET: KIM TYLER
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Texas trio ZZ Top returns
with ‘La Futura,’ its

new album produced

by Rick Rubin

t the band’s first U.S. show after a six-

week tour of Europe, ZZ Top guitarist/

singer Billy Gibbons didn’t make a big

deal outof the factthat the group was about to pres-
entthe North American premiere of its new single.
Gibbons alerted the 1,400 fans at the Fox
Theater in Bakersfield, Calif., to the newness
of “I Gotsta Get Paid,” a hybrid created from
late-"90s Houston hip-hop and early-'60s Hous-
ton blue

squeezing it into a set that ripples
from the "70s (“Tush”) to the '80s (“L
the '90s (“Pincushion”).

The song had only been performed previously
in Oslo, Copenhagen and St. Julien, France. “I
figured, if we're going to unveil this and we're
searching for the guinea pigs [to test the single],
let's do it where they speak English as well as
us, and kind of understand what we're doing,”

Gibbons recalls, sitting in his Hollywood Hills
home prior to setting out on a nine-date Pacific
Coast run.

“I Gotsta Get Paid” is the leadoff track on ZZ
Top’s Texicali EP, released in June, and the group’s
new Rick Rubin-produced La Futura, the first re-
lease from Rubin since he moved his American
Recordings to Universal Music Group. In May,
the track became the soundtrack for Jeremiah
Weed, a whiskey maker entering the malt bever-
age marketplace. (Gibbons is already the face of
Pura Vida Tequila.) Jeremiah Weed executives
had asked ZZ Top for a new song, and selected
the track from a collection of recordings the band
had begun for Rubin.

Besides a cover of Dave Rawlings’ “It's Too
Easy,” which became a raw, effectual dirge after
the group spent days just learning the complex
tune, the 10 songs that made it onto La Futura
have their roots in two weeks of jam sessions at
the Shangri-La Studio in Burbank, Calif., play-
ing tracks the band hadn’t quite learned, many
of them from the songbooks of Jimmy Reed and
the Rolling Stones. “Have a Little Mercy.” to be

Whiskey brand Jeremiah Weed
uses ZZ TOP’S “| Gotsta Get
Paid” in its advertising.

specific, began as a rearrangement of B.B. King’s
“Rock Me Baby.”

“We did a couple weeks of jam sessions that
allowed [Rubin] to observe us in a working en-
vironment,” Gibbons says, his speech slow and

sure, his memory impeccable as evidenced by
his remembering that he first met Rubin at an
amusement park 35 years ago.

Those jam sessions were in 2008, when consid-
erable hoopla was made about Rubin, fresh offa
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Grammy Award win as producer of the year and
still a top creative executive at Columbia Records,
signing ZZ Top. Road warriors to the max, the
band members had to cut the sessions short for
an extensive tour, and Rubin was against long-
distance sessions.

“Fast forward two-and-a-half years to 2010,
Gibbons says. “We had carved out a substantial
window of non-performance time. Rick, who had
kept up exchanges by way of emails, had become
somewhat reclusive out in Malibu. Now he's not
talking to many people. We met one night at a
cute Italian place right on the water in Santa Mon-
ica that resulted in taking a walk to the Santa
Monica Pier. Over the next two hours, he did
this mental design of a working manner to take
advantage of this dedicated window that we had
offered to him.”

The band locked itself away in Shangri-La for
30 days, finessing things until Rubin suggested
the group take a break. A week later he asked the
act to go to Houston and return with 20 songs.
Rubin’s words to the band, Gibbons recalls, were,
“By me staying at a distance, you guys will have
the freedom to stay ZZ Top. I'm not here to re-
wire ZZ Top.”

The group created about 22 songs from the
original jam session tapes. Presenting Rubin
with 20 tracks as he had requested, it was as-
sumed the producer would release half of what
was submitted. Though Rubin was pleased
with the material, he asked the group to rere-
cord the songs. He would repeat that request
four more times.

The result, beyond “Flyin’ High,” the track
that went into orbit in 2011 on astronaut Mike
Fossum’s iPod, is an album that harks back to
such '70s work as Tres Hombres, which peaked at
No. 8 on Billboard’s top albums chart in 1973. ZZ
Top will start a tour in support of the album on
Sept. 7 in Scarborough, Maine; play New York's
Beacon Theatre the day after La Futura arrives;
and spend October in the Midwest and South.
RockBeat Records is piggybacking on the new
set, releasing on Sept. 25 a two-CD collection of
Gibbons' recordings with his band that preceded
ZZ Top, the Moving Sidewalks.

“There's a lot of unexpected '70s presence in
s0 much of the stuft,” Gibbons says of La Futura.
“Again, I'm crediting Rick, He said, T'm going to
invite you guys to perform as three guys in the
same room at the same time."”

In a way it's Rubin reinforcing a state-
ment Gibbons made onstage in Bakersfield,
and probably repeats at most concert venues:
“Forty years together. Same three guys. Same
three chords.” e
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Come together: Salem,
Mass.-based hardcore/
metal outfit Converge
will trek across the United
States in October alongside
a rotating cast of heavy hit-
ters like Torche, Kvelertak,
Nails and Whips/Chains.
The Kenmore Agency’s
Matt Pike has routed the
band through Chicago’s
long-standing Metro (Oct.
18), the hallowed rock
grounds of Asbury Park,
N.J.’s Stone Pony (Nov.
10) and everywhere in be-
tween—including Dallas’
Sons of Hermann Hall (Nov.
1), the home of the Order
of the Sons of Hermann,
named for the ancient Ger-
man folk hero Hermann
the Cherusker...Onthe
road again: Though he
wraps up a string of U.S.
dates on Sept. 16 at San
Francisco’s famed Fillmore,
backpacker-rap torch-
bearer Aesop Rock will be
at it again two weeks later
for nine more shows with
openers Rob Sonic and DJ
Big Wiz. Booked by the
Agency Group’s Christian
Bernhardt, the trek kicks off
Oct. 1at Milwaukee’s Turner
Hall and wraps Oct. 12 at
Albugquergque, N.M.’s Sun-
shine Theater, originally the
city’s first movie palace...
Crisscrossing the continent:
Though Senic Youth is on
an indefinite hiatus, bassist
Kim Gordon is staying busy:
Her experimental project
Body/Head, with Boston
guitarist Bill Nace, is set to
tour Europe this fall. Start-
ing Sept. 14 at Rome’s Cir-
colo Deluge Artisti, the duo
will hit spots like Kino Siska
in Ljubljana, Slovenia, and
Monastere Royal de Brou
in Bourg en Bresse, France
(Sept. 22)—get there early
to tour the 16th-century
stone-and-marble monas-
tery, complete with three
tombs. .. No weekend war-
rior: Enigmatic R&B wun-
derkind the Weeknd has a
handful of shows lined up
for the fall, including Atlan-
ta’s Civic Center on Oct. 19
and the Bronx's 80-year-old
Paradise Theater on Oct.
27.But that’s not all: Booker
Marc Geiger at William
Morris Endeavor has scored
the act a gig supporting
Florence & the Machine for
afew dates starting Sept. 18
at Camden, N.J.'s Susque-
hanna Bank Center.

—Jon Blistein
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Esoteric band Animal Collective
releases ‘Centipede Hz,’ its most
accessible album yet

decade removed from
the looped yelps and
muddy chants that
composed the brunt of its early
work, Animal Collective’s latest
album, Centipede Hz, has awhiff
of mainstream aspiration.
Chalk it up to the commercial
exposure of its previous work:
Upon its 2009 release, Merri-
weather Post Pavilion was the
apex of a gradual move toward ac-
cessibility, harnessing the band’s
sprawling folk experiments into
blissfully melodic singalongs like
the six-minute single “My Girls.”
The album was a critical favor-
ite, and snapped up by more than
the face-painted freak-folk fans
populating the band’s concerts,
selling 199,000 copies, accord-
ing to Nielsen SoundScan, eas-
ily doubling the group’s previous
top-seller, 2007's oddball opus

Strawberry Jam (84.000).

Brian Weitz, better-known as
the band’s electronics whiz Ge-
ologist, says the graup got a hint
of the reception to Merriweather
Post Pavilion by road-testing it
for 18 months before its release,
but notes that no one expected
that much of a groundswell. “To
be playing a venue like the ac-
tual Merriweather Post Pavilion
[in Columbia, Md.] and the main
stage at Coachella . . . that's def-
initely a shocker, from a band
that used to play to 100 people.”

Centipede Hz, due Sept. 4 on
Domino, is a decisive step away
from its predecessor’s viscous
dreaminess, but Weitz says a
straight progression was never

the goal. “I don't like to think of

our records as too linear,” says
Weitz, who makes up the band
with Dave Portner (aka Avey

Tare), Noah Lennox (Panda Bear)
and Josh Dibb (Deakin). “If this
one had come after Strawberry
Jam, it probably would feel like
more of a linear progression.”
Centipede Hz arrives nearly
four years after Merriweather Post
Payilion, the longest gap the band
hag spent between albums—but
it didn't rest on its laurels. After
spending most of 2009 on tour,
the group screened a “visual
album” directed by Danny Perez
at the Sundance Film Festival in
January 2010. Two months later,
the band reteamed with Perez
on an Atari installation at New
York's Guggenheim Museum.
As Panda Bear released another
critically acclaimed solo sef, Tom-
bay, in April 2011, the group con-
tinued sporadically touring and
writing songs for Centipede Hz
outside its native Baltimore, be-

albumwith an online radio show:

fore heading to Sonic Ranch Stu-
dio in El Paso, Texas, to record in
early 2012,

Domino director of marketing
Peter Berard recalls that when
the label first met to discuss the
new album last fall, the group
talked about being inspired by
“alien-sounding” radio signals.
Drawing upon the experience
of Domino Radio, an online
broadcast from June 2011 that
showcased the label's roster, the
band based the album’s promo-
tion around a weekly radio show
that would allow each member
to curate material across four
episodes. On the July 29 debut
broadcast of “Animal Collective
Radio,” the group premiered
“Today’s Supernatural,” the rol-
licking first single. On the final
broadcast {Aug. 19), Centipede Hz
was played in its entirety.

Following the last broadcast,
Centipede Hz became available as
a free stream, with each song ac-
companied by visuals. A fall tour
of North America and Europe be-
gins Sept. 18 in Seattle, and Weitz
says the band will visit Australia,
among other places, in 2013,

Along with a properly trippy
video for “Today's Supernatu-
ral” that premiered Aug. 15, the
group will release a bonug DVD
with the album’s deluxe edition.
According to Berard, it's hoped
that the DVD and radio broad-
casts (now archived online) will
bring casual fans deeper into
the band's world, which now
consists of nine albums.

“Merriweather and ‘My Girls’
were helpful entry points, and
this album is too,” Berard says.
“But there's so much into which
you can just dig and dive.” «-«

i{e]e|@l BY EMILY ZEMLER

The Journey Is The Destination

Traveling prompts Two Door
Cinema Club to slow things
down, including the tempo of
new LP ‘Beacon’

or Two Door Cinema Club, which will release
Fscccnd album Beacon on Sept. 4 on Glassnote
Records, two or three years is a long time. Since
the Northern Irish three-piece’s 2010 debut, Tourist
History. the band has spent two years on the road and
became powerfully affected by its traveling experiences.

“We're different people than we were,” singer/guitarist
Alex Trimble says from his home in London. “It was only
three years, but when we wrote our first record we were
teenagers living at home with our parents. [Touring] af-
fected what kind of music we wanted to make. We always
make positive music and we like music that
yout can dance to, but we also want to move
away slightly from the really fast-paced stuff.
We've slowed things down a little.”

This evolution may seem abrupt plac-
ing the albums side by side, but Two Door
Cinema Club’s career has been based on
the idea of gradual growth. Glassnote presi-
dent Daniel Glass explains that the band’s
debut was “unfurled” in a way that would
encourage the buildup of a fan base, and
that the new album has a marketing plan
that extends through the end of 2013. “It’s
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been a nice slow but steady trajectory,” he says.

One of the key elements in transitioning from Tourist
History, which spawned five singles and has sold 134,000
copies (according to Nielsen SoundScan), to Beacon was
the careful selection of a lead track. Though the album
was mostly written the year before recording started in
Los Angeles with producer Jacknife Lee, two tracks—
“Sleep Away” and “Handshake"—had been penned be-
fore the entire vision for the new record was solidified.
In the end, however, “Sleep Away” was not only the most
musically compelling choice, but also the most logical.

“Those were in-between songs we wrote in our little
pockets of downtime,” Trimble says. “In some ways,
they felt closer to Tourist History than to what we were
doing on Beacon. For that reason, “Sleep Away’ felt like
a transitional track. We thought it would be perfect to

TWO DOOR CINEMA CLUB’S
debut album has sold 134,000
copies, according to Nielsen
SoundScan:

release one of those first, to lead people from one re-
cord into the other.”

Beacon is, in many ways, centered on these past two
years of touring. Trimble says the lyrics focus on travel-
ing, and the ultimate aim was to craft an album with the
same cinematic quality that Two Door Cinema Club's
se that
Glass, who considers the band’s 2010 performance at the
United Kingdom'’s Reading Festival as its turning point,
feels that touring is the best form of album promotion.

“When you see them live, it's really a convincing argu-
ment,” he says. “We're a live company, basically. If you
look at the past five years of our company, I think we have

live shows embrace. As a result, it makes se

the best live bands, and our job is to get people to hear
our bands. That’s our simple marketing plan, whether
it's Phoenix, Mumford & Sons or a newer band. So with
this, we want people to see the band.”

Two Door Cinerna Club played more than
200 shows last year and has international
and U.S. dates booked through next April.
There’s a second single on the horizon, but
Trimble, who performed at the London
Olympics” opening ceremony with Under-
world, won't reveal what it is.

“We want there to be a bit of mystery in
this record,” Trimble says. “[1t] heads offin
so many different directions, and we like the
idea of surprising people with each single
that we release.” s

INEMA CLUB! BELLA HOWARD

ATIBA; TWO DOOR

TIVE
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with DADDY YANKEE

by LEILA COBO

A decade ago, before most artists fully un-
derstood the power of branding and DIY
promotion, Raymend Ayala, better-known as
Daddy Yankee, took charge of his careerasa
reggaeton artist. He created his own label—E|
Cartel—and started to release singles and al-
bums on his own, including 2004’s ground-
breaking Barrio Fino, which went on to sell 1.1
million copies in the United States, according
to Nielsen SoundScan, and vielded the world-
wide hit “Gasolina.” Yankee, who now num-
bers nearly 13 million likes on Facebook and
more than 4 million Twitter followers, will re-
lease his new album, Prestige, on Sept. 11.

‘I Your last album, Daddy Yankee Mun-
dial, was released on El Cartel through a
distribution deal with Sony. Prestige is
coming out on Capitol Latin. Why another
major-label deal?

They made me a very tempting offer, economi-

cally speaking. Although I do everything in-
dependently, distribution is a whole
other thing. It's impossible for us
to distribute around the world, We
needed a partnership.

2 You have your own line of
Azad luxury watches, Section 8
headphones and a sponsorship
pact with Verizon, among other
deals. You're also a partner in the
new El Cartel Tequila. What can
you say about that partnership?
Itwill be the biggest deal of all, and the
numbers should be huge. Ouraimisto
establish El Cartel as not just another
tequila but part of the club and party
lifestyle. There are several songs where
I mention the brand name, and a lot
of these party songs go hand in hand
with the concept of Cartel Tequila, |
have a track called “Lose Control,” for
example. It's the only song 100% in
English and it’s an exclusive iTunes
track. But the physical album is en-
tirely in Spanish because that's what
the fans were requesting: A 100%
urban album, 100% in Spanish.

3 You've had several major hits from this
album already, including “Lovumba,”
which reached No. 1 on Billboard’s Hot
Latin Songs chart. When your creative
process began, were you thinking album
or singles?

Honestly, I simply was creating music and put-
ting it out there. When I saw the singles were
doing well, T said, “Let’s finish this.” People
who follow me know I've been releasing sin-
gles nonstop since 2009, but there'’s content of
mine online that's impossible to contain. And
I've seen the results. [ go to South America,
Central America, Europe, and everything I've
released on the Internetis playing. [The single]
“Llegamos a la Disco” [We're at the Disco], for

example, is an anthem for the urban move-
ment, but it was never on the radio. We have
many other records like that. Our new street
is called the Internet—that’s where everybody
finds music.

4 But you're very strong on radio.

Yes, because T have a big following, even though
I'm an urban act. "Lovumba” and “Llegamos
ala Disco” had the same repercussion. Urban
music has two audiences: the audience that
listens to popular music and the street. If you
separate yourself from that street, which is the
root of the genre, you're dead.

5 Your biggest revenue comes from tour-
ing, and you’ve performed in both arenas
and clubs. Why?

Both are equally important to me. Any club is
important. All Latin music movements are born
in clubs. There is no better research than going
toa club. If your music works, it will bounce up.

6 You continue to be hugely popular, 10
years later, in a very young-leaning genre.
How do you stay hip?

First, you have to understand that music is
the root of everything. When art ends, the
business starts. When [ talk about the In-
ternet, it’s because young people are there.
TV and radio are still what move the masses
and you can’t ignore that, but you also have
to feed that monster that grows daily, which
is the Internet. You're giving it away, yes,

but people are listening. It means business
in terms of shows and activities. Also, [ sur-
round myself with young producers with new
ideas. [ always say, “1 like new cars, but I stay
in my lane.” .

Starbucks and the Gap will spotlight
music from THE AVETT BROTHERS'
latest, The Carpenter.

i B N4
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Avetts’ Americana
North Carolina folk-rock group maintains its humility,
even while hanging with Dylan and Rick Rubin

eth Avett says he doesn't know a lot about

love, but he’s learning fast. “Every time

['think I know a lot about it, I'm brought
back to Earth,” he says. “Love is a very hum-
bling thing.”

Fittingly, North Carolina's Avett Brothers are
humble gentlemen. Avett, his older brother Scott
and bandmate Bob Crawford made their name
on an immediately likable mix of heartfelt, folk-
rock love songs and singalong country, along
with a reputation as some of the most modest,
aw-shucks guys to grace a stage. (Joe Kwon and
Jacob Edwards back up the trio on the road and
in the studio.)

Still, it's hard to be humble when your band
is skyrocketing. In 2009, the group released
the Rick Rubin-produced I and Love and You,
its sixth since 2002, The record cracked the top
20 of the Billboard 200, has sold 429,000 copies
{according to Nielsen SoundScan) and pushed
the band head-first into the folk explosion led
by Mumford & Sons, Old Crow Medicine Show
and Justin Townes Earle. At the 2011 Grammy
Awards, the Avetts joined Mumford & Sons as
Bob Dylan’s backing band. Now, three years after
its last album comes The Carpenter, out Sept. 11
on Rubin’s American Recordings, with the pro-
ducer again at the helm.

Seth Avett sees the band's early years, spent
carving out a fiercely devoted fan base, as chap-
ter one, with 2007's rapged Emotionalism as “the
petiod of us doing everything on our own.” [ and
Love and You, then, was the beginning of chapter
two: a fresh start, but not without its problems.

“We were processing tons of new elements,”
Avett says, “Working with Rick for the first time,
recording outside North Carolina for the first
time. It’s an intimidating scenario to make a
record with Rick. The record’s faults are just us
acclimating to a new era, but with The Carpenter,
we have our sea legs.”

Recorded in North Carolina—with Rubin’s
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involvementmostly coming through emails and
phone calls—The Carpenter's 12 tracks are pol-
ished, sincere Americana. The rough edges of
early releases are gone, much as they were with 1
and Love and You, but the band’s lyrical obsession
with love, manhood and relationships remains.

The most jolting change is the album’s vis-
ibility. While Avett still believes that “word-of-
mouth is where it's at,” the new songs will be
heard in Starbucks, which is distributing the
album, and in Gap commercials, as part of the
chain's “Be Bright” campaign.

“Some people will look at what we de promo-
tionally and say, ‘Sellout! They're in it for the
wrong reasons,” Avett says. “But we've got to
follow what feels right in our hearts. [The Gap
ads all feature] brilliant artists just under the
radar. Gap is a good place for the common man
to get some handsome clothing.”

Therein lies the Avetts’ line in the sand: their
accessibility balanced equally with quality—an
obvious parallel to the band’s music, which is
all-American, well-worn and dependable.

“|Gap and Starbucks] are very available, and
we feel good about that,” Avett says. “Doing an
ad for a $20,000 watch, you're excluding people.”

Exclusion is the furthest thing from Universal
Republic senior VP of marketing Jim Roppo’s
mind. He's working in partnership with Ameri-
can Recordings and says the time is perfect for
a major breakthrough. “Their style of music is
in the limelight all around the country over the
last few years,” Roppo says. “As other acts grow
the market, the Avetts grow as well. We've seen
it with Mumford—there isn’t a limit.”

Avett's goals are a bit more modest. “My
rock’n’roll fantasy is to have the credentials
to go anywhere at a festival,” he says. “We've
played main stages where I can’t even get back-
stage. [ don’t want to be there to drink beers
with famous people. T just want to use the big-
ger [portable] johns.” .
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RY COODER

Election Special

Producer: Ry Cooder
Nonesuch/Perro Verde
Records

Release Date: Aug. 27

To call the political plaints
on Election Special "protest
songs” would be to errone-
ously imply a kinship with
the '60s sloganeering of Phil
Ochs and others. The real
precedent is the Depression-
era blue-collar balladry of
Woody Guthrie, an aesthetic
Ry Coaoder has been tapping
into since the early '70s. Like
Cooder’s last album, Pull Up
Some Dust and Sit Down,
Election Special is single-
mindedly political. But this
time, the guitar legend aims
directly at issues relevant to
the 2012 race for president.
The Occupy movement
("The 90 and the 9"), the Re-
publican presidential hopeful
(“Mutt Romney Blues”) and
the controversy over voter
ID regulations (“Take Your
Hands Off It") are ameng the
topics he takes up. Musically,
Cooder keeps things lo-fi
and DIY—the self-produced
album contains little more
than his own voice, guitar
and bass, plus son Joachim’s
drumming. Cooder remains

= h_""s...
LITTLE BIG TOWN
Tornado

Producer: Jay Joyce
Capitol Nashville

Release Date: Sept. 77
This co-ed Nashville quar-
tet turned in one of the
strongest—and most pol-
ished—performances on
Lionel Richie’s recent coun-

try duets album, Tuskegee, where the group applied its
signature vocal harmonies to a lush rendition of “Deep
River Woman.” But if that appearance emphasized Little Big
Town’s smooth streak, its new studio album, Tornado, seems
designed to demonstrate that stardom hasn’t separated
the band from the backwoods roots it famously celebrated
in the song “Boondocks.” (This despite the sleek young-
Hollywood formal wear the members wear on the album’s
cover,) In opener “Pavement Ends” a drummer counts off

a consummate blues player
and blues tunes dominate,
but “Guantanamo” strikes
up a vintage Rolling Stones
feel for some expertly ap-
plied contrast. Whether
Cooder's preaching to the
converted is for sociologists
to decide. Most important:
He still wields his axe with
precision.—J4

dwsre.
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DWELE

Greater Than One

Producers: various

[ RT Music Group/eCne

[ Release Date: Aug. 28

A go-to for such hip-hop acts as
Slum Village (“Tainted™), Kanye West (“Power," “Flashing
Lights") and Big Sean (*“Celebrity"), Dwele made his initial
solo impact with the 2003 single “Find a Way.” Now five
albums in, Dwele maintains his knack for skillfully balancing
traditional and contemporary soul with hip-hop undercur-
rents without spiraling into triteness. The singer/songwriter
revisits his favorite topics—love and relationships—through
a delectable mix of his own mood-setting compositions
and those of well-chosen collaborators. The latter category
includes frequent collaborator Mike City, the writer/pro-
ducer of the set’s midtempo lead single and adult R&B hit
“What Profit” about love versus material wealth. Another
charmeris the cha-cha-vibed “This Love” by Prince Damons.,
Standouts among Dwele's contributions include the com-
mitment song “Going Leaving” (dedicated to “nostalgic,
'80s babies"), his pairing with fellow soulster Raheem
DeVaughn on the romance primer “What You Gotta Do” and
the cool, atmospheric “Obey." Consistent throughout are
the Dwele hallmarks: a sensually mesmerizing tenor winding
its way around melodic rhythms and quirky cadences while
imparting insightful lyrics about real life.—GM
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MATTHEW E. WHITE
Big Inner

Producer: Matthew E. White
Hometapes/Spacebomb
Records

Release Date: Aug. 27
Matthew E. White has the
heart of Van Morrison and the
head of Brian Wilson. The Rich-
mond, Va.-based artist soaks
himself in substantial creative
ambitions on the seven tracks
ofdebutalbum Big /nner,using
his Spacebomb consortium—a
rhythm section, orchestra and
chorale—to create rich, soul-
fuland faith-tinged compesi-
tions that wear his influences
lovingly. We hear Morrison in
the languid firstsingle, “One of
These Days,” and the more up-
tempo “Steady Pace";New Or-
leans eclecticism in the darkly
poetic "Big Love"; Curtis May-
field on the mournful “Gene
Away"; Bertolt Brecht & Kurt
Weill on the lush, wintery “Hot
Toddies"; and nods to Randy
Newman throughout. The
album-closing "Brazos" is the
set's epic: a travelogue about
runaway slaves that muses on
civil rights, race relations and
spirituality across its 10 min-
utes of brassy Americana and
chanting. White'smusicis abig
bite that requires some time to
digest, but the substance and
advanced craft of these songs
rewardtheeffort —GG

the tune Ramones-style before a brisk banjo riff revs to life.
Later, “Pontoon” rides a low-slung hip-hop-style beat, while
“Front Porch Thing” packs as much fuzz-guitar action as a
Kings of Leon cut. Partial credit for the set’s rough-and-
rumble vibe should probably go to producer Jay Joyce,
known for his work with Eric Church and Cage the Elephant.
But even when the music mellows, as in “Sober,"” Little Big
Town preserves an air of abandon, singing, “When | die |

don’t wanna go sober.”— MWW

| ROCK |
DISPATCH

Circles Around the Sun
Producer: Peter Katsis
Bomber Records

Release Date: Aug. 21

The first new Dispatch stu-
dio album in a dozen years
means a lot to more people
than you'd think. After all, the
trio—despite a fiercely inde-
pendent spirit that made it

r

shy from major labels that
courted the band during the
'90s—was popular enough to
draw 110,000 fans to a 2004
farewell show. The good news
is Dispatch hasn't lost any of
its sharp, eclectic charm dur-
ing the interim. Following a
six-song EP last vear, Circles
Around the Sun shoots wide
and hits nearly every mark,
channelingabroadrange ofin-
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A Thing Called Divine Fits
Producer: Nick Launay

Merge Records

Release Date: Aug. 28
oz The supergroup tag that was quickly
affixed to Divine Fits is a bit of a misnomer, as none of the

members' bands is exactly in the “super” strata of com-
merciality. But perhaps that's all for the better, be