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TASTEMAKERS
Morning will be the best
time of the day on Jan.
16 as Billboard.com’s
Tastemakers @ Sunrise
video series continues
with a performance by
Vintage Trouble plus an
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interview with the band.
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exclusive premieres of
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Toxic Event, Sevendust
and more, before you can
hear it anywhere else.
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"Open Invitation is

hands down Tyrese's

best R&B album to date"
- Vibe Magazine

,«‘4 \
~“Tyrese sweeps

" his extracurricular
involvements aside
and re-commits himself
to his singing career.....".

- Billboard Magazine

‘.
"A Masterpiece"
- iTunes

NOMINATED FOR BEST R&B ALBUM
Open Invitation

CONGRATULATIONS

TO

featuring the smash hits ”STAY” # 1 UAC 11 Consecutive Weeks & ! B EST O l[: M E at radio NOW

WWW.TYRESEONLINE.COM

&
EMI

TWITTER.COM/TYRESE < FACEBOOK.COM/TYRESEGIBSONONLINE
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Suitors At The Door

Prospective buyers ready their bids
on EMI and UMG label assets

hile a gaggle of
suitors has been
perusing the EMI

and Universal Music Group as-
sets that European Union (EU)
regulators demanded UMG to
divest, the next few weeks should
pinpoint the true contenders.

So far, prospective buyers
have signed non-disclosure
agreements and have made
preliminary non-binding bids
based on a teaser with a brief de-
scription of the assets. But after
they've spent weeks examining
data, all serious interested par-
ties are expected to tender in-
formed bids.

Some suitor sources say, how-
ever, that the auction process has
been slowed because data is in
disarray, leaving suitors still wait-
ing on necessary information.

According to some sources,
22 parties initially participated
in the early stages of examining
the assets, which consist of labels
Parlophone, Chrysalis, Sanctuary,
EMI Classics and German jazz
imprint MPS, plus Co-operative
Music, a marketing firm offer-
ing label services to indepen-
dent labels and bands. They col-
lectively account for about $350
million-$400 million in revenue.

Parlophone and Chrysalis
are expected to be sold through
an auction. But other assets,
such as EMI Classics and Co-
operative Music, might be sold
without that process if a suitor
steps forward and makes an ac-
ceptable offer to UMG. Those
assets are each said to have reve-
nue ranging from about $10 bil-
lion to $40 million, and a trun-
cated sale process would reduce
UMG investment banking fees
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to Goldman Sachs and Bank of
America, which are running the
EMI auction.

That’s how BMG Rights Man-
agement was able to strike a deal
in December to buy the EMI-
owned portion of the Mute Re-
cords catalog, which includes
such acts as Depeche Mode,
Erasure, Moby, Goldfrapp and
Nick Cave, for slightly less than
£7 million ($11 million).

Likewise, sources say that
PIAS, aka Play It Again Sam, is
close to striking a deal to acquire
Co-operative Music.

Warner Music Group
(WMG), BMG and Sony Music
Entertainment—with the latter
two reportedly making a joint
bid that, if successful, would di-
vide the assets between them—
are considered front-runners
to buy the Parlophone assets,
which include the Chrysalis
catalog. If BMG and Sony win,
sources suggest, BMG would
most likely get the back catalog
of artists no longer on the label,
while Sony would get the front-
line acts, including the label’s
current roster and their catalog.

Other suitors said to be inter-
ested in Parlophone, which has
about $275 million in annual
revenue, include Simon Fuller
and Chris Blackwell backed by
RT1 Capital; a partnership of for-
mer Bug Music CEO John Ru-
dolph and Jason Flom, a former
chairman and CEO at several
labels including Atlantic and
Virgin; MacAndrews & Forbes,
Ronald Perelman’s investment
firm; and Platinum Entertain-
ment, which generally tends to
participate in music-asset auc-
tions in partnership with Gores
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Group. Daniel Glass’ Glassnote
Records is also said to be consid-
ering a bid for either Parlophone
or the Chyrsalis portion of Par-
lophone’s catalog.

MacAndrews & Forbes and
Platinum/Gores were also bid-
ders for WMG in 2011, when
Len Blavatnik won the auc-
tion to acquire the company,
and Perelman’s firm was also
one of the three finalists for
the EMI auction won by UMG
at the same time.

The EU requires that whom-
ever buys the assets must have
label experience. Though
MacAndrews & Forbes lacks
that experience, it would qualify
if it can also purchase Concord
Music Group, which is seek-
ing its independence from cur-
rent owner Village Roadshow
Entertainment.

Platinum and Gores already
own Alliance Entertainment, a
music wholesaler run by Mike

o~

Davis, former GM of Universal
Music Enterprises.

Since management of Con-
cord Music Group believes that
the time is ripe to grow through
acquisition, and is interested in
buying the Parlophone assets, it
has hired Raine Group to shop
the label to suitors that would
back its play to invest in music
assets. Suitors for Concord ini-
tially consisted primarily of such
private equity firms as MacAn-
drews & Forbes and Platinum,
and also the Fuller/Blackwell/
RTI consortium. But some
sources say the equity firms
have been eliminated from the
Concord auction, which could
leave them unqualified to bid on
Parlophone.

Suitors that have looked at ei-
ther Parlophone or the smaller
assets—such as Sanctuary,

CHANGING MARKET

which has about $35 million in
revenue; EMI Classics, which
has about $25 million in reve-
nue; MPS and Co-operative—
include Eagle Rock, Patrick
Zelnick’s Naive Records, eOne
Entertainment, Shout Factory,
Tommy Boy Entertainment,
Primary Wave and G2 Invest-
ment Group, where former Ev-
ergreen Copyrights principle
David Schulhof now works as
managing director, overseeing
the private equity firm’s media
investments. But sources say
that at least half of these suit-
ors have decided not to bid.

Once bids are tendered and
winners are chosen, the sale
process has to be approved by
the EU, which mandated that
UMG sell off the assets in order
to win regulatory approval for its
acquisition of EMI.

biz MOBILE: For 24/7 news and analysis on your cellphone or
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>>>AMAZON
INTRODUCES
‘AUTORIP’
Amazon’s AutoRip
re-jump-starts the
subscription cloud
service business
model by adding
digital copies of CD
purchases for its cus-
tomers to their locker.
Customers possessing
acloud account who
already have MP3 pur-
chases from the store
automatically depos-
ited in the cloud will
enjoy the same service
for CDs. What’s more,
AutoRip is not only
for CDs going for-
ward, but for any disc
purchased since the
Seattle-based retailer
opened in1998.

>>>SHIMMEL,
OLESEN EXIT
EPIC RECORDS
Epic Records has

lost two recently ap-
pointed top-level ex-
ecutives, as COO Mark
Shimmel and senior
VP of promotion Erik
Olesen exit. Shim-
mel was named COO
nearly a year ago,
while Olesen started
his job last March,
after being with the
company since Au-
gust 2011. Chairman/
CEO Antonio “L.A.”
Reid’s tenure at the
label has been pep-
pered with exits, in-
cluding two previous
No. 2s—Tom Carrabba
and Kevin Lawrie—
and former marketing
executive VP Angelica
Cob-Baehler.

>>>TOPSPIN’S
ROGERS TO
HEAD BEATS’
DAISY SERVICE
Beats Electronics’
new music service,
Daisy, has tapped
Topspin head lan
Rogers as CEO. Rog-
ers will oversee the
“direction, vision and
strategy” for Daisy
and the team devel-
oping the service.
Simultaneously, Rog-
ers will step into the
leadership position at
MOG, the streaming
music service Beats
acquired in 2012.

Reporting by Ed
Christman, Phil
Gallo, the Hollywood
Reporter and
Billboard staff.

RAY BARTKUS




CONGRATULATIONS JEFF BHASKER

PRODUCER OF THE YEAR NOMINEE

ALSO NOMINATED FOR ALBUM OF THE YEAR,

SONG OF THE YEAR AND RECORD OF THE YEAR

A HELL OF A 2012
Fun
We Are Young
Some Nights
Alicia Keys
Girl On Fire
The Rolling Stones
Doom and Gloom
Bruno Mars
Locked Out of Heaven
Taylor Swift
Holy Ground
The Lucky One
Dido
Let Us Move On
Pink
Just Give Me a Reason
Lana Del Rey
Diet Mountain Dew
National Anthem

AND A HELL OF A CAREER
Kanye West
All of the Lights
Runaway
Love Lockdown
Amazing
Beyoncé
Party
Watch The Throne
Lift Off
Drake
Find Your Love
Jay Z
Run This Town
Swagger Lke Us
Alicia Keys
Try Sleeping With a Broken Heart
The Game
The Documentary

LOOKING FORWARD TO 2013, NEIL JACOBSON AND MARTIN KIERSZENBAUM, MANAGEMENT.
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K-Po

Forecast Post-PSY:

Collaborations, Crossover Dreams

As the world and U.S. market await PSY’s first English-language single, will Western doors finally open to more K-pop?

s 2013 gets under way, the South Ko-
A rean music industry—and the K-pop

genre with which it is so tightly
bound—are optimistically charting their fu-
ture course.

2012 was the year of PSY and his monster
global hit, “Gangnam Style,” which took the
sound of Seoul to No. 2 on the Billboard Hot
100 and proved a bona fide cultural phenom-
enon, bringing in its wake massive publicity
for K-pop acts.

However in January, just one month after
“Gangnam Style” became the first YouTube
clip in history to pass 1 billion views, PSY—
and the K-pop industry as a whole—faced an
unlikely wake-up call in the form of London
market trader Muhammad Shahid Nazir and his
Warner-backed song, “One Pound Fish.” Widely
acclaimed as the new “Gangnam Style,” the U.K.
hit suggests that the mainstream Western media
may be more interested in the next “Gangnam”-
esque musical novelty than K-pop in general.

The music industry, then, will be watching
eagerly to see whether PSY can prove himself to
be another Ricky Martin—a foreign-born star
whose breakout hit in the United States paves
the way for a string of suc-
cesses—or a “Macarena”-
style one-hit wonder.

Jae Chong, a Korean
producer/songwriter
currently working with
Korean-American R&B
group Aziatix, is confi-
dent that PSY will land in
the former camp. “He is
different from just a one-
hit wonder,” Chong says.

“We’ll see more
business between
Korean and American
executives looking to
find, finesse and fine-
tune success in the U.S.
and other markets.”

But though widening PSY’s musical pal-
ate might make commercial sense, the rap-
per has expressed discomfort with switching
languages. “I've tried writing in English, just
for me, but it doesn’t work,” he told London’s
Observer newspaper in November. “I've got to
know everything about a culture, and I don’t.”

Meanwhile, the clock is ticking. PSY recently
claimed to have retired “Gangnam Style” after
performing it on ABC’s “Dick Clark’s New
Year’s Rockin’ Eve.” “The song became too
popular and so you start to have some con-
cern about its life period,” he told MTV. “I've
got to write a new single.”

Other music coming out of Korea in PSY’s
wake, though, could prove at least as intrigu-
ing—Sony Music, for instance, is making “a lot
of plans for more K-pop expending globally,”
Chung says, including U.S. album releases by
NS Yoon-G and Yiruma this spring. Even be-
fore PSY'’s success, South Korea’s musical ex-
ports were booming, up 111.9% year over year
in 2011 to $177.4 million, a success that came
on the back of the Korean government cracking
down on piracy, theoretically freeing up record
company money to invest in A&R.

Nevertheless, most ob-
servers expected the West-
ern breakthrough to come
from a more traditional
K-pop group like BIG-
BANG, rather than the
slightly eccentric PSY. Ko-
rean labels may target the
United States in 2013—a
move that makes consider-
able financial sense, given
that the average price of a
download in South Korea

“PSY had a 10-year career —Jae Chong,

before people ever heard producer/songwriter was just 60 won (5.7 cents)

of him in the U.S.” in 2012—but don't expect
“He is a great enter- [&] @ to see a rush of PSY-alikes.

tainer and performer,”
adds Q Chung, managing director of Sony
Music Entertainment Korea.

PSY does have considerable history: His
debut album, PSY From the PSYcho World!,
arrived in 2001, and he had a brush with in-
ternational fame in 2002 thanks to his song
“Champion,” whose release coincided with
South Korea hosting soccer’s World Cup. And
this year, during the Super Bowl, he’ll show up
in a commercial for Wonderful Pistachios—his
first U.S. TV ad—the brand announced Jan. 9.

A follow-up to “Gangnam Style,” though,
would be a key to ongoing success. Scooter
Braun, who signed PSY to his Universal-backed
Schoolboy Records label in September, has yet
to officially announce plans for PSY’s next re-
cord, although rumors variously suggest an
English-language track, a duet with fellow
Braun charge Justin Bieber or a collaboration
with U.S.-based DJ/producer Diplo and rap-
per 2 Chainz.
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Producer Chong pre-
dicts that 2013 will instead bring more col-
laborations between Korean and U.S. art-
ists—such as ones in recent years between
Wonder Girls and Akon, and between Girls’
Generation and Snoop Dogg—and more
English-language K-pop tracks. Meanwhile,
Bernie Cho, CEO of Seoul-based K-pop cre-
ative agency DFSB Kollective, anticipates
that U.S.-Korean collaboration will also ex-
tend to the business end.

“We will likely also see more business col-
laborations between Korean and American
music executives looking to find, finesse and
fine-tune success in the U.S. and other inter-
national markets,” he says, pointing to what
he predicts will be a record number of Korean
acts at South by Southwest. Korean hip-hop
duo Leessang makes its U.S. live debut this
month, playing New York and Los Angeles on
Jan. 24 and 26, respectively, promoted by AEG
Live and Powerhouse.

PSY performs during
TNT’s “Christmas in
Washington” special
on Dec. 9,2012;
below: WONDER
GIRLS at the
iHeartRadio Theater
J4n New York last
September.

“In addition, major artists are reportedly
planning massive tours that cover major cities
of nearly all the continents,” Universal Music
Korea managing director B.]. Yang says. “It
is expected that it will not only bring a pos-
sibility of a growth in the concert business
area, but also increase opportunities around
merchandise, membership fan clubs and mul-
tinational movie-making.”

Collaborations could also help K-pop acts—
especially more easily presented “groups and
performers that emphasize theatrical choreog-
raphy and performance”—overcome the lan-
guage barrier, Yang says. “However, it can be
done in a more local-friendly way by selecting
Korean talents who have grown up in the U.S.
or Korean-Americans, or by making a group
composed of different nationalities.”

The estimated 1.7 million Korean-Americans
in the United States—and 18.2 million total
Asian-Americans—could provide a consider-

able talent base. Asian-American group Far*East
Movement had a No. 1 U.S. single with “Like a
G6” and another top 10 with “Rockateer” in 2010,
though the act has struggled since to match that
success. And Aziatix, Chong says, is on the verge
of announcing a U.S. label deal.

“PSY opened the door to K-pop to the U.S.
mainstream. It was always a niche market be-
fore,” Chong says. “What Korea needs to do
now is introduce the U.S. to different types
of K-pop to show diversity—like the Latin
craze of Ricky Martin, Jennifer Lopez and
Marc Anthony, it was not just one style of
Latin music.

“I am trying to introduce ‘A-pop,’ rather than
just K-pop—Asian pop. In the U.S. when they
see artists like PSY they often don’t know or
care if he is Korean, Chinese or Japanese,”
Chong says. “It’s like with Latin music: They
don’t categorize it as Mexican, South American
or Puerto Rican.”

TOP: KEVIN MAZUR/WIREIMAGE/GETTY IMAGES;

BOTTOM: SARA KAUSS/GETTY IMAGES



What's Next ForSales?

U.S. sales of Latin music fell in 2012, and distribution

was a key issue

While new revenue is flowing
to Latin labels from streaming
and mobile services, sales of
Latin music continued to drop
at an increasingly alarming
rate. For the week ending Dec.
30, sales of Latin albums—de-
fined as albums thatare 51%in
Spanish—added up to 9.8 mil-
lion units, according to Nielsen
SoundScan, a21.2% drop from
the 11.8 million tallied in 2011.

The number is particularly
distressing when consider-
ing that overall album sales

Latin Album Market Share By Distributor

EMI
4.8% |

Warner
Music
Group

7%
Sony Music

Entertainment

29.7%

20m

SOURCE: NIELSEN SOUNDSCAN

Universal Music
Group

across all genres fell only 4.4%
in 2012. And in comparison to
the prior year's numbers, the
panorama is even more dis-
mal. Then, overall album sales
across all genres rose while
Latin sales dropped, but by only
4.3%, the equivalent of 500,000
units. This time around, there
were 2 million fewer albums
sold in 2012 than in 2011.
The statistics are trouble-
some for Latin music, which,
to add insult to injury, had
only negligible improvements

EMI
4%,

40.5%

on track sales. Sales of digital
tracks grew by only halfa mil-
lion units to 21 million down-
loads, a paltry 2.1% rise from
the 20.6 million sold in 2011.
In contrast, digital track sales
had an increase of nearly 9%,
or 2 million downloads, from
2010 to 2011.

The year’s top-selling
album—Romeo Santos’
Formula, Vol. 1 (Sony)—arrived
in 2010. It sold 126,000 copies,
compared with the 157,000 it
moved in 2011 when it came in

Warner
Music
Group
8.4%

Others
17.7%

Sony Music
Entertainment
28.5%

Universal Music
Group
(including EMI)

41.4%

2012

fourth place. The No. 2 album
was Prince Royce’s sopho-
more set, Phase II (Top Spot),
which sold 111,000 copies, a
drop from the 186,000 cop-
ies his self-titled debut sold in
2011, which made it that year’s
top-selling album.
In the track
realm, the top-
selling song of
the year was, for
the second year
in a row, Don
Omar & Lu-
cenzo’s “Danza
Kuduro” (Ma-
chete/Universal
Music Latin En-
tertainment), followed by Mi-
chel Telé’s “Ai Se Eu Te Pego”
(Sony). They sold 542,000 and
305,000 copies, respectively.
While the continuing drop
in Latin album sales is over-
whelmingly due to a distribu-
tion issue—the points of sale
for Latin music keep shrink-
ing while digital sales grew
ata maddeningly slow pace—
the slowdown in track sales
may point to something far
more serious, namely reper-
toire and a marketing and
promotion problem. How la-
bels plan to tackle the sales
issue in 2013 remains to be

seen. But, on the bright side,
there are more big releases
planned for this year than
there were in 2012, includ-
ing new albums by Marc An-
thony, Ricky Martin, Ale-
jandro Fernandez, Juan
Luis Guerra and Shakira.

As for the dis-
tribution land-
scape, it remains
predominantly a
game between
Universal Music
Group Distribu-
tion and Sony
Music Enter-
tainment. In al-
bums, UMGD is
by far the leader, more so now
with Universal Music Group’s
acquisition of EMI. Its market
share for 2012 was 41.4%, up
from 40.5% in 2011. Even with-
out EMTI'’s share, UMGD would
still dwarf Sony’s 28.5%, down
from 29.7% in 2011.

But with track sales, UMGD
barely edged out Sony: 38.7%
vs. 38.1%. Although Sony’s
market share dropped from the
41.4% it held in 2011, it would
have come out ahead had UMG
not acquired EMI. .

bi For 24/7 Latin news

Z and analysis, see
billboard.biz/latin.

COURTESY OF EDGAR CORTAZAR

THE BILLBOARD

Edgar Cortazar’s music has
been recorded by some of
Latin music’s biggest names:
Luis Miguel, Olga Tafion and
Pedro Fernandezare justsome
of the entertainers who have
worked with the songwriter.
While these days the Latin

EDGAR CORTAZAR

Grammy Award winner is in
demand for songwriting, he’s
also attempting to create a
business that adapts popular
music from English to Spanish.

“Adapting music from Eng-
lish to Spanish is nothing new,”
Cortazar says. “The Beatles,

Elvis and Nat ‘King’ Cole have
recorded in Spanish like so
many others. But now that
the Latino marketplace has
matured and become more
powerful, there’s the potential
for artists to expand and in-
troduce their music to amuch
bigger audience.”

In 2006, Cortazar won a
Latin Grammy for co-writing a
song with his brother Ernesto
Cortazar and Conjunto Prima-
vera frontman Tony Melendez.
While he continues to collabo-
rate, last year he launched
website Make the Hits Spanish
with business partner Mark
Portmann. The model is sim-
ple: Adapt English-language
songs into culturally attuned
Spanish versions.

Thanks to Cortazar and
Portmann’s tenure in the
music business, they’ve
worked with such established
names as Celine Dion, Josh
Groban and Diane Warren.
Most recently, the work has
included collaborating with
pop singers Demi Lovato and
Selena Gomez.

In an interview, Cortazar
discussed the business of
making music, adapting hits
and why working with the

new generation of artistsis a
revolution he sees becoming
bigger—one song at a time.

What did winning a Latin
Grammy do for your career?
A majoraward on your résumé
makes people aware that you
can create music, and when
they know what you can do
they are more likely to open
the door. I like writing music
for individual artists because
everyone is different and has
different needs. I'm kind of like
a tailor, making a song to suit
each person.

What was it like adapting
music in Spanish for Selena
Gomez, Demi Lovato, Il
Volo and others?

We take great care in adapting
the music from having lyrics
that best represent the theme
of the song to finding the right
rhythm for the song and for the
voice of eachartist. That makes
allthe difference in taking a hit
and makinga Spanish version.

What do you think about
Gomez releasing a Spanish-

language album later this
year, and what kind of impact
do you think she’ll have?
Artists like Selena, Demi and
Justin Bieber as well have many
followers around the world and
these fans follow their careers
closely. They want to hear them
sing in their language. Selena’s
album [on Hollywood Records]
is going to be positioned to sell
well and 1 feel fortunate to have
worked on her project, which will
be released around the world.

Why create a business
around adapting music
in Spanish?

I'm fortunate that my writing
career is thriving, and adapt-
ing music in Spanish is a mar-
ket that has yet to explode in a
major way. It’'sa musical revolu-
tion that gives artists, whether
they're Latin or not, the abil-
ity to reach more people. The
Latino population in the U.S.
and beyond has shown to be an
influential one with a purchas-
ing power that’s undeniable.
Latinos were very influential in
the last election and that speaks
volumes. ——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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MUNOZ SIGNS WITH
SESAC LATINA
Ricky Mufioz, leader, founder,
accordionist and vocalist of
award-winning nortefio group
Intocable, has signed with
SESAC Latina. The deal covers
all territories worldwide except
Mexico. Muioz’s agreement co-
incides with Intocable’s recent
new record deal with Univer-
sal Music Latin Entertainment,
signed in November. Intocable,
long signed to EMI Latin, spent a
year as an indie act before going
to UMLE. The first aloum to be
released under both new deals
is Peligro de Extincién (In Dan-
ger of Extinction), due in March.
Mufioz’s publishing is signed to
Serca and Good-I Music. His cat-
alog prior to Peligro de Extincién
will remain under administration
with BMI. —Judy Cantor-Navas
and Justino Aguila

JUDGE ORDERS ARREST
IN JARA DEATH

A Chilean judge has ordered the
arrest of eight former military of-
ficials for their involvement in the
death of legendary folk singer
Victor Jara, who was murdered
in 1973 in the Santiago soccer
stadium that now bears his name.
Six of the accused, army officials
during the regime of Augusto
Pinochet, surrendered after spe-
cial judge Miguel Vasquez or-
dered their capture on Dec. 28.
One of the other two suspects
still at large is Pedro Barrientos
Nufiez, who lives in Florida. The
Jara family is pressing officials
to have him extradited from the
United States, according to news
service EFE. Jara’s legacy has
lived on in numerous recordings
of his songs, as well as in a cur-
rent generation of young folk art-
ists in Chile. —JCN

2012 AGOOD YEARFOR
GRUPO SALINAS

Grupo Salinas, a conglomerate
thatincludes media entities under
its umbrella, announced that
2012 was a big year of strategic
advances and significant opera-
tional achievements by its com-
panies. One such instance was
the support that GS company Es-
peranza Azteca provided to youth
programs that included a network
of 54 youth orchestras and choirs
with the participation of 12,000
underprivileged children, who
were part of a campaign to pro-
mote values through music. —JA



Barclays Center’s
First90 Days

Diversity, intensity and fun were three bywords for the
Brooklyn venue’s first quarter

he honeymoonis over atthe

Barclays Center, Brooklyn’s

new $1 billion arena show-
place, butthe party has just begun. “I
dreamt of this opening, and it went
off exactly the way I was hoping it
would go off,” says Sean Saadeh,
VP of programming for the arena.

Since opening Sept. 28 with the
first of eight sellouts from Jay-Z,
partowner in the new home of the
NBA'’s Brooklyn Nets, the building
has hosted a little bit of everything.
But Jay-Z out of the gate was a pres-
sure-packed run of dates, on a lot
of levels.

“Jay-Z was a great show to open
with, [considering] the uniqueness of
the stage and show, and the fact that
Jay-Z is one of our owners,” Saadeh
says. “It was a special moment, but
also a moment we had to get right.”

So far, 34 Barclays shows have been reported to
Billboard Boxscore, grossing a total of more than
$45 million, with attendance of 373,828. The top
five boxscores to date are Barbra Streisand ($9.3
million), Jay-Z ($7.4 million), the Rolling Stones
($7.3 million), the Sensation EDM event ($3.6
million) and Coldplay and Jay-Z’s New Year's
Eve show ($2.8 million). The fact that five shows
with such differing demographics
did as well as they did bodes well
for the future of the venue.

Other events booked to date
include the Harlem Globetrot-
ters, the King’s Men gospel ex-
travaganza, boxing, Rush, the
Smashing Pumpkins, college bas- {
ketball, comedian Russell Peters, g
the Who, gymnastics, Bob Dylan
with Mark Knopfler, Juan Luis
Guerra and Juanes, Disney on Ice, Neil Young,
Sounds of Reggae, Leonard Cohen, the Carib-
bean Fever Festival, a WWE event, Dave Mat-
thews Band and Coldplay.

“We reached our goals in our programming di-
versity,” understates Saadeh, who adds that open-
ing the building with an eight-show run from
Jay-Z was instrumental in tuning up both the
staff and the Local 4 Brooklyn stagehands union,
which, until the Barclays Center opened, had lim-
ited arena experience and its own learning curve.

Saadeh says the Barclays team “learned what
kind of building we are” during Jay-Z’s run, in-
cluding putting into practice some of the venue’s
unique features, like its “turntable” elevator load-
in and its location at a transportation hub at the
intersection of Atlantic and Flatbush.

“We found out that some of the concerns we
had about the elevator load-in weren't an issue,”
Saadeh says. “It was easy to get trucks into the
building, and it was easy to unload the trucks
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JAY-Z performing
at the Barclays
Center®n Sept. 28.

and get them to the location for rigging.”

Perhaps the biggest concern going in was
traffic and the building’s accessibility. “Despite
Flatbush and Atlantic being major arteries that
intersect the arena, we didn't have any com-
plaints about the traffic or not having a place
to park,” Saadeh says. “The accessibility of hav-
ing nine subway lines underneath the building
and two additional lines a block
away in the Long Island Railroad,
that all helps in getting people to
the building.”

Following Jay-Z, the building
did a demographic about-face with
two sellouts from fellow Brook-
lynite Streisand, followed by the
EDM event Sensation, which also
sold out. Sensation was not only
new to the United States, but EDM
as a genre is relatively new to the arena level, so
the Barclays staff went with general admission on
the floor and lower bowl and closed off the upper
level. “What we wanted to achieve with Sensa-
tion was to have a safe environment, but also to
be the world’s largest club event,” Saadeh says.

According to Saadeh, Barclays’ 90-day trial
by fire also consisted of “a week where we had
our first college basketball game in Kentucky vs.
Maryland, then a Russell Peters comedy show the
next night, the Nets, Justin Bieber, Nets, the
Who, Nets, then two days of Coaches Vs. Cancer,
gymnastics, two more days of college basketball
and then Bob Dylan,” he recalls. “I tell the guys
often, ‘If you can get through these first three
months, you'll learn so much from it, and I guar-
antee you, you won't see something like this again
in your facility management career.”” .

RAY
WADDELL

For 24/7 touring news and analysis,
« see billboard.biz/touring.
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ARocking Market Share

The combination of Universal and EMI is shaping the genre in interesting ways

niversal Music Group’s acquisition of EMI solidifies

its dominance in many music categories, according to

Nielsen SoundScan'’s year-end numbers, but the upcom-
ing sale of Parlophone is likely to have an impact on the rankings
in rock and its alternative subgenre.

Warner Music Group had been the traditional leader in rock,
coming in as the No. 1 album distributor between 2006, when
SoundScan first started tracking the genre, and 2011, only to be
displaced by Sony Music as the top-ranked distributor in 2012,
driven by releases from Jack White, Bruce Springsteen, John
Mayer and Train. In tracks, however, WMG came in third with
24.9% market share behind Sony’s 25.1% and UMG’s 30.7%, which
includes three months of EMI share. EMI has another 6.5% in
rock market share from the first nine months of
2012, and it remains to be seen how much of that it
will retain and how much will go to whomever wins
the Parlophone auction. In any event, that auction
could determine the rock rankings going forward.

In alternative rock, WMG was the No. 1 distribu-
tor, with album market share standing at 36.8% in
2011 and 35.1% in 2012. Even with the pickup of
EMI, UMG gets to move ahead of Sony by a tick in
2012—26.7% vs. 26.6%—but it still trails WMG.
Even the full-year combined shares of EMIand UMG
aren’t enough to push the latter to No. 1 in alternative in albums.

EMI came in third in 2011 in alternative albums market share
with 9.6%. How much of that will go to UMG and how much will
be sold remains to be seen.

But since Parlophone seems to tilt alternative-heavy, with acts
like Coldplay, Blur, the Chemical Brothers and Bat for Lashes
on its roster, its sale will likely have an impact on the alternative
market-share rankings.

If WMG wins the auction, it will ensure its dominance as the
top distributor in the genre. If Sony gets some or all of it, it will
likely take the label’s front-line acts, which will make its race for
the No. 2 spot with UMG even tighter. But just because Sony and
WMG are considered the favorites—Dbecause they can afford to
pay more due to the cost savings from merging Parlophone with
their existing operations—doesn’t mean they’ll win. Others are
also looking to buy those assets, including Jason Flom and John
Rudolph, two music industry executives with alt-rock expertise.

Moving to another rock subgenre, hard rock/metal, Sony and
WMG have traded places at No. 1 for the last two years. Here, an-

Retail
Track
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3

-

The winner of the auction
for Parlophone’s assets
will own the catalogs of

rock acts like BAT FOR

LASHES, THE CHEMICAL

ROTHERS and
COLDPLAY (clockwise
from left).

other EMI asset on the auction block, Sanctuary, could be a factor
if either of the majors goes after the label. But sources indicate that
Sanctuary'’s catalog is also being eyed by multiple independent suit-
ors, including Eagle Rock and eOne Entertainment.

The EMI deal makes UMG the king of the hill in Nashville.
If UMG had owned EMI for all of 2012, their combined market
share would have been 48.3%, versus Sony’s 30.5%, while its
combined track market share for the genre would have been
46.6%, versus Sony’s 30.4%. As it was, UMG’s three-month
ownership of EMI helped bolster its country share to 38.1% for
albums and 35.6% for tracks. Those totals were good enough to
displace Sony as the No. 1 distributor in the genre, a distinction
that Sony held in 2011 with shares of 33.2% in albums and 32.5%
in tracks, versus UMG's respective 31.5% and 32%.

Sony had been the No. 1 country distributor be-
tween 2004, right after its merger with BMG, and
2007. Butin 2008, UMG's Nashville operation took
over the top spot and held it through 2010.

Other genres like R&B and jazz aren’t expected
to be affected by the divested EMI assets that are up
for sale. But catalog rankings may feel the impact,
depending on who gets which assets.

UMG is by far the dominant album distributor in
R&B and rap, with its market share in the mid-40s
on a percentage basis, and in the 50% range for its rap subgenre.
The EMI deal should only improve that.

The No. 1 ranking in album-catalog market share has been
seesawing for most of the last decade between Sony and UMG.
In 2004 and 2005, Sony was top-ranked, then from 2006 to 2008
UMG took over. But Sony returned to No. 1in 2009-11. Last year,
the EMI acquisition put UMG just over the top with a 30.8% share
versus Sony’s 29.8%. With a full year of EMI ownership under
UMG's belt, the acquisition appears to make it the dominant
catalog album distributor going forward, even if it loses some
market share due to the sale of Parlophone, Mute and Sanctu-
ary, each of which could wind up with different suitors. ~ «--

FOR THE RECORD

Inthe Jan. 12 issue, a story on the branding partnership
between Chrysler and “Motown: The Musical” miscredited
the ad agency responsible. The firm was GlobalHue.
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Groban Comes

Alive

JOSH GROBAN TEAMS WITH GREEN DAY AND
KID ROCK’S PRODUCER FOR AN ALBUM THAT
GETS THE LED OUT—ZEPPELIN, THAT IS

BY ANDREW HAMPP

HE FIRSTMEETING FOR JOSH GROBAN’S SIXTH STUDIO ALBUM OCCURRED NOT IN A RECORD-

ing studio or at the offices of longtime label Warner Bros. Records. It was during a party at Kid Rock’s house.

Perhaps inspired by the setting or the host, Groban chatted up Rob Cavallo, longtime producer of Rock,

Green Day and My Chemical Romance, and also Groban’s boss. Cavallo had been appointed chairman of

Warner Bros. just before the release of Groban’s 2010 album, the Rick Rubin-helmed Illuminations, and he was curious
about where the prince of classical crossover pop wanted to head next.

“He stressed to me that he loved his other records, but he said, ‘I think there’s something more,’” Cavallo recalls.

That missing piece was surprising. Groban had been listening to a lot of Led Zeppelin, Jethro Tull and Fleetwood Mac,
and he’d begun to wonder what his music might sound like if it had some of the orchestral rock elements he heard on
those records. “I was concerned that the music have a little pop or rock edge to it—whatever world I find myself in, it’s just
gotten really soft,” Groban says candidly of his highly successful catalog, which has moved 21.5 million albums since his
self-titled 2001 debut, according to Nielsen SoundScan. “This genre can rock a little bit. I'm not saying what I'm doing is
Pearl Jam, but it can have the right energy. The intent can be the same.”

The result is All That Echoes, a collaboration with Cavallo that indeed finds Groban embracing some of his most rock-
ing arrangements to date on tracks like “False Alarms,” “E Ti Promettero” (a duet with Italian singer Laura Pausini) and
lead single “Brave,” each festooned with dramatic strings and pounding drums that bring to mind latter-day Coldplay or
the Cavallo-produced heyday of Goo Goo Dolls. Sweeping covers of “Falling Slowly” from “Once” and Stevie Wonder’s “I
Believe (When I Fall in Love It Will Be Forever)” rock a little bit harder than one would expect from a guy who got his big
break as a Grammy Award rehearsal stand-in for Andrea Bocelli. Then there’s his cover of Danish indie-rock group Choir
of Young Believers” “Hollow Talk,” which boasts an epic “Kashmir”-like strings-and-electric-guitar climax. And for the
most-devoted Grobanites—as his hardcore fans have called themselves since Groban guest-starred on “Ally McBeal” in
2001—there’s even a bonus interpretation of Dave Matthews Band’s “Satellite” on the

Talk series (Feb. 1), “Good Morning America” (Feb. 6), “Live
With Kelly and Michael” (Feb. 7) and even Bravo’s “Watch What
Happens Live” (Feb. 10), with Valentine’s Day stops planned
for “The Ellen DeGeneres Show” and a return to “Kimmel.”
Radio visits will include top 40 WHTZ (Z100) New York and
a performance at Clear Channel’s iHeartRadio Theater.

Also set for the eve of the album’s release (Feb. 5) is an
event hosted by National CineMedia’s Fathom division in
which Groban will perform an intimate live concert at New
York’s Allen Room at Lincoln Center and answer questions
from fans both in the audience and at the more than 500
movie theaters watching the performance. Portions of the tap-
ing will be repurposed into a special for PBS later in the year.

But even beyond album cycles, “Josh has done an amaz-
ing job of talking to fans year-round,” Warner Bros. VP of
marketing Esther Somlo says. “His fans are so loyal and
rabid and really supportive that they’re really sort of mobi-
lized when there’s new content. There aren’t long dormant
periods. He’s always doing something, whether it’s touring,
film or TV projects, and even when he’s not he’s good at com-
municating with them.”

Still, Warner is doubling down on the retail push for All
That Echoes. In addition to the Target and HSN promotions,
the album will be sold at retailers like Starbucks, Hallmark
and Rite Aid. “His fan base is still a physical-music buyer,
so we're always looking for more and more outlets, nontra-
ditional and otherwise, to sell his music,” Somlo says. “We
have such an advantage with him—so many of the doors
that don’t necessarily open to other artists are open to him.”

“Josh Groban attracts a cross-section of fans, from people
who love classical to those who prefer pop and everyone in be-
tween,” Target divisional merchandise manager Anne Stanch-
field says. “This is a perfect partnership for Target—]Josh’s
widespread appeal captures our guests’ broad spectrum of
musical interests. We're thrilled to offer bonus tracks from
his new album to Target guests.”

Having a more radio-friendly sound could also help first
single “Brave” fight for a place among tracks from acts like
fun., Maroon 5 and Taylor Swift on adult contemporary and
adult top 40 radio playlists as they become more rhythmic.
AC WHUD Peekskill, N.Y., was the first station to play the
song, according to Nielsen BDS, before the track is officially
serviced to stations on Jan. 14.

“The song sounds different than stuff he’s done, but it’s still
him, still the voice,” WHUD PD Steve Petrone says. “It'll be
interesting to see who takes a chance. Glancing at our power
currents, some of the things we're playing right now compared
to when we've played him in the

direct-to-fan and Target deluxe editions of the album.

“Any time I would say to Rob, ‘I don’t know if this in the rule book” or ‘I don’t know if
I can get away with this,” he'd say, ‘You got to get yourself out of that place. Stop holding
yourself back and let’s expand your wheelhouse,”” Groban says. He also co-penned all
seven of the album’s original tunes, with co-writers including Chantal Kreviazuk (“Brave”),
Tawgs Salter (“Brave,” “Happy in My Heartache”), Lester Mendez (“False Alarms,” “Un

Team Groban

Album title: A/l That Echoes
Label: Reprise/Warner Bros.
Release date: Feb. 5
Management: Q Prime
Producer: Rob Cavallo

past have changed a bit.” Still,
Petrone did report happy phone
calls from a few Grobanites who
were thrilled to hear him when
the station previewed the song
during its New Music Monday

Alma Mas”), Walter Afanasieff (“Sincera”) and Marco Marinangeli (“E Ti Promettero”).
But it was Cavallo’s confidence in Groban’s instinctive abilities as a vocalist and a mu-

sician that built up a trust that resulted in recording many of the songs live with a full

orchestra, with many of Groban’s first-take vocals ending up on the final cut.

“I thought it would be great to put a rock band in terms of the rhythm section be-
hind him,” Cavallo says, “but at the same time we’d get the best players in the world on
drums, bass and guitar. Then we’d put with them the best harpist, cellist and violinist
in the world. Then you’'ll hear the voice and you'd end up with some special kind of hy-
brid where it will still be classical but will also have a different kind of energy behind it.”

Among the A-list musicians who appear on All That Echoes are drummers Matt Cham-
berlain (Pearl Jam) and Abe Laboriel Jr. (Paul McCartney), as well as legendary trumpeter
Arturo Sandoval, who plays on Spanish-language love song “Un Alma Mas.”

Touring: July 2-4, Hollywood Bowl; world tour TBD
Booking agent: Gayle Holcomb,
William Morris Endeavor
Upcoming TV: HSN (Jan. 18), “Good Morning
America” (Feb. 6), “Live With Kelly and
Michael” (Feb. 7), “Watch What Happens Live”
(Feb. 10), “The Ellen DeGeneres Show”
(Feb. 14), “Jimmy Kimmel Live!” (Feb. 14)
Publicity: Luke Burland, Warner Bros.
Attorney: Richard Lehr, Greenberg Traurig
Site: JoshGroban.com
Tweets: @joshgroban

segment on Jan. 7.

Touring behind All That
Echoes should also find Gro-
ban re-creating the album’s live
sound in new ways, following
2011’s Straight to You world
tour that saw him performing
with a mini-chamber orchestra
and making live staples out of
his covers of Neil Diamond’s
“Play Me” and Great Lake Swim-
mers’ “Changing Colours” (both

Having Groban’s music show signs of edge could reverse the sales dip that Illumina-
tions experienced—it was his first record to miss out on a platinum plaque. (The set has sold 894,000 copies, according to
SoundScan.) But a little change of pace should come as little surprise to fans of Groban the performer, who'’s poked fun at
and playfully distanced himself from his goody-two-shoes, boy-next-door image during the last two years. He memorably
turned Kanye West’s tweets into dramatic piano ballads on “Jimmy Kimmel Live!,” took on comedic acting roles in 2011’s
“Crazy Stupid Love” and a pair of guest spots on NBC’s “The Office,” filled in for Regis Philbin on “Live With Kelly” (he
was in serious consideration for the spot that went to Michael Strahan) and constantly peppers his own joke-laden Twitter
feed (more than 529,000 followers) with punny bon mots like, “If I were in the mortuary business- ‘Mo’ Dignity: We Get
To Bag You Up."”

As a result of his Josh of all trades status, All That Echoes has a varied and ambitious promotional schedule that kicks off
Jan. 18 with a 60-minute special on HSN to boost pre-orders of the album. Groban will swing by the New York Times’ Times
12 |
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of which appear in studio form
on the Target edition of All That Echoes). An extensive U.S.
tour is set for later this year, though he will likely be routed
through Australia first. He’ll also perform a trio of shows
at the Hollywood Bowl, including the venue’s annual July 4
Fireworks Spectacular.

Groban might spend more time in a few other territories,
too. “I just came back from Japan and they're thinking they can
really do some damage there,” Cavallo says. “It’s smaller than
other places, but they were showing tremendous enthusiasm
for this record—they think it can be the biggest one.”  «-«
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FTER LONG-TERM CHALLENGES WITH
widespread piracy and a widely disparate radio and
record industry, a burgeoning legitimate music
scene is fast emerging on the continent of Africa.

An expanding middle class, a fast-growing pop-
ulation with more than 65% under 35 and digital
startups helping to leapfrog infrastructure weak-
nesses are making major African cities emerge
as not only sources of great local talent that can
global in a meaningful way, but also markets and venues for
U.S. and other global artists touring and selling their music.

“Africa is the last big secret in the music world, and it’s just about
to blow up,” says Obi Asika, CEO of Lagos, Nigeria-based media and
entertainment company Storm 360. “In South Africa and the associ-
ated regions around southern Africa, [the business and musicindus-
try infrastructure] are much more structured, more like the West.”
Randall Abrahams, managing director of Universal Music
South Africa and sub-Saharan Africa, adds, “The African industry
is an extremely exciting and vibrant music marketplace right now.”
Universal, the world’s largest music company, encouraged by
its French media and telecoms parent Vivendi, has been keep-
“ing an eye on the fast-evolving markets in Africa and is starting

~ tomake some moves there.

All of this portends good news—and visions of dollar signs—
for a beleaguered industry on the prowl for new revenue resources.
Africa is the world’s second-largest and second-most-populated
continent with more than 1 billion inhabitants.

With Apple’s iTunes store due to launch in Nigeria, South
Africa, Kenya and Ghana in 2013, Abrahams notes that the im-
minent arrival of such digital platforms aligned with ongoing
advances “by continental collection agencies means that the sub-
Saharan territory along with other emerging markets is a major
source of growth for Universal.”

Other digital services already have a small presence on comput-
ers and mobile devices, including French startup Deezer, German
mobile music service Simfy and local Nigerian startup Spinlet.

One online standout is iROKING.com, founded in 2011 as a
video music management business. It counts 120,000 registered
users primarily in Nigeria. The site’s NollywoodLove channel is
the No. 1 movie channel globally on YouTube, averaging more
than 25 million views per month. The company is currently rolling
out a dedicated computer and mobile platform for music down-
loads and streams using the tag line “Nigerian music anytime
anywhere”—representing 400 artists and containing more than
35,000 tracks in its catalog, according to CEO Michael Ugwu.

But the market is still nascent, so Universal, like it did in the

¥

United States with Vevo, is leading the launch of a local digital
music service called Kleek, according to sources familiar with its
plans. The service should launch next year in key African mar-
kets South Africa, Nigeria, Ghana, Kenya, Angola and Cameroon.
Universal declined to comment on the service.

“It’s tough to measure the African market as there aren’t many
territories which quantify physical sales, and digital data collection
is in its infancy,” Abrahams says. “One of our key focuses at Uni-
versal is to invest in capturing higher levels of consumer/music
data . . . We have to continue to develop platforms and content
drivers in order to generate consumer interest and engagement.”

A key to developing the market will be establishing not only
collection agencies and stronger copyright legislation but also
radio and sales measurement systems.

Colin Gayle, a former artist manager and head of international
branding for 50 Cent’s G Unit, founded Beyond the Music in 2004
to grow and bridge the music industry space across Africa locally
and then move it into the mainstream domestically and interna-
tionally. His company—with offices in

The acts are supported by BET International, MTV Base Africa,
Channel O, Soundcity and Trace Africa, which have all backed
local music rather than acting simply as an outlet for U.S. acts.
“In 1999, radio was 70%-80% foreign music, principally Ameri-
can. Today, it’s very hard to hear international music in Lagos,”
Storm 360’s Asika says. “Not because it’s not available or accept-
able. It’s just that local artists have built up to a level that they're
preferred now.”

Affica’s status in the touring industry for both local and in-
ternational acts is also on the rise. Artists like Wizkid, D'Banj
and P-Square have sold out theaters in London and New York.
Meanwhile, Big Concerts, a South African-based touring and
promotions company, brought Lady Gaga and Linkin Park to
South Africa at the end of 2012 after previous turns with Bon Jovi
and Lionel Richie. Another top touring artist is Senegalese-born
Akon, who has also signed Wizkid and P-Square to his Konvict
label in alliance with Universal Music Group.

“There is a strong appetite for international repertoire and
good business is done across a num-

Nigeria and South Africa—has morphed

ber of genres including pop and urban,

into Billboard Africa after licensing the
Billboard brand. Billboard Africa is in the
midst of launching a BDS-type platform
in 16 countries in Africa to create a music
chart system and provide the data needed
to pay performance-right fees for local
and international artists.

“The question is how to build a great
ecosystem in Africa as well as a robust
domestic market—and engage the world
with African music content,” Gayle says.
“Before, local markets were taking a lot
of international content. Now in the last
two years, I've watched the youth here
begin to embrace their own local music
and culture, wanting more of it. The op-
portunities are immense if we can start
conversations between North America

South Africa:
By The Numbers

IN TERMS of the music business,
according to IFPI’s 2012 Recording
Industry in Numbers report,

South Africais No. 20 in the world
rankings. It has 2.7 million Internet
households and 60 million mobile
subscriptions. Recorded-music
revenue in 2011 (including digital,
physical and synch) totaled $102
million, down from $125.5 million the
year previous. Further 2011 analysis
shows physical sales accounted for
$94.9 million while digital racked up
$6.1 million. Recorded-music sales
broke down as follows: 93% physical,

which is why acts like fun., Mars and
Bublé do so well in South Africa,” Fra-
ser says. “From a touring perspective,
there has been steady growth on that
circuit. While it’s largely dominated by
big names, there are growing opportu-
nities for developing artists. We expect
to see growth in certain territories over
the next three to five years.”

However, touring still presents
logistical and practical challenges,
according to Asika. A considerable
stumbling block is the prevalence of
sponsor-activated shows, which Asika
says “makes it very hard to build a tour.
If the resident telco has three of the
hottest artists in the country and is
doing a show for free, how are you

and Africa and build slowly.”
A relative newcomer is South Africa-

6% digital and 1% synch.

going to come back next week and
charge people?”

based Warner Music Gallo Africa. The

joint venture between Warner Music Group and 87-year-old do-
mestic label Gallo Africa was established in 2006 and is headed
by GM Tracy Fraser.

Among Warner’s biggest front-line acts in South Africa are
Michael Bublé, Linkin Park, Josh Groban, Bruno Mars, fun. and
Green Day. Catalog sales are also key. Warner “works with a
number of digital music companies in the region,” Fraser says,
identifying a la carte digital download site Look and Listen, such
streaming services as Simfy, mobile phone company Nokia and
telcos Vodacom and MTN.

The majors are seeking their own breakout artists, which have
mainly come from local indies dominated by a mix of Afrobeats
hits from Nigeria and Azonto dance tunes out of Ghana. The
breakout stars have included D’Banj (see story, below), Naeto C,
Freshlyground (Sony), Bez, Wizkid, 2face and P-Square, whose
“Beautiful Onyinye” (featuring Rick Ross) counts 8 million You-
Tube views.

“Our A&R department is actively involved in developing strong
South African offerings,” Universal’s Abrahams says. “We've been
working with a number of sub-Saharan artists including Bez
and P-Square, with a view to both releasing in the South African
market and developing young talent for international release.”

With 176 million subscribers, accord-
ing to Gayle, Africa MTN is twice the size of AT&T, though it has
an average revenue per user at about one-sixth of the U.S. operator.
According to local estimates, mobile music sales in Nigeria alone
last year amounted to $150 million.

“Africa is one of the world’s fastest-growing mobile markets,”
Fraser says. “The rising number of people with mobile handsets,
combined with the increasing availability of [third-generation] ser-
vices, has had a positive impact upon the uptake of digital music
services and has become a growth area for the music industry.”

Despite the rosy business potential beckoning in Africa, major
obstacles still need to be addressed. Chief among them: piracy,
securing government protection of intellectual property, build-
ing a sustainable infrastructure to monetize the home markets,
increasing assets for investment capital and standardizing rules
in regards to performing rights. Currently each country has its
own performing rights system.

But things are improving. “Attitudes and business climates
are changing,” says Farai Msika, managing director of London-
based entertainment firm Friday Arts and Media. “Technologi-
cal innovations together with rising entrepreneurial efforts in
entertainment, finance, partnership, policy and trade are creat-
ing a healthy environment in Africa. oos

D’BanjLeads
Africa’s Breakout
Global Stars

ALREADY A MASSIVE STAR in his native
Nigeria, D’Banj is one of the biggest names
in the burgeoning Afrobeats movement and

other Afrobeats songs, mixes hip-
hop, dancehall and EDM grooves
with African rhythmsand a catchy
vocal hook. It has amassed more
than 13 million YouTube views and
millions of additional plays thanks
to fan submissions of the “Oliver
Twist” dance. Last fall, D’Banj
inked a Pan-African multi-alboum

4— bestinternational act at the 201

BET Awards and best African
act at the 2012 MOBO Awards—
had earlier signed with Kanye
West’s G.0.0.D. Music and ap-
peared on the label’s 2012 Crue/
Summer compilation, guesting
alongside Raekwon, Common
and Kid Cudi on standout cut

Die Antwoord. The act will support the Red
Hot Chili Peppers on their two-date South
Africa stadium tourin February. U.S. sales for
its 2011 studio debut, $O$ (Interscope), and
2012 follow-up Ten$ion (Zef Recordz) total
46,000 and 40,000, respectively, according
to Nielsen SoundScan.

Also of note is veteran Cape Town-based
DJ/producer Sibot, who has worked with

WIZKID: JOSEPH OKPAKO/WIREIMAGE/GETTY IMAGES; D'BANJ: CHRISTIE GOODWIN/

REDFERNS/GETTY IMAGES; ABRAHAMS: KEVIN MARK PASS

looks best-placed to now break out interna-
tionally. The 32-year-old singer/songwriter,
borm Dapo Daniel Oyebanjo, scored atop 10 hit
in the United Kingdom last summer with “Oli-
ver Twist” (Mercury/Universal). The track, like

deal with Sony Music Entertainment’s RCA Af-
rica label. The artist’s deal with Sony also sees
the major form a strategic partnership with
D’Banj’s Nigerian label, DB Records.

In the United States, D’Banj—who won

“The Morning.” There hasn’t been, however,
any word on when D’Banj’s first project for
G.0.0.D. will be released.

Another act making waves on the global
stage is X-rated South African rave-rap trio

some of South Africa’s hottest EDM and hip-
hop acts, including Die Antwoord. His three-
track Magnet Jam EP arrived this month on
U.S.-based DJ/producer Diplo’s Mad Decent
imprint Jeffree’s. —RS
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CHANGING

NEW YEAR, NEW LABEL,
NEW ALBUM. TIM McGRAW
CHARGES BACK WITH ‘TWO
LANES OF FREEDOM’ ON
BIG MACHINE

BY RAY WADDELL
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eated inconspicuously in a corner booth
at Nashville’s Sportsman’s Grill less
than a week before Christmas, Tim
McGraw seems to have found a little
peace on earth.

Professionally, at least (though he
doesn’t make that distinction), McGraw
says that “the last five or six years have
probably been the toughest years of my
life.” After an acrimonious split from
Curb Records, his label home for the
first 20 years of his career, McGraw will
release his first record on Big Machine
on Feb. 5, Two Lanes of Freedom. The
title comes from an anthemic track on
the record, and freedom—and accelera-

tion—are prevailing themes on a set that finds McGraw and
longtime producer Byron Gallimore delivering a sonically
ambitious collection of songs that is equal parts fun, romance
and big-picture vignettes.

The long and exhaustively covered legal wrangling between
McGraw and Curb hit a milestone last September when the
Court of Appeals of Tennessee in Nashville upheld an earlier
ruling that denied Curb Records a preliminary injunction to
prevent McGraw from signing with another record company.
While certain legal issues are still to be determined regard-
ing breach-of-contract suits and countersuits, Team McGraw
is looking forward, though McGraw admits the scars of the
split are still fresh. For example, he uses the term “cock-
blocked” in describing his final years with the label, as he
watched a bevy of young male country artists find success
on a stylistic bedrock in many ways pioneered by McGraw,
who was burning to take his music to new heights.

“They hurt my career,” he says of his previous label. “I
felt like I was at the top of my game, and to not be able to
get to the places I wanted to be . . . it was really hard to sit
back, with me being competitive. Nothing against any other
artists—I love success for anybody. I always say, ‘I want ev-
erybody to do great. I just want to do better.’ Just watching
all the things that are going on and to have to sit on the side-
lines, it’s been tough.”

This pre-holiday conversation doesn’t look back for long,
but rather teems with optimism from McGraw about what
this new era will hold. “It’s like I put it in a different gear
now,” he says. “I really feel like I'm only about 35% into my
career. There’s so much more ahead of me, musically and
everything else. It feels like the clouds have parted and now
I can find my lane and press the gas.”

Consider gas pressed. The album, produced by McGraw
and Gallimore, is loaded with the hallmarks of the pair’s past
successes while venturing into new sonic territory. McGraw’s
musical instincts have proved savvy. He’s charted 68 hits on
Billboard’s Hot Country Songs tally, including 24 No. 1s. He
has had 13 No. 1s on Top Country Albums and has sold 41
million albums in the United States, according to Nielsen
SoundScan, eighth-most among all acts in the SoundScan era.

Such a track record made McGraw an appealing prospect
as a free agent. “The marketplace was very open to Tim,”
says Coran Capshaw, McGraw’s manager since 2009 and
founder/owner of Red Light Management. “Tim was look-
ing for a place he felt truly would be his partner, and the
foundation of this business relationship [with Big Machine]
is a partnership.”

Big Machine head Scott Borchetta “leads a tight, smart,
efficient, entrepreneurial operation,” Capshaw says. “As we
were approaching the launch of this album, we learned a lot
about the strength of the team he has assembled over there.
And great relationships at country radio are paramount to
Tim, and Big Machine really offers that.”

For his part, Borchetta says McGraw is perfectly positioned
for another career uptick. “Here’s a guy who's come through
everything he’s had to deal with who has an open lane, no pun
on the title of Two Lanes of Freedom,” he says. “The fans are
going to absolutely freak out. He's fully engaged, and there’s
a ton of great music and live energy left in Tim McGraw, so
it’s a fantastic time to be working with him. There’s times
I sit back and think, “Wow, Tim McGraw’s on Big Machine.
How cool is that?"”

Asked what was appealing about Big Machine and Borchetta’s
team, McGraw doesn’t hesitate. “It’s nota long answer,” he says.
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TEAM MeGRAW

ALBUM: Two Lanes of Freedom
LABEL: Big Machine
RELEASE DATE: Feb. 5
MANAGEMENT: Coran Capshaw, Red Light
Management; Al Hagaman and
O’Neil Hagaman (business)
PRODUCERS: Byron Gallimore, Tim McGraw
BIG DEALS: Pennzoil, Outback Steakhouse, Coty
TOURING: 2013 tour of arenas and amphitheaters
produced by Live Nation
BOOKING AGENT: Creative Artists Agency
UPCOMING TV: “CBS Sunday Morning,” “Good
Morning America,” “Austin City Limits,” “The Ellen
DeGeneres Show,” “The Tonight Show With Jay Leno,”
“Jimmy Kimmel Live!,” “Chelsea Lately”
PUBLICITY: Mary Hilliard Harrington,
the GreenRoom
ATTORNEY: Rusty Jones
SITE: TimMcGraw.com
TWEETS: @thetimmcgraw

“I wanted to go someplace where there’s a freshness and en-
ergy, and Scott’s got that energy. Anything’s possible, there’s no
rules, and [ feel like I made my career that way. Had I known
the rules, I wouldn’t make records the way I make records. I've
got all the freedom I want. It’s a partnership.”

LIFE IN THE NEW LANE
Big Machine has plenty to work with in the 11 songs that
populate the standard edition of Two Lanes of Freedom (the

“Accelerated Deluxe Edition” has 15). Mc-
Graw is a master of balancing lighter fare
and introspection, navigating the byways
of pain and regret as skillfully as the more
common themes of romance and free-
wheeling good times.

The title track is a big, panoramic an-
them with prominent guitars and a sonic
feel that alternates between Gaelic and
Middle Eastern; second single (after
“Truck Yeah”) “One of Those Nights”
is a power-charged midtempo with U2-
ish guitars and a mood of electric antic-
ipation; “Friend of a Friend” is a wist-
ful ballad with a spirited guitar solo and
memorable coda; and “Book of John” is a
cornerstone of the album, a big-themed
take on mortality in a vein that has served
McGraw so well in the past (think “Live
Like You Were Dying”). Another stand-
out is the regret-laden “Number 37405,” a
riveting take on consequences that finds
McGraw again playing the omniscient
narrator role to perfection.

Skillful sequencing keeps the set from
being a downer, with songs like “Southern
Girl,” the R&B-flavored “It’s Your World,”
the Beatles-esque “Mexicoma” and the backwoods rave-up
“Truck Yeah” tapping into McGraw’s more playful impulses.
The lattermost track, debuted on McGraw’s summer sta-
dium mega-tour with Kenny Chesney and released as the
leadoff single, proved an immediate hit with country fans,
having already sold 593,000 digital downloads, according to
SoundScan, and reaching No. 6 on the country singles chart.

Another song sure to explode beyond McGraw’s core fans:
an inspired pairing with Taylor Swift on “Highway Don’t
Care,” a softly percolating carpet bomb, with Keith Urban
adding tasty guitar licks. McGraw and Swift are linked by
more than the label they now share. The single that intro-
duced Swift to the world in 2006 was “Tim McGraw,” a song
about its namesake providing the soundtrack of a romance
that has run its course. McGraw says he didn’t know Swift—
who he calls “the biggest artist in the world"—when her debut
single was released. “The first thing I thought was, ‘Have I
gotten that old?’” he says with a laugh. “I didn’t realize she
was like 12 or 13 when she wrote it. It's a great song. Taylor
is really special, and she’s gotten exponentially better with
every project. She owns her style now. Instead of searching
for a style or trying to be something, she owns who she is.”

The same could be said for McGraw, who finds songs that
fit his style through listening to countless demos, at least
1,000 for this record. McGraw'’s partnership with Gallimore,
who has produced or co-produced all 12 of McGraw’s studio
albums, and Gallimore’s wife Missy on A&R, is arguably the
most fruitful in country music. McGraw says the musical
conversation among them is ongoing.

“I start saying things like, ‘I'm thinking about this keyboard
sound. Let’s find a place to use it.” We start at that place and
it always leads to other places,” McGraw says, adding that he
knows quickly if a song is right for him. “I can’t overanalyze
it. As a listener, I open myself up to a visceral attack, and my
philosophy is, if I can’t be impacted by it right off the bat, then
I don’t know how in the world I can bring anything out of it to
make it hit somebody else through me. By the time it gets to
the listener, they're a third-generation listener of that song.”

McGraw says Nashville tunesmiths are writing killer songs
these days. “I hear hits every day. I pass on songs all the time
that I know are hits,” he says. “But I don’t want to just do
hits.” The artist has to reconcile himself with the fact that
what he records he may well have to sing for the next 20
years, a thought that “shows up quite a bit” in the winnow-
ing process, he says with a laugh. “I'll hear something and
think, ‘I just don’t want to play that.” Byron and Missy, we’ve
worked together for so long. She, in particular, narrows it
down, but I still have to go through thousands of songs. 1
trust her ears to get close to what I'm looking for.”

McGraw'’s interpretive skills have an uncanny way of reach-
ing listeners, which he attributes to “lack of ability more than
anything else,” he says. “I never try to oversing. I try to be
subtle in what I do. I like it to be dark in the studio when

I'm doing vocals. I don’t have continued on >>p20
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any lyrics to look at, and I try to picture me sitting there on
a bar stool right across from somebody, me just talking to
them, trying to get a message across. There’s a difference
between singing at you and singing to you. A lot of what we
do is telling you how we feel. But the real key, I think, is tell-
ing somebody else how they feel. Even better is if you can
tell them how they feel and they didn't even know they felt
that way until they heard that song.”

McGraw says he views Two Lanes of Freedom, as he did his
previous records, as “a watershed moment in my career. It’s a
time where I say, ‘All right, let’s see if I can go another step up.
Let’s see if I can find a deeper well in what I do artistically.”

TWO INNOVATIVE TEAMS, ONE PLAN

The combination of the Big Machine and Red Light staffs in
launching McGraw’s record and subsequent 50-date summer
headlining tour melds two of the most innovative and suc-
cessful operations in music. Two Lanes of Freedom marks the
first time the two companies have worked together.

“The trust factor came together really quickly, and once
our teams started working together, really amazing things
started to happen,” Borchetta says. “They brought their cor-
porate sponsors to the table, we brought our ideas and activa-
tion to the table and married a bunch of great creative things
that are really going to explode this message out there about
this great new record.”

Borchetta describes a “great energy” around the project.
“We brought Tim and his team into the label a few weeks back
and unleashed all of our ideas on them, and they pretty much
green-lit everything we threw at them,” he says. “Even with
the shows with Kenny over the summer, it was on. He has
delivered a brilliant Tim McGraw record. If you go back to all
his studio albums, he’s never been a guy that phones itin.”

The publicity machine is in full gear, with appearances
around the release slated for “CBS Sunday Morning,” “Good

neres Show,” “The Tonight Show With Jay Leno,” “Jimmy
Kimmel Live!” and “Chelsea Lately.” McGraw’s branding
partners will also kick in the impressions (see story, below).

Much more is coming into play, including a digital strategy
that Borchetta says his staff is currently “wrestling” with.

Borchetta says country radio is “thrilled” about the prospect
of new McGraw music. “We got to play a handful of songs
to a lot of programmers over the summer during the shows
[with Chesney], and to see their response got [McGraw] so
fired up,” Borchetta says. “The reason we went with ‘One
of Those Nights’ [as the second single] was at every stop,
when we played that for our radio crews they just flipped
out. They've heard some of the depth of the project already,
so it was a pretty easy signoff [for programmers] to say, ‘OK,
this is going to be one of our big event records of the year.””

For retail, “the beginning message is to scream that this
is the first new studio album of all brand-new material in
like three years,” Borchetta says. Obviously, McGraw’s is-
sues at Curb are well-known to industry players and fans
alike. “There has been some confusion in the marketplace,
so from the beginning that’s going to be really simple and
clear: This is the first time in a long time he’s going to be
able to present it how he wants to present it, and that mes-
sage will be out there clearly among the fans.”

McGraw's live profile is high before his tour starts. He and
wife Faith Hill are reprising their massively successful Soul-
2Soul production in a 10-weekend residency at the Venetian in
Las Vegas, which began last month and runs into April. The
shows have played to strong reviews and packed houses, attract-
ing high-profile fans like Bruce Springsteen and Tom Hanks.

The residency balances professional demand with per-
sonal priorities. “We wanted to play together and our fans
wanted us to play together,” McGraw says. “We have teen-
age daughters we want to be around as much as possible,
so, for better or for worse, we try to build our lives around

that with a caveat, because it sounds sort of grandiose to
say that. Because of the position that we're in, we're allowed
to do that financially.”

That said, a tour together was out of the question. “Every-
body [wanted] us to do a Soul2Soul tour, and we just couldn’t
do it,” McGraw says. “This was a way we could play together
and only be gone one or two nights a month. It’s limited. It's
a small theater, which is something totally interesting to us.
We like that intimate connection.”

Singing with one’s wife, particularly if she’s one of the
most well-known and successful female artists in country
music history, is more challenging than it sounds. “I'm bi-
ased, but she’s one of the best singers out there. People sort
of forget how awesome she is. She’s got so much soul,” Mc-
Graw says. “You can’t get lazy singing with her. She’ll just
blow you off the stage. So any time I sing with her it makes
me a better singer, because I can’t just rely on being goofy
or doing some kind of stupid thing with my arm if I'm hav-
ing a bad night singing”

McGraw’s hopes for the new record, commercially and
artistically, are predictably high. “Like anybody, I want it to
be hugely successful—I want it to be the biggest record of
the year,” he says. “If I can translate the acceleration of what
1 feel, what this album has created for me, if | can translate
that to other people and they feel that same sort of accelera-
tion and exhilaration and catharticism and all the adjectives
that you can throw on it, that’s what I would want out of it.”

So if that means hits and platinum sales, fine, but there’s
more to McGraw’s ambition. “I want all that, but what I re-
ally want is for my music to be looked at as the standard,”
he says. “It's painful to feel like somebody’s throwing water
on your fire. It's painful when you feel like you have to fight
on so many fronts, not just to keep progressing but just to
keep it in focus. Now I feel like I'm all past that and can ac-
celerate. I feel like this next 10 years of my career I can do

Morning America,” “Austin City Limits,” “The Ellen DeGe-

TIMMcGRAW
and FAITH HILL
perform during
the Dec.8
opening of
their Soul2Soul
residency in Las
Vegas.

our daughters, career-wise and otherwise. We always say

more than I've ever done.”

FREEDOM OF CHOICE

McGRAW’S MEASURED MOVES IN THE SPONSORSHIP GAME

BRANDING AND SPONSORSHIPS ARE
anintegral part of the contemporary music
career, not only offering significant reve-
nue but also playing a critical role in pro-
motion. The challenge, and an area where
Tim McGraw excels, is weighing opportuni-
ties against the prospect of an inauthentic
fit or overexposure.

Choosing the right opportunities and fil-

tering through the myriad offers is “always a
struggle,” McGraw says. “It’s never as simple
as saying, ‘That’s what I'll do and that’s what
Iwon’tdo.’ I've made bad choices, 've made
good choices, I've made mediocre choices.”

With current branding partners like Penn-
zoil, Outback Steakhouse, Coty and Opera-
tion Homefront on the philanthropic side,
McGraw seems satisfied with his current

branding portfolio. “I try not to overplay
anything,” he says. “But at the same time it
aggravates you, because you feel like some
of your career has been under the radar
when you don’t want it to be. There’s sort of
apush/pull there.”

One partnership that McGraw finds im-
mensely rewarding is his Homefront initia-
tive, which—in partnership with Chase and
Operation Homefront—awarded mortgage-
free homes to wounded military personnel
in need at each concert on his summer tour
with Kenny Chesney last year, and which will
continue with his 2013 run. Homefront “was
just a no-brainer,” McGraw says. “l thought
that was just a fantastic program—one of
those programs | wish could have been
around for the entire 20 years of my career,
and for the next 20.”

McGraw’s high profile as both a musi-
cian and actor led him to the fragrance
game and Coty, with whom he has a line
that includes McGraw by Tim McGraw,
Southern Blend, Silver and most recently
the “duet” fragrance Soul2Soul with wife
Faith Hill. His branding partnership with
Outback also has a charitable component,
and last year McGraw teamed with Penn-
zoil for a multifaceted, deeply integrated
partnership that captured the Concert
Marketing & Promotion Award at the 2012
Billboard Touring Awards.

McGraw and Pennzoil will up the ante
significantly in 2013 with a partnership that
extends beyond touring into the launch of
McGraw’s new album, Two Lanes of Free-
dom, due Feb. 5. “The Pennzoil agree-
ment is comprehensive in that it ties into
opportunities with the album, the tour,
social media promotions [and traditional]
media,” says Bruce Eskowitz, COO for Red
Light Management, McGraw’s manage-

ment company. “It’s a unique program in
the fact that it involves everything. There
are elements of media that promote the
album and tour digitally and with radio,
with content. Beyond that we’re doing
some national consumer promotions [and]
retail promotions tied in with retailers that
will also tie in with the album, [and] there’s
some on-site activation and other promo-
tional things.”

The Pennzoil deal, which also ties in with
Homefront, has all the earmarks of the con-
temporary branding partnership that is acti-
vated on multiple levels. “Years ago sponsor-
ship deals were about signs, tickets, things
like that. Today the artists, as well as the com-
panies, know that that’s a given, that’s where
it starts,” Eskowitz says. “Today it’s about,
‘How do we create things that take advan-
tage of social media? How do you create pro-
motions that work for both the artist and the
company?’ Because it’s not a great deal un-
less it works for both. How do you drive sales
of tickets, albums, singles, how it’s all tied in
together into a comprehensive program.”

A key component of any successful deal
gives fans what they want: access and con-
tent. “We don’t want to do something that
doesn’t work, but we’re also looking for
added benefits that make sense for fans,
and we always do everything with the fanin
mind and how we can give them additional
value,” Eskowitz says. “Pennzoil getsit, they
understand, they have a loyal fan base. We
tie in with their NASCAR team. The idea of
cars and music makes a lot of sense, and it
just plays on so many levels. We can create
consumer promotions, retail promotions at
Walmart, tour activation opportunities, on-
site things. And then programs with [Mc-
Graw’s label] Big Machine as well, in terms
of activation.” —RW
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BRIDGING THE GAP

BY KERRI MASON

ON HIS OWN

EATHAPPY

Tegan & Sara set their signature folk-rock to a pop pulse

on irresistible new album

fun-loving lust, with a chorus that would in-

spire as much pogoing as singing along. But
for Tegan & Sara, “Closer,” the first single from
their seventh studio album, Heartthrob (Jan. 29,
Warner Bros.), is a whole new world.

“When we first played the record for people,
they were like, ‘Oh, my God, are you terrified?”
says Tegan Quin, half of the twin-sister duo.
“They called it a total departure, but it doesn’t
feel that wild to me anymore.”

“Closer” has a driving kick drum and a twin-
kling synth breakdown, like many of the electro-
infused songs on the radio. But it also has the
smartly specific lyrics, catchy melody and im-
passioned delivery for which Tegan & Sara are
known. Heartthrob—10 tracks of similarly shiny
folk-pop bliss with an '80s-inspired edge—might
be a conscious move to broaden their appeal be-
yond the act’s dedicated fan base, but it’s not a
disavowal of their past.

“We're going to be playing festivals and big
venues—it’s not 2003,” Sara Quin says. “I'm not
interested in people standing staring at us. [ want
some other connection.”

So far, it's working: “Closer” is Tegan & Sara’s
first career entry on Billboard’s Alternative chart
at No. 38. It's in rotation at KROQ and KYSR in
Los Angeles, and the duo performed it on the
Christmas episode of CW show “90210.”

“It’s still confessional and personal, but I feel
there’s more restraint,” Sara says. “We wanted
to make [the new music] as broad as possible, so
people from all walks of life could connect to it.”

Tegan & Sara self-released their first album,
Under Feet Like Ours, in 1999, when the female
singer/songwriter revolution was in full swing
behind acts like Jewel and Paula Cole and such
events as Sarah McLachlan’s Lilith Fair. Elliot Rob-
erts, Neil Young's manager, signed the duo to his
Vapor Records in 2000, and the pair has stuck
with the label since, weathering such changes
as the dissolution of parent label Sanctuary and
subsequent shift to Sire/ Warner Bros. in 2007.

During their 13-year career, Tegan & Sara have
been able to break from the folk pack thanks to
synchs and collaborations that yielded big looks.
Their 2004 album, So Jealous, benefited from
song placements on “Veronica Mars,” “One Tree

I t’s just a pop song: an uptempo ditty about

Hill” and “Grey’s Anatomy”; a slot opening for
the Killers on their North American tour; and a
hit in “Walking With a Ghost,” which was cov-
ered by the White Stripes in 2005. Follow-up The
Con (2007) was co-produced by Death Cab for
Cutie’s Chris Walla and featured guest appear-
ances by his bandmate Jason McGerr, Weezer’s
Matt Sharp and AFI's Hunter Burgan. Its title
track appeared in videogame “Rock Band 3,” help-
ing the album move 216,000 units, according to
Nielsen SoundScan.

The result, says Nick Blasko of Amelia Art-
ists—who co-manages the duo with Piers Hen-
wood—has been a consistently diversifying and
growing audience. “They have their base, but
when you look at the makeup of the audience at
their shows, you have teenagers, 20-somethings,
people who bring their small children, people in
their 40s who say, ‘I saw them for the first time
11 years ago.”

Since their last studio album, 2009’s Saint-
hood, Tegan & Sara have collaborated with art-
ists even further outside of their lane, provid-
ing toplines and vocals for leading EDM names.
“Feel It in My Bones,” off Tiésto’s 2009 album
Kaleidoscope (Musical Freedom), became a regu-
lar part of the mega-DJ’s pyrotechnical set. The
duo sang and appeared in the video for Grammy
Award-nominated D]J/producer Morgan Page’s
“Body Work,” off his 2012 set In the Air (Net-
twerk). And “Every Chance We Get We Run”
with David Guetta was featured on Nothing But
the Beat 2.0 (Astralwerks/EMI), the 2012 deluxe
edition of his 2011 disc.

In addition to introducing Tegan & Sara to
new fans, “some of those collaborations paved
the way for the sound of Heartthrob,” Blasko says.

“The girls were focused on evolution,” says
Warner Bros. co-president/COO Livia Tortella,
who's directly involved with the album campaign.
“They were starting to break out through those
very cool collaborations, and in their own way
they were looking to dance music.”

To roll out Heartthrob, Tegan & Sara hit the
road in September—*“way earlier than usual,”
Blasko says—with headlining dates and a stint
opening for the Black Keys. They’re also visiting
radio and even performing at ad agencies, look-
ing for relevant synchs.

ICE COLD

TEGAN & SARA
have been signed
to Vapor Records
since 2000.

“Our job is to make sure the traditional ele-
ments of their campaign get serviced,” Tortella
says. “Get the music to TV and film, make sure
our radio setup is good, and take advantage of
the wonderful touring. It's a treat to work with
artists who know themselves, their brand and
their fans as well as they do.”

The admiration is mutual. “I feel loyal to the
Vapor and Warner family,” Sara says. “I under-

LET’S DANCE AGAIN

DANCE EVOLUTION

stand the argument against major labels, but that
hasn’t been my experience. I don’t want to say
it’s luck. It was about making smart business
decisions, evaluating what our band was worth,
spending responsibly and creating a relationship
with a company that respected that thinking. Our
budgets have gotten bigger as we have, and we
make money for our label and for ourselves. It’s
mutually beneficial.”
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Let freedomring: Fresh
offthe release of single
“Get Free,” featuring Dirty
Projectors’ Amber Coffman,
Major Lazer has announced
aFree the Universe world
tour thatincludes dates
with Dragonette, Angel
Haze and Lunice. Booked
by the Windish Agency,
the tour kicks off in Toronto
at the Danforth Music Hall
(Feb. 28), before making
stops including House of
Blues in Cleveland (March
3) and Pageant in St. Louis
(March 21). Jumping the
pond, Major Lazer will hit
Roundhouse in London
(May 4), Link in Bologna,
Italy (May 10) and elsewhere
before closing at Berghain
in Berlin (May 16) ... World
party: Celebrated “dhol and
brass” band Red Baraat has
announced aslew of U.S.
dates, following an open-
ing slot with Antibalas last
monthin Brooklyn. Booked
by James Carter of Kirkland
Associates, the tour will
begin at 9:30 Club in Wash-
ington, D.C. (Jan. 24) and
play 8X10 in Baltimore (Jan.
25) and Annenberg Center
in Philadelphia (Jan. 26) be-
fore an album-release show
at Bowery Ballroom in New
York (Feb. 1). Afterward,
the act will play Slims in San
Francisco (Feb. 14), Bootleg
Theatre in Los Angeles (Feb.
16) and Grey Eagle in Ashe-
ville, N.C.(March 1)...Lock
and load: Hardcore group
Stick to Your Guns has an-
nounced a joint tour with the
Acacia Strain, Hatebreed
and H20 in Europe follow-
ing its confirmation for this
year’s Vans Warped Tour.
Overseen by Nanouk De
Meijre of Avocado Booking,
the trek will land at Astrain
Berlin (Jan. 10); make stops
at Bataclan in Paris (Jan.
13), Docks in Hamburg,
Germany (Jan.16) and else-
where; and then wrap at
013 in Tiburg, Netherlands
(Jan. 20)... In exile: British
new wave group Hurts has
announced a 12-date U.K./
European headlining tour
for February through April.
Booked by Alex Hardy at
the Coda Agency, the run
sets off at Heavenin Lon-
don (Feb. 7), makes stops
including Strand in Stock-
holm (March 18) and Arena
in Vienna (March 27), then
closes at Garage in Glasgow,
Scotland (April 2).

—Nick Williams

BY GAIL MITCHELL

AimFor
The Heart

R&B legend Charlie Wilson hits sweet spot
with love-themed fourth solo set

harlie Wilson could have chosen
Cthe easy way. He could've kept

traveling down the hit-filled road
he paved as frontman of R&B/funk trio
the Gap Band. Or kept adding to a note-
worthy list of artist/producer collabora-
tions that includes Kanye West, Snoop
Dogg and Justin Timberlake. Instead,
Wilson has achieved an elusive goal: a
second career as a chart-topping, Grammy
Award-nominated solo artist.

“Charlie doesn't take the Gap Band's ear-
lier influence for granted,” RCA Records
senior VP of marketing Lisa Cambridge-
Mitchell says. “But he doesn’t attempt to
recapture his past. He has the amazing
ability to look forward, making music
that's current yet true to his roots.”

That skill set is helping Wilson close in
on another potential No. 1 on Billboard's
Adult R&B chart with “My Love Is All I
Have.” Now at No. 3 for a third week, the
ballad is the lead single from Wilson’s
fourth RCA album, Love, Charlie, due on

for preorder at iTunes, Amazon and other
retailers since Dec. 11, the set perpetuates
Wilson's tradition of self-titled albums.
First up was Charlie, Last Name Wilson,
his 2005 gold-certified solo debut. Uncle
Charlie followed in 2009 with the sin-
gle “There Goes My Baby,” which spent
nine weeks atop the Adult R&B tally,
and Just Charlie arrived in 2010, yield-
ing the singer’s biggest solo hit to date,
“You Are,” which ruled at No. 1 for 13
consecutive weeks on Adult R&B and
earned two Grammy nods.

The name-themed titles are in keep-
ing with Wilson’s adoption of a popular
contemporary viewpoint: the artist as a
brand. “I could have called this album
‘What the Hell Am I Doing Here?”” he
says with a laugh. “But I'm a brand, like
Pepsi or Coca-Cola. I'm not going away.”

Or swerving out of his lane. “Though
I've worked with younger artists, trying
to do what’s working for the kids would
be the biggest hammer to fall on my

co-produced all of the album'’s tracks.
“I have to think adult. I've been able
to stay current because I straddle the
fence. Some of the songs I do might
have a fresher, younger flavor. But it's
more about relying on my vocal ability
and writing feel-good music.”

Wilson’s satisfying Love, Charlie deliv-
ers 12 songs that address the heart from
all angles, be it the euphoria of new feel-
ings (the doo-wop-vibed “I Think I'm in
Love”), the durability of long-term love
(the potential standard “Our Anniver-
sary”) or even spiritual love (album
opener “If I Believe”).

The initial marketing strategy behind
Love, Charlie hinges on another Wilson
strong suit: live performance. Averaging
75-100 shows per year, the singer has
upcoming concerts in St. Louis, Hous-
ton, Dallas, Los Angeles and New York
through February, and a major national
tour is planned for the third quarter.

CHARLIE WILSON’S

“My Love Is All | Have”
is No. 3 on Billboard’s

Adult R&B chart.

Day Weekend contest with Clear Chan-
nel. Meanwhile, a series of faith-based
listening events, tied to his successful
battles against alcohol/drug addiction
and prostate cancer, is slated for Atlanta
and New York. And due next year is a
memoir, “If | Believe.”

Although radio and touring are
Wilson win-wins, TV remains a chal-
lenge. “The few shows we get, it always
works,” says manager Michael Paran,
president/CEO of P Music Group.
“When Charlie did ‘The View,’ sales
spiked 40% for ‘You Are.” There’s a
whole other audience out there watch-
ing [mainstream] shows who are being
paid a disservice.”

That obstacle notwithstanding, Paran
has high hopes for the Wilson brand.
“Here was a guy who was counted out,
and then he began winning,” he says.
“Going into the new album, I know
we're solid. This could be the year of

the R&B icon’s birthday, Jan. 29. Available

foot,” says Wilson, who co-wrote and

Also in the mix: a national Valentine’s

Charlie Wilson.” ore

BY JUSTIN JACOBS

The Great Escape

Former Girls frontman
Christopher Owens
strikes out on his own

with former band Girls singing, “Oh, I wish I had
a boyfriend/I wish I had a loving man in my life/I
wish I had a father/Maybe then I would've turned out
right.” From the beginning, it was apparent he wasn't
another indie-rock poster boy mentioning vague plati-
tudes or obscure references. He really wanted to connect.

Four years and a career’s worth of tumult later, Owens
has disbanded Girls and will release his first solo album,
Lysandre, on Jan. 15 on Fat Possum. This time around,
he’s crystallized his lyrical approach to one line, a mis-
sion statement, from lead single “Here We Go™: “If your
heart is broken, you will find fellowship with me/1f your
ears are open, you will hear honestly from me.”

The album is an ode to Owens’ short and sweet
relationship with a girl he met at a music festival in
2008, and it’s the latest example of his penchant for
story-based songwriting. When he surfaced with Girls,
the scrappy rock band Owens formed with musical
partner Chet “JR” White, his own story was the head-
line: Brought up in the religious cult Children of God,
Owens escaped as a teenager and ended up a down-
and-out musician in San Francisco, where Girls took
shape. But after 2009's breakthrough Album, 2010 EP
Broken Dreams Club and 2011’s Father, Son, Holy Ghost
(which have sold 52,000, 21,000 and 51,000 units, re-
spectively, according to Nielsen SoundScan), it became

I n 2009, Christopher Owens opened his debutalbum
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apparent that Girls couldn’t last.

“Almost 30 people came and left the band,” Owens
says. “If we'd all been together from the beginning,
the whole band would've felt like JR and I did. We were
happy to tour and record. For all the others, the moment
they had a bad time, they felt fine about walking out.

“Lysandre could have been the third Girls album,”
Owens says, but he was tired of the band’s revolving-
door policy. A series of tweets last summer revealed
that Girls was over, and Owens was reborn as a solo act.

While Fat Possum founder Matthew Johnson is excited

CHRISTOPHER
OWENS’
Lysandre is due
Jan.15 on Fat
Possum.

to introduce the world to Owens the solo artist, he knows
that Owens the Girls frontman may linger. “It’s going to
be a year-long process of educating people that this isn’t
something he’s doing before the next Girls record,” he
says of the push behind Lysandre. “Girls is done.”

Owens sees the transition as the first of an inevitable
many, in what he plans to be a long, winding career. The
ambition isn’t unfounded, as Owens has been hailed
as one of his generation’s best songwriters more than
a few times. “I don’t want to be frivolous,” he says. “I
want to be a songwriter who goes deeper and gives more,
and it feels like I'm doing something unique. .. I have
certain role models, songwriters like Paul Simon, El-
liott Smith, Randy Newman, Lou Reed—people who
find the motivation to stick to it. That’s [a class] I want
to be a part of.”

His angle? Truth, honesty and detail. “When people
can relate, the whole thing seems worth it,” he says. “If
songwriting didn’t have that affect, it wouldn’t be as
powerful. So I balance telling my own story and also
touch on universal feelings, making something acces-
sible to everyone.”

With Lysandre, that balance is only bolstered by
warm, beautiful arrangements featuring saxophones,
acoustic guitars and flutes, revolving around a central,
recurring musical theme. It's a quieter, more delicate
record than anything he wrote with Girls, and lacks his
old band’s darker edges. Fans and critics alike have al-
ready embraced first single “Here We Go,” and several
new videos are in the works.

But for Johnson, one of the most exciting things
about Owens’ career is the unknown. “He could go
in 100 directions, and each direction could work,” he
says. “He doesn't have all the answers yet. He doesn't
need to.” .

£ ST. NICHOLAS

CHARLIE WILSON: RAND!



MUSIC

BY FRANCES CAPELL

THEBIGCHILL

There's adistinctly frosty aesthetic to Wolf’s
Law, the lush sophomore album by Welsh
alt-rock trio the Joy Formidable, out Jan. 22
on Atlantic imprint Canvasback Records. In addi-
tion to the inventive guitar tones and thunderous
percussion the band is known for, the disc features
chilly orchestral scores and the actual crunch of
feet walking through snow outside of the isolated
cabin near Portland, Maine, where it was recorded.

“I don’t know if it's because we're from North
Wales, but we're definitely the sort of band that
prefers wintry pines,” lead vocalist/guitarist Ritzy
Bryan says. “We’re probably distracted if there’s
too much sunshine and comfortability.” Itching to
record the songs she and bassist Rhydian Dafydd
had written while on tour promoting their 2011
full-length debut, The Big Roar, the band retreated
to the secluded studio in January 2012, feverishly
tracking vocals and guitars and “losing all sense
of daylight.”

Orchestral and choral arrangements were later
recorded in London along with drummer Matt
Thomas’ percussion. The self-produced album
was mixed by Grammy Award-winning engi-
neer Andy Wallace. “We knew that we wanted
quite a bit of intricacy in the sound of the drums,”
Bryan recalls. “That was the initial pull to Andy
Wallace—albums like [Jeff Buckley’s] Grace and
Portugal. The Man’s [In the Mountain in the Cloud).
We were big fans of the drum sounds, which we're
probably quite finicky about.”

After recording Wolf’s Law, the band was tasked
with adapting its complex and ambitious arrange-
ments to its acclaimed live shows. “I've spent the
last three months building a completely new rig,”
Bryan says. “We'd given [Thomas] so much drum
percussion, he was actually questioning whether
or not he needed to build himself a robotic arm.”

OY FORMIDABLE’S debut album, ™8
Big Roar, has sold 50,000 copies.

It was the Joy Formidable’s epic 2009 perfor-
mance supporting Passion Pit in New York that
initially won over Canvasback director of market-
ing Jack Hedges. “It was a total shock,” Hedges
recalls. “You just couldn’t poke any holes in it.
They were all such fantastic performers.”

The band played to its strengths after signing
with the label the following year: To promote The
Big Roar, the act played more than 200 shows in

THE JOY FORMIDABLE: JAMES MINCHIN; CARA SALIMANDO: SHERVIN LAINZ

with CARA SALIMANDO

by ANDREW HAMPP

America alone, snagging a supporting slot with
Foo Fighters after Dave Grohl called their track
“Whirring” the “song of the year” on Twitter. Ac-
cording to Hedges, the band’s explosive live perfor-
mances—which helped The Big Roar sell 50,000
units, according to Nielsen SoundScan—had a
huge impact on the creation of Wolf’s Law.
“What really challenged the band is that they
had to make a second album that was sonically as

The Joy Formidable embraces icy ambience on enchanting
new album recorded in Maine cabin

impressive as they are live,” Hedges
says. “They've really stepped it up
and delivered.”

Building off the success of the
band’s debut, Canvasback has been
teasing fans with singles and in-
terstitial online content promoting
Wolf’s Law since August. Current
single “The Ladder Is Ours” has
spent 13 weeks on Billboard’s Alter-
native chart, so far reaching No. 24.

The new album’s title comes from
a scientific theory that describes how
bones adapt to stress. The set’s lyr-
ics—partially inspired by Native
American mythology—deal with na-
ture, healing and hope. In that vein,
the band took unprecedented strides
in packaging its vinyl boxed set: For
each purchase, a tree will be planted
in a reserve. “Even with all the ele-
ments of the modern world that we
live with,” Bryan says, “I don’t think
we should lose our connection with
the natural world.”

Following the album’s release,
the trio will tour extensively in the
United Kingdom and stateside, in-
cluding dates at South by Southwest.
For the band, the touring lifestyle is artistic fuel.
For Canvasback, it's a quintessential marketing
strategy.

“The band [members) are their own best sales-
men,” Hedges says. “Having them out on the road,
selling out shows and blowing people’s minds is
the best thing that you can have out there to sell
your album. People want to re-create that experi-
ence when they get home.” .
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pretty difficultto keep up
with releasing completely
new material. I ended up
releasingalotof the songs
I had written as a teen-
ager, and people seemed
to really like that.

3 As if that wasn’t

For the EP project, I've been doing the
releases mostly through my Tumblrand
Facebook. Butwhat's great is when you
post a song on Tumblr and people can
reblog it. I had a song from my monthly
May EP called “Anthem” that’s been
reblogged 600 times now, which is a
pretty big deal for me. People are really
responding to the music.

Even as Glassnote continues to beef
up its recording roster with albums
from Mumford & Sons and Phoenix,
its publishing arm, Four Song Night,
has artists making waves of their own.
Singer/songwriter Cara Salimando,
one of the company’s first signings,
is coming off a busy 2012 where she
self-released 12 EPs—one for each
month—after a recording contract
with Universal Motown fell through
when the label restructured in 2011.
The EP project was partly the result of
her collaborations with dance artists
Frankmusic and Fred Falke and song-
writers and producers ranging from
Dan Wilson (Adele, Dixie Chicks) to
David Katz (Katy Perry, Train). One of
those songs—“Telescope,” co-written
with Dave Munday (Bryan Adams,
Melanie C) and co-published by Four
Song Night—was recorded by U.K.

pop singer Cheryl Cole for her album
A Million Lights. Billboard caught up
with Salimando, 20, to learn more
about her nonstop work ethic and
strong social-media presence.

1 You signed with Four Song
Night while you still had a re-
cording deal with Universal Mo-
town. How did that relationship
come about?

I first met Maureen Lloren, [head of
international] of Glassnote, in 2010.
She asked me about auditioning for
[founder/CEO] Daniel Glass. I had writ-
ten a fairly large amount of songs while
I was under contract recording for Uni-
versal Motown, so I played Daniel and
Maureen and Brandon [Haas|, who's
now the head of publishing, pretty much
every song I thought was worthy. When
they presented me with a deal I was

like, Yes, yes, yes—1 absolutely want to
be affiliated with them. Since Motown
went under and I got dropped it was
pretty sad, but the publishing has kept
me going, and writing, and I'm really
happy. I've just been busy every day.

2 You wrote, recorded and re-
leased 12 EPs’ worth of material in
2012 in addition to your Glassnote
work. Was that a lot to juggle?
The EPs were just a project for myselfto
keep me stimulated as a writer, though
Glassnote was very supportive and en-
couraged it. Unfortunately it became

enough, you also re-
corded an album’s
worth of material in
London last summer.
Would you want to
shop it around to an-
other label, given your
past experience?

I'm going to just self-release it. There's
a lot of work to be done that goes into
being signed by a label. After you get
dropped you realize why it didn’t work
out: I didn't have a large fan base, I was
juststarting out, was just talking about
touring. There’s more than just “you're
good.” You have to be good and be ready
to take it from point B to point C.

4 speaking of building a fan
base, what role has social media
played in getting your music
out there?

JANUARY 19, 2013 |

5 You had your first artist place-

ment last spring when your song
“Telescope” was chosen for Cheryl
Cole’s album. How did you respond
to the news?
I freaked out. Perez Hilton posted the
leaked track because it was the B-side
to [Cole’s single] “Call My Name.” I was
celebrating in my apartment with my
cat and two roommates.

6 You’d been with Four Song
Night for slightly more than a year
by that point. Were you expecting
to have a song placed so quickly?
It felt like it was taking so long, and
when I told them that they said, “It takes
time. It's all about timing.” It's definitely
about churning out the songs, working
at making the songs great. The rest is
up to luck, I guess. o
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RA RA RIOT

Beta Love

Producer: Dennis Herring
Barsuk Records

Release Date: Jan. 22
Those who embraced Ra Ra
Riot’s first two albums will un-
doubtedly scratch their heads
while listening to the band’s
third release, Beta Love—and
thenstart dancing. RaRa Riot
has moved from thoughtful,
barogue-style pop into more
uptempo, kinetic song forms
where the energy is mostly
high, brevity is key, and mel-
ody is stringently outlined
by the newly spare arrange-
ment sensibility. The jagged
gait of “Dance With Me” sets
the tone with frontman Wes
Miles’ playful declaration of “I
wanna be your toy,” while “Bi-
nary Mind,” “Angel, Please,” “|
Shut Off” and the title track
are propulsive blasts of joy-
fully catchy pop. And “That
Much” references the blue-
eyed soul of Hall & Oates. Bal-
ancing the euphoria are the
vibey R&B leanings of “What |
DoforU,”“When|Dream”and
the airy, spectral ambience
of “Wilderness.” Rebecca
Zeller’s violinis more carefully
and episodically deployed

with °Z
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BEN HARPER
WITH CHARLIE
MUSSELWHITE

Get Up!

Producer: Ben Harper
Stax Records

Release Date: Jan. 29
Ben Harper has covered a
lot of ground inrecent years,
recording with two bands
of his own (the Innocent Criminals, Relentless?7), introducing
the all-star Fistful of Mercy, collaborating with Brazilian singer
Vanessa da Mata and even doing a bit of acting in David
Lynch’s “Inland Empire.” For his latest new creative adventure,
Harper gets down, dirty and raw with harmonica virtuoso
Charlie Musselwhite. Get Up! is a rural blues tutorial, 10 stark
and stripped-down songs ranging from gut-bucket laments
(perhaps exorcising Harper’s split from actress Laura Dern) to
gospel-tinged tracks like “We Can’t End This Way” and “Don’t
Look Twice.” “I Don’t Believe a Word You Say,” “Blood Side

Out” and the expansive title track let Harper and Musselwhite
rock a little harder and heavier, while the front-porch folk-blues
of “You Found Another Lover (I Lost Another Friend)” is ren-
dered in an affecting duo arrangement that won’t leave a dry
eye in the house. Harper’s singing and playing—particularly
his slide-guitar work—are sharp throughout the album, while
Musselwhite proves an effective foil, subtle but decidedly pres-
ent as an ensemble player more than a soloist. We certainly will
not complain if the adventurous Harper opts to explore this
partnership further.— GG

Once.” Beta Loveisabold sea
change for Ra Ra Riot, brim-
ming with confidence and a
hint of uncertainty that lends
an agreeable edge to the
proceedings.—GG
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for earthy counterpoints BAD RELIGION
on “Is It Too Much” and “For ~ True North
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The Divinity of Purpose
Producers: Hatebreed, Zeuss,
Josh Wilbur

Razor & Tie

Release Date: Jan. 29

“All pit, no shit,” Hatebreed frontman Jamey Jasta says
early on to characterize the group’s sixth studio album, The
Divinity of Purpose. He isn’t kidding. The quintet follows
the experimentation of 2009's Hatebreed by returning
to its ferocious best, tearing through 37 minutes of blitz-
krieg dynamics, galloping rhythms and muscular riffery.
Throughout, Jasta barks out righteous slogans and affir-
mations (“Pd rather suffer for the truth than prosper from
the lies!”) and leads call-and-response choruses like a drill
sergeant. With a noticeably fuller sound, The Divinity of
Purpose gets roiling with an explosion of guitars launching
“Put It to the Torch” and propulsive militaristic precision
driving “Own Your World” and “The Language.” The title
track, an ode to solidarity and brotherhood, boasts the
album’s most dramatic sturm und drang, nearly equaled by
“Before the Fight Ends You,” while the generational battle
cry “Indivisible” and “Bitter Truth” lean toward warp-speed
punk. “Nothing Scars Me,” meanwhile, tears through a
swirling metallic attack. Jasta’s trademark, chin-out defi-
ance is a bit more pronounced here as well, resulting in a
“purpose” that’s proudly and loudly fulfilled.—GG
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Producers: Joe Barresi,

Bad Religion

Epitaph Records

Release Date: Jan. 22
Veteran punk band Bad Reli-
gionis still breathing fire onits
16th album, True North, with
the same core personnel as
the group’s 1982 debut, How
Could Hell Be Any Worse? The
Southern California outfit has
been just as influential as '80s
hardcore peers like Black Flag
and Social Distortion, and if
anything, Bad Religion’s latest
outing finds the act intensify-
ing its approach and impact.
The husky growl| of Greg Graf-
finand the barbed-wire guitar
riffs of Brett Gurewitz remain
at the forefront, and the pair’s
sharply pointed, hyper-literate
sociopolitical punk plaints
(“Robin Hood in Reverse,”
“Land of Endless Greed") are
as relevant as ever—righteous
anger never goes out of style.
The band—hardly the sort to
mellow withage—eventakesa
stabatstealing CeeLo Green’s
crown with its own tune titled
“Fuck You,” devising some-
thing much more vitriolic than
Green’s hit. And in terms of
stamina, the breakneck pace
of “My Head Is Full of Ghosts”
sounds like it could precipi-
tate physical injury in groups
half the age of these punk
pioneers.—JA

YO LA TENGO

Fade

Producer: John McEntire
Matador Records

Release Date: Jan. 15
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