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BRANDING

Walking On Water

Music business follows health trend with string of new beverage partnerships
By Andrew Hampp
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ust as Beyonce and Taylor Swift have become the respective new

faces of Pepsi and Diet Coke, a new, healthier trend has emerged

with music and beverages. Artists and music executives are becoming

the faces and equity partners in a series of new bottled water and

healthy beverages, to both align their names with a growing segment

and distance themselves from the mounting controversy associated with

soda endorsements. ¥ Last week, Sean “Diddy” Combs and Mark Wahlberg

announced an investment in premium water AQUA hydrate to help boost

its distribution at retail and make the product a go-to for fit, active party

people. This week, kid-targeted Wat-AAH! 1s debuting a campaign with new

spokespeople (and equity partners) the OMG Girlz, a teenage R&B/hip-hop

girl group managed by music industry veteran Michael Mauldin =2
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MUSIC

Facebook
unveiled
ad N2
design that gives music

IS own decucated news
feed tab, one that appears
Lo give bands and music
marketars more real estate
an the platform to broadcast
their messages to fans. In
making the changes to its
all-important news feed
algorithm, Facebook took
a page from newspapers

dividing the articles by
SECLIONS—Sports, DUSINess,
local news, arts and
entertainment, and so on
Similarly. Facebook's news
feed will feature categones
that its users engage with
mast frequently, such as
music, gamas photos and
“Tollowing,” which pulls
toqether posts and updates
from pages that the user
nas liked

SX5SW

South by

Southwest

15 expecting
as many as 20,000 attendees

at the Interactive portion of
its 11-day technology, iilm
and music festival, Adweek
reports. That's 3.500 more
than in 2012, and 9,000

greater thanwhat showed up
two years aqo. | he Interactive

segment has become more
popular as some startups
choose to go public at the
event, including recent
examples like Foursquare in
200859

Lady Gaga

THE

Action

FACEBOOK'S

NEWS FEED

INTERACTIVE
TICKET SALES

BLAVATNIK
DIGS
DIGITAL

Warnei
Music Group
owner Len
Blavatnik shook up the digital
music world by leading a
aroup of investors in a 360
million investment in Beats

by Dr, Dre's new music
subscnption service, Daisy
This followed news that

WM was the first major to
strike a gaeal with Loogle/
YouTube's new Spotify-like
music service. Through
WMG, Blavatnik owns a small
clice of Spotify. and he directly
owns a sizable stake in French

MUSIC SErVICE LIeeZel

GAGA'S
INDONESIA

DISPUTE
A legal
dispule has
grupited over
the withdrawal of Lady Gaga
from a concert in Indonesia
on an earlier leg of her now
canceled tour. (Gaga had to
back out of the remaining
dates on her Born This Way
Ball tour due to injury.) Live
Mation, Mermaid Touring
and Atom Factory are suing
a Lloydsof London syndicate
for allegedly not abiding by a
“terrorism policy,” accusing
the defendant of "despicable
conduct that subjected
plaintiffs to cruel and unjust
hardship in conscious
disregard of the plaintiffs’
rights.




THE INSTANT NEW YORK TIMES BESTSELLER

THE CRITICS ARE RAVING!

“The Midas Touch. Until now, no one has written a book that
reveals as much about the industry as Mr. Davis’ book does. It is

hard to imagine a better survey of popular music during its 50 year
commercial peak than this one.” —THE WALL STREET JOURNAL

“Revealing, entertaining, the anecdotes are fun. A pleasure to read,
elevated and mensch-y at the same time.” —KIRKUS REVIEWS

“Clive Davis’ The Soundtrack of My Life is not only a great read, but
perfectly captures the world of both popular music—and popular
culture—over the past half-century. This is so much more than a mere
history of the contemporary American music scene. Davis takes us

on a fascinating journey as the quintessential tastemaker. This is a
must-read for any music lover.”

—BILL ZWECKER, CHICAGO SUN-TIMES

“Clive Davis’ iconic career has included making suparstarsofantiasr'
varied as Whitney Houston, Barry Manilow, and Alicia 11(%

second acts for legends like Aretha Franklin and SERIELERERT
playing an integral role in the careers of Bruce Springste "f‘r "*'f'-'_.'f["_ﬁ‘?j;-_-
Joplin, and Billy Joel. The Soundtrack of My hfe inclu "l hind-
the-scenes details and revelations that provide nev ,‘ﬁ *; '_ 'r-_:'..i'_-;'_?:‘f_?'__-'{ a life
well-documented. The book also shows why Davis ho a rarefied
“Who put the bomp, Barry Mann asked ih"lﬁ' 1961 sit

status in the music world.” —ASSQC] [ A v I E

bomp bah bomp bah bomp? For much of i'ha Yol ~ 30 0SS WITH ANTHONY DECURTIS
and '00s, a pretty good answer to that existenti -*“" estion w
Clive Davis.” —THE NEW YORK TIMES

“There are so many incredible ﬂ"‘l teralls
through musical history.” —RYAN SEACRES

g

“Davis tells all in his sensational and Engrnsslngdﬂam r, The Soundtrack iaff‘fy Llfe There are tons of great stories. There are

e Dionne, Gty The

numerous jewels here about everyone: Whitnﬂy, Aret e Grateful Dead, you name it. | couldn’t put it down.”

—ROGER FRIEDMAN, SHOWBIZ4n

“Clive Davis is a force of nature. His musical enthusiasms are legendary and those ‘golden ears. Now comes his
autobiography, The Soundtrack of My Life, filled with the often juicy behind-the-scenes stories of some of the best known

artists of our time.” —CYNTHIA McFADDEN, NIGHTLINE

“Does Clive Davis have the best ears in music? It's easy to suggest that Clive is one of the true music geniuses of our lifetime. And he
has one of the more fascinating stories of almost anybody you can talk to about anything.” —DON IMUS

“The Soundtrack of My Life is one of the best books |'ve ever read about the music business.” ~-MARK MAYFIELD, KSLX RADIO

% SIMON &
SCHUSTER

ﬁ A CBS COMPANY

ALSO AVAILABLE IN EBOOK AND AUDIOBOOK EDITIONS. |
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Water continued from p. 4

Wat-AAH! water

(a former senior executive at Columbia and So So
Def). March also sees the Southern California debut
of Pop Water, a new flavored, low-calone water backed
by Lady Gaga manager Troy Carter, with plans for a
broader rollout later this year.

And this summer, music veteran/entrepreneur
Kevin Liles will introduce Golnside, a bottled tea
product to be distributed exclusively in more than
8,000 Walgreens stores. The product 1s geared to-
ward “empowering icons to leverage their cultural
relevance and brand equity within the beverage in-
dustry and packaged goods,” according to a company
representative, which Liles suggests may material-
1ze itselt in personalities like one ot his 15 manage-
ment clhients (Nelly, Big Sean, Trey Songz and Estelle
among them).

Music's emergence at the center of this healthy-
beverage craze had its highest-profile advocate
with rapper so Cent, who made upwards of $100
million for his minornity stake in vitaminwater when
it was sold to Coca-Cola in 2007, Then in spring 2011,
Beyonce made headlines when she joined first lady
Michelle Obama’s Let's Move campaign and filmed
an athletic music video tor a reworked version of her
2006 hit “Get Me Bodied, " retitled “Move Your Body.”
The viral clip was sponsored in part by Wat-AAH!, a
premium bottled water marketed to kids founded 1n
2008 that aligned with Let's Move to encourage more
water consumption among schoolchildren. And in
many ways, having Beyonce become the face of the
movement was a major breakthrough tfor Wat-AAH!
founder/CEO Rose Cameron.

The partnership between Let's Move and Beyoncé
was renewed through 2012, but came to a rather abrupt

standstill when the singer announced in December that
she was realigning with Pepsi as part of a creative fund
and media campaign valued at $50 mullion that would
make her the global face of the soda. Though Beyonce
got a much-buzzed-about Super Bowl halttime pertor-
mance out of the partnership and a torthcoming global
commercial, a significant amount of media backlash
quickly tollowed—particularly a widely read New York
Times column headlined “Why Do Stars Think It's O.K.
to Sell Soda?”

And with soft drink sales facing year-over-year de-
clines since 2005, there's more opportunity for healthier
alternatives to steal market share. Bottled water sales
orew 4%-5% last year to U.S. revenue of $14 billion,
while bottled teas grew 4%-5% to $6.3 hillion—mere
fractions of the $76 bhillion that carbonated sodas
banked in 2012, according to Beverage Digest, but still
room for growth.©
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misidentified.

His manager
Is Rachael
Howard-
rurstin

IHis tour
Manager is
Chris Fahey
of the Model
Warker
aroup.) In
acchition,
the Dweezil
Zappa song
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misnamed
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Radio, Labels
Grow Closer

First Clear Channel, now CBS
1s taking advantage of its scale
and working on closer artist
partnerships with labels

By Mike Stern

early two decades atter the deregula-
tion of U.S. radio ownership touched
off a trenzy of consolidation, the larg-
est radio companies are picking up the
pace I maximizing the benefits of
their national audience reach by creating more exclusive artist programming thanks to in-
creasingly closer relationships with labels.

Clear Channel led the way with its “Artist Immersion” programs 18 months ago, and now
Billboard has learned that CBS Radio, the No. 2 radio group In terms of total audience, 1s roll-
ing out several new programs under the name "Amplify” designed to align its stations more
closely with the music industry.

The three biggest elements are “Impact,” which focuses on song or album releases from
big-name artists; “Launch,” which creates multiplatform exposure for new acts; and “Artist
Hook Up,” an exclusive promotion or event for CBS listeners.

The traditional radio groups see these exclusive partnerships as a way to showcase their
scale and strength particularly as advertising plattorms when placed alongside Web radio
services like Pandora, which have added tens of millions of listeners in recent years but still
lag in terms of advertising.

CBS Radio president Dan Mason teels this will illustrate a key difference tor radio from
pure-play online music services. "It's competitive when it comes to products that play music
out there, but we don't believe those type of services can sell product,” which he believes will
be one result of these programs.

The first examples of the "Impact” and “Artist Hook Up” programs are the release of Justin
Timberlake's album The 20/20 Experience (RCA Records) on March 19, and Blake Shelton’s new
release, Based on a True Story (Warner Music), which arrives March 26.

The Timberlake campalgn begins March 16 and, in addition to on-air content about the
album, will give listeners the chance to win a trip to meet him and see a performance at an
exotic location. Shelton’s promotion will include highlights from songs on the album, com-

Justin
Timberlake

ments from the artist and trips to the Academy of Country Music Awards in Las Vegas, where
a grand-prize winner will hang with the artist backstage and on the red carpet. According to
Martin, it's an opportunity to generate better listener experiences than individual stations
could while also creating an easy solution for labels. " This way artists and managers are open
to doing more. Justin Timberlake 1s not going to go market to market to do a promotion ftor
cach station. Now we can do one big one and knock it out of the park.”

Martin says each program will be tatlored to the artist and
stations will be able to choose whether to participate. Those that
do will receive content they can customize to fit the station’s
brand as part of CBS’ focus on local programming. Decisions
about which songs to include in the "Launch” program for new
artists will be made by the company’s PDs, who Martin says talk
to each other about music. "These songs will be ones we all are
excited about.”

Republic Records artist Avicui will be the subject of the hrst
“Launch” campaign scheduled for April 1-5. It will include song
clips and sound bites of the artist discussing the inspiration for his
music, There will also be a major digital component on CBS web-
sites, Radio.com and mobile apps.

Republic sentor VP of radio and video promotion David Nathan
says companies like CBS and Clear Channel partnering with labels
1s causing him to reconsider how to include radio in his promotion-
al plans. “"We are really trying to partner with radio,” he says, “and
we never really thought that way before.” @

Smaller broadcasters. \Wilh
CBS and Clear Channel using
the strength of thair national
reach and major-market
sltations to create large-scale
promotions andc F"1i:'|if|"'.E’TII'IQ
apportunities for artists,
smaller broadcasters like
Emmis and Greater Media
will have to work even harder
10 keep pace

Independent artists.

Where it used to be almost
impossible for artists to get
o racio without a major label
behind them, online programs
on broadcasters digital
plattorms and new programs
ke CBS' "Launch” that focus
Oon New music can create
avenues to arplay where the
anly requirement s getting
enough buzz togeta PD's
dattention

Advertisers. CHS will

look to start monetizing

I1s new programs through
sponsarsnips just like Clear
Channel has. Combine the
national reach anag large
audiences the programs can
deliver with the opportunity to
be associated with top-level
or trendy new acts, and many
acvertisers arg ikely to jump
at the chance to take part
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28.4 million viewers
Second-biggest audience since 1993.
Elegant Pre-Telecast Ceremony for the first time
at Nokia Theatre L.A. Live
&

“GRAMMY"* Effect” post-show sales increases
* Mumford & Sons (+2429%)

*« 2013 GRAMMY Nominees (+136%) jumps 11-2,
the highest chart position ever for the series
* the Black Keys (+135%)

* Alabama Shakes (+130%)

* Maroon 5 (+119%)

* Fun. (+118%)

* Bruno Mars (+1129%)

* Taylor Swift (+106%)

* the Lumineers (+70%)

Overall album sales up 17% compared to previous week
®

GRAMMY Sunday social media growth

Social media conversation grew by 47%,
generating 24.8 million social comments
(according to research compiled by Bluefin,
PeopleBrowsr and Mass Relevance)
®
4 million unique visitors to GRAMMY.com
during GRAMMY Weekend. 23% increase in mobile visits.
More than 750,000 unique views of interactive,
three-day GRAMMY Live stream
&

Record $6.6 million in gross revenue
generated from MusiCares Person of the Year gala
honoring Bruce Springsteen to help music people in need
&

Another rewarding slate of
GRAMMY Week events and activities
including the announcement of the new Music Educator Award
in conjunction with the GRAMMY Foundation”.
Nearly 11,000 submissions were received

in the first 48 hours after the announcement
5

Our sincere gratitude to all
who help make the GRANIMY Awards
\Vusic’s B\ggegt N[th ' THE RECORDING ACADEMY®
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Video’s Ubiquity

Video proliferates on every platform,

and as quality rises, advertising follows
close behind

By Alex Pham

1l

GO LIVE.

® VOD Time Per Play
® | ive Video Time Per Play

Desktop p=omin

41.2min ®

Mobile

Tablet

% of All Hours Watched by Length

The lines are blurring between traditional TV content and
online video as viewers seeking entertainment turn to what-
ever screen is at hand, whether it's a tablet or a smartphone.

Tablets last year had a 110% surge 1n video viewership,
while smartphones experienced an 87% increase, accord-
ing to Qoyala, a Silicon Valley technology company that
helps deliver online videos to more than 200 million unique
viewers per month on behalf of ESPN, Miramax and other
media companies. This trend will only grow, says Qoyala
founder Bismarck Lepe, who projects that during the next
five years, the number of people accessing videos on their
smartphones will expand tenfold.

What's driving this growth? In a word: quality. "“In the
first wave of online video, people were interested 1n access,

GO LONG.

4 2

GO MOBILE.

Mobile, Tablet Video:
Median Share of All Hours Viewed (2012)

Mobile:
2.16%

JANUARY

Tablet:
1.99%

o

LiJ

(o 0

s

Lil

vy Mohile:

- 4.54%
Tahlet:

Tablet+

Mobile 3.71%

8.3%

4

twice as much video on their phones.
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2012 Market Share

£ Android + @§ ibs = 87%

Share of Mobile Video Time Played

Although Android outsold the iPhone

GO MULTI-0S.

OCTOBER

Others
13%

NOVEMBER

10S

DECEMBER

lobally, IFhone owners consumed
make a purchase.

GO BIG.

Viewer Engagement by Device,

GO BRANDED.

Average Conversion Rate (Plays/Displays}

Uct. 17/-0Oct, 31

29.00%

Nov. 1-Noy. 15

29.53%
Nov. 15=Nov, 30

Dac. 1-Dec. 16

Dec 17-Dac. 31

26.92%

Viewers who watch a product video
online are 64%-85% more likely to

turning to torrent sites if they couldn'’t find the content else-
where,” Lepe says. " The second wave was about ease of use,
with 1Tunes and other legitimate services making it easy tor
people to get content. Now we re in the third wave, where
people are turning to high-quality content.” That includes
premium content like Hollywood movies and such live
events as professional sports, concerts and award ceremo-
nies—all of which led viewers to spend more time on average
with online videos last vear.

With eyeballs comes advertising. Video ads were the fast-
est-growing category of online advertising, with U.S. ad spend
Increasing 46% to $2.9 billion last year, according to eMar-
keter estimates. Following 1s a summary of the trends from
QOovala’s 2012 Global Video Index. ©

1. Golive. Live videos were
watched 18 times longer on
desktop computers and five
times longer on tablets than
recorded videos in the fourth

. Completion Rate (%) quarter, Think awards shows,
CCOCRUEIRIRUIN  Less than 10 Min live concerts and sports
Desktop games
Desktop - =
57 0% 43.0% 89 522% 474% 4A11% 2.Golong. Long-form
% = videos {lasting longer than
() 5 100% 10 minutes) accounted for
. Mobil 57% of viewing time on PCs,
Mobile ODiie 63% on tablets and 82%
= 2 on connected TVs (CTV)
(% %, [t onil e g A . ar gaming consoles (GC)
i e EE*E“ E'l.ﬁﬂ 45"3% Eﬂ.ﬂﬂ in the fourth quarter. Why?
0 100% = o ' Premium content—movies,
TV shows and concerts—is
Tablet™ Tablet driving this trend
1% 62.0% 53.2% 38.1% 3. Go big. The bigaer the
0 100% =y 2 = screen, the longer the
5 - engagement. About 44 6% ol
CTV/GC online videos on connected
CTVvV/GC TWs (CTV) were played all
18.3% - = | the way through, compared
ey i e, N o with 41.1% of videos on PCs,
0 50 100% 63.3% 573% | 52.8% 44.6% 38.1% on tablets and 32.9%
= = ' on smartphones, That said,
; | | video consumption on smaller
32% 'Elf thE tDtEl time EF:FEHT. Wﬂtﬂhfﬂg | ! | | SCreens s growing rapidly
tablet video = More than one hour long - 50% 75% %

4. Go mobile. Video viewing
on mobile devices, including

tablets, doubled its share from
slightly more than 4% of all
hours watched online on Jan
1, 2012, to more than B% by
the end of the year

Uct. 1-0ct. 16

26.03%

5. Go multiple operating
systems. Android, which
began 2012 with less than

2% of mobile viewing time,
ended up capturing 19% for
the full year, while 105 devices
accounted for GR% of mobile
viewing time. Android is
expected to continue to gain
an i0S for mobile video this
vedr, and Lepe projects that
the two operating systems will
end up neck and neck by the
endof 2013,

6. Go branded. One doesn’t
have to be Orson Welles to
make compelling videos.
Froduct clips are also engaging
viewers. This is especially true
curing the year-end holidays,
when shoppers are seeking
product information. The

percentage of people who

click on a brand or product
video when presented with one
surged from 29% on Oct. 1 to
a5% on Dec. 16.

Sources: Oovala, eMarkerer
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Who Invited Debt?

He's rude, he's obnoxious, and he just refuses to leave.

First Entertainment will help you tell him it's fime to go!

It starts with a First Entertainment Debt Consolidation Loan. Consolidate
other loans and high interest credit card debt into one simple low-rate loan.
And right now, we're offering our lowest rate ever, starting at just

6.9% APR" for amounts up to $25,000. Call or apply online L SN
and say goodbye to that uninvited guest!

Apply today at:
tirstent.org/nomoredebt N\

FIRSTENTERTAINMENT
CREDITUNION

An Alternative Way to Banki,

- e

*APR = Annubl Percentope Bole. 6.90% APR i the prefermed role for loon amounts of 5500 o §25,000 for up to 36 months, of this rote ond ferm, your monihly payment would be 530 .83 for ench 51,000 bormrowsd

24 37 tor ench 51,000 borawed. B.90% APR & |he praferred rale

il y poymient w Guld e 524
S0 2 lor eoch 51,000 bormowed. MNal all meambers may guality for ihi pratorred rokes: olhar

'lti. ’
o/

0% APR 5 (ha preterred rale tor loon amounks of 35,000 ko 325 000 for up lo 48 moning, al this role ond ferm, you

b loan arrounts of S10.000 o 575 000 for vp o 60 months, of s ok ond lerm, your monthly poyment would ba

rafes and lerms may opply. All loans subiect o cradit approval. Loan offer valid January 1, 20013 through March 31, 2013, Loan protesds may nat be used 1o mlinance existing First Enlerioinment Credil Union lodns
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Roland Swenson

Co-Founder/Managing Director,
South by Southwest

Nine days before the start of the 27th annual South
by Southwest (SXSW) conference in Austin, with 1ts
Interactive, Film and Music components running
March 8-17, Roland Swenson 1s spending much of his
time on email and 1Chat making sure everything 1s

headed toward the finish line.

E;ED | drop off my daughter at school.

After 45 minutes of answering emails, | speak with

EAVYE o attorneys about various lawsuits filed against us
AM )

and ones we have filed. We're also working on oul

trademark application for a Las Vegas event, V2V, T we do il
by a certain date, we can trademark it in 20 countries for a lot

IBSS Monegy

heen working 18-hour days

M

that Green Day was playing

o

encouraged him to attenc

signed up, press credentia

; and Film are both up

6.00

o
z

and others

with dinner at home

E:ﬂ
-
=]

t the othice. —Phil Gallo

kL
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Today is the deadline for a bunch of our publications.
| met with the art staff to go over program guides, our
maagazine and various handouts. A lot of them have

| approve comps for the staff and business, |1 s
10.0 gverything from people in hotels to sales deals. | then
surfed our website and was pleased we had announced

| reviewed a slide show we're going to doin tribute

to [SXSW creative director] Brett Grulke, who died in
August. It will be a short memaorial with a three-minute
filrn on (March 14] at the Convention Centes

[Red Light Management founder] Coran Capshaw
called asking what days he should be here. |

the Interactive event
hecause he had not been to it before

Every day | review all our numbers—how many have

g bank statements and so

on. Right now, it looks like Music is flat and Interactive

| attended a meeting for the safety team where they
were developing the protocol for [emergencies],

We had a meeting about the ticket-drawing
system, the lottery that we
springsteen. [t's a slightly diffterent system through

SXsocial that we'll use for the Green Day and Nick Cave shows

used last yvear with [Brucel

My wife and | celebrated our daughter’'s 15th birthday

Brought leftover birthday cake to the art department

Roland
Swenson
photographed
in hisoffice in
Austin.
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ANYONE WHO RELIEES

N

The fight against cancer isn’t up2 somebody else.
T's up2 me. It's up2 you. It's up2 every single one of us.

Every fime you give, you have the power to accelerate collaborafive
cancer research 1o save lives now. We can’'t waste another minute.,

We can’t lose another life. This is where the end of cancer begins.

DONATE NOW. Call 888-90-STAND or visit STANDUP2CANCER.ORG.
100% OF YOUR DONATION GOES TO COLLABORATIVE CANCER RESEARCH.
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The Deal

Bertelsmann Takes

Back The Music

WHAT: After two years of speculation that Kohlberg Kravis &
Roberts wanted out of its investment in BMG, it appears that it
was Bertelsmann's idea to buy out the private equity firm, as the
Germany-based media glant wanted full control of the music
company. According to sources, Bertelsmann is paying KKR $390
million for its §1% stake in BMG in a deal that values BMG at $1.4
billion. The amount paid to KKR translates into only about a 289%
stake, but apparently Bertelsmann i1s taking on all of the company s
debt. Billboard estimates that BMG has about $650 million in debt,
It one extrapolates a §1% stake to be $730 million and subtracts the
cash paid to KKR. Currently, BMG generates almost $400 million
in annual revenue.

WHY : KKR makes a cool $130 million for its four years’ participa-
tion 1n BMG, if one considers that it put up $260 million and took
out $390 million. Supposedly, KKR was looking for an even bigger
pay day, but atter losing out on first Warner Music Group and then
EMI, it apparently decided it didn't want to stick around to see if
Sony Music Entertainment would ever come up tor sale. As for Ber-
telsmann, 1t now has 100% control of BMG, which marks 1ts full-
time return to the music business. When Bertelsmann and Sony
merged In 2004, the company took turns managing the assets first
with Andy Lack in charge and then Rolt Schmidt-Holtz. But eventu-
ally Bertelsmann grew disenchanted with the music biz and sold its
share to Sony 1n 2008.

WHO: While BMG has implemented its roll-up of publishing and
master rights catalogs, it has spawned a lot of millionaires along the
way. It started out small enough, buying S1 Songs tfor $16.5 million,
according to sources. But then it was off to the races, paying $300
million tor Bug Music, $75 million for Cherry Lane, $80 million for
Evergreen Copyrights and $168 million for Chrysalis. It also bought
the Rosetta catalog, which largely consists ot Virgin Music Publish-
ing, for $90 million. And 1t acquired the Sanctuary catalog for $60
million and the Mute catalog for $10 million. That adds up to nearly
$800 million in acquisitions, but doesn't include the acquisitions of
Stage Three, Francis Dreyfus Music and the Adage IV catalog, since
the terms of those deals haven’t been disclosed.

| F: BMG is positioning itself as a deep-pocketed, new-model music
company, to be seen as an alternative to the majors. So far, it doesn't
like to take on the risky developing-artist business, and instead 1s
focusing on the less costly new-songwriter business. While 1t has
acquired master recording catalogs, it likes to work with established
artists where the income stream can be predictable, like publishing
income. While it has its own infrastructure, BMG CEO Hartwig Ma-
such says he'll let artists choose how their albums come to market. If
they preter gomg through someone else, like one of the majors or an
independent label, that's OK with him. —Ed Christman

mMomen|
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Hartwig Masuch. The BMG
CEQ has bheen rewarded with
a new hive-year contract,
according to press reports
MNow he has the securnity to
figure out BMG's next move,
in the absence of any other
big assets up for sale at the

BMG is positioning

Iitself as a deep-

pocketed, new-model music company, to

be seen as an alternative to the majors.

CONCORD

Concord Records. While
BMG has made its interest
«nown 1o Concord. the

company had been precluded,

along with other strategic
suttors, from the bidding
while management tried Lo
nandpick a private-equity
owner. Sources say strategic
buyers have now been invited

Artists, songwriters,
publishers. VWith
Bertelsmann chairrman/

CEOQ Thomas Rabe saying

he expects BMG to grow to
S640 million in revenue in
another four or five years, look
for the company to continue
acquiring smaller publishers
dnd signing more SONgWriters
and artists ke Bryan Ferry.

ILLUSTRATION BY BRIAN STAUFFER
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Enterprise value
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deal terms
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EXECUTIVE TURNTABLE GOOD

PUBLISHING

Kobalt Music Group’s recently launched Label Services divi-
sion has made two senior-level hires in its New York office. Karen
Lieberman has been tapped as VP of digital strategy and marketing
tor Kobalt Label Services and publishing, and Shari Segal has been
appointed senior VP of sales for North America at KLS. “These hires

In Memoriam

Stanley Snadowsky

19042-2014

Stanley Snadowsky, co-tounder of the Bottom Line in
New York's Greenwich Village, died of diabetic com-
plications on Feb. 25 in Las Vegas. He was 70.

Opening in 1974, the goo-capacity Bottom Line
hosted such legendary acts as Bruce Springsteen, Billy
Joel, Miles Dawvis, Prince and the Police before shutter-
Ing in 2004. Snadowsky ran the club alongside long-
time friend and business partner Allan Pepper, who
remembers Snadowsky, an attorney, as a brilhiant busi-
nessman and phenomenal negotiator.

“Part of his strength was that he came to any situa-
tion that he negotiated feeling that a deal didn't work
unless it worked for both sides,” Pepper recalls. “He
felt the best deals were the ones that both people
walked away feeling they got something.”

Although Snadowsky spent much of the past year n
the hospital, he and Pepper would often discuss plans
to reopen the Bottom Line in New York. “"We found
the location, and now it’s just a matter of putting the
finances together, Pepper says. "I plan very much
to reopen 1it, because that would be my tribute to his
memory and to our legacy.”

The pair also promoted artists for numerous New
York jazz clubs and later participated in the creation of
a Bottom Line in Nagovya, Japan.

Snadowsky died surrounded by his tanuly and listen-

Stanley
Snadowsky

llaft) and
BUSINGSS
partner
Allan

Pepper n
fraont of the

Bottom Line
in 1975

Sony Music, and Segal was VP of held sales at RED
Distribution. Additionally, Kobalt Music in New York
names Jim Arnay senior VP of business affairs and
LS. general counsel. Most recently, he was VP/general
counsel at Ultra Music.

Primary Wave Music founding partner Justin
Shukat has been given the additional title of president
of Primary Wave Music Publishing. He will remain
GM of Primary Wave Music.

RECORD COMPANIES

Warner Music Nashville promotes Peter Strickland
to executive VB/GM. He was senior VP of brand man-
apement and sales.

Island Def Jam Music Group promotes Nicole
Wyskoarke to senior VP of business and legal affairs.
She was VP.

EMI Music Australia appoints John O’'Donnell
managing director. He recently ran his own consulting
business and co-manages Australian band Cold Chisel.

DISTRIBUTION

Caroline taps Mike Harris as executive VP/GM. He
was CFO at Blue Note.
—Mitchell Peters, exec@billboard.com

ing to his tavorite album, Bat Out of Hell by Meat Loat,

Pepper says. During a memonal service on Feb. 27, a

cantor sang songs from his favorite musical “The Fanta-

BT

. % . 5
sticks.” "He must ve seen it dozens and dozens of tmes

from every seat in the theater,” Pepper says. " Music was
a real part of his life.”

Snadowsky 1s survived by his wife of nearly 45 vears,
Michelle; his daughters, Leshe and Dana; and his older
brother, Alvin. —Mitchell Peters
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Replacements Guitarist

Last December, Peter Jesperson, the music executive
who signed and managed the Replacements, paid a
visit to the band's former guitarist Slim Dunlap, who's
been partially paralyzed following a nght-side brain
stroke in February 2012.

Jesperson was there to play Dunlap a handful of
early tracks from the Songs for Slim project, tor which
acts like the reunited Replacements, Steve Earle and
Lucinda Williams recorded covers of Dunlap’s music
to help pay for the guitarist’s ongoing medical bills.

“The look in his eye when [ was playing him the
songs and him hearing all these people singing these
songs he'd written that didn't sell great numbers on
his own records . . . he was very moved,” recalls Jes-
person, who's spearheading Songs for Slim and serves
as VP of production and catalog at New West Records.

New YWesl
Records
Peter
Jesperson

|15 OVer E-I'-."t"lr'll;':
the Songs
for Shm
project

In January, 250 signed copies of a five-song, 10-inch
vinyl covers EP recorded by Replacements members
Paul Westerberg, Tommy Stinson and Chris Mars—
touted as the hirst new Replacements release since
1990's All Shook Down—raised more than $106,000
through eBay. The EP was released digitally March s,
and a deluxe 12-inch i1s due April 16.

“We haven't done the ‘comeback record’ thing yet,
so | knew there would be a heightened amount of
curiosity, at the very least,” bassist Stinson says. “It's
just great to have had such a good time doing some-
thing that ultimately will greatly help a family triend
through some tough times.”

On the 15th of each month, Songs tor Slim will hold
eBay auctions of imited-edition splhit 7-inches from
numerous other artists, including Jakob Dylan, Joe
Henry, Frank Black and the Jayhawks. All proceeds
will be given to Dunlap.

“Nobody knows if he's going to get a little better or
a lot better, Jesperson says, "but I believe miracles
can happen in some of these situations.”

—Mitchell Peters
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Keeping Pandora’s
Box Open

The Web radio company's plan

to limit mobile listening has
irked investors—possibly
more than users—but the
plan may be a good thing in
the long term

he financial realities of Internet radio showed up recently
when Pandora announced 1t would cap at 40 hours per
month the amount of time listeners could stream music
on mobile devices. Web radio has gone mobile, but mo-
bile isn't where the ad money is.

To manage its costs, Pandora will let people listen for free on com-
puters, pay 99 cents for extended listening once the 4o0-hour cap 1s
reached (through in-app purchases) or subscribe to Pandora One, the

In a moye
that could
further
legitimatize
the second-
ary Licketing
markat,
StubHub
has entered
a deal with
AEG tor
naming
rights to the
Home Depot
Centerin
Carson, Calif
Effective

in June, the
27, 000-ca-
pacity venue
will be called
the StubHub

Center

RAY WADDELL

The Festival
Gamble

More new U.S.
fests will launch in
2013 than any year

in history. Some
will fail

quick search of my inbox shows some 15
music festivals that weren't previously
on my radar, reflecting their elevated
status in the United States. Of course,
we wish them all the best, but some
will not make 1t.

History backs up the notion that a few are likely to
disappear. A similar festival gold rush came in the
first decade of this millennium, once sector leaders
like Coachella, Bonnaroo, Lollapalooza and Austin
City Limuts (ACL) started to gross millions of dollars.
Several festivals launched at that time, some by estab-
lished producers, are no longer in existence or never
even got off the ground.

A reality check is in order. There's no doubt that Amer-
icans have embraced the festival experience at a leve| ap-
proaching that of music fans in Europe, where fests have
been the backbone of summer concerts for decades.

The costs and inherent risks of staging a festival

o BILLBOARD | MARCH 16, 2013

Pandora by the Numbers

Total Revenue -
Royalties Paid

Maohile Revenue

120M

company s ad-free product that costs
$3.99 per month or $36 per year. It esti-
mates 4% of users will be affected.
Founder Tim Westergren calls
the cap “a very unusual thing to do”
but explains that Pandora’s per-track
royalty rates rose 9% In 2013 and are
scheduled to nse an additional 16%
during the next two vears. Pandora
has placed a cap on listening betore:

A monthly 4o-hour cap on desktop

listening was implemented from July
2009 to September 2011 when Pando-
ra was privately held. CEO Joe Ken-
nedy called the first cap “a smart lever
to impact royalty costs.”

The tactic has rankled mvestors. Pan-
dora shares dropped 4.2% to $12.20 on
nearly twice the daily volume the day
after news of the latest cap was released.
Shares fell another 3.3% to $11.81 during
the next three trading days.

One might have thought a cap on un-
limited mobile listening would cause
Pandora's share price to rise. After all,
the biggest knock against the company
1s its mability to generate advertising
revenue to match its growing listener

or simply rerouting them to the desk-
top where they bring in more revenue,
seems like a good cost-management
tactic. But the immediate 4.2% drop in
share price shows mvestors think the
mobile-listening cap will be a net nega-
tive rather than a net positive,

Investors are likely overestimating
how much the mobile-listening caps
will affect the company. The mobile
cap only fails if Pandora has misjudged
its impact on the user expenence. That
would be somewhat surprising. From
design and user experience points of
view, Pandora’s website, mobile apps
and even its Roku app are arguably the
best Web radio products on the market.
The user experience extends to the hun-
dreds of town-hall meetings Westergren
has held through the years. It's created a
sticky product that people care about.

The big question: How will the 4% of
listeners most likely affected by the cap
react? Pandora has more competition
now than it did when 1t implemented
its first cap, but it has also built more
brand equity through the years. Listen-
ers who reach their 4o-hour hmit may

Fiscal Fiscal
Q2 203 Q3 2013

are tremendous, with myriad variables that can
negatively aftect attendance. The conventional wis-
dom has always been that it can take three years for
a festival to turn a profit, but realistically, with the
high costs of talent and production, some will lose so
much money in their first year that they'll never see a
second. The risks are so huge, and the profit margins
so small, that even established festivals are only one
storm front away from losing millions.

One of the things that makes festivals great is the
immersive experience and, as camping ftestivals from
Bonnaroo to Camp Bisco have proved, many fans like
a degree of roughing it. But Coachella, Lolla and ACL
have shown that camping isn't necessary for immer-
sivity. Even without the significant costs of camping,
simply staging a credible event can cost millions.

Whether 1t takes place in the middle of a field
without any infrastructure orin an area with utilities
already in place, generally speaking, an event with
reasonable production values and a lineup that can
draw 15,000-25,000 per day would cost a minimum
of $4 million in production and talent. Variables like
weather (a rain storm can easily run up costs by six
fisures, not counting lost ticket sales), unplanned
production expenses, fuel costs, PR, advertising and
ticketing can blow up a budget quickly.

Ticket revenue, concessions and sponsorships are
the three legs of the festival revenue stool, and two of
those are heavily aftected by competition. (Once fans
are on-site, concessions do what they do.) Even with
robust sponsorship sales and well-executed conces-
sions, it's pretty much impossible to stage a midsize
festival with a ticket price of $100 or less and come out
financially successtul. Bang-for-buck value of fests
notwithstanding, $100 1s well-known as the price
point where a significant number of consumers balk.

Although festival popularity 1s largely driven by
music discovery, there must be appealing acts to sell

The crowd
atthe 2012
Fitchtork
Music
Festival in
Chicagos
Urion Park
onJuly 14,

hours. Capping mobile listening hours, find breaking up will be hard to do. ©

tickets. But talent alone doesn’t ensure success.

Even experienced festival producers are being
prudent in launching new events. "While we cer-
tainly have new festival concepts in the planning
stages, our primary focus this year 1s on strengthen-
ing our existing events rather than on creating more,”
says Ashley Capps, president of AC Entertainment,
co-producer ot Bonnaroo, which has successtully
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ED CHRISTMAN

Radio Payday

Could the Big Machine,

Glassnote deals with Clear
Channel set a market rate for
radio royalties?

0, Big Machine lands the record label holy grail, getting paid
by Clear Channel for playing their master recordings, and
then also cuts deals with Entercom Communications and
Beasley Broadcast Group. Soon after, Glassnote does the
same dance with the same partners. Then, a few other la-
bels—including Naxos, Robbins Entertainment, RPM Entertainment
and DashGo—start the same dance with Clear Channel.

What's going on? Why are large radio networks signing a handful of
deals with indie labels? What will they gain?

The label win 1s clear to see. Big Machime and Glassnote artists like
Taylor Swift and Mumford & Sons get paid when their songs are
played on terrestral radio, something that the industry has unsuccess-
fully long sought in the United States, even though it 1s common prac-
tice throughout the rest of the world.

But here’s the rub: U.S. labels see artist performance rovalties from
terrestrial radio as a potentially lucrative new income stream, but radio

launched Moog Fest in Asheville, N.C., and Big Ears
in Knoxville, Tenn. “When we come out of the gate
with a new festival, the primary consideration 1s that
it be well thought-out and well-executed.” @

TAKEAWAY: There's room for more festivals in North
America. Those that'll win will give fans something
unique, do the research and choose the market carefully.

sees 1t as a way to offset the performance royalty payments that they
must make for digital broadcasts, according to sources.

Currently, National Assn. of Broadcasters webcasters pay 0.21 cents
per play per listener, as decreed by the U.S. Copynght Rovalty Board
(CRB). But since radio can’t control how many listeners will tune in
through the Intemet, the formula creates uncertainty about the costs in-
volved. Clear Channel CEO Bob Pittman feels that, in order to build a
digital radio business, he needs to build a "predictable” business model.

Consequently, the deals Clear Channel has structured, which it says
came from Big Machine, and have since been adapted by others, call
tor labels to receive an artist performance royalty cut of 126 of advertis-
Ing revenue, on a pro rata basis, for traditional radio. In turn, the labels
agree to accept 2% from webcasting ad revenue. However, the parties
involved refuse to discuss the specifics of their deals.

While it’s a clear win-win for both sides, some music industry execu-
tives tear the radio networks have a hidden agenda: setting up direct
deals in order to establish market rates that the CRB will accept as the
industry standard when it convenes in 2014 to set digital broadcasting
rates for 2015-19.

In 2010, when satellite broadcaster SinusXM tred to negotiate di-
rect deals with labels, it signed on g5 indie labels, calling for §%-7% ot
ad revenue to be paid to those labels, But the CRB called those 95 deals
a “sliver” and ignored them, instead setting the rate at 9%.

As a result of that ruling, some argue that these Clear Channel deals
being accepted as market rate is unlikely, considering Clear Channel
only has a few labels so far. But sources say the radio giant still has 1ts
checkbook out, looking to pay advances and sign on more labels—so far,
though, none of the majors has bitten

But others worry that the CRE might not see 1t as a few direct deals
with a handful of indie labels, instead tocusing on the fact that the big-
gest radio network has cut direct digital deals to pay performance royal-
ties to two of the biggest recording acts in the world, Swift and Mum-
ford & Sons. If it's viewed that way, the CRB might very well decide
these deals have set the market rate, which could cost revenue down

the line.

While Glassnote executives were un-
available tor comment, Big Machine and
Clear Channel dismiss such concerns.

In a statement, Clear Channel says its
deals with labels are mutually beneficial:

“We have said from the beginning that we
believe that market-based deals are the
way to go, and we are talking with every
label to make this possible.”

As for concerns that these direct deals
could set market rate standards that de-
liver less revenue than the current webcasting tormula, Big Machine
CEO Scott Borchetta points out that, unlike his label, the majonty
of the industry 1s still not getting any artist performance royalties from
radio. “One hundred percent of nothing is still nothing,” he says. “We
now have a seat at the table and we are getting the groundwork done.
This 15 a forward move that makes sense and gets our artists paid. Oth-
ers are talking that the rates should be this and that, but we are walking.
If you don't like it, that's fine and good, but we are charging forward.” @

THE BIG NUMBER
I

The amount NAB webcasters
pay per play per listener.

TAKEAWAY: Smart deals could have short-term rewards, but it’s the
long term the music business needs to worry about.
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Tam Carroll

Q U E S T I 0 N S photographed

Answered '

MNew York.

Tom Carroll
CEOQO,
TBWA Worldwide

What did you wake up thinking about this morning? I'm al-
ways thinking about those three biggest things that | have to weigh in
on n some way. Someone might be in China, someone might be in
L.A., someone might be in New York—it's always one of those three
big issues that requires my attention. I'm one of those people who
truly believes in the clarity of a shower. It's a weird thing for me. If
something s in the back of my mind, sometimes it becomes clear to
me what the answer 1s, [then] | walk out of the shower and get some-
one on the phone as soon as possible and articulate my point of view.
Not that it's necessary, but there’s something about that time of day
where vou see things really clearly.

Age: L7

Favorite breakfast: Corn
Chex and raisin toast. It's like
After the Gold Rush—| keep
coming back toit.”

Memorable moment: | just
gol back from salan in South
Africa with my 11-year-oilc
son and 9-year-old daughter,
| don 't know how to beat

that. Rhinos, hippos, lons,
eopards, elephants, girattes,
mpalas, water buffalo
pverything except a cheetah.

Describe a lesson you learned from a failure. Over the last few
years the whole business environment has changed, because with the
financial cnisis, growth has been very hard to come by tor our clients.
And if there's no growth, then you squeeze costs, and that means you
squeeze your suppliers’ costs, and we're a supplier. Plus, our clients
are under far more pressure than they 've ever been before. The whole
business has a different character than it had six or seven years ago.
And that includes agency-of-record models—people are being torced
to do something through a less fixed relationship. And then there’s the
whole 1ssue of advertising at the speed of culture, because the culture
goes so fast, then you have to advertise that fast. Where you used to
have three months to produce an ad, sometimes you have to produce
it in five days. What you used to produce for $2 million now might be
$100,000. It's a back-and-forth kind of conversation.

Advice for young industry
executives: | don't care
whatl indusiry you re in, you
have to come in and create
something new avery day
You have to constantly be on
There's nothing worse than
maimiaining, or h-I.}IJ'"’I_'I that
someone else or the situation
will take care of you. You
have to constantly show
what yvou are creating every
day adds value,

First job: "Right here, across
the street from our office.
buying outdoor boards foi
Glenmore Distilleries and
Kentucky Tavern.”

What will define your career in the coming year? By further
bridging the gaps between creative and media. You can't not have it.
You need to get closer together. The whole culture’s changed, as have
the ways media and brands behave. Because of the way that media’s

. _ ; _ : _ ‘ 1. ITma poster came aind now
evolving and social media, the creative department 1s still a creative  Beatlesfreak.  through, | two of my
department, but media has to be creative and has to match up sooner ' remembes thought it colleagues. |

| e n : | 1 dist; b Rt thedaymydad was super lave workino

: i " x w say re : - - : T
than in the past. If you're relevant and distinct, you win. Music can o oniwtest ool iy
sometimes deliver both of those things. Look at [TBWA/Chiat/Day  the Beatles

n i N e & a s S 1 - -3 o “1 2,
client| Apple’s iTunes work. When iTunes first came out, you took  Nomein 1863, 2."Thatsles  3.7LeeClow
hands 1] : ki A d the . | ks | haven't bean Clow and Jay was working

. " 5 e 2N Fas iy g W 0 % i 5 )

ands that weren t even on the mrt.la.hf.in they were instantly on the ahletabeatthe . Chiat two ol e b
charts because the sound, the proposition was sorelevant and the mu-  Beatlessince.  my heroes brand for

' L. - ' : | AP s -  —— -
s1c was so distinctive, It didn 't have to be retro to work. vwhen that sl 2 nasketha '

:anJ:':':-!'ln'I.l._]III g

L Meal], 50
shagsagent

]JZ = sent it to

me. It's still

Name a project that you're not affiliated with that has
most impressed you in the past year. Nike+ FuelBand. But the
whole M&M s franchise blows my mind, the way they 've consistently

thie thing
evolved that brand. The content’s great, the advertising's great, the people have
product’s great, the retail’s great, To me, that's just an impressive way ”I*'J””""““"-"'
the maost
to evolve a brand. it
triends’ Kigds
Name a desert island disc. It would have to be Neil Young's After “i””@" Ti
n . : how ant
the Gold Rush. 1 listened to that the most when I was a teenager. It's i Nobody 35 g
. . . ' ' . I hat's . Wwehada
still my favorite album. —Andrew Hampp can believe s palitting oraE s
how big It is from a trip to far 350
14 Th It Alrica, When peopla in
€ Cuiture goes so jougotosse  Paristhis
them, they ao year and the
the painting theme was
fast. Where you used
Lhey namea skateboard
to have three months
you  The logo for the
Lion Hunts conterence,
tﬂ prOd uce u n ud [ yau in Packs was andit’s also
s 17, the motto very steeped
have five days
e Mg, Culture,”
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1. The gang's all here!
Universal Music Group
Mashville promotion staffers
and artists gathered on

the steps of the Kyman

“ i

Auditonum. "Every yvear we
leave hara saying, How do

we top that?™” UMG Nashville
sanior VP of promotion Royce
Risser (Mo, 31) told the crowd
at the showcase for the rostes
of acts on LUMG and Capitol
‘We Tiqured it out—have a

meraar!

2. Toa sling the year anead;
Rodeowave Entertainment’s
Lart Hartigan, Bryan Rempel,
Brad Rempel, Phil Vassar
Curtis Rempel and Teddie
Bonadies (from left) at the
Lountry Kadio Hall of Fame
cocktall party during CRS

JU01 4 6N Feh 26

3. One of country's bright new
slars, Dustin Lynch, performs
at the Grand Ole Opry dunng

CRSon Feb. 27

4. TimMceGraw (cenler) holds
court with Country Radio
Broadcasters execulive
director Bill Mayne, Lonanne
Crook, Charlie Chase and
CHB president Mike Culotta
{from left) backstage at the
Country Hadio Hall of Fame
ginnerand ceremony on

Fely, 20,

5. Taylor Swift |oined Florida
Georgia Line at CRS' New
Faces show. From left are Big
Machine's Jimmy Harnen,
Flarida Georgia Line's Tyler
Hubbard and Brian Kelley
Swift and Big Machine Label
Groun oresident /CEQ Scott
Borchetta

“It's @
big step,
and an
honor to
be here.”

—Tyler Hubbard,
Florida Georgia Line
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Cbuntry Spirit

[t was three days of killer performances and panels at the Country Radio

Seminar in Nashville, where icons and hopetuls—from

—mingled with radio and label brass, gearing up for the spring season.
The Universal Music Group Nashville promotion staff and artists (below)
took the opportunity to gather for a family reunion-style snapshot on the
steps of the historic Ryman Auditorium.
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1. Eric Pasiay

2. Dave Haywood

3. Hillary Scott

4. Marlene Augustine
5. Vince Gill

6. Charles Kelley

7. Lauren Alaina

8. Chrnis Fabiani

9. Josh Turner

10. Eric Church

11. Drake White

12. Darnus Rucker
13. Chris Stapleton
14. Handy Montana
15. Donna Hughes
16. John Osbarne

17. Chris Schula

1B. Scotty McUreery
19. Miranda McDonald
20. Bruce Shindler
21. Damon Moberly
22. Luke Bryan

23. John Trapane

24. loa Putnam

25. T.). Osborne

26. Trudie Danigll
27. Jimmy Rector

28. Elizabeth Richards
29. Van Haze

30. George Strait

31. Royce Risser

32. Billy Currington
33. Jultanna Underwood
34. Sally Green

35. David Nail

36. Michelle Tyrrall
37. Kelleigh Bannen
38. Mickey Guyton
39. Mike Dungan

40. Katie Dean

41. Louie Newman
a2. Jill Burnett

43. Kacey Musgraves
44. Summer Harlow
45. Charlie Dean




Raising Their
Voice For Benefits
And Brands

Roger Daltrey and the Who ¥ “ho VR PRI rsrow
rocked out for Teen Cancer _ : _ ' ' N TN = v
America and Kelly Clarkson ' ol LT TR o
played hometown hero, while

Diddy launched a new water and

Nicki Minaj struck a pose for
Kmart

For phaotos
ot tne music
Dusimess al

work and play,

1. Green room smooch: Christina Aguilera
backstage with her fellow " The Voice™ alum
Cee Lo Green alter opening maht of his new
Las Vegas residency show Cee Lo GGreen |s
LOBERACE" at Planet Hollywood on Feb. 27

2. 2he did it her way: Nicki Minaj at the Kmarl
Shop Your Way launch party on March 1 at Fig
& Olive on Melrose Place in West Hollywood

3. High praise! Jason Ingram was namad
SESACSE Christian songwriter of the year at
ceremonies held March 5 in Nashville. From
lett: SESACs John Mullins, Ingram and
SESAC's Tim Fink and Trevor Gale

4. Sheryl Crow entertained attendeesat CM 1's
Upfront event on March 5 at the Times Centler
in New York with a four-song set that included
Easy,” the hirst single from her forthcoming
Warner Music Nashville debut. Here she smiles
with CMT president Brian Philips, VWM N
president John Esposito and WMRN executive
VE/GM Peter Strickland ([rom left)

9. 'It's important for me to be part of
something that anives me and |8 constantly
pushing the boundaries, and that's what
ACLUAhydrate does,” said Sean "Diddy”
Combs, here with actor Mark Wahlberg and
AQUAhydrate CEQ John Cochran (who are
partners in the venture) at the Feb. 27 Los
Angeles launch of the fitness water brand.

6. Dallas native Kelly Clarkson chatted
backstage with Joe Ricketts, founder of the
Lpportunity education Foundation and TE
Ameritrace, at the Opportunity Education
Beneht Concert on March 1 min Dallas

7. The Who's Roger Daltrey performs Feb. 28
during the Who Cares Benetit tor Teen Cancer
America and Memorial sloan-Katlernng
Lancer Center at the Theater at Madison
Square Garden in New York

B. Night owls: Fubu co-founder J, Alexander
Martin, host Robin Thicke and Chicago
influencer George Daniels (from left) at the
Remy Martin Ringleader event ceiebrating
nighthte leaders at New Yoark's Marguee on

March 4

9. Amencan Red Cross spokesman and
country star Trace Adkins (center) revealed
Hard Rock Cafe s limited-edition Ked Cross

in on Feb, 27 in Hollywoaod with (from |eft)

Red Cross representatives Boo Gonzalez,
Jackie Nelson and Selma Bouhl. and Hard
Fogk Cale's John Pasquale.
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BACKBEAT PLACES

T&E

Mexico City

Vive Latino, March 14-17

An exhilarating cultural
imcubator and a hive of
new ldeas, Mexico City
also turns into a rocker’s
paradise when Vive Latino hits town—
bringing with it a roster of Latin rock
royalty (Los Autenticos Decadentes,
Los Amigos Invisibles and Enjambre),
buzz bands like Tame Impala (whose
Kevin Parker says that playing in the

capital “was the first ime we felt like
rock stars’) and major international
stars, this year mcluding Morrissey,
Blur and the Yeah Yeah Yeahs. "The
vibe, the intensity, the happiness—it's
just crazy, Mexican songstress Carla
Morrison raves. The festival’s pres-
ence can be felt throughout the diverse
neighborhoods of the sprawling city.
Offstage, look tor the indie hipster acts
and the fans that love them in the buzz-
ing streets of Condesa, which Nacional
Records VP of artist and chient relations
Jenniter Sarkissian notes, "1s the trendy
go-to spot for cool little venues, side-
walk cafes and overall hipness.” (Check
out Cafe La Gloria and Le Patio at
Condesa DF.) Sebastian Franco of
Mexican rock act Bengala loves the
easygomg La Colonia Roma, also now

Report

a magnet for the creative classes, with
its cool shops like Chic by Accident
(chicbyaccident.com) and such galler-
1es as Galeria OMR (galenaomr.com),
currently showing Gabnel de la Mora.
History bufts will want to gravitate to
Coyoacan, once home to Frida Kahlo
and Diego Rivera, with its cobblestone
streets and charming restaurants.

Mexico's hottest hotelier
Grupo Habita (grupo-
habita.mx) has four sexy
Mexico City properties—
Habita Hotel, Condesa DF, Distrito
Capital and Downtown Mexico—that
are hubs tor the music set, drawing the
likes of Radiohead, Uz, Nick Cave and
Katy Perry. Also big with music types
1s a buzzy W Hotel (starwoodhotels.
com), where everyone from Justin

Bieber to Pitbull to Justice and Britney
Spears have been spotted. Its Whiskey
bar1s a genuine scene, but the bon

vivant's choice would be the Preferred

Hotel Group gem in the trendy Roma

neighborhood, Hotel Brick (hotel-
brick.com). Its chic Lonchena Olivia

and Brasserie La Moderna restaurants
are both overseen by celeb chef Richard
Sandoval.

Clockwise
from top
left: Tame
Impala.

W Hotel
Lontramar,
MNils
Bernstein
and
Guillermo
Gutierrez.
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For non-natives, it's a no-
brainer to eat indigenous-
v here, as the Mexican
food back in the States
pales in comparison. Matador Records
director of publicity Nils Bernstein, a
Mexican tood aficionado and trequent
habitue of Mexico City, raves that Con-
tramar (contramar.com.mx) has “the
best seafood and people-watching” (the
Tuna Fillet Contramar 1s a specialty),
but tor the budget-minded he suggests
Pacifico 7 (located at Orizaba 156),
owned by Bengala's Franco. (Try the
Tostados de Marlin.) D]/producer Ca-
milo Lara swears by his favorite taque-
ria, El Fogoncito (multiple locations,
togoncito.com), while Arts & Crafts
Mexico co-founder Armando David
Ortigosa loves the “amazing Mexican
food at Nices ™' (Cuitlahuac 3102),
known for its locally sourced cuisine.
For something truly atmospheric, BMI
director of writer/publisher relations
for Latin music Marissa Lopez says
Sanborns at Casa de Los Azulejos
(casadelosazulejos.com) “is a beautiful
restaurant in a building from the 16th
century.” Lunch is especially buzzy.

"
e
g B

Though there’s more than
enough music to catch at
the festival itself, for some
local flavor, Ortigosa also
recommends taking in the “great jazz
bands at Zince " (zincojazz.com), El
Imperial Club (Alvaro Obregon 293)

1s another amazing spot for live music,
with gorgeous vintage-style interiors.
But to rub shoulders with Mexico City's
beautiful people, Sony Music VP of
A&R Guillermo Gutierrez sugoests the
sexy, cocktail-centric Apotheke DF
(Durango 205) and also the atter-hours
scene at the secretive, industrial-mod
M.N. Roy (mnroyclub.com), which
epitomizes the city's fashionable
nightlife. —Ken Scrudato

@thewanted
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| teel you
close to me
I'm trom
Mexico Why
don't you
come? [

invite you
tacos &

tequila”
tacos &
tequila
sounds
mint!

(aHOejanas
Mexico City
thank you
for an un-
forgettable
show last

night. Miss
you already!

(@A nd rew-
Bird

Hhoto:
Pra-show
nap in
Mexico City,
See you
tanight at
Auditorio
Blackberry!
- Sack
Monkey

djChuckie
From April
3 to April
Gth I'll be

touring
Mexico for

the Alive
Music
Festival
and hittin’ it
hard! Check
out Nty

THE MUSIC THAT MADE ME

Beth Ditto

Beth Ditto's bold style and fierce sense of self have
powered Gossip's righteous dance-rock for some

14 years now. The band’s latest video, for the song
“Get a Job,” off A Joyful Noise (Columbia), is a
tabulous tribute to the hardworking masses from a
gal who definitely knows how to work 1t. Here, Ditto
recounts the musical firsts that inspired her endur-
Ing creativity.

Soundtrack to my first job: My big sister and |
worked at a place called Bud's Discount Warehouse
where all of the broken shit
from Walmart went. I'm from
Arkansas, and that's where
Walmart is from; Bud was
Sam Walton's brother. It was
awesome. It closed down

not long after I got the job,

50 vou could do whatever
you wanted. [ bought a wheelchair for 5 cents—I had<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>