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More Music, More Beer

Anheuser-Busch steps up its music spending with its 50-state tour, and is set
to overtake Pepsi as the industry’s biggest brand
By Andrew Hampp

Kendrick
Lamar

nheuser-Busch InBev is prepping its largest portfolio-wide push
yet in support of music this summer—an even bigger power play
for music’s most powerful sponsor. A series of new initiatives for
Budweiser, Bud Light, Landshark lager and Beck’s pilsner will

see A-B brands everywhere, from festivals to record stores and all
sorts of places in between. 9 Leading A-B InBev’s 2013 programs are Bud Light
Music First and the ambitious 50/50/1, a series of 50 concerts to be held in all
50 states on Aug. 1. The events will be created in partnership with Live Nation,
Myspace and Universal Music Group, and the program will be supported

by promotions on 80 million packages of Bud Light products, as well as
anational ad campaign created by Translation. Of the 50 acts on the Live
Nation-curated lineup, 26 have been confirmed, including Kendrick Lamar,
Alex Clare, the Flaming Lips, Drive-By Truckers and the Gaslight Anthem. =

o BILLBOARD | MAY 11, 2013

THE

[ Action

RAP GENIUS
EXPANDS

MASTERCARD
TAPS
TIMBERLAKE

PEPSI'S AD M t
PULL
TURBULENCE
AT VIVENDI
‘ : A
2t N

ing light namedia giar
a

TomLehman
llan Zechory
and Mahbod
Moghadam
with Tech
Crunch’s Josh
Constine i
(from left).

-




“YOU KNOW THIS OLD WORLD IS FULL OF SINGERS
BUT JUST A FEW ARE CHOSEN
TO TEAR YOUR HEART OUT WHEN THEY SING. . .
NO, THERE WILL NEVER BE ANOTHER”

. . | o
- -
= LY
4
! -
9
: -
|
RS 3
3 ]
- L]
’ o
I
i -

SONY MUSIC NASHVILLE AND LEGACY RECORDINGS
REMEMBER THE MAN THAT DEFINED A GENRE

(GEORGE JONES
1931 — 2013

epc. M, D



TOPLINE

Beer continued from p. 6

A-B InBev has been so active in recent years it’s
poised to surpass PepsiCo as the largest sponsor in
terms of music spending in 2013. The company is pro-
jected to account for an estimated 26.2% of the $1.3
billion brands have allocated to spend on music ven-
ues, festivals and tours this year, according to spon-
sorship analytics firm IEG. PepsiCo will rank a close
second with 25.4%, or $325.1 million, to A-B InBev’s
$335.4 million.

The Bud Light events will arrive shortly before the
second Budweiser Made in America festival, once
again to be held in Philadelphia Labor Day weekend
with Jay-Z back as curator and Live Nation as promoter.
This year's festival will also be preceded by 30 music-
related events across the country featuring perfor-
mances from upcoming bands and DJs.

“Doing a bunch of little things doesn’t add up,” Bud-
weiser VP of marketing Paul Chibe says of the mass-
market approach for Bud Light Music First. “What you
want to do is have the opportunity to do something that
can reach a large audience, and in a global way, and be
something that we can scale across the country. This
is a perfect example of something that we can do and
bring this kind of experience to our drinker.”

Fellow A-B brand Landshark recently announced a
new partnership with Zac Brown Band that will sup-

The Flaming
Lips will play
the Bud Light

shows,

port the group’s summer tour and include on-can

promotions featuring Brown. Additionally, the part-
nership will be promoted through original Web videos

that fans can unlock by scanning QR codes on specially
marked cans and uploading to mobile app Blippar.

The cans will feature a series of beer-related lyrics
from some of Zac Brown Band’s biggest hits, includ-
ing “Chicken Fried,” “Toes” and “Island Song.” “To
us, live music and beer go hand in hand,” says Michael
Lourie, associate brand manager of craft, import and
specialty brands at A-B InBev. “We’ve been involved
with Zac Brown Band’s tour very much over the last
three years, but this year was really about how to take
the partnership to the next level. We wanted to provide
our wholesalers with tools they can use to reach aduit
beer drinkers in the market.”

So in-depth is A-B InBev’s music strategy now that
even specialty lager Beck’s is upping its investment, re-
cently sponsoring eight different concerts for Record
Store Day and the distribution of an exclusive CD sam-
pler on 20,000 CDs and 2,000 vinyl records. ©
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A Great
‘Gatsby’
Soundtrack

How Baz Luhrmann, Jay-Z and
other music partners assembled
a collection of songs that could
revive the fortune of the out-of-
favor movie soundtrack

By Phil Gallo

he high-profile soundtrack, an artifact of

the ’80s and ’9os largely dormant during

the last five years, is being revived by “The

Great Gatsby,” Baz Luhrmann’s $100 mil-

lion-plus adaptation of the F. Scott Fitzger-
ald novel. With Jay-Z onboard as executive music
producer and a roster of artists from across Universal
Music Group’s labels, the soundtrack is both star-lad-
en and a gamble: Can a hit film that isn’t a musical
generate a smash soundtrack?

If the soundtrack succeeds commercially it’ll rein-
force the idea that soundtracks need to take listeners
on a journey reminiscent of the film, a driver in two of
last year’s soundtrack successes, “Pitch Perfect” and

“Les Misérables.” The Interscope “Gatsby” release mir-
rors the film exactly in its running order: “The razzle
dazzle upfront,” music supervisor Anton Monsted says,

“and as the layers are peeled back on Gatsby’s character,
the music enhances the storytelling, both in the songs
and the score.”

Lana Del Rey, among the artists who wrote songs
for the picture, is the first out of the block. Her “Young
and Beautiful” was released ahead of the album, which
arrives May 7, and is being used in trailers along with
Beyoncé and André 3000’s cover of Amy Winehouse’s

“Back to Black,” and “Over the Love” from Florence &
the Machine. The ads drive home the fact that the story
is the set in the "20s, but the music is most definitely not.

“From the start we wanted the music to capture the
spirit of the 1920s—they were the Roaring ’20s, not the
dull "20s or dreary '20s,” Luhrmann says, noting that
the music process began at the script stage and eventu-
ally included compositions written to a locked print of

the film. “And the story is so relevant to
today we wanted music that would have
the spark that jazz would have had in
the 1920s.”

That meant incorporating hip-hop-
Jay-Z was working on “No Church in
the Wild” when he first met Luhrmann
and wrote “100$ Bill” for the film’s first
party scene—and EDM from the xx and
Nero, in addition to vintage-sounding
new work from the Bryan Ferry Orches-
tra. Craig Armstrong provided the score
and music editor Craig Beckett blended
it, new recordings and music from the
20s written by George Gershwin, Fats
Waller and others.

The Fergie, Q Tip and GoonRock
party anthem “A Little Party Never
Killed Nobody” will be used to bring
attention to the film and soundtrack
in multiple territories, according to In-
terscope VP of film and TV marketing
Anthony Seyler. Substantial audience
reaction to “Over the Love” has the
label and studio looking at ways to fur-
ther use the track promotionally.

Interscope’s  soundtrack, which
didn’t require lefiover tracks to flesh
out the album, works like an old-school
soundtrack, the sort that tends to still
click with audiences.

“Is it important to me that music
plays a role in the storytelling? Yes,”
Luhrmann says as he begins a string of
questions and obvious answers. “Is it
crucial that we have stars singing songs
to help market the film? No. Do [ want
a companion piece to the film so that
people can relive the experience of the
film on their own? Absolutely.”

Originally positioned as a prestige
release during the holiday season,
Warner Bros. moved the picture to
early summer, allowing Luhrmann and
the music team of Monsted, Jay-Z and
Jeymes Samuel, an associate of Jay-Z's
given the credit of executive music
consultant, to enhance the film’s musi-
cal landscape.

“We had a moderate-size budget,”
Monsted says. “We definitely had more
money to do [Luhrmann’s 2001 film]
‘Moulin Rouge,” but what we were able
to do with this budget is testament to
the desire of artists wanting to be in-
volved and the challenge of this project
and the opportunity.” ©

Elizabeth

. Debickiand
Tobey Maguire
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Gatsby.”

Lana Del Rey. The first single
from “Gatsby” is Del Rey’s
“Young and Beautiful,” which
sold 48,000 downloads

in the week ending April

28, according to Nielsen
SoundScan. The track
complements the promotion
of her November release
Paradise, much in the way
Pitbull's "Men in Black 3
song extended his stay in
public view.

Summer movies. Any time
afilmis pushed back on a
schedule, the assumption
is there are problems with
the film or its production
"Gatsby” apparently tested
well with males, the crucial
audience determining box
office in the summer, when
Warner Bros. tentpoles are
Man of Steel” and “The
Hangover Part [l

Trailers. Debuting three
unreleased songs in trailers,
Interscope’s Seyler says,

is something | consider
groundbreaking.” It also
delivers a bonus payday to
copyright holders and content
producers. If the connection
between visuals and song in
the marketing results in more
sales, look for a spike in that
activity.
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The King Of
Media

TV might be fragmenting, but it’s
still the biggest game in town for
exposing a new artist or raising
an act’s profile

By Glenn Peoples

Even though TV has become incredibly fragmented in
the cable era, no other medium delivers such a large
group of consumers to an artist or songwriter in a
single shot. Those large audiences equal money, from
synchronizations to increased awareness.

It takes many mobile apps to replicate TV's audi-
ence. Data from Flurry, which measures app use on
more than 1 billion smartphones and tablets each
month, shows that apps’ total audience matches that
of TV only in the aggregate. Flurry tracked the top 500
apps—250 each for i0S and Android devices—in Feb-
ruary and found peak app usage was about 52 million
consumers during the prime-time TV window.

The top three TV shows—in a good week, Flurry
says—get about 52 million viewers. Newspapers, anoth-
er medium that has gradually become more fragment-
ed, attract 52 million readers when the circulations of
the top 200 U.S. weekend editions are aggregated.

TV is the king of media. Nearly 238 million Ameri-
cans viewed an average of four hours and 30 minutes
of live TV each week, plus another two hours and 45
minutes of DVR playback each day in fourth-quarter
2012, according to Nielsen. That figure dwarfs the
average of 19 minutes each day that Americans spent
each week viewing online video.

Yes, TV ratings have fallen during the last 50 years.
In the ’60s, episodes of “The Beverly Hillbillies” often
attracted 20 million-plus viewers, back when the coun-
try was less populated and fewer households owned
TV sets. These days a top show might attract some-
where between 12 million and 17 million viewers. The
NCAA Men’s Basketball Championship game in early
April had 23.4 million viewers.

But there’s no better promotional vehicle than a
" popular prime-time TV show. “The Voice” alone at-

THE POWER OF TV

In order to reach an audience of approximately 52 million, you need...

Tan 2 = ) 4

TV vs. Digital Sales

23.7M

Digital Track Sales “The Voice”

Sources: Nielsen, Nielsen SoundScan

tracted nearly 29 million viewers in two evenings in the
week ending April 21, and those two episodes were the
highest-rated shows of the week. The two “American
Idol” episodes lured more than 2§ million viewers and
ranked fifth and seventh. Among the four episodes,
roughly 44 million people became more familiar with
such artists as Hillary Scott from Lady Antebellum and
heard the music of Tom Petty, Paula Abdul and the
Black Crowes, among others.

Even less-watched cable shows provide great

- @ =

[5.4M\
i
Album Sales

revenue opportunities for artists. Cable shows fre-
quently get 3 million-4 million viewers each night.
Some, like A&E’s “Duck Dynasty,” get nearly 8 mil-
lion. That means great visibility for the g4onthefloor
band, which recorded the show's theme song, “Wor-
kin’ Man Zombie.” ©@

TAKEAWAY_:TV's ability to still aggregate large numbers
of eyeballs remains invaluable to the music business
just like it does for advertisers.

Songza
Grows Up

Web radio startup racks up
6 million app installs and starts
to make its presence felt
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In Internet radio, Pandora dominates, Apple looms and Songza
continues to grow and roll out innovative features. Songza has sur-
passed 6 million app installations and attracted 4.7 million active
users in March alone, up from 2 million active monthly users at the
end of last summer. Although the service is far behind Pandora’s 70
million active users, it has proved to be a formidable competitor.
While recent gains are likely due to Songza’s unique take on Web
radio, version 3.0 shows that the company has more good ideas up its
sleeve. “It’s prettier, it's more powerful, and it’s easier to use,” CEO Elias
Roman says. The new app is available only for Apple i0OS devices, since
i0S accounts for most of the Songza app’s installations, Roman says.
Songza has added new features that simplify the user experience

and make it easier to find music. For example, holding down any
button on Concierge will immediately launch a playlist that Songza
thinks is best-suited for the listener at that moment. Another fea-
ture acts as a coach to help the user better enjoy the service.

A third new feature is “coach marks,” or in-app tips that enhance
the user experience. One of the first coach marks to be deployed pre-
dicts the user’s level of boredom in order to fight what Songza calls

“stale music syndrome.” If a user is skipping songs often or listens to a
particular playlist repeatedly, the coach mark will suggest new music
so the user “can very easily expand their horizon,” Roman says.

Last month, Songza raised $3.8 million in new funding to further
its expansion. —GP

INFOGRAPHIC BY WALTER OLIVARES



Reinventing
The Fan Club

Trey Songz fans spend more
than $50,000 amonth onthe
R&B singer’s app

By Alex Pham

n a sleepy Monday afternoon, a mu-

sic fan who goes by the handle

“sexycharizma3;” shelled out some-

where between $12.50 and $25 to be

an “Instant VIP” in an online fan club

for Trey Songz, the R&B singer who's had a host of No.

1s on Billboard's R&B/hip-hop charts with songs like “I
Invented Sex” and “Heart Attack.”

Sexycharizma3y isn't alone. More than 45,300
people have downloaded Songz’ app for tablets and
smartphones since it launched in mid-December.
Collectively, they're spending about $54,000 a
month on the app—or roughly $1.10 per fan. The
more highly engaged fans—those who check in at
least six times a week—spend around $32 each.

with the

Trey Songz’

The app, called “Trey Songz—The Angel Network”
and created by Los Angeles startup Handmade Mo-
bile Entertainment, aims to re-create the fan club as
a social network for the always-on generation.

What the app sells, however, isn’t just access
to Songz, who logs in to the network about three
times a week—usually with a short message,
snapshot or quick video. In fact, the social cur-
rency that Songz’ “Angels” buy into has much in
common with games and dating sites: Users lav-
ish virtual gifts on each other, send out private
messages and buff up their profiles.

Take sexycharizma3y’s recent purchase. By
bidding 2,500 credits, she gets to have her pro-

OTICED BY TREY

file picture on an Instant VIP board for six hours.
The higher she bids, the higher the position of her
picture. Some fans have bid 5,000 credits for the privilege. Such
one-upmanship is a core mechanism in games. (Cre-lits can be
purchased via in-app purchasing options ranging from )9 cents for
100 credits to $24.99 for 5,000 credits.)

“It’s pure ego,” Handmade Mobile chief executive Neil Gold-
berg says. “People just want to be visible in a social network, and
they’re willing to pay to do that.”

What else are they willing to pay for? How about 100 credits to
send a private email to Songz? Or a virtual gift, which is really just
an icon or a GIF, to another Angel?

Songz formed his fan club, the Angel Network, years ago as a Web-
based message board where he and his mother chatted with his fans. He
later migrated to Twitter, Facebook and Instagram. While he still posts
on those platforms as marketing vehicles, he alsousesthemto send fans
to his app, where he can make money. If Songz can convince 300,000 of
his 15 million followers on other social networks to use the app, he could

potentially generate $250,000 a month in gross sales,
according to estimates from Handmade Mobile.

Kevin Liles, Songz’ manager and a former se-
nior executive of Island Def Jam and Warner Music
Group, concedes the approach may not work for all
artists. “It has to be just the right guy, the right mes-
sage, the right lifestyle,” he says. “Some artists don’t
like to get down and dirty with their fans. With Trey,
he wants to talk to his fans every day. For him, this
has been an exceptional win.” @

At the Sony/

LABELS

Sony Goes For
Perfect TEN

Major inks multiple-year deal with
Swedish label home of Icona Pop,
Niki & the Dove

By Reggie Ugwu

ar
Sony's Michael
Roberson
TEN's James
Sully and Ola
Hakansson;
Sony's Doug
Morris and
Julie Swidler;
and TEN's Adis
Adamsson

ooking to expand its pop and dance music repertoire,
Sony Music Entertainment has turned to one of the
genre’s biggest meccas—Scandinavia. In an exclusive
multiple-year partnership signed in April, Sony has
teamed with Sweden’s TEN Music Group, an indepen-
dent label, management, publishing and production company
behind crossover acts including Icona Pop and Niki & the Dove.
The deal, financial terms of which were not disclosed, grants Sony
exclusive first-look rights to all recordings by TEN artists in addition
to rights to other ancillary revenue streams. The Stockholm-based
company, which will continue to operate independently, will expand
into Sony offices in Los Angeles, New York and London.
“The team at TEN Music understands artist development and
they have proven they know how to successfully identify talent
with global appeal,” Sony chairman/CEO Doug Morris said in a

statement to Billboard.

TEN was founded in 2006 by a group including
Ola Hakansson and Adis Adamsson, who serve as
chairman/CEO and senior VP, respectively. The la-
bel was reportedly introduced to Sony by producer
Dr. Luke, whose Kemosabe imprint is also housed
at the major. Adamsson will oversee international
operations based in Los Angeles, and TEN will con-
tinue to sign and develop artists as a member of the
extended Sony family.

Zara Larsson, a teen pop star whose debut EP, In-
troducing, went platinum in Sweden earlier this year,
will be the first TEN artist to make the jump to the
United States under the deal. Larsson signed to Epic
under chairman/CEO Antonio “L.A.” Reid in April.

“We are extremely excited and look forward to work-
ing with TEN to launch this incredibly talented teen
sensation worldwide,” Reid said in a statement.

Swedish producers and songwriters have consis-
tently broken hit songs globally and most large labels

have links to Sweden’s music scene. In
recent years, pop/dance and R&B hits
from producers like Max Martin and
Shellback have featured strongly on
Billboard’s Hot 100 and airplay charts.
Next up for the Sony/TEN relation-
ship is pop singer/songwriter Erik
Hassle, who will release a new album
through RCA later this year. Icona
Pop, whose breakthrough single “I
Love It” this week enters the Hot
100 top 10 and crosses the 1 million
download mark, is managed by TEN
but signed to Big Beat/Atlantic world-
wide. Other artists in the TEN fold in-
clude Elliphant and Elof Loelv
Adamsson said in a statement, “We
are looking forward to working close-
ly with the great labels at Sony Music
and their creatively driven teams to
develop international artists for an
international market.” @
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Breaking The
Glassnote Ceiling

Sean Glass is starting up his own dance
label with a different take on how to
approach the music biz

By Andrew Hampp

As a part-time A&R rep for labels like Epic Records and Universal
Republic, Sean Glass often found his hands tied when he was ready
to get behind a potential signing. “I was working in film at the time
and whenever I'd work to break artists in-market, people would say,
‘Why don’t you just put them out yourself?’ And I'd say I couldn’t
because I didn’t have a label.”

Since then, Glass has spent the better part of the last three years
scouting artists and sourcing remixes for his father Daniel’s Glass-
note Records by day, honing his chops as a D] by night in the New
York dance scene, testing out new artists and deep house tracks
on crowds at SoHo House, the Boom Boom Room and warehouse
parties in the up-and-coming Bushwick neighborhood of Brooklyn.
Eventually, he arrived at the idea to revive WIN Records, a boutique
disco label founded by Daniel’s father-in-law Sam Weiss in the late
70s, as his own label in partnership with Downtown Records, RED
and Glassnote. WIN's first release will be Duke Dumont’s “Need U
(100%),” which went to No. 1 in the United Kingdom and arrives
stateside through digital service providers on May 7.

‘I didn’t want to raise a shitload of money to create a label in the

SeanGlass  form of what we think a label is supposed

101007aPNEd 16 be,” Glass says. “I wanted to create the

7 best solution for dance music by having

k branded labels that give you guaranteed
clout and credibility, and I also wanted to
provide the resources to boost your social
numbers, scale to radio and retail, and
create big licensing campaigns.”

WIN'’s structure will allow Glass and
his four-person staff to focus on artist
development and promotion, with part-
ners RED and Downtown handling the
heavy lifting on distribution. “I haven’t
been involved in anything where a dis-
tributor actively participates in a part-

nership between two of its labels to launch a third
imprint,” Downtown Records chairman/CEO Josh
Deutsch says. “That part of it was intriguing to us.”

Much like Downtown’s other partners, including
Mad Decent and Fool’s Gold, WIN will primarily focus
on releasing key tracks and singles rather than full-
length albums. “I don’t necessarily want to push al-
bums just because we traditionally like albums. I want
to support really good songs,” Glass says. “The reason
why ‘Need You'is great and went to No. 1is because it’s
a song with a great hook. EDM has gotten really big,
but hasn’t really crossed over to acceptance by main-
stream music critics and fans. WIN can work ‘Need
You’ the same way Glassnote can work a Phoenix or
Two Door Cinema Club record.” ©

Global Cause

The music industry is coming together
for charity through touring and ticketing,
with an impressive cast of acts and execs
By Ray Waddell

Some of the most powerful touring artists in the world will unite be-
hind the Global Poverty Project (GPP) through the Global Citizen
Tickets Initiative, a new program launched May 2 designed to incen-
tivize social activism with concert tickets.

Given that artists routinely unite for philanthropic causes, the im-
pressive list of names involved isn’t a shocker. What is intriguing for
industry watchers is the power and diversity of those behind the acts,
with a group of industry power brokers, many of them fierce compet-
itors, joining forces in a way the live music industry has rarely seen.

Committee members include Pearl Jam manager Kelly Curtis;
7H Entertainment’s Michele Anthony, chairwoman of the initiative;
Live Nation’s Mark Campana; ICM Partners’ Marsha Vlasic; Wil-
liam Morris Endeavor’s Marc Geiger; Creative Artists Agency’s Rob
Light; and Goldenvoice/AEG Live's Brian Murphy.

Three catalysts brought them together: the purity of the cause, the
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platform developed by GPP CEO Hugh Evans and his
team, and the gravitas of Pearl Jam and Curtis, whose
“tickets/social activism” idea is the conceptual source
of the initiative. “The Global Citizen platform has
been a dream that we’ve had for a long time,” Evans
says, “but through the partnership with Kelly Curtis
and the folks at Pearl Jam, I'd say the ideas and meth-

odology have evolved significantly.”

Participating acts include Alabama Shakes, Be-
yoncé, Black Sabbath, Bruce Springsteen, Bruno Mars,
Dierks Bentley, Foo Fighters, Gotye, Jay-Z, John May-
er, Kanye West, Ke$ha, Kings of Leon, Linkin Park,
Los Lobos, Neil Young, Nine Inch Nails, One Direc-
tion, Ozzy Osbourne, Tim McGraw and Tony Bennett.

The goal is to reward volunteer work with live music.
Fans can take part in various social actions, ranging
from signing petitions to calling their representatives,
to earn points they can use to win free concert tickets.
The hope is that the effort will shine a spotlight on po-
lio, malaria, women’s empowerment, education and
other causes connected to extreme poverty.

The simplicity of the initiative’s innovative online
platform and mobile app make such a broad program
feasible. Fans register at globalcitizen.org/tickets,
where they can earn points for such actions as sharing
avideo on Facebook or signing a petition.

Curtis had long considered a ticket/reward sce-
nario, and the GPP, which staged the Global Citizen
Festival in New York’s Central Park last year, demon-
strated a workable platform. That show was attended
Neil Young by 60,000 people who earned tickets through social
. i activism using the same platform and technology that
the Glob will be employed for the new initiative.

Evans says the festival demonstrated that, with
tickets as incentive, people will take action in support
of the world’s poor. ©

Dave Grohl
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MY
Day
Amy Doyle

Executive VP of music and talent
e MTV Networks

From the middle of April until the end of the month,
everyone involved in cable TV programming is prepar
ing presentations for shows that will premiere in the
fall. Doyle is at the forefront of engaging music with
programming, leading MTV’s music strategy as well as
label and artist relations. She also produces the Video
Music Awards, among other shows. “There’s a lot of

W brainstorming” this time of year, she says, noting that
part of her day is connecting with a grass-roots arts or
ganization to enhance the Brooklyn feel of the VMAs
when they’re held there later this year.

Breakfast meeting

The monthly music council meeting

Return phone calls.

Justin Timberlake's manager

Capitol Records reps

Discuss via phone

Met with organizers

Visit Julie Greenwald and Mike Kyser at

Head to the Beacon Theatre

[=]

000600000 O 6

Phil Gallo

Amy Doyle
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The Deal

Warner’s Plans
For Parlophone

WHAT: Warner Music Group will expand its front-line label pres-
ence beyond Atlantic and Warner Bros. by keeping Parlophone Label
Group an operating entity, according to company insiders. Parlo-
phone’s roster includes Coldplay, Tinie Tempah, Kylie Minogue, Dan-
ger Mouse and David Guetta, while its catalog includes albums by
Deep Purple, Jethro Tull, Tina Turner, David Bowie and Pink Floyd.
In the trailing 12 months ended Sept. 30, 2012, it had nearly $500 mil-
lion in revenue, while WMG estimates it'll produce about $100 mil-
lion in earnings before interest, taxes, amortization and depreciation.
In order to finance the £487 million ($755 million) acquisition, it’ll
obtain a new $820 million secured term loan, bringing its total debt
to $2.9 billion.

WHY: The acquisition should give WMG annualized revenue of
about $3.2 billion, while producing $70 million in synergy savings

when added to Parlophone’s earnings. This means the company will

have a pro forma EBITDA around $660 million. The acquisition would

also shore up WMG in Europe, where it was considered the weak sister
among the majors. The majority of the cost savings are expected to be

derived when WMG combines its European operation with EMI’s oper-
ating companies in Belgium, Czech Republic, Denmark, France, Nor-
way, Poland, Portugal, Slovakia, Spain and Sweden. Those additions,
along with the U.K.-based Parlophone, will make the company more

competitive in Europe. Job cuts are expected as part of this combina-
tion. In the United States, Parlophone is expected to add about 1.2 per-
centage points of market share, bringing WMG's total to about 20.1%

from the 18.9% it had prior to the acquisition, according to Moody’s.

WHO: with this deal, Len Blavatnik already has outgunned
WMG’s prior owners and shown he’s willing to further invest in smart
deals to buttress WMG'’s position in the marketplace. But other key
players are still to be named. For example, David Kassler remains
head of Parlophone Label Group. But will WMG open a U.S. opera-
tion, and who will head it? Or will WMG choose to issue Parlophone
releases through Warner Bros. or Atlantic, or divide them up between
them on an artist-by-artist basis? Also unknown: what Parlophone
and/or WMG assets will be divested by WMG in order to win Euro-
pean Union approval. Sources say the company will sell, license or
arrange distribution deals for assets equivalent to 25%-33% of Parlo-
phone, which means that it will divest assets that generate revenue
of $100 million-$165 million to the independent label sector. Mean-
while, WMG already has U.S. approval, according to an internal
memo from WMG CEO Stephen Cooper.

IF: While WMG is taking on new debt, it’s also paying down $175
million of the debt it took on in its October 2012 refinancing, which
will leave it with interest payments of about $212 million annually,
Billboard estimates. That'll give the company an EBITDA to inter-
est payment ratio of nearly 3-to-1, which means WMG has plenty of
breathing room, even with its added debt. —Ed Christman

The Parlophone acquisition would shore up
WMG in Europe, where it was considered the
weak sister among the majors.

With WMG’s market
capitalization growing to

$4 billion from $3.36 billion
bondholders will see the
equity portion reduced to
28.2% from 33.6%. Although
Moody’s downgraded the
debt a notch to Ba3, the rating
agency remains upbeat about
WMG's prospects.

Q BILLBOARD | MAY 11, 2013

The addition of EMI Classics
and Virgin Classics will
double WMG's classical
market share to nearly 10%
in the United States, but it
still leave the major far behind
Universal Music Group
(35.6%) and Sony (24.6%) at
year's end. Warner Classics
is home tasuch acts as Jose
Carreras.

EMI artists like Tinie Tempah
finally will be marketed by a
company that knows stability,
after the years of uncertainty
surrounding EM! and all

the resultant distractions
employees had to wrestle
with, while trying to do their
jobs on behalf of Parlophone’s
artists.

ILLUSTRATION BY BRIAN STAUFFER
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EXECUTIVE TURNTABLE

15
LK. 's Nick
Raphael

RECORD COMPANIES
Universal Music Group has launched Capitol Re-

Capitol Records U.K., reporting to Universal Music
U.K. chairman/CEO David Joseph. “We have our
current London roster, which will be integrated into
Capitol U.K. Then we will sign the best acts that be-
come available in the months and years to come,”

GOOD

Works

Shazam M e
Raphael says. London Records senior VP of A&R Jo  hashired Flg htl ng H u ng er
Charrington and head of marketing Tom Paul will ~ °"9"™me
be joining Raphael in the new label setup, with fur- . e
ther staff appointments to be made in the coming  RichRileyas Patrick Sullivan, founder of licensing
weeks. UMG acquired Capitol Music Group whenit and royalty service provider RightsFlow,
purchased EMI Recorded Music last fall. U.S.-based ?;::; ZS:CQ grew up in a lower-middle-class tamily
British executive Steve Barnett was appointed  Andrew in the Bronx where a decent meal was
chairman/CEO in November. t'r;;":e'v'jl’y sometimes difficult to come by.

Curb Records names Jim Ed Norman chief cre- .14 “There was no such thing as going
ative adviser. He was president of Warner Bros.  positionof out to dinner growing up, so we always
Records Nashville. B took food very seriously,” says Sullivan,

Sony Music Nashville appoints Sarah West- ot who is now strategic partner devel-
brook director of marketing. She was VP of market-  themove opment manager at Google, which

ing at SOUL by Ludacris.

DISTRIBUTION
Caroline taps Brandon Schmidt as VP of acquisi-
tions. He founded B23 Management.

TOURING

Maple Leaf Sports & Entertainment names Tim
Leiweke president/CEO, effective June 30. He was
president/CEO of Anschutz Entertainment Group.

RELATED FIELDS

North by Northeast in Toronto appoints Chris
Roberts festival director. He was head of artist rela-
tions at Vice Records.

W

cords U.K., marking the first time Capitol has had a Viacom taps Steve Agase as senior VP of music serves on WhyHun-
stand-alone presence in the United Kingdom. Nick  and entertainment ad sales for the West Coast. He ger’s advisory board.
Raphael, who is currently president of Universal im-  was senior VP of West Coast sales at NBCUniversal. “Everybody we've
print London Records, has been named president of —Mitchell Peters, exec@billboard.com honored so far has
done something to
promote the cause
of hungry people,”
says WhyHunger

Further Dealings

CBS Radio is throwing its hat in the
EDM ring, teaming with Astralwerks—
home to Swedish House Mafia, Empire
of the Sun and sister duo Nervo—to
launch a national talent search for the
next great female D]/producer. The
program, dubbed “She Can DJ,” will
launch in major markets in July, after a
successful debut in Australia (through
EMI) last year. “Seeing how successful
‘She Can DJ’ was in discovering top fe-
male DJ/producers in overseas markets,
it’s the perfect time to launch stateside,”
Astralwerks GM Glenn Medlinger said
in a statement. “The United States is
the hottest place on Earth for dance mu-
sic right now, but the industry is largely
male-dominated. We're thrilled to be a
part of a program that will help discover
and develop top female talent in the
dance music space.” . . . SiriusXM Ra-
dio turned in record revenue, earnings
and subscription levels when it recently

released its first-quarter earnings. The
company also announced that interim
CEO Jim Meyer now has the CEO title.
Meyer took over on an interim basis
when longtime CEO Mel Karmazin
stepped down in December. SiriusXM’s
revenue rose 12% to $897 million from
$805 million in first-quarter 2012. Net
income grew 15% to $124 million from
$108 million. Adjusted earnings before
interest, taxes, depreciation and amor-
tization rose 26% to $262 million from
$208 million. Free cash flow of $142
million in the quarter was also a re-
cord, as was its number of subscribers,
adding net additions of 453,000 for a
total of 24.4 million. Self-pay net addi-
tions, a metric that excludes subscrib-
ers receiving a trial subscription, were
304,000, up 9% to a record 19.9 mil-
lion. ... A year after losing one of their
three founding members, the Beastie
Boys are ready to tell their story. The

surviving Beasties, Michael *“Mike
D” Diamond and Adam “’King Ad-
Rock” Horowitz, are penning a book—
but it won't be a formulaic memoir. The
pair—who together with the late Adam
“MCA” Yauch founded the hip-hop
outfit—have reportedly signed a book
deal with Random House Publish-
ing Group's Spiegel & Grau, the im-
print that published Jay-Z's 2010 book,
“Decoded.” An as-yet-untitled tome is
planned for a fall 2015 release, accord-
ing to the New York Times. But the sto-
rvtelling will play to a slightly different
beat. The Beastie Boys are apparently
“interested in challenging the form and
making the book a multidimensional
experience,” Spiegel & Grau publisher
Julie Grau tells the Times. “There is a
kaleidoscopic frame of reference, and
it asks a reader to keep up.” The book
will be edited by hip-hop journalist Sa-
cha Jenkins.

acquired RightsFlow in 2011.

Sullivan will speak about his personal
struggle with hunger and his contribu-
tions to fighting hunger and poverty
during the annual WhyHunger Chapin
Awards Dinner on June 3 at the Light-
house at Chelsea Piers in New York.
WhyHunger, an organization that sup-
ports grass-roots efforts to end hunger
around the world,
is honoring Sullivan
with the award for his
philanthropic work
with the group during
the past 10 years. He

executive director Bill
Ayres, who co-found-
ed the organization
in 1975 with late folk singer/songwriter Rigt
Harry Chapin. “We've been at thisfora  Patrick
long time and some of the best people Sullivan

I've ever met are those who are working  honored at
very hard to fight hunger and poverty.” WhyHunger'
The dinner will also honor Yoko e

Ono Lennon with the ASCAP Harry dinne
Chapin Humanitarian Award for her
work on the Imagine There’s No Hun-
ger campaign. Organized in conjunc-
tion with Hard Rock International,
the program has provided more than
6.8 million meals and agricultural
training to children in 17 countries
across the globe.

“Yoko has been a big part of this, and
every year she seems to get more in-
volved,” Ayres says, noting that the din-
ner will also recognize five community-
based groups with the Harry Chapin
Self-Reliance Award.

Tickets and sponsorship opportuni-
ties for the event are available at Why-
Hunger.org. —Mitchell Peters
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Think Tank

ALEX PHAM

It’s The Platform,
Stupid

Amazon and Microsoft seem unsexy
contenders in the digital platform

wars—here’s why the music industry
should pay attention

icrosoft’s imminent unveiling of its new Xbox game console and
Amazon’s planned set-top box may seem far afield for the music
industry. They’re not.

Here’s why. Microsoft and Amazon are going after the same holy
grail that Apple and Google are pursuing—a universal media platform
that can form the backbone of everyone’s digital entertainment needs. It's a platform
war that’s being fought across devices, software and hardware—even in cars.

The music industry needs to keep an eye on the bigger picture to ensure placing
the right bets. Let’s evaluate the two players’ most recent developments to see how
music fits into their plans for digital world domination.

Microsoft: The Redmond, Wash., technology giant will show off a new game con-
sole on May 21, presumably to hit stores in time for the holiday season. The real
game-changer, however, is Xbox Live, an online conduit used by 46 million people
not just for games but also music, radio, video, TV shows, movies and even live
sports. The amount of time spent playing games on Xbox Live is now eclipsed by
time spent on other entertainment.

It’s also become a place for commerce. In the most recent estimates available, Mi-
crosoft has said Xbox Live users spent half a billion dollars on digital entertainment
in 2010. Last year, Xbox Live Arcade generated an estimated $290 million in sales,
according to Forecasting & Analyzing Digital Entertainment. The top-selling title,
‘Minecraft,” rang up $97.4 million of that.

How is this relevant to music? It’s another important distribution platform. After
several failed attempts with brands like Zune, Microsoft has settled on Xbox Live as
an integrated part of a larger effort to make content consumption frictionless across
all devices, whether it’s on a phone, tablet or TV.

Amazon: Kindle TV is a similar proposition. The Seattle-based e-tailer is working
on a gadget that connects to TVs and delivers digital content, according to a report
by Bloomberg. Amazon’s Instant Video service is available on more than 500 devices

including the Xbox 360, TiVo and Roku. Those video
streams could just as well be music streams. As reported
by the Verge, Amazon has approached record labels
about the possibility of licensing music for a streaming
service, though nothing has yet come of those talks.

Amazon’s music presence is also well established.
Its MP3 store accounted for 22% of the music down-
loads sold last year, according to NPD Group. Through
promotions, Amazon has been trying to nudge its CD
customers toward digital downloads—and to access
those downloads from its cloud service. Once in the
cloud, content can flow to any connected device, in-
cluding a Kindle TV.

“Amazon spent the last 10 years watching Apple peel
away their best music customers,” Midia Consulting
analyst Mark Mulligan says. “Amazon desperately
wants to make digital music work. Of all the platform
players, Amazon is the most interesting of all for the
music industry.”

Two factors dampen these developments’ potential.

The first is the TV may not be the ideal device for mu-
sic listening, though many are now connected to the
best audio system in the house.

Second, music is just one of many types of content
for Amazon, Microsoft and other platform builders.

For the music industry, the danger with placing big
bets on all-in-one entertainment platforms is that
their interests may one day diverge. “What happens
when these platforms decide that something else
will help them better?” Mulligan asks. “Take Apple.
They’re distracted by video, games and other types
of media that can better show off the capabilities of
their hardware. Hanging your fortunes on these plat-
forms can turn out to be a one-night stand rather than
along-term relationship.” ©@

TAKEAWAY: With hundreds of millions of customers’
credit card details between them, Amazon and
Microsoft are in a powerful position to rival Apple and
Coogle as key digital platforms for the future of music.

RAY WADDELL ince the infancy of the live music busmess,' Ijos
Angeles has been one of the most competitive

Gibson
Exits L.A.

What will the closure of
the Gibson Amphitheatre
mean for one of the

live industry’s biggest
markets?

@ BILLBOARD | MAY 11, 2013

markets in the world, both from a venue per-
spective and in terms of promoters seeking to book
talent into those venues. Similar to how the opening
of the Barclays Center in Brooklyn changed the face
of the New York metropolitan market, the dynamic
of L.A.'s live scene is rapidly evolving, highlighted
by news that the venerable Gibson Amphitheatre at
Universal Studios would be shuttered in September
to make way for a new Harry Potter attraction at the
theme patk (Billboard.biz, April 24).

In terms of competition, Gibson’s demise will only af-
fect the market in the short term, and for a specific ven-
ue type. It's true that when Gibson closes its doors, the
Greek Theatre, booked by Nederlander Concerts, will
stand alone in Los Angeles as a midsize amphitheater-
style venue, but the descriptor “amphitheater-style” is
key. While it has a roof, Gibson began life as an open-air

venue booked by the now-defunct Universal Concerts,
then by House of Blues Concerts, and at one time joint-
ly by Live Nation and Nederlander Concerts, with Live
Nation exclusively booking the venue since 2011.

Gibson’s capacity of 6,000 sits squarely in a sweet
spot for many acts, and a room of its size remains
competitive in the market. AEG Live, Live Nation and
Nederlander are all extremely active in this space in
L.A. and across Southern California. AEG not only
books the busy Staples Center (18,000 capacity), but
also the adjacent Nokia Theatre (7,000) and, through
its subsidiary Goldenvoice, the Shrine Auditorium
(6,000). Live Nation books the Hollywood Palladium
(4,000) and the Wiltern (2,300) and operates large
House of Blues clubs in Hollywood and Anaheim.
Nederlander books the Greek (6,182), sixth among
sheds in 2012, according to Billboard Boxscore, as
well as the Pantages (2,720). The open shop Holly-
wood Bowl (18,000) was fifth.

ILLUSTRATION BY MITCH BLUNT
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Putting Music
Upfront

Music doesn’t seem to be

a priority for many of the
new shows planned for
the big TV networks’ fall
season, but there are some
showcase opportunities

hen NBC announced the renewal of “Parenthood” and

the CW OK'd a third season of “Hart of Dixie” on the

heels of Fox committing to “Glee” for two more seasons,
the only thing that could make song pitchers and publishers happier
would be ABC signing up for season two of “Nashville.”

Collectively, those four shows are markedly the biggest players in
network TV when it comes to music, just about the only series left that
lay out cash and license songs in bulk. Others may pay more here and
there, but these are the last vestiges of shows that fit the now clichéd
adage “TV is the new radio.”

The Big Four—ABC, CBS, NBC and Fox—roll out their 2013-14
schedules May 13-15 with the musically significant CW following on
the 16th. CBS has the fewest holes to fill as 18 of its shows have al-
ready been renewed; NBC, expected to bring the curtain down on
its musical experiment “Smash,” has the most. (The welcome return
of “The Sing-Off” is afoot, this time with Mark Burnett producing,
most likely for a holiday season run.)

TV is a cyclical business where hit shows beget imitators, and no
one is looking for another “Glee.” Wasn't it just two years ago that
the pilot season was filled with such elevator pitches as “‘Glee’ in a
church” or “‘Glee’ at a dance academy”? Now the demand is for se-
rialized programs about cops, families and the metaphysical, shows
that generally rely only on the music of a composer.

Within the list of pilots produced for 2013-14—we’re talking 100
shows here—is one that may be a winner for music: ABC’s “Venice.”
Yes, it’s a soap, but it comes from McG, former producer of “The
OC,” the show that ushered in the “TV is the new radio” business.

It’s set in Venice, Calif., and has a Montague-Capulet
theme of rival families, and one has to figure star-
crossed lovers tooling around a beach town on the DL
need a quality soundtrack.

Naturally, that’s every music supervisor's dream. An-
ecdotally, [ hear, it has been a tough winter/early spring
for freelance music supes as the early stages of secur-
ing synchs have largely been handled in-house by the
producing entities. Advertisers have been shown pilots
loaded with music that will never make it to air, so it’s
never fair to judge a series’ appetite for music from its
premiere at the upfront sessions in New York.

A decade ago, summer films bubbled over with fea-
tured songs and soundtracks, a trend that was taken off
the boiler five years ago and is now down to room tem-
perature. Likewise, network TV is feeling the sting of
low viewership levels that in turn force down the price
of advertising. Budget cuts in TV are no different from
those in film—music, the final piece of the puzzle pro-
vided it’s not in a performance sequence, is the easiest
line item to cut.

Here’s an idea: Take a chance and step back toa time
when music was of little matter to serial TV. Leaving
music in—or increasing the number of synchs in a re-
turning shcw—might well be a path to distinction this
fall. With night after night of lawyers, guns and money,
perhaps a soundtrack could be a difference-maker. ©

TAKEAWAY: Music's role might appear to be limited

in the upcoming season, but it could also make the

gifference it programmed smartly.

So while acts still have plenty of options, Nederlander CEO Alex
Hodges does realize the competitive impact of Gibson leaving
this specific niche. “The Greek Theatre is open for business,” he
says. “We have a great summer and fall, and great relationships
with artists and agents, and also more holds already than any year
I can remember.”

But the L.A. heat isn’t limited to the midsize space. With the Staples

Center and the far less shiny L.A. Sports Arena, the arena sector also is
highly competitive and getting more so. Madison Square Garden En-
tertainment’s Los Angeles Forum will re-enter the fray not long after
Gibson leaves, when the iconic venue will reopen, newly renovated by
MSGE with a capacity in the 17,000 range. By the time Gibson is no
longer an option, the L.A. market will be more competitive than ever,
and the deals critically tight and creative for bookers. @

TAKEAWAY: When venues and promoters compete, agents and art
ists usually win. But promoters and venues have to balance the need
to attract_key artists with a restraint on pricing in a market where
Ertainment choices abcxndr
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Robb McDaniels
Founder/CEQ,
INgrooves/Isolation Network

What did you wake up thinking this morning? And what
keeps you up at night? | woke up thinking about new ways to get
that first sip ot coffee to my lips faster. Thinking doesn’t really begin
until that happens. What keeps me up at night is our biggest challenge
right now: maintaining our company culture while growing at such a
rapid pace. INgrooves has averaged 70% annual sales growth over the
past five years and has truly become a global company. It’s important
to try and aim for 100% buy-in to a shared vision within the company,
at least at a high level, but that becomes increasingly difficult. We can
achieve this through constant communication, openness with senior
management and occasional waterboarding—just kidding. Making
our emplovees teel like it is their vision and not my vision is the key,
because it's really not mine anymore. We are the sum of our parts
our emplovees, our clients and our retail partners.

Describe a lesson you learned from failure. [ learn the same les-
son ¢every time | experience failure: Failing gives vou the opportunity
to turn something around and make it right. It’s just a pathway with
a dead end, so vou turn around and tind the right path. Having the
desire, tenacity and will to continue until vou get it right.

What will define your career in the coming year? [ am thrilled
by the early returns trom our artist services group, INresidence. They
have built a great team of experienced music professionals that are
providing marketing and promotion services to established artists
and labels looking tor a better, and more tair, all-encompassing dis-
triburion solution. In this new paradigm, artists don’t need to cede
control or give up the lion’s share of their income to get high-quality,
robust services trom their distribution company.

Who is your most important mentor, and what did you learn
from him or her? I was extremely lucky to have met [tormer CBS
Records president and MCA CEO| Al Teller about 10 vears ago, and
he has been a mentor to me and a member ot our board of directors
eversince. Al's seen it all in his davs, and his perspective is invaluable
to me. But I really do rely on all the people around me to provide con-
stant examples ot excellence and uniqueness that 1 can apply to ny
future experiences. I'd like to think everyone has the capability of be-
ing my mentor in their own way.

Name a project that you or your company wasn’t affiliated
with that has most impressed you in the past year. I really
wanted to work on Lindsey Stirling’s first solo record. She is the dub-
step classical violinist with immense talent and stage presence. She's
largely built her tan base on her own, via YouTube and touring, and is
very hardworking and creative. 1love working with artists and labels
that aren’t afraid to push the envelope and connect with their fans in
new and exciting ways. We really thought we could help her out but

she proved she didn’t need us, and that, actually, is even cooler.

Name a desert island album. U2's Achtung Baby. —Alex Pham

“Artists don’t need to
cede control to get
high-quality services
from their distribution
company.”
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The official Backstage Suites & Gifting Lounge Presented
by Wella Professionals Color Charm and produced by The
BMF Media Group was the place to be during rehearsals for
the 2013 Billboard Latin Music Awards. Artists, industry
executives, talent managers, stylists and media were invited
to unwind, mingle and get pampered at the exclusive three-
day luxury lounge destination.

Guests that stopped by the suite included: Emilio Estefan,
Wilmer Valderrama, Daisy Fuentes, Draco Rosa, Carlos Vives,
Il Volo, Jon Secada, Natti Natasha, Tito El Bambino, Chino y
Nacho, Ana Barbara and many more, including award winners

Guests received gifts and services from the following top
brands: Wella Professionals Color Charm Braid Bar led by
celebrity stylist Andy LeCompte; Dockers Alpha Khaki pants
for men; Carlo Pazolini shoes; Sound Machine headphones
by Monster; Uno de 50 signature pieces of jewelry; Calvin
Klein's new fragrance Dark Obsession; Barefoot Wine &
Bubbly; Herbalife samples; Veet EasyWax Electrical Roll-On
Kit; Colgate Optic White gifted their “"Bolsa de la Alfombra
Roja” which contains full-size mouthwash, toothpaste and
toothbrush; Sundek bathing suits; Flywheel memberships; and
delicious Café Bustelo coffee
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GEORGE JONES

AN ALL AMER

I CAN GENIUS

The greatest—and most influential—of all country singers, and something more:
one of the most extraordinary vocalists in the history of popular music

BY ROBERT CHRISTGAU

owhere will George Jones be mourned as soberly, effusively and

proudly as in Nashville, and this is as it should be. The Texas-
born singer, who died at 81 in Nashville’s Vanderbilt University

Medical Center on April 26, was more widely admired in coun-
try music than anyone this side of Hank Williams himself, and

he was single-minded in his devotion to its idiom and audience.
He complained like all the old-timers about the muscle-bound

boom-boom of modern country radio, and in 1999 boycotted a Country Music Assn.
show that wouldn't let him perform the entirety of his great, late hit “Choices.” He

could be a stubborn cuss, too. But unlike such heroic contemporaries as Willie Nel-
son, Merle Haggard and the late Johnny Cash, he had no outlaw in him, and on the

rare occasions when he essayed to a crossover duet, Ray Charles, Keith Richards and

Elvis Costello crossed over to him.

No surprise then that as the obituaries piled up and the tributes rolled in, the
consensus ran to “greatest male vocalist in country music history” (Peter Cooper of
the Tennessean) or “greatest singer of real country music” (disciple Alan Jackson).
No surprise either, unfortunately, that the headline at one major site read “Coun-
try Music Legend Dies at 81,” saving the legend’s cognomen for the next click. Can
you imagine Costello, Aretha Franklin or even Nelson or Haggard suffering such
treatment? Clearly, one consequence of Jones’ devotion to country music is that he
never became a household name anywhere else. So this is the perfect time tojack the
praise up a notch. Brad Paisley can’t be the only one, but his tweet did the job: “My
friend, the greatest singer of all time, has passed. To those who knew him, our lives
were full. To those of you who don’t, discover him now.”

Maybe Paisley got carried away by grief; maybe he meant to say “country singer.”
It would be willful in any case to posit a rigid hierarchy or chant “He’s Na. 1.” But it
would also be willful to deny that Jones belongs in the very top rank of a vocal pan-
theon that straddles boundaries of genre and race, that he exemplifies as well as any-
one the American idea that truly great singing is too large of spirit and generous of
outreach for the precision of pitch and clarity of intonation the European classical
tradition imposes. And even within that first rank he commands special status. Great
singers like Williams, Nelson, Billie Holiday, Louis Armstrong and John Lennon de-
ploy the conversational so cannily that we sometimes forget how strong and capable
their voices are. But Jones belongs to a smaller cohort: singers whose genius for the
colloquial is augmented by physical instruments of incalculable and inescapable
power, flexibility and depth. Franklin. Frank Sinatra. Maybe Ella Fitzgerald. Insert
your favorite diva here.

It is said of Jones that he had a voice from the moment the doctor slapped his
bottom, that as a runty kid busking with his mail-order guitar he could earn more
money than his alcoholic father could with his aching back. Compare early fast ones

like “Why Baby Why” or “White Lightning” with the uptempo classics of his heroes

Williams, Roy Acuff and Lefty Frizzell and you can’t miss the sheer size of what he

brought to bear on those ditties—a resonance of timbre and elasticity of note value

that registers like a bonus point with every line. On famed ballads like “The Window

Up Above” and obscure ones like “Mr. Fool,” that size is sometimes almost over-
whelming. Yet note two things about this miracle. One, it wasn’t enough—the itty-
bitty street singer was 24 before he cracked the country chart with “Why Baby Why,”
because he took that long to start singing like George rather than Hank, Roy or Lefty.
And two, there’s never a whiff of showoff there—never a hint that the size he’s pack-
ing makes him better than you.

Because in country music especially, the heart has more reasons than it knows
what to do with, now is when I'm supposed to tell you how “soulful” and “heart-
felt” Jones’ music was, how the pain you hear in his voice was always his own—or
more shrewdly, how he was a Method actor who empathized with the simple human
tales of love, loss, substance abuse and dang foolishness conveyed in the songs he
often wrote first and later usually interpreted. Not that there’s no truth to this tru-
ism—generally speaking, most good singers do something of the sort when they're
on their game. It may well be that the specifics of Jones'life, especially with regard to
alcohol and cocaine—Jones was a reticent man, and having read one biography, one
autobiography and a bunch of superb profiles, I still have trouble getting a bead on
his romantic emotions—enhanced this aspect of his art. It’s also likely that his reti-
cence bespoke an insecurity as inextricable from his biochemistry as his voice was
from his musculature. But as one of the rare New Yorkers who saw Jones perform in
three different decades without getting on a plane, I never forget that nightin a Long
Island roadhouse when he forgot the words to “Still Doin’ Time” and his guitarist
fed them to him one line at a time. Was that empathy on the installment plan? Or
was something else in play—some combination of craft, habit and a physical gift that
passeth all understanding?

As with Sinatra, who was nicknamed “the Voice” as a kid yet peaked as the mature
man of the world during his Capitol years, that gift literally deepened when Jones
started collaborating with Billy Sherrill at Epic in his 40s. It was Sherrill who encour-
aged him to explore his low end on elaborate ballads epitomized by what is widely
considered the greatest of all country records, “He Stopped Loving Her Today”—on
which the spoken bridge was recorded a year after the sung parts because while
Jones sang drunk just about every time he hit the stage, he couldn’t talk straight when
under the influence. Jones’ life was at its most deranged and tempestuous from the
time he split with third wife Tammy Wynette in late 1974 until—shored up by the
superhuman support and saintly patience of his fourth wife, Nancy—he kicked first
cocaine and then, for the most part, alcohol in 1982 and 1983. Yet somehow Sherrill
extracted some of Jones’ greatest recorded music from between the cracks of that
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Like Sinatra and Aretha,
Jones had a voice of
incalculable and inescapable
power, flexibility and depth.

living ruin. And with all credit to how respectfully Tony Brown tended
Jonesat MCA in the '90s, it’s his Sherrill productions that stand tallest.

On what evidence could anyone deny that the struggle every one
of those songs entailed is audible in the performances? Yet we can
hear so much else as well. He’s become an expert microphone sing-
er, using it to shade his delivery in a tradition that dates back to Bing
Crosby. As with most major singers, the phrasing is a wonder, and if
what sounds witting with Sinatra and instinctual with Franklin seems
impulsive with Jones, that’s in keeping with who we believed him to
be. A need to not soar but merely lift toward thoughtful or regret-
ful reflection overcomes him two or three times a verse. He builds a
semantic instability closely related to doubt into just how firmly he
chooses to nail the notes—an instability few voices are built to convey,
and that never damages the melodies he prizes. Yet for all his techni-
cal bedazzlement, he always sounds not just country but, in the best
sense, common. It’s not just that he’s one of us—it’s that he wants to
be one of us.

Perhaps that’s why, where Sinatra and Franklin inspired acolytes
who seldom if ever approach their musical impact, Jones is not
only the greatest of country singers but the most influential. It isn’t
just Jackson—singers as distinct as Paisley, Randy Travis and Garth
Brooks fruitfully emulate his combination of resonant gravity and un-
assuming nonchalance even if they never equal it. And for sure that
common touch is why Jones was an all-American genius. Those who
never got to know him can thank another product of American ge-
nius—the miracle of recording technology—that they still can. ©

George Jones at home
- | with |

ard, voted Most

COUNTRY'S KING

From his first Billboard hit in 1955 to his last in 2011, Jones
defined country music
BY CHUCK DAUPHIN

eorge Jones—the singer who defined an era of country music and along the way in-

fluenced almost every artist in the format who followed—was born Sept. 12,1931, in

Saratoga, Texas. Music took a hold early, as Jones recalled asking his mother to wake

him on Saturday nights if he was asleep when Roy Acuff came on WSM'’s Grand Ole

Opry broadcast. Before he was even 10 years old, he was playing his guitar for tips
on the streets of nearby Beaumont.

By age 19, Jones—newly married—enlisted with the U.S. Marine Corps. He was stationed in Cali-
fornia for his entire length of service, and it was after his discharge that his music career really be-
gan to blossom, signing with Starday Records in 1953.

His first recording for the label, “Ain’t No Money in This Deal,” proved prophetic, as the single
failed to gain any traction. However, by the fall of 1955, he found himself on the charts for the first
time with “Why Baby Why,” which peaked at No. 4 on Billboard’s country tally. Ironically, the song
was also on the charts as a No. 1 duet by Webb Pierce and Red Sovine. As a co-writer on the track,
Jones definitely loved the distinction of having two recordings of the same song in the top 10.

“Why Baby Why” became the first of 168 singles to enter the chart for Jones. As the ’50s pro-
gressed, he added more hits to his catalog, with many becoming country classics. “White Light-
ning” was his first No. 1in 1959, and others fell at the top or rather close—“Tender Years” and “The
Window Up Above” were two of the biggest.

Having signed with Mercury in the late ’s0s, he switched labels again, to United Artists in 1962.



His debut release, “She Thinks I Still Care,” topped the chart for six
weeks in the summer of 1962, and throughout the '60s, his star con-
tinued to shine brightly with such hits as “A Girl I Used to Know,”
“You Comb Her Hair” and “The Race Is On.” He paired with Melba
Montgomery in 1963 for the top 10 “We Must Have Been Out of Our
Minds,” the first of six collaborations between the two to chart.

Ever restless from a label standpoint, Jones became the flagship
artist for Musicor Records in 1965. Though the technical aspect of his
cuts for the label might have left something to be desired, the songs
were nothing short of first rate—“Walk Through This World With
Me,” “A Good Year for the Roses” and “When the Grass Grows Over
Me,” a No. 2 hit from 1969 that resulted in a song of the year nomina-
tion from the Country Music Assn. (CMA).

The year 1969 represented a turning point for Jones. He married
Tammy Wynette, which eventually paved the way to his leaving Mu-
sicor for Epic in 1971. The singer’s first release for the label was “Take
Me,” a duet with Wynette, which hit No. 9. (The song had hit the top
10 in 1966 for Jones as a solo single.) For the next two decades, Jones
would remain on Epic, and along with Billy Sherrill as producer, he
would cut some of his biggest records. Whether it be solo chart entries
like “Once You've Had the Best” or duets with Wynette like “We're
Gonna Hold On,” the singer was on a roll. Even though the couple
divorced in 1975, they still continued to record, with 1976’s “Gold-
en Ring”—the story of a marriage coming together and then falling
apart—becoming their most recognized hit.

The divorce from Wynette put Jones into a tailspin. His long battle
with alcoholism became more evident, and he began using drugs.
Still, when in the studio, he continued to create songs that live to this
day. An early 1980 recording session with Sherrill prompted him to
bet his producer $100 that the song they just completed was “too
morbid” to hit the top. The cut, “He Stopped Loving Her Today,” not
only hit No. 1, but also won a Grammy Award for best male country
vocal performance and single and song of the year from the Academy
of Country Music, and it was the CMA’s song of year in both 1980 and
1981. Twenty-five years after he first hit the charts, Jones was recog-
nized as male vocalist of the year in 1980 by the CMA.

Whatever his personal struggles, the '80s were arguably his most
consistently successful decade. He added such classics to his list as

Tennessee Whiskey,” “If Drinkin’ Don’t Kill Me (Her Memory Will)”
and 1989’s “I'm a One Woman Man,” which became his final solo top
10 record, peaking at No.Ss.

Jones kicked off the '90s with a top 10 hit with Randy Travis in “A
Few Ole Country Boys” and became a member of the Country Music
Hall of Fame in 1992. He reunited with Wynette for One—an albumon
MCA Records that also resulted in a successful tour—and in 1999 re-
leased the top 30 single “Choices,” which helped earn him his second
Grammy. In the 2000s, Jones continued to record, collaborating with
Garth Brooks (“Beer Run”) and Shooter Jennings (“4th of July™) and
hitting the top 30 both times. His final chart entry was “Country Boy,"
with Aaron Lewis and Charlie Daniels, in 2011.

All along, Jones continued to tour, with his love of the stage some-
thing that stayed with him until the end. The singer was scheduled to
play his final concert in Nashville this November. He told Billboard
that his final tour was definitely a bittersweet occasion.

“I have been blessed to do what 1 love for all these years and when
I return to places that I know I will be performing for the last time, it
makes me a little nostalgic and sad. I will surely miss my fans and the
good people [ have met along this journey.”

Jones is survived by his wife of 30 years, Nancy; his sister, Helen
Scroggins; and by his children; grandchildren; nieces; and nephews. ©
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THE VOICE OF A LIFETIME,
AND A LIFETIME IN A VOICE

George Jones took every setback life threw at him and turned it into music

BY BRAD PAISLEY

grew up a huge fan of George Jones. | was familiar with the legends, the hard-luck stories, the accounts of

missed gigs and drunken riding-mower notoriety. I was mesmerized by his voice, like almost anyone with

the ability to hear. So | was ecstatic when 1 got to open shows for him a few times in West Virginia, as a young

performer. I remember one gig in particular: Aug. 22,1993, in Parkersburg, W.Va. It stands out because it was

my last show as a resident of that state. Sure enough, the very next day, with ringing in my ears from the night
before and a tear in my eye as I loaded the trunk, I packed my car and drove to Nashville.

I had no idea how well I would get to know George and Nancy Jones in the next 20 years. We had a mutual
friend in my soon-to-be road manager, Brent Long, and he told them all about me. They took a real interest in my
life, and all but adopted this young, lonely stray puppy. [ would go fish at their farm ponds on my days off. When I
got my first horse, I was still living in a small condo in town (yeah, I know, I'm not good at math) and George said,
“Son, keep him out here on the farm.” So I did. For free. [ would be out there riding and look up, and here would
come that golden voice in a golf cart. Often I would stay for dinner. He and Nancy were beyond generous to young
crooners like me.

He was full of insight and perspective. Many of our tatks were about country music, about its importance to its
fans, keeping it alive. “Treat those people right, son, and they’ll always be there for you.” I got the sense in his later

years his eye was on the future of this art form—an art
form he perfected—even as his time on the charts had
come to a close.

The strangest thing was, you would start to feel al-
most normal around him, watching football, eating
dinner, telling jokes—just another legend in a La-Z-
Boy recliner. And then I would go see him at the Grand
Ole Opry or on the road and fans would start crying at
the sight of him. He would bust into “White Lightning”
and raise the roof. And then out of nowhere would
come the words, “He said I'll love you till I . . .” and
suddenly, I'm 12. And I'm back in West Virginia, and
I'm studying those records, wondering what he’s like.
Or I'm 20 again, watching backstage the night before
1leave home to chase my own dream. Wondering how

fi
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he bends that word, how he milks every vowel. Watch-
ing how he works the mic, thinking, “Just how can one
man sing that low and that high?”

Well, here’s the thing. Country music is life. And his
life was a song that went that low and that high.

Much will be written about the alcohol, the craziness
or the wild side of the man. That’s a “War and Peace”-
sized book itself. But thankfully, the guy I knew and
loved was who he became when he beat that.

He was a case study in extremes, and God-given
ability—and choices. Good or bad, A or B, forks in the
road—life is a series of those. Just as Robert Johnson is
fabled to have gone down to the crossroads to make a
deal with the devil, George Jones did that every time
he walked in a bar. And similarly, without such deals,
would his music have been as rich?

Man, did he live hard. I swear I can hear the divorces,
the wrecks, the arrests and the lawn-mower vodka runs
in every sweeping note he sang. And later you saw the
twinkle in his eye from beating those demons and run-
ning off with the musical spoils from such a life. Such
bitter tragedy is only survivable with an equally formi-
dable sense of humor. He sang and teased about his
missed shows. Heck, his license plates read NO sHOW.
He appeared in videos riding John Deere mowers. I got
to record the goofiest things with him on a few of my
albums, like “The Kung Pao Buckaroos” with pals Jim-
my Dickens and Bill Anderson, and the outtakes were
priceless, self-effacing gold—him teasing Jimmy about
his height, Bill about his whispering.

Often he and Nancy were the first to phone when-
ever I fell on tough times—and good times. My great-

He sang about
himself, made fun of
himself, and gave us
all a glimpse of what
1s possible. He found
God. He found Nancy.
Or they found him.

est regret is that as my career got more and more suc-
cessful, I got to see him less and less. I can’t tell you
how many voice-mail messages ended with “George
misses you. And we love you.” I know of a dozen other
artists with similar stories. He may not have been on
the country charts in the end, but a lot of us who are
these days have him to thank. He wondered about his
legacy a lot, but it’s clear to me that it is immeasurably
important. Our most inspiring singer of all time has an
equally inspiring story.

He got knocked down, but he got back up every time.
He took every setback life threw at him and turned it
into music. He was loyal to country music, and its fans
rewarded him with unwavering loyalty as well. He sang
about himself, made fun of himself and gave us all a
glimpse of what is possible. He found God. He found
Nancy. Or they found him. And he was proof that a
great woman’s love can get a man through just about
anything. He overcame physical injuries, mental an-
guish and bitter setbacks all to rise again and again
from the ashes of his disasters like the sweetest-singing
phoenix to ever live.

I will never forget him. And George, wherever you
are, trust me when I say this: Country music will never
forget you either. We miss you. And we love you. @

George

Jones
On The

Charts

From his first chart entry with “Why

Baby Why” in October 1955 until his final
appearance on Billboard’s Hot Country
Songs as a featured artist on Aaron Lewis’
“Country Boy” two years ago, George Jones
distinguished himself as a peerless force
with 166 charted songs—Eddy Arnold has
the second-most with 144. Jones has the
third-most top 10s (78), outpaced only by
Armold’s 92 and George Strait’s 85. Jones’
top 10 count includes 13 No. 1s, among
those “He Stopped Loving Her Today”
(1980), which re-enters Hot Country Songs
at No. 21 (see page 58). Jones was also pres-
ent and accounted for on the inaugural Top
Country Albums chart in 1964, placing a
total of 97 titles on that list including 32 top
10s and a pair of No. 1s. Released in 1970,
his best-selling Nielsen SoundScan-eta
album, The Best of George Jones, Vol. 1, has
sold 2.3 million since May 1991, followed
by 16 Biggest Hits (1999 release, 1.2 mil-
lion) and Walls Can Fall (1992, 655,000).
“He Stopped Loving Her Today” is Jones’
top-selling digital single with 450,000
downloads, followed by “Finally Friday”
(1992,116,000) and “White Lightning”
(1959, 113,000). —Wade Jessen

Titles are ordered by peak position on the Top Country Albums

chart. Ties were broken by the number of weeks spent at the peak,

followed by total weeks on the chart.

GEORGE JONES' TOP 10 ALBUMS

RANK TITLE/PEAK YEAR PEAK TOTAL CHART
POSITION WEEKS

o I'M A PEOPLE (1966) 1(2 weeks) 20

o GOLDEN RING (1976) 1) 28
(With Tammy Wynette)

o WALK THROUGH THIS 202 2
WORLD WITH ME (1967)

o STILL THE SAME
OLE ME (1982) 3(5) 5

o WE GO TOGETHER (1971) 3(4) 3
(With Tammy Wynette)

(6 ] hesestor 30) 3
GEORGE JONES (1964)

o WE'RE GONNA 32 25
HOLD ON (1974)

o WE FOUND HEAVEN 3(2) 2
RIGHT HERE ON EARTH
AT “4033" (1966)

(9 ] THE RACE 15 ON (1960 30) 18

@ SINGING WHAT'S IN 3(2 16
OUR HEARTS (1964)
(with Melba Montgomery)

GEORGE JONES’ 20 BIGGEST HITS
Of HOT COUNTRY SONGS

FANK

©0 0006 000

060 © 6 060 06006

TITLE/PEAK YEAR

TENDER YEARS (1961)

SHE THINKS | STILL CARE (1962) 1(6) 23
WHITE LIGHTNING (1959) 1(5) 22
WALK THROUGH THIS 1) 2
WORLD WITH ME (1967)

WE'RE GONNA HOLD ON 1Q) 17
(1973) (Duet With Tammy Wynette)

NEAR YOU (1977) 1Q) 16
(Duet with Tammy Wynette)

HE STOPPED LOVING 1) 18
HER TODAY (1980)

| ALWAYS GET LUCKY 1(1) 18
WITH YOU (1983)

THE GRAND TOUR (1374)

1 writing it with Norro

Wilson and Carmol Taylor.

¥
-2

)

STILL DOIN' TIME (1981) 1(1)

GOLDEN RING (1976) 1(1) 15
YESTERDAY'S WINE (1982) 1(1) 15
(Duet With Merle Haggard)

THE DOOR (1975) 1(1) 13
SHE'S MY ROCK (1984) 2(3) 23
I'LL SHARE MY WORLD 2Q2) 18
WITH YOU (1969)

WHEN THE GRASS 202 17
GROWS OVER ME (1969)

THE WINDOW UP 2(1) 34
ABOVE (1960)

TENNESSEE WHISKEY (1983) 2(1) 22

I'M NOT READY YET (1980)  2(1)

A GOOD YEAR FOR 2(1)
THE ROSES (1971)

Among the most enduringly

yular of Jones'

Jackson for The Bradley Barn Sessions in 1994,
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Billboard’s Latin Music
Conference focused

on the new platforms
helping artists and labels
navigate a business in
constant transition

by JUSTINO AGUILA

@ BILLBOARD | MAY 11, 2013

o matter who you talked to at the 24th annual Billboard Latin
Music Conference, one thing was clear: The rapidly changing
industry is riding an exciting wave driven by innovative plat-
forms that are reshaping how music is distributed and sold in
the Americas and beyond.
The marketplace will continue to transition, but there are new
strategic ways to navigate the same old business.

In conversations with key industry executives and such artists as singer,
songwriter Gloria Estefan, Colombian crooner Carlos Vives and panelist Memo
Ibarra of youthful regional Mexican band Alerta Zero, all pointed to an industry
still finding consumers hungry for good music but moving to new platforms from
mobile devices to streaming campaigns to hook them.

The Billboard Latin Music Awards, aired live on Telemundo (April 25), topped off
the four-day conference, presented by State Farm in association with Pepsi, at the
JW Marriott Marquis in Miami. Among the week’s most lively discussions were the
rise of the digital and satellite space, artist partnerships, new business models and
the thriving regional Mexican genre as seen through the TV landscape.

During a panel dubbed “Case Study: The Cricket/Muve Solution,” experts in the
field including Skander Goucha, senior VP of digital at Universal Music Latin Enter-
tainment (UMLE), and Muve music senior VP Jeffrey Toig explored a blueprint for
reaching the Latin market. Muve is one of the largest on-demand music providers in
the United States with about 1.5 million paid subscribers, and is only offered on rate
plans through wireless carrier Cricket, which emphasizes low-cost, prepaid services.

While the explosion of distribution methods and partnerships is creating a buzz,
worries remain about a sluggish U.S. economy that is denting the industry. Latin al-
bum sales were down 9.7% in 2012 to 9.7 million units, according to Nielsen Sound-

LATIN'S NEW ST

Scan—more than double the 4.4% de-
cline in overall album sales.

The upside to the tough economy is
that it has helped spur unconvention
al partnerships, pushed new startup
markets and created fresh pathways
to distribute music, especially in the
digital arena.

During Estefan’s conversation with
Billboard’s Leila Cobo, executive di
rector of content and programming for
Latin music and entertainment, the
entertainer/entrepreneur spoke about
her use of social media.

“I tweet something and 15 different
articles come out,” said Estefan, who
emphasized that artists need to be more
proactive than ever in getting their mu-
sic heard. “Do it because you love it. You
really need to believe in your writing.”

It also appears that cross-pollination
is here to stay, with Estefan’s most re-
cent album, Little Miss Havana, which
was independently released in a deal
supported through big-box retailer Tar-
get, bringing her to a new audience, as
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During the “Viva for Vevo” panel,
UMLE executive VP of brand partner-
ships and digital Gustavo Lopez and
Vevo senior VP of music programming M
for talent and content operations Doug
McVehil discussed the industry’s new-
est venture into tailored music market-
ing that could be a boost for Latin music.
Vevo offers curated music videocontent el
within YouTube, but also has its own Iboar¢
platform online, mobile apps and Web-
connected TV devices like Roku.

In total, 20% of Vevo'’s audience is
Latino and 25% of the artists viewed
are termed “Latin artists,” McVehil said.
Vevo TV is also set to offer blocks of pro-
gramming devoted to a variety of genres,
including Latin, in order for the consum-

Ralph Peer
il

er to have a more TV-like experience. '(-;‘:;
“Music is really one of the only things ;

interwoven into every part of culture Jose Valle

and our lives,” McVehil said. “We want Har:;’;‘: e A

to highlight those connections between
music and the rest of our lifestyles.”
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5 New Artists

To Watch

Standouts from the
40-plus acts that
performed at the
Billboard Latin Music
Conference showcases

Band Of Bitches

Their bio claims thatthey’re aliens, though
under their latex hoods are members of
Plastilina Mosh and other Latin alterna-
tive bands. BOB brought the fusion-fueled
energy of Northern Mexico—mixing rock,
hip-hop and regional Mexican rhythms
to the stage of the BMI/peermusic/Sony
showcase at Grand Central.

Mariana Vega

The Venezuelan-born singer/songwriter
proved her place among the new wave of
female Latin artists with a personal ap-
proach to pop, previewing her upcoming
third album, produced by Cachorro Lopez,
at the ASCAP showcase at Yuca Lounge.

Kat Dahlia

Signed to Vested in Culture, Sylvia
Rhone’s new label, Cuban-American
Dahliasings and raps a sultry mix of blues,
R&B and reggae with sharply honed lyrics
and a smattering of Spanish. She’s prepar-
ing for the release of her debut album as
her single “Gangsta” rises on Billboard’s
Rhythmic chart.

Viagjero

Nicaraguan-born  Viajero  (Voyager)
blends a wealth of influences from many
countries to give credence to his artistic
name. Lyrical songs with the right edge
and intricate arrangements make this a
debut to listen for.

Ale Ortega
The soulful Argentine singer/songwriter
flew in from his hometown of Mendoza to
perform his romantic pop songs at the Ca
poraso showcase. Ortega also performed
a new duet—to be used in an upcoming
soap opera—alongside Lena at the ASCAP
showcase. —Justino Aguila, Judy Cantor-
Navas & Leila Cobo

e BILLBOARD | MAY 11, 2013

3 America
Sierra

4
act5Solz

Jonathan

Moly
id Leslie

Grace.

5

Arthur
Hanlon a

José Luis

d Raul
Ortega:
3M

1

Skander
Goucha

Jorge
Fernando
Rodriguez
|Ana
Rosa
Santiago

DebiNova,
Mariana
Vega. Kany
Garcia
Lena;

Alexandra
Lioutikoff

d Karl
Avanzini at

GLORIA ESTEFAN

The icon talks
standards,
marriage and
diving into the
mainstream

Perhaps no female Latin

act has managed to stay as
relevant through the years
and in two languages, no
less—than Gloria Estefan.
The original crossover diva
made her first appearance

at the Billboard Latin Music
Conference for a Star Q& A
with Billboard executive
director of content and
programming for Latin music
and entertainment Leila Cobo.

On her standards album, due
out this fall on Sony: "All my
life I've loved standards. | grew
up listening to Johnny Mathis,
Javier Solis. | chose songs that
were very special to me, like
‘'El Dia Que Me Quieras,” which
was Emilio’s and my wedding
song. It was the first song we
danced to as husband and
wife, and | got the big honor

to write it in English. It's never
been done. And | think it's
going to make a killer wedding
song.

On being managed by her
husband: "People who say
that's a terrible idea are right.
But not in my case. It is not
an easy thing to do. [But] we
balance each other out. We've
never had a disagreement
about music or business or
values and priorities, which
have always been our families.
There are no egos involved,
and this is a big clue to the
success of our marriage.

On getting into the
mainstream market: "There
is no formula. If you're thinking
about that, you're already
doing something that's not
right. You shouldn’t make your
music to appeal to something
that's happening. If it's
happening, you're already too
late.




Winners’ Circle

The third annual Billboard Latin Music Marketing Awards—the only
music and marketing honors in the industry—showcased multitiered
campaigns that were heavy on social interaction and experiential plat-
forms. Long gone are the days of simply using a face or a song to pro-
mote a brand—today ambitious programs promote fan participation
and reinvent the artist and musical experience. The winners were voted
upon by a panel of judges that included Billboard editors and members
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of the Assn. of Hispanic Advertising Agencies.

Best Online/
1 Social Campaign
BRAND SBS Radio
Network Agency SBS Campaign
Live Chat Series Actists various
various
SBS launched its radio network’s
live chat series on March 22, 2012.
Combining radio and digital push-
es, the chats succeed in promoting
artists and driving traffic to SBS
stations and sponsors while build-
ing up databases.

Best Tour
Sponsorship
Brand Net10 Wireless

Agency Cardenas Marketing

Network Campaign Net10

Wireless Presents the Gigant3s

tour Artists Marc Anthony,

Chayanne, Marco Antonio Solis
Sony, Universal Music Latin

Entertainment

Netio Wireless timed its U.S. His-

panic launch with the Gigant3s tour,

featuring three of Latin music’s big-

gest stars. CMN teamed with ad

agency Marca to execute the cam-

paign, including on-site activations.

Best TV
Campaign
Brand Coca-Cola

ampaign Coca-Cola Olympics
Artist Belanova Label Universal
Mexican pop trio Belanova
was selected to record the Spanish-
language version of Coca-Cola’s
song for the summer Olympics. The
choice of artist was key. “We’ve giv-
en the Latin-American campaigh a
far more ‘Latin’ identity, adding a
different beat,” Coke brand man-
ager Nadine Dwek said.

Campaign Of
The Year
E MasterCard Mexico

EMI Mexico
Priceless Music # various
vel EMI Mexico

This year-long program exempli
fied the creative ways brands in
other countries are tapping into
Latin talent. Although the cam-
paign featured much of EMI’s
roster, it still tailored fans’ experi
ence to each act.
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Bash A Smash

Universal Music Latin Entertainment
wins big at the Billboard Bash

The Billboard Bash, celebrating the albums, imprints, publishers and
producers of the year, took place at the Cameo Nightclub in Miami
and featured performances by Billboard Latin Music Awards finalists
America Sierra, Akwid and reggaeton acts Plan B and Grupo Treo.

It was also a night to highlight such emerging acts as Almas Band
from Puerto Rico, Banda la Leyenda and Banda Yurirense from Mexi-
co, U.S.-based pop artist Sophi and Viajero from Nicaragua

Universal Music Latin Entertainment swept with seven awards,
including Latin airplay label and top Latin albums label of the year.
UMLE posted 47 top 10s, which included 13 No. 1s on Top Latin Al

bums. In addition, UMLE imprint Machete won the Latin rhythm air- EE,
play and Latin rhythm albums label of the year awards, while regional Leila Cobo
Mexican imprint Disa won Latin airplay imprint and regional Mexican
airplay imprin.t, aqd Fonovisa won regional Mexican albums and top 'Pepe -l
Latin albums imprint.

Sony Music Latin took home five awards, including Latin pop air-
play album and imprint. The label had 14 top 10s on Hot Latin Songs
and seven No. 1s. Indie Top Stop Music won for tropical songs air- Left:

play imprint.

Once again, Fernando Camacho Tirado won producer of the year,
and his father, René Camacho, picked up the award. Espinoza Paz
took home songwriter of the year.

EMI Music was named publishing corporation of the year, while
publisher of the year went to ARPA Musical (BMI). —Justino Aguila

Luis Estrada
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EMILIO ROMANO

The Telemundo
leader weighs in
on the Hispanic
market, frenemies
and more

Since taking over as president
of Telemundo a little more than
a year ago, Emilio Romano
(above right) has already put
his imprint on the network and
its bilingual channel, mun2, as
well as on Telemundo digital
media. The new Telemundo is
highly sensitive to the changing
U.S. Latin demographic

and increasingly interested

in music, as evidenced by
multiple new Telemundo
ventures. They include “La

Voz Kids,"” a partnership with
Warner Music Latin America
to develop new musical talent;
the rise of music-themed
programming on mun2; and
the increasing use of Latin
acts within original Telemundo
productions. Some thoughts
from Romano during his
business Q&A with Billboard
editorial director Bill Werde
(above left).

On the challenges of
entertaining today’s Hispanic
market: “The Hispanic market
is actually two markets:
English-language and
Spanish-language Hispanics.
We're obsessively focused

on the Spanish-dominant

half. That market is growing
less vigorously than English
language Hispanics, but the
problem people are having with
that half is that they're difficult
to entertain as ‘Latins,’ since
they like their entertainment in
English like everyone else.”

On healthy competition:

“We welcome stars from

other companies. Things like
the Billboard Latin Music
Awards are bigger than just
Telemundo. 'Frenemies’ are
becoming more mainstream.
The old passionate enemy style
is becoming a little outdated.”

On music’s place in
telenovelas: “l don't want to
musicalize telenovelas; | want
music to drive novelas.”




Q: What Can A
Brand Do For Me?

A: Drive hits, artist development, more

Pepsi

The beverage giant has partnered with up-and-coming D] trio 3BallMTY
to spread the gospel in the U.S. Latin and Latin-American market. Pepsi’s
desire to reach a young Latin market also compelled it to partner with Uni-
versal Music Latin Entertainment to develop new talent.

Fender

The venerable brand is working to expand its presence in the Latin market

#Statefarm  pilllsoard

LATINMUSIC

CONFERENC\P&-'WARDS

IN ASSOCIATION WiTH 5. peps

through a growing roster of major Latin names, including Mana guitarist -
Sergio Vallin. The brand is looking to “establish a real and meaningful con-
nection” with its artists, Fender senior VP of global manufacturing Sergio
Villanueva said. 2
Zumba
The No. 1 and No. 2 tracks on Billboard’s Latin Airplay chart this week
are Don Omar’s “Zumba” and Daddy Yankee's “Limbo,” songs written
expressly for Zumba Fitness. The fitness company has become a valuable DJ Otto
promotional partner. “We want to be a resource for the music industry
and elevate Latin music around the world,” CEO Alberto Perlman said.
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REMEMBERING

FRANK

Music industry greats gather to honor Frank Barsalona,

the legendary agent who built the modern-day
touring business from the ground up

SOME OF THE MOST INFLUENTIAL players in the history of
the touring industry filled Irving Plaza in New York on April 25 to

pay tribute to pioneering agent Frank Barsalona, who died last November.
“Remembering Frank” lived up to its billing of “an evening of great conversa-
tion and stories,” as a long list of live music industry greats regaled those in at-
tendance with stories about Barsalona, whose Premier Talent Agency was far
and away the most dominant rock music agency in the world in the ’7os and
’80s. Among those offering up stories on Barsalona were music journalist Dave
Marsh, famed Philadelphia promoter Larry Magid, U2 manager Paul McGuin-
ness, Creative Artists Agency managing partner Rob Light, British manager
Peter Rudge, legendary New York promoter Ron Delsener, Canadian promot-
er Donald K. Donald, Joel Peresman of the Rock and Roll Hall of Fame, Boston
promoter Don Law, Bono and Pete Townshend (via video) and, receiving the

“

When Frank passed away back in November, we knew we weren’t going to
have a traditional funeral for him. That would be too dark, and that wasn’t
Frank. His wasn’t a life to mourn, it was a life to celebrate. So we thought we'd
do what he would’ve loved the most. We'd gather old friends, we'd eat a little
Italian food, and we’d tell Frank stories. We're about to celebrate in his house of
worship, a rock club. For me, he wasn’t Frank the visionary, Frank the industry
legend, he was Dad. Frank lived a nontraditional life, and I grew up in a non-
traditional household. There was no bedtime, there was no curfew, there was
no limit on how loud the music could be played, because it was Frank and June
who were up late, it was they who kept me out late, and it was them who played
the music the loudest. And school? Who needs it?” —Nicole Barsalona

“"What Frank Barsalona did for our
business was incredible; he actually
made our business. He was the
adult in my life. He just had this big
sandbox for all us kids to play in.”

—Larry Magid, founder, Electric Factory Concerts

“Frank was the Pete Rozelle of the concert business. He was the first one that
set up some parameters. We didn’t have a signed contract for options {with an
artist]. The fact is, you helped break the act and made a real difference or you
were out.” —Don Law, Live Nation Boston

@ BILLBOARD | MAY 11, 2013

BY RAY WADDELL

best reception of all, Barsalona’s wife, June, and daughter Nicole.
The room was packed with legends, among them E Street Band gui-
tarist Steven Van Zandt, Team Springsteen players Barry Bell and Barbara

Carr, and a wealth of promoters, signifying Barsalona’s influence in bringing
order and legitimacy to that sector. Promoters in the house included Seth Hur-
witz (LM.P.), Gregg Perloff (Another Planet), Mike and Jules Belkin (Belkin
Productions), Danny Zelisko (DZP), John Scher (Metropolitan Talent), Debra
Rathwell (AEG Live) and leading Japanese promoter Seijiro Udo of Udo Art-
ists. Among the agents were Shelly Schultz (SRS Global Artists), Wayne Forte
(Entourage) and Steve Martin (the Agency Group). Musicians in attendance
included Felix Cavaliere, Garland Jeffreys, Billy Squier, lan McDonald, Peter
Noone, David Johannsen and Livingston Taylor, along with such managers as
Jack Rovner (Vector) and Randy Hoffman (Hoffman Entertainment).

00

U2's Paul McGuinness (left) and Jon Landau

for Bruce Springsteen, had huge success with

Peter N
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“The two most special people

in Frank's life—and | don’t think
that there’s a single person in
this audience who knew him well
enough to show up tonight who
didn’t know this—were his wife,
June Barsalona, and the person
who changed his life the way he
changed some of our lives, his
daughter Nicole.” —pave Marsh

“|When U2 first went to America, my father] said, ‘This is a very,
very dangerous business; particularly watch out for the Italians.
They do stuff you don’t want to know about.’ I said, ‘What do you
mean?’ and he said, ‘They’ll hug you.’ He was right. A lot of people
in this room have been hugged by Frank Barsalona. We have been
Barsalona'd. And if you're Irish, and a little macho, it’s just a bit
off-putting, having only ever had a handshake from your father, to
have Frank kiss you all over. .. [Uz has| never been ripped off, and
our experience in the music business has been a very dignified
relationship in the United States. People looked after us very, very
well. Frank Barsalona was our bodyguard.” —Bono

“Frank was special. June, you were special. Your meatloaf is as impor-
tant to me as the Who selling out Madison Square Garden.”
—Peter Rudge, who brought such acts as the Who and
Lynyrd Skynyrd to Premier
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“Frank was a visionary. In the '60s, even after everything with the
Beatles and what happened in rock’n’roll, it was still the second-
class citizen at every agency. Frank understood one thing: Rock
music was what he believed in, and rock music was the future. He
created Premier around that concept. Frank wasn’t interested in
being a movie agent, a Broadway agent. He was interested in rock
bands, people making rock music and what he could bring to that
party. And he brought everything to it. After | moved from being a
journalist and demoted myself to becoming a record producer and
an artist manager, | needed to become more knowledgeable in the
business. One night at a Who show at the Fillmore East in the early
70s, we were there, and 1 said, ‘Frank, this sounds like shit—the
sound is terrible.” He said, ‘Look around, show me where the empty
seats are.’ I said, ‘Frank, there aren’t any.’ He said, ‘That’s what it’s
all about—why don’t you keep that in mind along with all your rock
critic thing.’ There is one agent in the Rock and Roll Hall of Fame
now, and as far as 1 can see, he will be the only agent ever in the
Rock and Roll Hall of Fame: Frank Barsalona.”

—Jon Landau, Jon Landau Management

“I was the smuggler of his
Cuban cigars. It ensured me
enough cities in Canada to
promote that | was able to
afford to come to New York and
enjoy Frank for many years.”

—Donald Tarlton, Donald K. Donald Presents

“Frank loved to collect. Look around you at one another. The miracle
of Frank Barsalona is he collected all of us.” —Livingston Taylor
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Kenny Chesney

GETS
PERSONAL

For his 14th album, the top touring artist
in country music history bucked the
system and assembled something closer
to diary entries than stadium singalongs

By Ray Waddeli

n this sunny day in Sony

Music’s Nashville offices,

Kenny Chesney is hand-

ed a printout of his chart

history on Billboard’s

Hot Country Songs tally,

which boasts 45 top 10s

and 1,169 chart weeks—

and counting. “I've

never seen this,” he says, shaking his head. “Man, I had
a mullet when ‘Whatever It Takes’ came out [in 1994].
Are you kidding me? This shows a journey. It shows a
dream. It shows a lot of changes, emotionally, person-
ally. All the people I sang with—Dave Matthews, Grace
Potter, the Wailers, George Jones, Jimmy Buffett, Kid
Rock, Willie Nelson, Joe Walsh. I've been very blessed.”
Who knows how many songs from Chesney’s new
album, Life on a Rock, will join the 70 charted titles
he has already amassed? Leadoff single “Pirate Flag”
is already among them. That’s one of the album’s
stadium-ready party songs, but it’s the more subtle,
reflective tracks like “Marley,” “Must Be Something
I Missed” and “Happy on the Hey Now (A Song for
Kristi)” that wield the most power on the new release.
The album’s title references Chesney’s off-the-grid
retreatin the Virgin Islands, where the top touring artist
in country music history—and a creative entrepreneur
known for planning projects years in advance—leads
what amounts to an alternative existence amid the sun

and sand. He's frequently evoked island themes in his
work, but never as often as on his 14th album, surely
the most personal work he’s ever done.

Sony Music Nashville chairman/CEQ Gary Overton
believes the intimate nature of the record—released
less than a year after Welcome to the Fishbowl—will
appeal to fans. “This is a collection of songs that was
never intended to be an album,” Overton says. “They
were diary entries during a very special time and place
in Kenny'’s life. This one’s not just about the party, but
who he likes to spend his time with, and where, and
what in life he likes to celebrate.”

If these songs, which date back to 2006, were never
written with an album in mind, they still become a
cohesive body of work. “This record is about how life

just moves you along, whether you realize it or not,”

Chesney says.

“Iwrote a lot of these songs without music. Just wrote
the lyrics down and tried to take moments from my life
and my friends’ lives and tried to give them a pulse.”
Billboard talked about all of this and more in one of
Chesney’s most candid interviews.

Why do a new record so closely on the heels of
Welcome to the Fishbowl?

We get caught up in the way we do business: “It’s
been 18 months since the last one. It’s time to get
all the players together and go make another record
that’s supposed to be better than the last one.” It’s

the cycle we all live in. It doesn’t leave a lot of room
for authentic, “over time” creativity. That’s what |
love about this record. I wrote the first song in 2006
and I wrote the last song last year. That’s the reason
a lot of the songs are so different, because almost all
of them are from moments that would have been
easy to let evaporate.

What was the reaction from those you work
with to the style of Life on a Rock?

The nature of our business is to keep feeding the mon-
ster. But that doesn’t necessarily mean every song has
to have a lot of electric guitars layered in the solos. To
me, I feel like I’'m feeding the monster on this record,
but I'm feeding it nutrition.

I went and saw Bruce Springsteen in Pittsburgh with
just him and a guitar, singing songs he would never
have sang with the E Street Band, and it was great.
That’s feeding your fans, too. It would have been really
easy to find some songs and just duplicate what we've
done, duplicate Hemingway'’s Whiskey and Welcome to
the Fishbow!. Or try. But for me to go out and do what
I do onstage, for me to inspire anybody, I've got to be
inspired. So this record came at a good time for me.

You've progressed artistically on the last several
records, and | don’t know that everyone in this
business realizes it.

For the most part people are taking the time to really
listen, but look, I've told you this before: We're a town
of followers, and I'm a part of the town. The thing 'm
proud of is that this album ain’t following nobody. 1
mean nobody.

There’s not a pickup truck to be found.

Not one. And not that I'm not country. This album
talks about very relatable things, but it’s not singing
about what the town thinks everybody should sing
about. I need to sing about what's real to me, and I'm
at the point in my life and career where I think I de-
serve to do that.

Several of these songs clock in at more than four
minutes. It's clear you weren’t watching the clock,
literally or figuratively.

Not at all. We all have to do radio and single edits on
everything, even songs you do watch the clock on, but
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Bottling The Vibe

Chesney’s new Blue Chair Bay Rum launches lifestyle brand

enny Chesney’s launch of the Blue Chair
Bay line of rums in 32 markets this
month is far more than just putting his
name on a product. Blue Chair Bay is a
lifestyle brand extension for the artist in the truest
sense of the term, with Chesney in effect servicing
as Blue Chair Bay's chief creative officer, according
to Mark Montgomery, co-founder of FLO {thinkery},
Chesney’s partner in launching the brand.

Blue Chair Bay Rum isn't an endorsement—it's
Chesney's personal brand, crafted as a distilla-
tion of his island lifestyle. Simply put, Chesney
has created his “drink of choice,” a premium-
blended rum, made at one of the oldest, most-
respected distilleries in the Caribbean.

Chesney says he “can’t do anything halfway,” and
dove head first into the launch of Blue Chair Bay. “I
didn't want somebody to give me some money and
say, 'We're going to slap your name on this product
and we're going to sell it as your rum,” he says. “It
would have been really easy to do that, and it prob-
ably would have been over by now.”

Blue Chair Bay is the debut project for FLO,
founded last year as a firm that “builds successful
businesses for big audiences,” according to Mont-
gomery. Both FLO and Blue Chair Bay are coming
out of the gate strong.

"The early indicators are substantially better
than we expected,” Montgomery says. "Everything
from the reactions at the trade level to what the dis-
tributors are actually ordering—which is higher than
we're recommending—to publicly: We've been on
Facebook eight days and have 23,000 likes.”

These positive indicators speak to Chesney's in-
vestment, not just financially (he's funding the entire
venture) but philosophically, Montgomery says. “Ken-
ny allowed us in far enough to really understand his
vision, [and] this is us taking his vision and manifest-

“I've had several
years of practice.
I've had a little
bit of rum here
and there.”

ing it. And we've built a pretty interesting little organi-
zation that literally can take a napkin and manifest it
in a physical product in a compressed timeline.”

Montgomery says the normal industry timeline in
setting up a liquor brand is about two years. “We did
it in about 11 months, and that was centered around
the opportunity presented by the 2013 tour and the
record, which turned out to be an island record,”
Montgomery says. “It all lined up too nicely not to
say, ‘We need to go like hell to get to the market.”

Of course, the rum itself “has been on the beach
aging in casks for seven or eight years,” Montgom-
ery says. “We just had to figure out where we could
get our hands on it. The research on this was really
a bitch, running around on islands looking for dis-
tilleries and sampling their wares. But, to put itin a
musical context, it's all about the song, and the song
in this case is the booze. It is damn good.”

Partner Sawvy Drinks has expertise in produc-
tion, sourcing and distribution, and operating com-
pany Fishbowl Spirits built an infrastructure from the
ground up. That includes Ryan Posewitz from Nash-
ville music business management firm Flood Bum-
stead McCready & McCarthy as CFO and branding
activation specialist Sloane Scott from G7 Entertain-
ment Marketing as chief marketing officer.

Given his penchant for the island lifestyle and
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tropical themes, Chesney felt obligated to be
deeply entrenched in said research. “| have been
to a Barbados distillery with a mixologist, with a
hard hat on and glasses and gloves in a room like
a chemistry lab, 25 yards from where the waves
crash on the beach in Barbados. It was great,”
Chesney says. “I'm in there thinking, ‘How am | go-
ing to bottle up all the great days I've had, all the
experiences | have, the feeling, heart, passion, ev-
erything that goes into the music?' That's the pro-
cess that went into Blue Chair Bay Rum.”

When it comes to the spirit, Chesney knows of
what he speaks. “I've had several years of practice,
sitting on some stretch of sand with a lot of friends.
I've had a little bit of rum here and there,” he under-
states. “Not only that, | actually took some of my
friends from the Virgin Islands down to Barbados
with me, [asking them], ‘OK, what do you think? Be-
cause these guys are professionals. We did a blind
test of different flavors of each flavor, different sugar
content, alcohol content, different spices.”

In creating Blue Chair Bay Rum, Chesney lured
Mike Booth, one of the world’'s master rum blenders,
out of semi-retirement. The results: Blue Chair Bay
White ("a classic, crystal clear 80 proof rum with a
delicate aroma of golden sugar and tropical fruits,
subtle spice and a taste influenced by vanilla, rum
cake and gentle oak”) and two lower-proof rums,
Blue Chair Bay Coconut and Blue Chair Bay Coco-
nut Spiced. The latter blend is “my rebellion flavor in
the rum business,” Chesney says with a laugh.

While Montgomery declined to reveal the finan-
cial investment required to launch a new liquor
brand, the industry standard ranges from $2 mil-
lion on the low end to as much as $13 million-$15
million on the high end, and one could reasonably
assume that Blue Chair Bay is on the high end.

From concept to financial investment, Blue
Chair Bay is all Chesney. “I don't have anybody else
investing,” he says. “If it fails, it fails and it's my fail-
ure. If it works, nobody else can have their hands
in it. I'm competitive, but more importantly, | want
people to know how authentic it is, and how much
of my personal time | actually spent in making it.”

Marketing will include a combination of trade
promotion directed to distributors and inside the
liquor industry, and an activation strategy around
the tour, as well as "a lot of what we call on- and off-
premise activation related to both traditional case-
sale retailers and bars,” Montgomery says. Blue
Chair Bay Rum will host pre-concert tailgates and
parties in 18 markets during Chesney's No Shoes
Nation tour this summer, which will play to more
than 1 million fans at 42 stops across America.

These fans are prime customers for Chesney’s
rum, and he feels a responsibility to give them a
quality spirit. “| have a smart group of people that
come see us play, and they can smell a rat quickly,”
he says. “If youre not truthful with them on any
level, music or rum, it's not going to work.” —RW

Kenny
Chesney
was
hands-on
inthe
development
of his line of
rums.

that’s why this felt really good. I didn’t edit myself as

awriter, 1 didn’t edit myself as a storyteller, and when

Buddy Cannon and I put our production hats on, I

wanted it to sound as natural as the stories [ was tell-
ing. And I'm really looking forward to being able to

sing some of these songs. It would be a lot of fun to

gointo a market and do two shows—a Thursday night

show where we sing “Spread the Love” with the Wail-
ers or “Coconut Tree” with Willie Nelson, or “Happy
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