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Word around the neighborhood is that your vehicle is not what it used to be. It's okay,
it happens to all of us sooner or later. The good news is, for a limited time, your B
neighbors at First Entertainment Credit Union have auto loan rates as low as 1.49%
APR. Rates this low don't come around every day. And they won't last forever either.
So don't delay — put a new car in your driveway today.

* Apply online 24/7 * New, used or refinance

* Rates as low as 1.49% APR * 100% financing available

Visit www.firstent.org/gnome, ~Em= CIRSTENTERTAINMENT
call 888.800.3328 or stop by a == CREDITUNION

branch to apply. An Alternative Way to Bank,
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Spotify Hopes Songs Go
Better With PlaceLists

Streaming service teams with minority investor
Coca-Cola for new location-based app
By Andrew Hampp

Coca-

Cola's ad
campaign
forits
partnership
with Spotify.

When Coca-Cola and Spotify first announced their “global
strategic partnership” in April 2012, the vague marketing
buzzwords only hinted at the products to come. However, the
weekend before Spotify founder Daniel Ek announced the
partnership at Ad Age’s Digital Conference in New York, the two
companies held a “hack den” where developers feverishly worked
on new coding for PlaceLists, a location-based global app for the
Web that will be featured on Spotify. § PlaceLists provides a new platform for
Spotify users to share and update playlists around the world. Using the app, for
example, music fans in New York can listen to and vote on songs being played
in Ibiza and vice versa. Using Facebook Connect, Spotify users can also create
events and add various songs inspired by different PlaceLists. “Coca-Cola is=>
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TheUS.
music market
is scheduled
to grow by
1% through 2017, according
to PriceWaterhouseCoopers.
The digital music business,
including recorded music
and publishing, is pegged as
the fastest-growing sector,
anticipated to climb by 5.1%
during the next four years. The
concert biz, meanwhile, should
increase by 3%—from $8.9
billion this year to $10 billion in
2017. Dragging down growth is
adecline in physical sales: The
market is expected to decline
13% during the next four years
to $1.4 billion.

SAMSUNG
SNAGS
JAY-Z?
Jay-Z's next big
move could be
apartnership
with Samsung worth around
$20 million, according to
reports, and the hip-hop mogul
might have a new streaming
platform in mind that would

tie in to his Roc Nation stable

of acts. The deal, if finalized,
would be the latest in a string

of brand partnerships for the
rapper, including the Made in
America festival with Anheuser-
Busch and a spokesman role for
Duracell's PowerMat.

INTERNET
RADIO
ALTERNATIVES
7digital is
launching

anew
streaming radio solution
designed to help startups
and smaller companies
compete with big players
like Pandora, iHeartRadio
and Apple. The service
willinclude an application
programming interface and
access to 7digital's catalog
of more than 23 million
songs. The digital music
company, based in London,
will also integrate the option
to purchase MP3s.

You([T[)

YOUTUBE'S
MOBILE
BOOM
YouTube's
mobile
efforts are
booming as the Google-
owned company has tripled
its mobile ad sales during
the past six months. In that
time, mobile ad sales were
responsible for $350 million
inrevenue at YouTube. The
rapid growth is attributed
to the increased speed
and reliability of wireless
networks, in addition to
steady gains in smartphone
adoption.
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Spotify continued from p. 4

sold in 207 countries and consumed
108 billion times a day,” says Joe Bel-
liotti, director of the beverage compa-
ny’s global entertainment marketing.
‘What if everywhere you had a Coke,
you had a playlist, whether it’s around
the corner or across the world?”

The app had a soft launch in the
United States on May 31, and will
debut the week of June 10 in the
United Kingdom, Ireland, Belgium,
Denmark, Finland, France, Norway,
Sweden and the Netherlands. Other
markets will be added throughout
the year and into 2014. Song listen-
ing for the U.S. mobile version is ex-
pected to launch later this year.

In addition to being a strategic
marketing partner, the beverage gi-
ant became a minority investor in
Spotify several months after the Ad
Age conference, in October 2012,
when it contributed 10% of a $100
million financing round that also in-
cluded Goldman Sachs and Fidelity.
By the end of the round, Spotify was
valued at $3 billion.

The PlaceLists feature will be am-
plified by a global marketing cam-
paign from Wieden + Kennedy Am-
sterdam, with a 60-second spot set to
run in U.S. movie theaters this sum-
mer featuring the tune “We Come
Running” by Republic act Young-
blood Hawke. “Every song has a place
[and] every place has a song,” the ad
copy declares in the spot.

Coke will also use PlaceLists to
showcase songs from 52 emerging
artists as part of its partnership with
advertising placement firm Music
Dealers, in which the beverage giant
also holds a minority investment. A
different new artist will be featured
every week, with each song also in-
cluding the five-note jingle that Coke
embedded in its pop songs for the
World Cup (K’'naan’s “Wavin’ Flag”),
the 2012 Summer Olympics (Mark
Ronson’s “Anywhere in the World”)
and its Open Happiness campaigns
(Cee Lo Green’s “Open Happiness”)
since 2010.

PlaceLists could help Coke acceler-
ate Spotify’s success in various coun-
tries—including Mexico, where the
service launched in April, for the first
time with the help of a brand partner.
Other locations—including Australia,
New Zealand and Western Europe—
will feature PlaceLists information
through on-pack promotions printed
on millions of Coke products.

“Having a trusted brand like Coke
in new territories has really helped us
drive early registration,” says Spotify
chief marketing and revenue officer
Jeff Levick, who adds that expansion
into Asia is the next frontier. @

° BILLBOARD | JUNE 15, 2013

The global
success
of One
Direction
and Adele
helped
nudge
British acts
toarecord
worldwide
album sale
share of
13.3%in
2012, the
highest on
record and
up from
12.6%
in2011,
according to
the BPI.

Helping
Brands Find
Their Muse

Hershey’s, NFL look beyond
licensing, eye original content
and publishing for ads

By Andrew Hampp

ary Reynolds hopes to make the music

industry a friendlier place for major

brands by establishing a full-service

marketing concern that will focus on

original content and publishing, the
latter an area in which he says brands have only be-
gun to dip their corporate toes.

Reynolds has worked in sports and music market-
ing for more than 33 years as founder of GMR Mar-
keting, an agency he sold in 1998 to Omnicom, one
of the world’s largest advertising holding companies
in terms of revenue.

More brands are starting to embrace music, with
sponsorship spending in 2013 expected to reach a record
$1.3 billion, but that investment still trails the top four
sports leagues, which inked $2.6 billion in sponsorship
revenue in 2012, according to analytics firm IEG.

Why the great disconnect? “Music is still kind of
a mysterious area to rights holders who control con-
tent, as opposed to sports, where everything is delin-
eated nicely and structured in a way that brands get
it,” Reynolds says.

An early example of GMR helping a brand double
as a music publisher was a 2011 campaign with the
National Football League, in which GMR sourced
acts like Sammy Hagar, Darius Rucker, Jordin Sparks

Hershey's
tapped Gym
Class Heroes
toappearon
packages
(above) and
displays forits
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and Hinder to create original anthems for their home
football teams. The NFL was able to claim mechani-
cal royalties on the songs, which were all broadcast
heavily during the 2011 season and then sold on a
five-song compilation through iTunes, with writers
and label partners fully compensated. Reynolds says
GMR’s publishing system “already collects for a num-
ber of other brands,” but declined to name those cli-
ents due to non-disclosure agreements.

“Brands do a lot of music work for hire,” Reynolds
says. “We're helping them understand where they
don'’t collect on the work they’ve done. We now have
a system that helps them collect revenue that would
otherwise be money left on the table.”

On the content side, Hershey’s tapped GMR and
fellow agencies Havas Digital and WCG for the candy
company’s first multiple-brand music campaign with
the popular sweets Twizzlers and Jolly Rancher. Both
brands were looking to create a “Summer Twist List”
featuring exclusive music that could be shared and
downloaded on Facebook and streamed on Spotify. As
part of the campaign, GMR helped recruit rap/rock
group Gym Class Heroes to record five new covers
of familiar summer songs, including Seals & Crofts’

“Summer Breeze,” Bill Withers’ “Lovely Day” and the
Sundays’ “Summertime.”

“Jolly Rancher skews a little bit urban and Twizzlers
skew a little bit mainstream, so we were looking for an
artist that could bridge the gap between both of those
consumer bases,” says Anna Lingeris, Hershey's se-
nior manager of brand PR and consumer engagement.

“There was an extensive amount of research to under-
stand the brand personality and who fits from an artist
perspective. We thought Gym Class Heroes was a great
band with a solid track record that could bring a posi-
tive vibe to fans of both brands.”

GMR is also prepping a proprietary technology for
2014 that would help brands book acts for upcoming
campaigns using analytic tools ranging from social
media influence to booking fees. The music industry
has come a long way from the days of the Miller Band
Network, a program Reynolds developed in GMR’s
early days for Miller Brewing that held thousands of
events and signed hundreds of artists. GMR and Om-
nicom sister agency DDB developed a similar artists-
booking program for Supercuts that featured 100 acts
in 2012 and an additional 100 this summer.

“We're taking the old Miller Band Network ap-
proach and recalibrating that with a myriad of so-
cial media tools that apply to the independent artist
scene,” Reynolds says. @

Music branding agencies.
GMR is one of the few

music branding agencies
backed by a major holding
company, compared with
indies like Cornerstone and
Steve Stoute’s Translation.
By leveraging the scale of its
sister agencies, GMR can
superserve a client list that
includes Pepsi, Hershey's, the
NFL and Miller Brewing.

Brands as publishers. The
NFL isn‘t the only brand
exploring music publishing.
Coca-Colaacquired a
minority stake in new
publishing company Music
Dealers in 2011, partly to help
collect revenue on its original
songs and jingles.

Indie bands. Emerging acts
Vintage Trouble and Ken
Loi got exposure when they
were featured in national TV
ads for Supercuts’ “Rock the
Cut" campaign, created by
GMR and DDB. Future tools
being developed by GMR
will help indie artists and
brands develop partnerships
with more sophisticated and
suitable matches.

VINTAGE TROUBLE: |EF CHERRY



Smartphones:

Leading The Way
To Smart Money?

The rise in user interaction with
mobile devices bodes well for the
music business, VC firm says

By Glenn Peoples

Slacker
launched

its "EQ"
metric for
measuring
the hotness
quotient

of millions
of tracks

to present
aweekly
top 40 list,
becoming
the latest
streaming
music
company to
give artists
and listeners
aglimpse
of the vast
treasure
trove of
datait has
accumulated
from billions
of hours of
listening.

new presentation by longtime Internet

business guru Mary Meeker concludes

that the U.S. consumer’s infatuation

with smartphones will continue to have

major implications for the music biz.
According to Meeker’s analysis, music ranks as the
fourth-most-important smartphone function, with
an average of 13 daily play sessions leading to nearly
10% of total interactions. And those figures are ex-
pected to grow dramatically.

Meeker, a partner at venture capital firm Kleiner
Perkins Caufield & Byers and a former star equity ana-
lyst, used 2013 Tomi Ahonen Almanac figures in her
latest PowerPoint presentation about Internet trends,
which prominently featured coverage of mobile activ-
ity. Ahonen, a former Nokia executive, has written a
dozen books on the mobile marketplace, and his first
published forecast report offers projections for 2012-15
using the Almanac figures.

According to Meeker’s presentation based on the
Almanac data, the companies dominating the mobile
market have changed considerably as smartphone us-
age and revenue have grown. Less than a decade ago,
in 2005, the Nokia and Linux operating systems com-
bined held nearly 90% of the global market. Last year,
however, Apple’s i0S and Google’s Android operating
systems together held a 91% share.

Meeker’s observations about how many times a day,
and why, consumers check their smartphones, are
especially intriguing. The average smartphone user
looks at his or her device (or devices, in some cases)
an astounding 144 times per day, according to Alma-
nac data. Nearly 44% of these daily inquires involve
the standard phone functions of making calls, leaving
messages and checking the time.

Given that the size of the U.S. smartphone market
averaged 138.5 million hardware owners from Febru-
ary to April, according to comScore, it’s estimated that
Americans have 1.8 billion daily music interactions
with their smartphones and 54 billion interactions in
any given month.

Obviously, the leaders in mobile operating systems
hold a great deal of power in digital entertainment.
Assuming Android and iPhone owners interact with
music at approximately the same rate on each of their
devices, Android gets more than 936 million music in-
teractions each day compared with Apple’s 706 million.
From February to April, Android’s 52% share of the U.S.
smartphone market topped the iPhone’s 39.2% share.
Meanwhile, BlackBerry devices, used far less for en-

INFOGRAPHIC BY OLIVER MUNDAY
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MOBILE OPERATING SYSTEM

SIZE of MARKET SHARE*

THE U.S.
SMARTPHONE
MARKET

i0S 39.2%

WINDOWS PHONE 8 3%

SYMBIAN 0.5%

*DATA FROM FEBRUARY-APRIL 2013

MUSIC INTERACTIONS
FOR DEVICES

TOTAL

U.S. MUSIC
INTERACTIONS
PER DAY

1.8 BILLION JJ

936.2M

705.8M

Source: comScore

tertainment than its larger rivals, had only a 5% share,
while even less important Microsoft had just 3%.

The global figures are more impressive. An estimat-
ed 1.5 billion international consumers will own smart-
phones by the end of the year, according to research
firm Informa, which translates into approximately

19 billion daily music interactions and 581 billion per
month. With more people tying subscription services
to their mobile phones, it’s likely that listening times
and video viewing will also increase considerably, es-
pecially with potential new players like Apple’s upcom-
ing iRadio and others entering the arena. @
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Keeping It Loud

Spinning off from its partner label,
Loud & Proud Records starts anew
by signing familiar names and
calculating their value propositions
By Reggie Ugwu

hen Tom Lipsky’s Loud & Proud Records parted

ways with Roadrunner Records amid restructur-

ing at the latter label last year, Lipsky faced both

good and bad news. Unfortunately, the split meant

that all of the artists signed to Loud & Proud since

launching in partnership with Roadrunner in 2007, including Lynyrd

Skynyrd and Rush, would remain with Roadrunner and its parent At-

lantic Records Group, making Loud & Proud a label without a roster.

Fortunately, however, the split allowed Lipsky to fulfill his life’s mis-
sion: recording and preserving the work of veteran musicians.

This spring, Lipsky inked an exclusive distribution and label servic-

es deal with RED/’Stache Media, hired former Roadrunner VP Made-

lyn Scarpulla as Loud & Proud’s GM and set to work on rebuilding the

labels roster. His first three signings included veteran ~ Among Loud
singer/songwriter Willie Nile, a new band called the ~ &Proud's
Winery Dogs featuring Dream Theater’s Mike Port- ifx'g?:;
noy and members of Mr. Big, and the Walking Papers,  the Winery
Dogs.

a new rock group featuring bassist Duff McKagan of
Guns N Roses and Velvet Revolver fame.

“The veteran artist community needs to be appreci-
ated for what they do today, and not just because of their
catalog,” Lipsky says. “These artists have earned their
spot, and they should always have a label home.”

A baby boomer who grew up listening to many of the
artists he’s worked with through the years, including
Neil Young and the Allman Brothers Band, Lipsky sees
a “sound, conservative” business model in dealing with
artists who have an established fan base. Rather than
creating entirely new marketing plans based on specula-
tion, Loud & Proud uses sales and airplay data from its
artists’ performance histories to establish its budgets.

RED Distribution president Bob Morelli, who pre-
viously worked with Lipsky while running label CMC
International in the '90s, shares his interest in reviving
the careers of heritage artists. “There’s a built-in audi-
ence for these guys,” Morelli says. “Add in strong music
and strong marketing, and there’s a significant upside.”

Since launching, Loud & Proud has been affiliated
with Roadrunner, which itself was a subsidiary of Atlan-
tic Records and, subsequently, was part of Warner Mu-
sic Group. During this time, Loud & Proud’s primary di-
rective was to meet the needs of its various parents. Now
that the label is standing on its own for the first time, Lip-
sky is thrilled to be working as a true independent.

“I'm doing simple, straightforward business with
artists who deserve it,” he says. “There’s no approval
system to adhere to or flag pole to run ideas up. We are
the flag pole.” @

Following
endorsement
deals with
Jason Aldean
and Brantley
Gilbert,
Mountain
Dew has
introduced a
new platform
called

IRadio Static
Clearing?

Song skips an issue as Apple
nears agreements for launch of

Soncrete - streaming service

ountry”in

partnership n -1 E

panestic. By fEd Christman

Since

originating

asadigital

series for

i'ﬁgfgm s the June 10 opening of the four-day Apple Worldwide De-
“Concrete velopers Conference neared at press time, Apple appeared
Country” to be in the final stages of signing up the major music com-
x'!zz‘:;;"‘of panies for its planned music streaming service.

10-mintite While Apple so far has inked deals with both the recorded-music
specials and publishing operations of Warner Music and Universal Music
;?_”g;”’g;z' Group, sources say Sony Music Entertainment and Sony/ATV are
country acts close to an agreement, but still haggling over rates.

performing The holdup on Sony’s recorded side appears to be over Apple’s
e proposal that it not pay if listeners skip a song from iRadio’s program-

ming. (Pandora pays on skips.) For publishers, Apple is agreeing to pay
10% of advertising revenue to music publishers, a share that Sony/
ATV chairman/CEO Martin Bandier has been fighting for, but only
as an introductory rate. In other words, the length of the contract and
escalating rates might be part of the discussion.

o BILLBOARD | JUNE 15, 2013

Meanwhile, Warner/Chappell has reportedly agreed
to the 10% rate, which is more than double the 4.1%
rate Pandora pays publishers. When Sony/ATV pulled
its digital rights from ASCAP and BMI, it negotiated a
5% rate, or nearly a 25% increase over the combined
rates Pandora is paying to the two performing rights
organizations and SESAC. At the time, Bandier also
described that rate as an introductory rate.

The proposed iTunes digital offering has been de-
scribed as a hybrid, Pandora-like service that will allow
users to build their own listening stations informed
by whatever song or artist is chosen, plus each user’s
iTunes buying history and iCloud account. But in an-
other important distinction, it will also allow labels to
pitch music that can fit in with user’s choices. Finally,
iRadio will come with a “buy” button, which labels
hope will spuriTunes sales.

The service will be ad-supported, a new twist for
Apple. In putting together direct deals with the major
music companies, Apple has proposed a pay model
based on whichever is greater of two revenue buck-
ets. For the advertising bucket, iTunes has proposed a
50/50 split after 10%-20% is deducted to cover the cost
of bringing in advertising. In its per-play/per-listener
bucket, Apple is proposing to pay slightly higher than
the $o.0012 Copyright Royalty Board-determined
statutory rate that Pandora pays. Depending on who
you ask, Apple will pay $0.00125 or $0.0013 as part of
its per-stream rate, which will also have an undisclosed
percentage of advertising revenue sprinkled on top.
Some press reports, however, put the per-stream rate
at $0.0016.

Apple appears to be holding out for the advantage

THE BIG NUMBER
S
Amount of ad revenue Apple

will reportedly pay music
publishers.

of not paying on skips.
It’s a sticking point for
Sony, but possibly not a
permanent one. One ex-
ecutive familiar with the
negotiations says the ad-
vance money that Apple
is offering—the amount
of which Billboard was
unable to determine—is
substantial enough to
mitigate this problem,
and potentially makes
the rate Apple pays higher than that of Pandora.

Known as a fierce negotiator, Apple has long dictat-
ed rules to the music industry. But sources say there’s a
new eagerness—and flexibility—when it comes to get-
ting iRadio in place.

“They will be remiss if they don’t do a deal now,” one
executive says. “Sometimes when you are introducing a
new product, your costs might be higher than anticipat-
ed, butin the long term this service could become a great
way for them to sell more iPhones and maybe sell more
downloads for everyone. They have a history of building
services that are friendly and intuitive, and while this ad-
supported service is a new area for them, it could be a toe
in the water that will lead to other big things for them.”

Another executive agrees, saying Apple needs this
deal now in order to help offset the competitive threat
to its iPhone posed by Google’s Android, which has
claimed 52% of subscribers in the smartphone market
versus Apple’s i0S, at 39.2%, between February and
April, according to comScore. @




Marty Diamond
Founder, Little Big Man
e Head of Music, New York, Paradigm

po—

Marty Diamond has worked in all facets of the music
business. After starting as the concert chairman at
the University of Delaware, where he graduated with
a bachelor’s degree in communications, soon he was
booking at Manhattan club the Ritz. He followed that
by working at Bill Graham Management, as an inter-
national marketer for PolyGram and a product man-
ager at Arista. After a stop at ITG Agency he started his
own boutique booking agency, Little Big Man, in 1994,
and was instrumental in starting Lilith Fair and build-
ing Coldplay’s touring base. In 2006, he agreed to be
acquired by Paradigm, and now heads the New York
office of one of the industry’s most powerful agencies.

— @ Wake up my two girls, get lunch boxes ready, finish up

any homework and they're out the door by 8 a.m., headed
toschool.

‘ In the office, reviewing with [agent] Ashley [Mowry], my

rightarm, where we are with certain clients.

Iam already knee deep into the day, dealing with tours
10 for Coldplay, Franz Ferdinand, Janelle Monae, Sigur

Rds and more. For Sigur Rés, | have to make sure the
production they‘re carrying on the road, which is four trucks, fits
into the buildings. It's about finding the right balance between
what the band wants to accomplish and what the building can
handle, and being mindful of the true value of the market.

We do a daily agent lunch where all the New York

staff gets together. Today we discussed how all the

festivals keep pushing the boat further outin terms of
on-sales. So by Jan. 1, we will have to negotiate a slot and make a
commitment for an event on Oct. 31—but you don’t know where
you will be in the arc with an up-and-coming act. In between
when we committed the Neighbourhood to Coachella, the band
has now had the No. 1 alternative single.

@ We had an in-office performance by Johnnyswim, who

was signed out of our Nashville office to our label, Big
Picnic, and will have a June EP.

PI) Outthe door to meetwith Radical Media about Janelle
YW Monae for American Express’ Unstaged.

[-Xil1) Off to see SaraBareilles at the Highline Ballroom on
) 16th Street.

f11) CatchacabtoseeEd Sheeran playing an event for
W Deltain Soho.

ftiXy) Home, catching up on every email | missed during the
[ day. —Ed Christman

Marty
Diamond
photographed
atthe
Paradigm
offices in
New York.
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The Deal

AEG Boosts
StubHub Overseas

WHAT: StubHub’s increasingly deep engagement with global
sports and entertainment giant Anshutz Entertainment Group
increased its visibility quotient exponentially with the June 3 an-
nouncement that StubHub would become London venue the O2’s

“official ticket resale vendor,” firmly aligning the world’s highest-
grossing arena (according to Billboard Boxscore) with the indus-
try’s leading secondary-market player. AEG owns and operates the
02, and the firm’s fast-growing ticketing platform AXS is now fully
integrated with StubHub’s ticket reselling platform at the 02, as in
several U.S. venues.

WHY: Essentially the O2 deal is the next phase in what started
last year as a joint venture between AEG and StubHub parent e-
Bay, initially built around investment in mobile platforms. Stub-
Hub rose to the forefront in inking a multiyear deal for naming
rights at AEG’s professional soccer stadium (formerly the Home
Depot Center) in Carson, Calif.—a polarizing move. Next came
an integration between StubHub and AXS, as AEG rolls out the
ticketing service in AEG’s arenas and other venues, including the
Staples Center in Los Angeles. For AEG, getting in bed with Stub-
Hub amounts to an “if you can’t beat 'em” strategy, allowing AEG—
through a revenue-share deal taking a cut of each StubHub trans-
action for AXS-ticketed events—to capture secondary-market
revenue heretofore out of reach. For StubHub, aligning with AEG
brings legitimacy to ticket reselling through involvement with a
high-level primary-market player—much as the reseller’s pact
with Major League Baseball did—further blurring the line between
the primary and secondary markets. Furthermore, this primary/
secondary integration alleviates much of the uncertainty, fraud
and logistical issues inherent in ticket reselling, real or perceived.

WHO: Claiming to sell a ticket every second, StubHub is the
biggest ticket reseller in the world by a wide margin, and AEG is
the world’s second-largest promoter, behind Live Nation. AEG
and Live Nation have different business models, but both are in
the ticketing game through AXS and ticketing king Ticketmaster,
respectively. Controversial as it is, the secondary market is here
to stay, and if AEG wants to insert AXS into non-AEG venues in a
meaningful way, tapping into the secondary market through Stub-
Hub may be its ticket, so to speak.

IF: StubHub launched in the United Kingdom in 2011, and if its
integration into the ticketing platform of the busiest arena in the
world comes off seamlessly, StubHub could usurp Viagogo as the
country’s leading ticket reseller. One could only assume StubHub’s
sights would next be on Europe, where AEG operates several major
arenas. And if the AEG/StubHub alignment produces significant
revenue, venue managers outside the AEG family will take an even
closer look at AXS. —Ray Waddell
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The primary market.
Primary-market stakeholders
complain that resellers—
using bots and other
unpopular mechanisms—
profit from a business without
investing in its costs or
sharing its revenue. AEG and
StubHub have figured this
one out.

The secondary market.
Consumers wanta
trustworthy secondary market
or StubHub wouldn't exist.
But the secondary market

in general is fraught with
controversy, and StubHub's
association with the O2 brings
anew level of legitimacy to the
overall secondary market on a
global level.

Ticketmaster. As ground-
breaking as the StubHub/AEG
deal is, CEO Nathan Hubbard
and Ticketmaster have
captured secondary-market
revenue since 2008 through
reseller TicketsNow. At stake is
ahuge market, which StubHub
dominates on the secondary
level, much as Ticketmaster
does on the primary level.

ILLUSTRATION BY BRIAN STAUFFER
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Seymour
Stein

RECORD COMPANIES
Sire Records chairman Seymour Stein will take on additional
responsibilities as senior label A&R executive for independent mu-
sic, working closely with the management team at Warner Music

Group’s Alternative Distribution
Alliance to develop the company’s ros-
ter of labels and global infrastructure. In
addition to identifying emerging indie
labels and artists, Stein will help scout
new executive talent at ADA. Further-
more, he will use his contacts in devel-
oping markets like India, China, Russia,
South Korea and Africa to help expose
local entrepreneurs and artists to world-
wide audiences. “Technically, I've not
been an indie since Sire joined War-
ner back in the late *7os, but that indie
spirit has always been very much in my
heart, soul and mind,” Stein says. “To
me, being an indie is being out there in
the streets, the way my mentors like Syd
Nathan at King Records, Jerry Wexler
and Ahmet Ertegun at Atlantic, George
Goldner at Red Bird and Leonard Chess
were identifying talent and changes in
music long before the majors.”

Loud & Proud Records names
Madelyn Scarpulla GM. She was se-
nior VP of marketing and creative ser-
vices at Roadrunner Records.

Epic Records promotes Heath
Kudler to executive VP of business
and legal affairs. He was senior VP.

PUBLISHING

BMG Chrysalis U.S. promotes Alex-

andra Flores to VP of film and TV mar-

keting. She was director of marketing.
Ole appoints Gilles Godard VP of

corporate affairs and development. He

was chief creative officer in Nashville.

TOURING

APA appoints Steve Hauser senior
VP. He was a partner at William Morris
Endeavor.

—Mitchell Peters, exec@billboard.com

Further Dealings

Rhapsody has expanded its subscription music service to 14
additional European countries in a bid to compete more ef-
fectively with international services like Spotify and Deezer.
The far-reaching expansion increases the number of terri-
tories where Rhapsody is available by greater than a factor
of five. New countries include France, Italy, Ireland, Spain,
Sweden and Portugal. As part of its efforts to woo foreign sub-
scribers, iterations of the service in each country launched
with custom playlists and editorial content developed dur-
ing the course of a year. . .. Pandora is making a bid for the
living room with a new version of its Internet radio player
optimized for TV sets. TV.Pandora.com is a standards-com-
pliant Web app that works with Internet-enabled TVs and
Xbox 360 and PlayStation 3 game consoles. The TV version
of Pandora includes all of the features users are accustomed

to, but optimized for the big screen. . .. The International
Confederation of Societies of Authors and Composers
(CISAC) has launched a new forum called LINK, aimed at
facilitating communication among the creative community,
management societies and decision-makers. The initiative,
announced at the Creators Summit in Washington, D.C., will
serve as a think tank comprising artists from the fields of mu-
sic, drama, literature and the visual arts who will represent
the creative community before policy makers around the
world. . .. R&B singer/actress Brandy has struck a new deal
with Creative Artists Agency for representation. Brandy,
who began her singing career at 15in 1994 and starred in the
UPN sitcom “Moesha” from 1996 to 2001, released her sixth
studio album, Two Eleven, last year and had a recurring role
on the popular BET series “The Game” last season.

Number of tickets
AEG Live sold in

Incutting
adeal with
Warner
Music
Group,
sources

say Apple
caved on
publishing
and has
agreed to
pay at least
10% of ad
revenue
tolicense
songs. While
the deal is
for master
rights and
publishing,
the latter
has been
considered
oneof the
obstacles
holding

up Apple's
iRadio effort
By going to
atleast 10%,
Apple has
signaled its
willingness
todouble
the rate that
Pandora
pays
publishers.

Blake
Shelton
(left) with
Alyson
Costilla
(second
from left)
and family at
the Healing
inthe
Heartland
concert.
Costilla’s
mother, Terri
Long, died in
the storm.

Number of tickets
the O2 Arena sold
in2012

1.6m

GOOD

Works

Shelton Helps Heal
Oklahoma

“I'd like to think that anybody, not just Oklahomans,
who was in a position to react that quickly would have
done the same thing,” Blake Shelton says.

The country star is reflecting on “Healing in the
Heartland,” a benefit concert that aired May 29 on
NBC, just nine days after a mile-wide tornado devas-
tated the singer’s home state of Oklahoma.

The hour-long event (see story, page 48) helped raise
more than $6 million for the United Way of Central
Oklahoma to aid victims affected by the tornado that
hit the Oklahoma City area. Shelton hosted and per-
formed at the concert, which was speedily organized
in part due to his side gig as a coach on “The Voice.”

“We worked well together—they wanted to jump
onboard and I was able to call some buddies. It was
seriously a group effort,” Shelton says on a break from
rehearsals for the June 3 live taping.

Held at Oklahoma City’s Chesapeake Energy Arena,
the concert hosted an eclectic mix of performers, rang-
ing from country acts Miranda Lambert, Reba McEn-
tire, Luke Bryan, Darius Rucker and Rascal Flatts to
Oklahoma native Ryan Tedder of OneRepublic and
Usher, who joined his fellow “Voice” coach for a duet
of Michael Bublé’s “Home.” Additional appearances
during the televised event included Garth Brooks,
NASCAR racer Jimmie Johnson and NBC late-night
hosts Jay Leno and Jimmy Fallon.

Shelton will continue to benefit Oklahoma during
the next few months as the spokesman for Pepsi’s Icon-
ic Summer campaign. From May 26 to Aug. 31, Pepsi
will donate $1 to charitable organizations (including
a nonprofit benefiting victims in the Oklahoma City
area) for every photo that is submitted to pepsi.com/
iconicsummermoments. Shelton was also one of the
artists who contributed exclusive memorabilia and ex-
periences to eBay Giving Works for a charity auction,
also benefiting the United Way of Central Oklahoma.

The United Way is taking ongoing donations. To give
$10, text “rebuild” to 52000. For more information, call
800-890-4999 or go to facebook.com/unitedway.

—Andrew Hampp
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Gaming Reset

How transitions in the
gaming market will
affect music

hen E3, the videogame industry’s annual extravaganza,
presses play on June 10 in Los Angeles, many will be look-
ing for signs of how the beleaguered games sector plans

to cope with the tectonic shifts that are disrupting the $78 billion
global business. Among the forces hitting the market:

New console cycle: With the new Xbox One and PlayStation 4 ex-
pected tohit shelvesin time for Christmas, gamers have been postponing
purchases of both games and consoles. This drags down sales—at least
temporarily. It's unclear how much money consumers will uncork once
the new systems are out, however. The latest Nintendo Wii U console,
released last November, has sold only 3.5 million units through March
31, causing major game publishers like Electronic Arts to stop developing
titles for the platform and casting serious doubts about the Wii U’s future.

Shift to mobile: Many would argue that tablets and smartphones
like the iPad and Nexus have become the dominant gaming platforms.
Spending on mobile games in the United States has grown from vir-

S

Are Downloads
Stream-Proof?

Industry wisdom says
streaming doesn’t hurt
sales. What ifit’s wrong?
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tually nothing five years ago to an estimated $2 billion this year, ac-
cording to Wedbush Securities. As the app economy flourished, U.S.
console game sales have suffered, dropping from $8.7 billion in 2007
to $6.7 billion in 2012, according to NPD Group.

Shift to digital: Music veterans may be intimately familiar with the

erosion of packaged disc sales, but for games it has only just begun.
Digital distribution of full games is revving up, thanks to widespread

broadband and new compression algorithms. Valve’s Steam service, for

example, sold about $1 billion worth of game downloads last year, ac-
cording to Wedbush estimates. So far, the uptick in digital hasn’t been

large enough to offset the decline in physical retail sales. The U.S. gam-
ing business, including digital and mobile sales, declined in 2012 to

$19.2 billion, down from $22.2 billion in 2011, according to NPD.

Fewer console titles, smaller budgets: The gaming industry is
releasing fewer big-budget console titles. Instead, development re-
sources are being poured into two buckets: a handful of top franchises
like “Halo,” “Battlefield” and “Gran Turismo,” and a large number of
mobile games with much smaller budgets.

As one can expect, the net effect on music licensing is grim. The
volume of big-budget titles that build in money for music licensing
and orchestral scoring is declining. The rise in snack-sized games as
free-to-play apps or downloadable content, on the other hand, means
growth is happening in the part of the gaming business that’s least likely
to splurge on a music license or a major artist tie-in, such as Jay-Z's in-
volvement in scoring the soundtrack for last year’s “NBA 2K13.” There
are potential opportunities in developing cross-media apps that com-
bine a music experience with, say, an interactive book. But this is a very
early trend. Most apps, even those made by major publishers, must op-
erate on shoestring budgets in order to make the economics work.

Still, there are glimmers of hope. The dance genre, which licenses
top 40 tracks, continues to sell, pulling in $282 million last year, com-
pared with $41 million for music games, according to
NPD. And game consoles themselves have evolved into
all-in-one entertainment platforms that sell (or stream)
all manner of digital content in the living room. That, at
least, opens up new channels of music distribution.

Though turbulent, it’s hardly game over for the in-
teractive entertainment business—or for the music
that remains a vital component to an immersive ex-
perience. Instead, it’s more that gaming has entered a
new level, one that has a lot more obstacles and tough-
er adversaries to conquer. @

TAKEAWAY: With the gaming industry in transition, music
revenue opportunities now lie less in licensing and more
in the possibilities that consoles present for distribution.

hat if subscription services started eating into download
W and CD purchases? It’s not an unlikely scenario. Consum-

ers allot only so much of their income for entertainment
spending. If spending on streaming services increases, spending on
other forms of music is likely to decrease.

Americans spent 4.1% of their after-tax income on entertainment in
2011, down slightly from 4.4% in 2002 and 4.6% in 2008, according to
the U.S. Bureau of Labor Statistics. Some forms of entertainment may
grab a greater share—recorded music competes with games, movies,
live music and other categories—but consumers will spend roughly the
same share of their income on entertainment from one year to the next.

Through 2012, subscription services grew rapidly while digital pur-
chase revenue grew as well. While there’s always been concern that
streaming services might cannibalize sales—and some acts, like Vam-
pire Weekend, hold back new albums from streaming on initial re-
lease—the widely held belief in the industry is that streaming does no
harm. Streaming may actually help music purchases in some individ-
ual cases: Recent albums by Daft Punk and Mumford & Sons have
sold well while setting streaming records.

After The
Flood

The Jones Beach o

5\
Theater rebounds oy
in the wake of VoA
Hurricane Sandy

n Nov. 8 in New York at the 2012 Bill-
board Touring Awards, the Nikon at
Jones Beach Theater in Wantagh on
New York’s Long Island captured the
venue’s first top amphitheater award.
The much-loved venue was water-logged at the time,
having been submerged by the wrath of Hurricane
Sandy a week earlier, to the point where only those
closest to the theater were remotely convinced it would
be operating early enough to contend for the award in
2013. More than $20 million and many long days later,
the amphitheater, popularly known as Jones Beach,
opened its doors again with Rascal Flatts on May 31.
Sandy’s 10-foot storm surge submerged the sub-
structures and pathways under Jones Beach Theater,
which sits on Zach’s Bay. The stage, the seats, back-
of-house, concessions and VIP areas were all severely
damaged. More than 3 million gallons of seawater had
to be pumped out of the venue, and hundreds of tons of
debris, damaged structures and gear had to be removed.
The restoration fell under the watch of Alan Ost-
field, president of Live Nation’s North Atlantic region,
who cites a collaborative effort among Live Nation,
insurer Zurich, architect EwingCole, construction
company Skanska and the New York State Parks De-
partment to get the required drawings, permits and
other approvals in a short time frame, allowing Live
Nation to start booking the shed around the time the
promoter picked up that award in November.
For agents and managers to book a critical New
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York play at a venue with an uncertain future was a leap of faith.
On-sales were coordinated, advertising and marketing campaigns
set up, deposits paid, time allocated and tours routed. The fact that
Live Nation has an in-house architect/designer in John Ahrens
streamlined the process, Ostfield says, and allowed Live Nation to
assure the industry that it could count on an outdoor New York play
as summer 2013 began.

“I remember taking a tour of the venue in mid-November with
[Ahrens] and saying, ‘Tjust need an answer to a simple question: Are
we going to be up and running by end of May? Because we are book-
ing shows and we are not going back on our word to the industry,”
Ostfield recalls. “John said, ‘We will have you up and running,” and,
sure enough, we're up and running.”

Live Nation, which has a long-term lease to operate and book
Jones Beach, turned a negative into a positive by modernizing the
venue, which first opened in 1952. The stage and boardwalk and
their substructures had to be completely rebuilt. All doors on the
main level—more than 200 in total—had to be replaced. Where
possible, the venue’s infrastructure was redesigned to mitigate any
future storm damage, and replacement appliances and equipment
were upgraded to energy-efficient models.

And they didn’t just replace stuff, they upgraded. Improvements
include new concessions operations and increased points-of-sale,
an expanded VIP area, 4,000 new seats and a new box office. All

Rascal
Flatts
performing
atthe Nikon

Theateron
VEVEHE

of this was a day-to-day project for venue GM Adam
Citron and operations manager Wayne Goldberg.
“We were dealt a significant blow, and we decided,
‘If we're going to go through this process, let’s improve
the venue as much as we possibly can,’” Ostfield says,
“knowing our ultimate goal was to be up by opening day.”
And if insurance companies often take a beating in
the wake of natural disasters, Ostfield has only praise
for Zurich and Live Nation’s insurance consultant, Aon.
The entire project was fully covered. “You hear people
that have challenges with insurance companies, [but]
Zurich was perfect,” he says. “This was a gargantuan ef-
fort by alot of people, and there was a lot riding on this.”
As it stands, Ostfield says the Jones Beach Theater
will host a full complement of more than 30 shows
in 2013, including Pitbull/Ke$ha, Fleetwood Mac,
Rush, Dave Matthews Band, Heart and One Di-
rection in June alone, with gross revenue expected
to be on par with or exceeding last year’s award-win-
ning season.©

TAKEAWAY: Agents and managers took a leap of faith
booking a full slate for a venue in ruins. Live Nation took
the chance to modernize a building that opened in 1952

But future subscribers may be less likely to continue
purchasing music than early adopters have been. When
streaming services succeed in acquiring casual consum-
ers, it could change the mix of entertainment spending
of alarge segment of the global marketplace. The result:
More money for streaming and less for other segments.

This may already be happening to a small degree.
Billboard analysis of Nielsen SoundScan data finds that
digital sales—both tracks and albums—have consis-
tently weakened after a strong start in the early weeks
of 2013. CD sales had a similar decline much of the year
but have improved slightly since mid-March. In other
words, whatever is driving down digital sales hasn’t had
the same effect on CD sales.

A shift from purchases to streaming will have ramifi-
cations. One change will be the timing of revenue. Pur-
chases—especially downloads—result in a lump-sum
payment. But streaming royalties are like an annuity
that’s paid out over time. This will require some getting

used to. After all, most lottery winners choose to receive a lump-sum
payment rather than an annuity because an amount of money now is
better than the same amount of money later.

What if streaming takes away more than it replaces? What if the
amount of money that arrives later is less than that received now? Play-
ers in the industry will adjust. They'll extract value from streaming
services—e.g., the kind of information and direct communication with
listeners not available through download stores. They'll pursue new
revenue opportunities like paid online concerts, merch and monetized
artist-fan experiences. (Direct communication with listeners would be
an obvious aid in all this.) Songwriters, unable to monetize artists’ re-
lationships with fans, will obtain a greater share of streaming royalties.

Consider the change brought by consumers’ shift from physical pur-
chases to digital: lower revenue, the rise of the 360 deal, discontent and,
finally, acceptance. The shift to streaming could be just as powerful. @

TAKEAWAY: When casual music consumers embrace streaming the way
they have downloading, it's possible downloading will suffer. In fact, it

may already be happening.
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QUESTIONS

Answered

Jim Urie
President/CEO
Universal Music Group Distribution

What did you wake up thinking about this morning? I wake
up every morning with the same thought: “Twonder if our competi-
tion has gained a step on us in some way.” We have always preached
that we are competing with more than other record labels: video-
games, books, the NFL and movies. We need to maintain a level of
excellence that will allow us to compete against any entertainment
distribution company.

Describe a lesson you learned from failure. I have had a lot
of failures, and the one thing I learned over time is that the world
doesn’t come to an end. It just means you tried something and it
didn’t work. When you're not trying, that's when it’s scary. We tried
the Velocity program—a great idea on paper. For albums, we were
going to have a deluxe version and one that could be priced at $10.
But we couldn’t put together a schedule to support it because our
labels didn’t believe in it. I learned a valuable lesson to make sure
that the labels are onboard with whatever initiative we launch. We
launched Jumpstart in 2003, and whatever reservations the labels
had, they all became fans—our most profitable years were 2004 and
2005. It was the first step for the industry to acknowledge that the
consumer perception on prices were out of line. Today, prices are
at a fair place in terms of what the consumers expect CDs to cost.
On digital, we pushed for variable pricing and overall digital sales
remain very robust, though track sales are lagging a bit. Even with
streaming, so far there is no evidence of cannibalization.

What will define your career in the coming year? Better, more
forward-thinking ways of addressing the marketplace in the midst
of massive change. We have always been known for our love of data
and analysis. Now we are doing artist analysis, tracking consumer
preference combined with market research to come up with specific
ways to market unique artists. We are producing reports on what the
jazz and EDM consumers look like, and taking very specific, indi-
vidual artist deep dives. In the next year, that research will go to a
whole other level. We're really helping the labels redefine how they
use their marketing plans.

Name a project that you're not affiliated with that has
most impressed you. With “House of Cards” Netflix completely
changed their business by getting into content ownership. It takes
dramatic and sometimes painful action to keep your business model
in line with the marketplace opportunities.

Name a desert island disc. If I could bring two, Bruce

Springsteen’s The River and Jay-Z and Kanye West's Watch the Throne.
—Ed Christman

“Failure means you
tried something and
it didn’t work. When
you're not trying,
that’s when it’s scary.”
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1"This wall
holds some of 1
life’s highlights
for me. The
yellow plague
to the right
commemorates
Lost

Highway's
five-year
anniversary

Age: 58

Favorite breakfast:
“Scrambled eggs, crisp bacon
and wheat toast at Patrick's
Roadhouse in Santa Monica,
Calif."
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First job: ’| was a caddy. My
firstindustry job wasas a

and is signed
by all of their
artists. On
the leftis

my Beatles
Sgt. Pepper’s
Lonely
Hearts Club
Band plaque,
which I've
had since
way before
UMG
acquired
EMI

Beneath that
isaplaque
for A Love
Supreme

by John
Coltrane, my

favorite jazz 2"This
artist, On guitar was
the counter, agift from
thereisa Melissa
baseball Etheridge, a
signed by great artist
one of my and an
heroes, incredible
Jimmy human
Piersall, being. She
who was gaveitto
ontheold me after
Washington performing
Senators.” inafund-
raiser for
juvenile
diabetes.”

50 college rep for CBS Records.”
Memorable moment:
“Seeing Bruce Springsteen
for the firsttime in 1974."

Advice for young industry
executives: “Music isn't
about creating your own
kingdom. It's about getting up
every day and working hard to
make the team succesful.”

3"These
shoes
belonged to
my daughter,
who wore
themasa
1-year-old. |
keep them in
my office to
lookatona
bad day and
remember
there’s life
outside of
the music
industry.
She just
graduated
from law
school, and
they've been
inevery
office I've
had."

4 Interior of
Urie’s office.
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BACKBEAT

Jamming
In Jersey

Mariah Carey, Miguel
and Nicki Minaj
entertained thousands
of screaming fans at Hot
97’s Summer Jam XX at
MetLife Stadium in East
Rutherford, N.J., while
Chester Bennington,
Neil Portnow and
skateboarder Tony Alva
teamed with MusiCares
at Club Nokiain Los
Angeles.

For photos
of the music
business at
work and
play, goto
billboard.biz

To submit
photos for
consideration,
send images
to backbeat@
billboard.com.

1 Dream team: Surprise guest Mariah Carey
joined Miguel onstage for a performance of
their hit “#Beautiful” at WQHT (Hot 97) New
York's Summer Jam XX at MetLife Stadiumin
East Rutherford, N.J, on June 2.

2 Kiss and make up: After a swipe from on-air
personality Peter Rosenberg prompted Nicki
Minaj and her Young Money labelmates to pull
out of last year's Summer Jam, the pair officially
put their differences aside onstage during
Minaj’s set

3 Rolling deep: New York Giants wide receiver
Victor Cruz welcomed producer/Def Jam
South president DJ Khaled and rappers Rick
Ross, Ace Hood and Meek Mill (from left) to
MetLife Stadium, his home away from home, at
Hot 97's Summer Jam.

4 MusiCares' Kristen Madsen and Scott
Pascucci, the Recording Academy/MusiCares’
Neil Portnow, skateboarding legend Tony Alva,
Linkin Park (and Stone Temple Pilots) singer
Chester Bennington and MusiCares' Scott
Goldman (from left) joined forces at the ninth
annual MusiCares MAP Fund Benefit, where
Alva and Bennington were honored for their
efforts to combat drug addiction in the music
industry, at Los Angeles’ Club Nokia on May 30.

D AM
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“It's a lovely film. Well, maybe lovely’s not
the right word."” _vetseiamy

Muse And The Undead
Liven Up London

Muse set off Brad Pitt’s zombie
apocalypse with a concert for

the premiere of “World War Z” in
London. Back in the States, Tom
Petty celebrated his sold-out New
York stand.

1 Zombie rock: After Muse rung in the June 2
premiere of "World War Z" with a performance
at the Horse Guards Parade in London,
frontman Matt Bellamy (left) hung with Brad
Pitt, the film's producer and leading man,

at the after-party at Massimo Restaurant &
Oyster Bar. Muse also contributed to the film's
soundtrack and score.

2 Also at the “World War 2" after-party were
(from left) Paramount’s Geoff Stier and Randy
Spendlove with Muse’s Dominic Howard.

3King and queen: Mary J. Blige and former
Warner Music CEO Lyor Cohen put their best
smiles forward at the Peace, Love & a Cure
Triple Negative Breast Cancer Foundation
Benefitin Cresskill, N.J.,, on May 21.

4 Two times great: Stevie Wonder showed his
support for Verve Music Group chairman David
Foster, who was honored with a star on the
Hollywood Walk of Fame for his hitmaking work
asacomposer and producer on May 31.

5 Tom Petty and his Heartbreakers celebrated
afifth sellout during their residency at New
York's Beacon Theatre on May 26 with two of
the execs who helped make it happen. From
left: Live Nation New York's Jason Miller,
guitarist Mike Campbell, Petty, keyboardist
Benmont Tench, multi-instrumentalist Scott
Thurston, MSG Entertainment’s Bob Shea,
bassist Ron Blair and drummer Steve Ferrone.

6 Janelle Arthur, a top five contender on the
most recent season of “American Idol,” posed
with 19 Entertainment's Jim Weatherson
following her performance at CMT's One
Country & Sheba event in Nashville on June 2.

7 Big fish: At the sixth annual Porter Wagoner
Memorial Artists & Anglers Fishing Tournament
in Hendersonville, Tenn.,on May 31 were singer/
songwriter and tournament organizer Gary
Shiebler, bass fishing master Gary Yamamoto,
Bobby Bare and Bare's booking agent Bobby
Roberts, whose team won Big Bass honors and
first place.

8 A few days before Mariah Carey's surprise
appearance at WQHT New York's Summer
Jam, Island Def Jam president/CEO Steve
Bartels hosted a playback for her forthcoming,
as-yet-untitled album for 50 Universal Music
Group executives from around the globe at

the Arts Club in London on May 28. From left:
UMG president of global marketing Andrew
Kronfeld, Bartels and Universal Music U.K.

Country group Parmalee's frontman Matt Thomas (left) and
chairman/CEO David Joseph.

bassist Barry Knox (right) sent a shout-out with songwriter Bruce
Wallace on publishing company ole's Write Where UR tour bus, a
“writer's room on wheels."

9 Radio love: Singer Jana Kramer (right) snuck
in a hug with on-air personality Cody Alan
after he interviewed her at the CMT Radio Live

@olemajorlyindie Check out @brucemusic hang with the
studio in Nashville on May 28 4

boys from @parmalee out on the ole bus! #m {

To get your Instagram photos onto Billboard.biz, tag @Billboard
and include #Backbeat in the caption, along with the who,
what, when and where. One submission will be featured in the
magazine every week,
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Copenhagen

Northside Music Festival

(Adalen, Denmark, June 14-16)

Thousands of music fans
will converge on Adalen,
Denmark, June 14-16

to catch the Northside
Music Festival (northside.dk), where
Phoenix, fun., Imagine Dragons, the
Flaming Lips and others will rock out.
While many of the acts are internation-
al, Denmark’s capital, Copenhagen,

a few hours’ drive from Adalen, has
undeniably amped up its own music
profile in recent years, producing a
bevy of buzz bands including Kashmir
(who will perform at Northside), Quad-
ron, Indians and Efterklang. Kash-
mir frontman Kasper Eistrup says
Copenhagen is his favorite city in all
of Scandinavia, insisting it has “more
original food, fashion, art and culture
than Stockholm, Oslo or Helsinki.” The
festival is a perfectly timed excuse to
visit, as winters can be brutal. “We all
wait for summer,” says breakthrough
folk hero Indians (real name Seren
Juul). “We have a fantastic beach.

You can see Sweden on the other side
of the water.” But Brooklynite Nabil
Ayers, who works with Efterklang
and Indians as manager of label 4AD,
hasn’t noticed any winter blues on his
Copenhagen jaunts. “Everyone’s on
bikes every day of the year,” he says.
“It’s how they get around. Everyone is
healthy and happy.”

BROWSE

If you can’t book a table at
NOMA (noma.dk)—con-
sidered by many the best
restaurant in the world—
check buzz spot Nimb (tivoli.dk/nimb)
on the edge of the Tivoli gardens. Ball
out with the wine-paired tasting menu

for $350, or go for the more reasonable
brasserie options starting at around
$14. For a quick, “very cheap” meal,
Indians’ go-to is Vietnamese hot spot
LéLé (lele.dk) in Vesterbro, a young

“hipster” neighborhood. “Ilike the
simple pho soup, and they also have
really nice seafood,” he says. But if you
want a more classic Danish experience,
Eistrup suggests Smorrebrad, open rye-
bread sandwiches topped with cured
meats, pickled herring, smoked salmon
and other goodies. “Try Slotskeel-
deren [slotskaelderen.dk], a place that
has endured since the late 1700s, in
front of the old parliament building,”
he says. “The walls and ceilings look
like they’re about to cave in. I always
order beef tartare with raw egg yolk,
horseradish, capers and homemade
pickles, with one large Carlsberg and
one small glass of Linie Akvavit Snaps.”

)

The Hotel Fox (brochner-
hotels.dk/en/our-hotels/
fox) is a must, says Ayers,
who compares it to New
York’s trendy Ace Hotel. “It has a hip-
ster vibe. Every room is designed differ-

Counterclockwise
from far left:
Indians, Ulrik
@rum-Petersen,
the interior of the
Hotel Fox and
seafood from
LéLé.

ently, with tons of neat photographs.”
For cheap drinks, check out Western
Saloon in the fashionable Frederiks-
berg area, says Ulrik @rum-Petersen,
partner of Volcano Management, which
represents Kashmir. “It’s definitely a
theme bar, but it draws a crazy lineup of
people always looking for good conver-
sation.” Eistrup is partial to Bo-bi Bar,
in Copenhagen’s center. “[It was] estab-
lished in 1917 by a sailor who returned
from New York City and introduced
American drinking culture here,” he
says. “There are red drapes, tapestries
and carpets, with a fantastic Edward
Hopper-esque atmosphere. Order a
boiled egg and a Refsvindinge beer.”

To connect with the local music scene,
try Indians’ and Ayers’ favorite spot

in the Nerrebro district, Musiksmag
(musiksmag.com), a “small basement
club where a lot of musicians hang out,”
Indians says. “You talk about touring
and records, and the bartender is also
the DJ—he only plays vinyl.”

Kashmir played its first gig
at Klaptreeet, a small cafe
in Kultorvet square with
outsized historical heft.
“It used to be the apartment of Danish
philosopher Saren Kirkegaard,” Eistrup
says. Indians loves Vega (vega.dk), a
renowned two-room space where he
saw his first show. “It’s the best venue
in Denmark,” he says. Indians landed
his first gig, however, at Loppen (lop-
pen.dk), a 300-to 400-person venue
in Christiana, a long-running squatter
commune. “One thousand people live
there now, in old factories and build-
ings,” he says. “There’s free hash, a lot
of pot. It’s a good place to get psyche-
delic—musically.” —Nick Williams

@justin-
bieber

Great show
last night in
Copenhagen.
Shooting
short film
today

for tkey.
#whati )
@Jessie_
Ware

Well
Copenhagen
| saw nothing
of you but
still lovely to
play for you.

@OohLala-
Records
Copenhagen
went
bananas for
@BiffyClyro
tonight @
Vega #musi:

@heyiam-
indians

will soon

be backin
Copenhagen
playing
Huseti
Magstraede
tonight with
friends 11!

TRAVEL ESSENTIALS

Dalton Sim

Dalton Sim began his career in 1995 by managing
Guster out of the band’s apartment in Somerville,
Mass. Since that humble start, he’s helped shape the
careers of Ben Kweller, Alexi Murdoch, Dispatch,
State Radio and, most recently, fun., through his
joint venture with Nettwerk Music Group. Along with
his clientele, Sim’s time on the road has skyrock-
eted: He’s now away from home an average of three
months a year. “That’s the thing about being a man-
ager, agent or anyone in this business: You're either
on tour, meeting up at shows, setting up records in-
ternationally,” Sim says. “You're all over the place.”
His latest jaunt? Overseeing fun.’s 5,000-seat gig at
the Hammersmith Apollo in London on April 18. “I
still enjoy going to different parts of the U.S. and the
world,” he says. “It’s everything from great people to
great restaurants—weaving that into your business
trips makes them a lot more tolerable.”

—Nick Williams

TRAVEL BAG | SWEAR BY
Adidas Gym Bag. For
me, it’s “pack light"—
never having to check a
bag. And I don’t bring
anything crushable, just
clothes and toiletries, so
Ican still either shove it
under the seat or a bin
easily. I pretty much hate checking bags. It’s just the
painin the ass of waiting for it.

TRAVEL PLAYLIST

BBC 6 Music Playlist. They seem to always be pretty
early on stuff, and it’s interesting to hear what an
international radio station is gravitating to.

FAVORITE KICKS TO TRAVEL IN
Natives. Easy to take on and off at security, comfort-
able on the plane.

MOST RECENT LP LISTENED TO ON SPOTIFY
Violent Femmes' The Blind

Sammied s SN [ cading the Naked. That was a
el B Dig record for me in high school.
Twas thumbing through Spotify
and said, “Thaven't listened to
that in forever.” That’s the beau-
¥ tiful thing about Spotify.

KEY APP

Imostly fly American Airlines, so I use their app all
the time. It’s great: You can check your flights, change
your seats. Airline apps are the one thing about travel
that has changed for the better over the years.

FAVORITE DUTY-FREE INDULGENCE
Jameson. It’s always been my go-to drink. I don’t have
Irish roots; it must be the Irish influence in Boston.

SLEEP STRATEGY

My Bose noise-canceling headphones help block
everything out. They’re great. I turn them on and tune
everything else out. @
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The Studio That Love Built

Bob Clearmountain, with help from his wife, has built a studio/venue that blends old and new

Name: Bob Clearmountain

Provenance: New York, but
he's now based in Santa
Monica, Calif.

Big break: Hired as a runner
at New York's Mediasound
Studios, he wound up working
as an assistantengineerona
Duke Ellington session on his
first day on the job

Known for: Mixing Bruce
Springsteen, INXS, Chic, the
Rolling Stones and others;
producing for the Pretenders,
Hall & Oates, Bryan Adams.

Grammy love: Best Latin pop
album in 2010 for Alejandro
Sanz's Paraiso Express, best
traditional folk album in 2006
for Bruce Springsteen’s We
Shall Overcome: The Seeger
Sessions.

Nowadays: Just mixed John
Fogerty's Wrote a Song for
Everyone; working on LPs by
Jonatha Brooke and Trisha
Lurie, two 1971 Stones shows
and a remix of the Band's
Rock of Ages for reissue.

Betyou don’tknow: Profits
from Apogee Studio sessions
are donated to the Corazon
de Vida charity, which assists
orphanages in Mexico.

In 2005, when digital audio interface maker Apogee
Electronics moved its headquarters to an old print shop
in Santa Monica, Calif., legendary mixer Bob Clear-
mountain, husband of Apogee owner Betty Bennett
and consultant to the company, turned an unused space
in the rear of the building into the studio of his dreams.
“We just had junk stored in here,” says Clearmoun-
tain, seated in the cozy control room of what’s now
called Apogee Studios. “I thought it could be a studio
that doubled as a live venue—something to do for fun.”
Clearmountain and Apogee tricked out the exposed-
brick space with a mix of top-notch vintage analog gear
and Apogee’s cutting-edge digital products. During
the last three years, more than 30 acts, including Patti
Smith, James Blake, Nas and the Shins, have performed
concerts at Apogee for Santa Monica radio station
KCRW, with Clearmountain handling the live mix. The
studio has also served as a real-time testing ground for
new Apogee products. “People have asked us to block-
book for an album, but we don’t,” Clearmountain says.
“The radio shows are more important to us.”
Clearmountain’s goal was to make the studio as high-
end as possible, which meant looking for a Neve 8068
console. The search led him to Oklahoma, where he
found the old board from studio A of New York’s storied
Power Station, which he helped design in the late '70s.
Clearmountain had used the Neve for Bruce Springs-
teen’s The River and early albums by Chic and Bryan Ad-
ams. At Apogee, the board’s been utilized sparingly for
professional sessions—strings for Adele and the Rolling
Stones, overdubs for John Mayer—but it played a crucial
role in developing products including the Symphony
1/0, an acclaimed multichannel interface.
Clearmountain says he started using Apogee gear
in the late "80s. “On Tunnel of Love, Bruce recorded all
digitally,” he says, “and I remember struggling with it.
Then Apogee came along with their filters. They fig-
ured out why digital didn’t sound good. The [record-
ings| sounded like what it sounded like in the room.”
When he finally met Bennett a few years later, he was
smitten—by her deep understanding of digital record-
ing. “I remember putting together a Pro Tools rig, and I
[asked] her, ‘What do you think?"” he says. “She looked
at it and gave me a bunch of technical comments. I
thought, ‘Oh, wow, I've got to marry you.”” —Phil Gallo

PHOTOGRAPHS BY SAM COMEN

1Apogee'’s
180-person-
capacity live
room, where
acts—most
recently,
Queens of the
Stone Age and
the Olms—
record intimate
concerts for
KCRW.

2Clearmountain
plugsan
Apogee
Quartetaudio
interface into
aniPad to
record stereo
mixes of live
shows for
KCRW:"We
record a show,
then take the
file and post it
toan FTPsite
immediately.”

3 Betty Bennett,
Clearmountain’s
wife and owner
of Apogee,
bought him

this Hammond
B3organas

a birthday
present: “She
didn't like it
inthe house,
soone of the
selling points of
letting me build
the studio was

| could move
the Hammond
outof the living
room.”

4The vintage
Neve 8068
analog console
fromthe
Power Station
studios, where
Clearmountain
mixed albums
by Bruce
Springsteen,
Sister Sledge
and others.

“Auto-Tune sucks the soul out of
vocal performances. Once you lose
a certain human quality, I'm not
interested anymore.”

JUNE 15, 2013 | WWW.BILLBOARD.BIZ Q



PORTRAIT OF AN

Electric Lady

In her Atlanta “mystery school” called Wondaland, Janelle Monae has
crafted not just her second album, The Electric Lady, but her own universe

ondaland smells like sugar cookies. No one is bak-
ing in the towering Atlanta home, though there is
a delicate spread of dip and crudités arranged on
the kitchen counter, next to a jug of a fruity cock-
tail known as Wondapunch. But the cookie scent
is both mouth-watering and pervasive: It’s being
pumped through the AC, augmented by scented
candles in every room, and seems meant to relax
everyone who steps across the threshold. It gives an olfactory depth
to a place already set up to foster ideation: the theme-roomed studio/
playhouse in a tony area of Atlanta, where soul-funk cyborg-goddess
Janelle Monae records all of her music.

Wondaland is HQ for Monde’s label and music community, known
as the Wondaland Arts Society, a self-described “transmedia manu-
facturing company and mystery school” with the stated goal of build-
ing and destroying 10 art movements in 10 years. There is a studio in
the basement decorated with albums from Jimi Hendrix and Earth,
Wind & Fire, equipped with a coterie of instruments and state-of-the-
art production equipment. The “jungle room” is a mirrored practice
space with even more instruments, where Monde practices her live
show with her band amid a mini tropical forest of potted trees and
shrubs. And it was in the “Occupy Wondaland” room, inside a tall
white teepee next to the wall clock-dotted foyer, where Monae wrote
a good chunk of her forthcoming album, The Electric Lady (Wonda-
land Arts Society/Bad Boy/Atlantic). Due in September, it’s her first
in three years.

“We took our time to work on it,” says Monae, perched on a stool in
her studio, the lights dim. “We felt a shift in the world ... . a shift in our
music and freedom, with life and politics and where we are as a soci-
ety. Every time is not always the right time for you to come out with
something. You just get a feeling [when the time is right]. We call that
listening to our ‘soul clock.” As you can see, we got about 60 clocks
up there [in the foyer] that we look at as inspiration. That tells us to

listen to our soul clock, because we're giving you 60 different times
up there: You really have to go with your compass.”

As a singer, songwriter, producer, performer and fashion plate,
Monae is one of the most unique mainstream musicians America
has seen in years, and The Electric Lady—co-produced with two of
Wondaland’s artists, psych-punk act Deep Cotton and soul com-
poser Roman GianArthur—underscores that her personal compass
is worth trusting. On April 23 she released lead single “Q.U.E.E.N.,”
a freaky funk jam with Erykah Badu, with the accompanying video
garnering more than 4 million YouTube views in a week. (The track
has sold 31,000 copies, according to Nielson SoundScan.) No small
feat for a clip that promotes guerrilla art, critiques institution, advo-
cates self-love and features coded language from the vogue scene
(“ooh, she’s serving face”) in the first bar, before ending with a pro-
equality rap referencing sci-fi author Philip K. Dick. There’s always
something deeper going on in a Monde song.

With “Q.U.E.E.N.,” she says, “Ifeel like there are constant parallels
with me as a woman, being an African-American woman, to what it
means for the community that people consider to be queer, the com-
munity of immigrants and the Negroid—the combination between
the ‘N’ and the android. All of us have very similar fights with soci-
ety and oppressors, with those who are not about love, who are more
about judging. There are two different types of people: Some people
come into this world to judge, some people come into this world to
jam. Which one are you? It’s a question we should all ask ourselves.
My job is to create art that starts a dialogue, to create songs and lyrics
that ask society these questions, by using myself as a sacrificial lamb.”

The Electric Lady promises to expand on the utopian cyborg themes
Monde explored on her debut album, 2010’s The ArchAndroid, into
more plainspoken, personal territory, and further fiddle with genres
beyond funk and soul, including jazz (“Dorothy Dandridge Eyes”),
pop-punk (“Dance Apocalyptic”), gospel (“Victory”) and woozy, sen-
sual vocal ballads (“Primetime”).

By Julianne Escobedo Shepherd
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“This album has a lot of songs that can get played on mainstream
radio,” Atlantic Records Group chairman/COO Julie Greenwald
says. “Before, we got a lot of attention in the press, on the blogs,
on the video networks. But we didn’t crack the code at radio. So if
you connect that last dot, it’s going to be a significant improvement
from the last album cycle. Which is really going to put her music in
so many people’s homes.”

Born into a working-class family in Kansas City, Kan., Monae
developed her omnivorous music taste early, hearing James Brown,
funk and blues from her father’s side of the family and classical
hymns from her mother’s side—hence the interplay of classical
flourishes, dramatic dancefloor prog and deep robot-funk on her
near-universally acclaimed, Grammy Award-nominated The Arch-
Android, which debuted at No. 17 on the Billboard 200 and has sold
186,000 copies. Since her 2007 EP, Metropolis: Suite I (The Chase)
(Bad Boy), she’s been instantly recognizable by her pompadoured
coif and black-and-white tuxedo uniform.

Today, she’s wearing a checkerboard blazer, while her longtime
producers from Deep Cotton, Nate “Rocket” Wonder and Chuck
Lightning, opt for straightforward black. There is no one like the trio,
dressed in black-tie attire at 2 in the afternoon, and every minute
of every other day, at least in public. On The ArchAndroid’s “Faster”
and on “Q.U.E.E.N.,” Monée rhetorically wonders if she’s a “weirdo
or a “freak,” but fans recognize her steadfast adhesion to her own
aesthetics as not compromising principles for the sake of easy fame.

“Inever liked people telling me what to do,” she says. “I also wanted
to own something: I've always had this thought of owning my own
label, of being in charge of my words, my art, everything you hear.
My goal wasn't to be the most famous person overnight—it was to
make music on my own terms, develop myself and understand if my
words were necessary to young people like myself and to make my
family proud.”

Creative independence is an oft-desired goal in the music indus-
try, but Monde has embodied it from the beginning. In 2007, after
Sean “Diddy” Combs discovered her through his friend Big Boi and
brought her into the Bad Boy/Atlantic fold, Monde showed up for
her first meeting with label executives and handed out a rulebook of

»
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Team Monae

ALBUM: The Electric Lady

sorts. “She had printed up her core values for everyone
in Atlantic, to state who she was and what her responsi-
bilities were, who she is as an artist,” says Wonder, who
has been collaborating with Monae since Metropolis.

LABEL: Wondaland Arts Society/Bad Boy/Atlantic

“When we met her, she wasn’t too worried about turn-
ing into a star overnight. She was worried about her

RELEASE DATE: September

message, making music that was jamming, that she
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I am as an artist. I want a consistent message.’ It can’t

PUBLISHING: Jane Lle Publishing (ASCAP)
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what their vision is,” she says. “It really allows us all
to march to one beat with her project, and her beat is
so magnificent and her vision is just stunning. She’s a
magical artist.”
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The ArchAndroid’s popularity kept Monée touring for
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more than two years, with artists like Katy Perry, Bruno
Mars and Prince, and her quirky talent kept on deliv-
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ering milestones to her résumé. She performed at the
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Nobel Peace Prize concert and joined Stevie Wonder
at Rock in Rio in 2011, performed for (and confabbed
with) big-time fan Barack Obama in 2012 and filled in
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for Aretha Franklin with the Chicago Symphony Or-
chestra just last month. In February, Monde picked up her first Grammy for song of the year “We
Are Young,” her collaboration with the rock band fun. (It was also her first Billboard Hot 100 No. 1,
in February 2012, and held the spot for six weeks.)

She’s been choosy about her partnerships but last year, she picked up two major looks. In August
2012, she signed her flawless face to CoverGirl, which she chose in part because she appreciated
the makeup brand’s efforts to include diverse types of women in its campaigns, like Queen Latifah
and Ellen DeGeneres. CoverGirl Cosmetics VP/GM Esi Eggletson Bracey says, “Our choices of tal-
ents are always connected to and reflective of what
we are inspired by in the world of pop culture, and
what the women our brand serves are inspired by
too. Janelle is a true force of energy and a beautiful
spirit who delights in her creative journey, not just
the destination. We couldn’t wait to show the world
another dimension of her artistic ‘superpowers’ as
a member of our CoverGirl family.” The brand
showcased Monée in print ads for its Lip Perfec-
tion Jumbo Gloss Balm, LashBlast Clump Crusher
Mascara and Outlast Stay Brilliant Nail Gloss, and
ran a special TV spot during the Grammys set to
her song “We Were Rock and Roll.” Plans are in
the works for a new campaign featuring the Electric
Lady song “Dance Apocalyptic.”

In October 2012, she reached another broad au-
dience through a commercial and billboard cam-
paign with wireless home stereo manufacturer
Sonos, which was filmed at Wondaland. The com-
mercial, set to “We’re Far Enough From Heaven
Now We Can Freak Out,” a song by Deep Cotton, featured Monae and her besuited compatri-
ots having a dance party in her living room, doing a Soul Train line down the wildly realistic
Astroturf that serves as her shag rug. (Deep Cotton—whose Runaway Radio EP will be out later
this summer—will soon release an official video for “Heaven” that features machine-gun-toting
women reciting from Valerie Solanas’ 1968 radical feminist text “The S.C.U.M. Manifesto.”)

“We look at how people normally do things and we try to run the other way,” Sonos industry/
artist relations representative Thomas Meyer says. “We wanted to work with an artist who ex-
plores art in all its forms. Janelle is the quintessential that type of artist. The Wondaland aesthetic,
her entire family has a kind of creative cult that they’re creating down there, and all of that was
really important to the process. Being able to go to Wondaland and actually create a film down
there was the right way to do it.”

The Wondaland crew, who are currently in the script-and-storyboard stages of a feature-length
sci-fi movie based on The ArchAndroid, eased right into it. “When we talked about the creative,
[Sonos was] like, ‘Listen, we love the spirit of Wondaland. You pick whatever you want to do, pick
whatever songs. We just want it to be a day in the life of Wondaland,”” Monae recalls. “What you
saw is what we do on, like, a Tuesday. None of it was rehearsed. When it happened, it happened,
and they were just there to catch it.”

It’s a Friday down in the Wondaland basement, and everyone seems amped and ready to put
their money where their mouths are. When Nate Wonder queues up tracks from The Electric Lady,
six or seven folks from the Wondaland party posse break out into an impromptu dance-a-thon,
throwing down twists, hair flips and, where appropriate, the Pony. (One of Wondaland’s central
tenets, and a lyric in “Q.U.E.E.N.,” is that “the booty don’t lie.”) The album title refers not to Hen-
drix—though she is an avowed fan—but to a concept birthed during her rigorous tour schedule.

“Over the last couple years,  would paint onstage, and I still do. I kept painting the same image of
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“There are two different types of people: Some people come into
this world to judge, some people come into this world to jam.
Which one are you?”

awoman, a woman's physique, a woman’s silhouette. It would change every show. I felt like, ‘Why
is this image recurring to me?’” Monde says. “I realized that I was just drawing interesting women

I would meet in my life. I have hundreds of those paintings, a figure of a woman. The name came

to me as I was understanding the colors I was using, the things that made the paintings unique:

Electric Lady. From doing the Nobel Peace Prize concert, to talking to women in Atlanta, to going

back to my hometown, it was important to me that I highlighted a new type of 21st-century woman.
It’s an overarching concept. What does the Electric Lady think about politics? How does the Elec-
tric Lady make love? What are her thoughts about sexuality? What are her thoughts about other
women? How does she empower other women? What are her thoughts about other women? What
is her position in life?”

The title track’s bass groove alludes to Sly & the Family Stone’s “If You Want Me to Stay,” and
Mondée busts loose on the chorus with the most hopeful, beautiful wail: “Electriclady/Ina waaaay/
We can dance, we can love!” Monde says she wrote the album from personal experience—the
Electric Lady mission statement was to “tell universal stories in unforgettable ways”—and drew
from conversations she had with her collaborators as well. Miguel guests on the gorgeous, glim-
mering “Primetime,” which interpolates the Pixies’ famous “Where Is My Mind?” “ooh” section
atop a spare funk beat. It’s a love duet that builds on harmonies and the chorus—"“Primetime
for our love/Heaven is bettin’ on us”—and unites their glossy croons so well one can almost feel
them melting into one another. Babies will be made and subsequently born to it.

And on another song she declines to name, Prince himself makes an appearance. “We are
great friends, and he is a mentor to us, to me. It’s a beautiful thing to have a friend—someone
who cares about your career, and wants to see you go far and to push boundaries and shake up the
world—give whatever they possibly can to the cause,” Monde says. “Ihad a chance to produce an
icon. It’s not every day that he collaborates. I'm honored and humbled that he trusted me. He is
forever my friend, and I am forever indebted. I can’t say too much else about it.”

Clarity of vision is why Prince and Monde—and Badu and Monae, for that matter—make a per-
fect match: iconoclastic, profoundly talented African-American performers whose viewpoints

Janelle
Monae
performing
at Coachella
in April.

have advanced American pop music. If The Electric Lady is a step
forward in sound and in scope, Chuck Lightning attributes its ad-
vanced style to spending the past few years kicking it with veterans
like Prince.

“We’ve been blessed over these few years to have a lot of dialogue
with our heroes. I mean, sitting around a piano with Stevie Wonder
and talking about music, all of that’s in this album. The kinds of les-
sons you learn . .. like, Prince brought Quincy Jones to a show. And
then having dinner together and listening to Quincy give us ‘How
to Make Thriller 101.” We were very, very quiet.” Lightning says with
alaugh. “It’s very important for the next generation, because hope-
fully someday we'll be able to do that for them. And going very spe-
cifically into the ‘urban’ community, what passing on those lessons
means for musicianship, the future and everything. When Janelle
filled in for Aretha Franklin at the Chicago Symphony Orchestra,
it was a moment for all of us, because we understood what that
meant. We realized the responsibility and said, ‘This is something
special that we can actually do that.””

It’s in this sentiment that Monde’s futurism looks to the past: She’s
something of a musical preservationist, reimagining the music of her
forebears for a utopian tomorrow. “I request that [Wondaland opera-
tions manager] Lord Kelli Andrews has her baby Arri here on certain
days, because that’s my inspiration. I'm thinking about the next gener-
ation, about what kind of world should Arri grow up in. What does the
baby want? What does the baby like? The baby wiggles her feet, that’s
the song. When the baby cries, you better look at that baby,” she says
with a laugh. The Electric Lady, adult or baby, commands attention.©
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Even with the success of his

last album,

memories of p@]gﬁ&: defeats still haunt Wale.
Now, with his third album around the corner,
he's out to per rﬁrmmﬁﬁl silence the b ggﬁg“%:
skeptic of all: himself

BY BRAD WWETE

etween headlining shows and nightclub walkthroughs, inter-
views and studio sessions, Wale doesn’t rest much. On this spring
afternoon, he’s fresh off a brief nap he snuck in after a slew of
morning promotional appearances at New York radio stations.
But it’s probably the only sleep the 28-year-old, born Olubowale

Falorin, will get today: He’s still feverishly putting the finishing
touches on his third album, The Gifted, due June 25 on Maybach

Music Group/Atlantic, in Manhattan’s Quad Studios—appropri-
ately located in perhaps the most sleepless place in the world, Times Square.

“I'm just working,” he says, adjusting his Houston Rockets snapback. “I don’t have
anything in my head that’s like, ‘Yo, chill out.” All Tknow is the studio. That’s really all
I do. I eat in the studio, I sleep in the studio. I'm just always in there.”

But there’s a bit more to his sleep deprivation than that. A unique kind of paranoia
haunts Wale. Three years ago he was dropped from Interscope when his 2009 debut
album, Attention Deficit, flopped commercially. (It’s sold 169,000 copies to date, ac-
cording to Nielsen SoundScan.)

So now, whenever Wale thinks of letting up on the gas, fears of failures past make
him reconsider. “That little voice says, ‘You remember what happened?’” he recalls,
referring to losing his deal with Interscope. “‘Imagine how fast they’ll get rid of you
if this fails.’ I have nightmares of that shit. That’s why I'm on edge. I'm just trying to
make sure I'm straight.”

His comeback story began with a return to his roots. After landing a couple of lo-
cal hits in his native Washington, D.C., in 2006, Wale first gained national attention
through a series of acclaimed mixtapes, which led to a production deal with Allido
Records—the now-dormant imprint founded by super-producer Mark Ronson and
Rich Kleiman (who still oversees Wale’s career as Roc Nation VP of management)—
and, after a bidding war, his ill-fated recording contract with Interscope in 2008. So,
when he found himself a free agent once again two years later, he went back to his
wheelhouse, releasing More About Nothing, a 2010 sequel to his “Seinfeld”-inspired
Mixtape About Nothing, a 2008 fan-favorite. That witty, impassioned set, paired with
a featured verse on Atlanta rhymer Waka Flocka Flame’s 2010 club-thumper “No
Hands,” kept Wale on the road touring and got his name simmering once more.

The heat soon led to a new deal, with rapper-cum-mogul Rick Ross signing Wale
to his Maybach Music Group label through Warner Bros. (since moved to Atlantic
Records) in February 2011. “His wordplay was superb,” Ross says about why he
inked Wale. “Once I saw the poetry side of him and the intellectual side of him, I
knew that there was a space for Wale in the top rankings of the game.”

Wale lived up to his new boss’ expectations that winter with the release of his sec-
ond album, Ambition, which debuted at No. 2 on the Billboard 200 with 164,000
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first-week copies. The disc also spawned the lady-
killing breakout “Lotus Flower Bomb,” which featured
Miguel on the hook. The song peaked at No. 1 on Hot
R&B/Hip-Hop Songs, sold 620,000 copies and helped
push Ambition to near-gold status (482,000 total sales).

Wale attributes the turnaround to Ross letting him
take control of his career—a reversal of his relationship
with Interscope, he says. “T didn’t know enough about
the industry to understand how they were marketing
me,” Wale says of his former label. “They didn’t let me
be me. [Now] I'm in control of my own stuff. Ross em-
powered me. He let me do whatever I wanted to do.”

“Wale guides his entire project,” Ross says. “He has
his own vision and he executes it.”

As Wale and Ross prepare for the release of The
Gifted, that vision is coming into focus nicely. The
album’s lead single, “Bad,” has sold 482,000 copies,
and is performing well on the R&B/Hip-Hop Airplay
chart, where it rises 11-9 in its 17th week, down from
its No. 7 peak on April 27. (On the Billboard Hot 100, it
holds at No. 32, after peaking at No. 25 on May 18.) But
the song has a darker edge that contradicts its radio-
friendly sonics: Over the looping sound of bedsprings
bouncing, “Bad” tells the story of a romantically dam-
aged woman only capable of physical, not emotional,
intimacy. And compared with the stars Wale’s worked
with in the past—Nicki Minaj, Ne-Yo, Ross—newcomer
Tiara Thomas, who sung and wrote the track’s hook,
may seem like an odd special guest for a lead single off
an album preceded by huge expectations.

“Wale wouldn’t have had it any other way,” Kleiman
says. “It wouldn’t have mattered what anybody said.
Obama could have called him and said, ‘“Take Tiara
Thomas off the record,” and he wouldn’t have done it.”

Elsewhere on The Gifted, Wale creates a soundscape
more inspired by '9os R&B; cooing hooks from Mint
Condition’s Stokley Williams are weaved throughout.
Like on Wale’s early mixtape work, there are hints of
his hometown’s signature go-go funk: Cowbells clang

and horns blow on several tracks, and there are lush
musical breakdowns on songs like “Sunshine” and

“Heaven in the Afternoon.” The just-leaked second sin-

gle, “LoveHate Thing,” recalls the contemplative soul
of Marvin Gaye’s “What's Going On” with moody pia-
no chords, tempered guitar licks and falsetto crooning
from singer Sam Dew. Wale, meanwhile, skillfully bal-
ances swipes at naysayers with a look at the bigger pic-
e. “I'm trying to redefine the culture,” he raps, his
signature rapid-fire rhyme patterns as nimble as ever.
“I'know what I'm doing in the studio now,” Wale says
of his approach on The Gifted. “Before, Tjust knew how
to rap. Now I know how to construct a song and make
my music have emotions.”
Although Wale initially eschewed big names for

“Bad,” he takes advantage of his sizable Rolodex with

all-star appearances elsewhere on the album, from Ri-
hanna (who's expertly placed on the “Bad” remix), a la-
dy-pimping Minaj on “Clappers” and the smoked-out
twosome of Wiz Khalifa and 2 Chainz on “Rotation.”
But Wale says The Gifted doesn’t have the commer-
cial trappings that the hit lead single and the album’s
A-list collaborators might suggest. “I'm just trying to
challenge consumers,” he says. “Don’t be corny and
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buy records off the single. Enjoy a musical experience
that isn’t forced, that isn’t trying to insult your intel-
ligence—like, ‘This is the club record, this is the girls
song.’ Don't try to put it in a box, because I don’t be-
long in a box. I just wrote music, man—just enjoy it.”

According to Wale, Ross certainly is. “Ross is excit-
ed about it. He hasn’t been to sleep yet,” Wale says with
a laugh. “He keeps texting me.”

Atlantic seems charged up as well. Album promo-
tion will stand mostly on the legs of a grass-roots drive,
VP of marketing Shari Bryant says. “We want this cam-
paign to resonate among everyday people,” she says.
The whole idea is that everybody is gifted in their own
way.” To that end, Wale is holding contests for “gifted”
artists to open for him at three release-week concerts
in D.C., New York and Philadelphia. He’ll then embark
on a national tour this fall.

Wale will also benefit from his endorsement deal
with Skull Candy headphones, and the premiere of
his own WRKNG Title line of knit hats out this fall (its
website just launched). It’s actually a relatively light-
weight endorsement portfolio, considering he’s a styl-
ish rapper prone to dropping lines about Air Jordan
and Nike sneakers whenever possible. There’s even an

“I'm just trying
to challenge
consumers. Don’t
be corny and buy
records off the
single.” —Wale

album cut named “88,” a shout-out to the year Nike in-
troduced the iconic Jordan “Jumpman” logo. And both
Ross and fellow Maybach Music Group signee Meek
Mill have signed more prominent endorsement deals
in the past (with Reebok and Puma, respectively).

“I've made Nike much money in my career,” says
Wale, who's wearing black Jordans and oversize Mars
Blackmon-inspired glasses. “But I want to be consis-

Team Wale
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tent with my brand and direction: I don’t want to be Wale
advertising with bubble gum or something like that.” Z:\’/%’:#’U
“Nike’s very supportive of him,” Kleiman says. “We (Hot97)
are working on some things to elevate that relationship.” New York's
In the meantime, Wale is already working on his JS;HTQ;’
next disc, The Album About Nothing, a third install- thEast
ment of his “Seinfeld” series. He’s three studio ses- Rutherford,
sions deep with Jerry Seinfeld, and hopes to have ’l\j‘i;}"?”

other key cast members from the show participate.
Longtime fans of Wale are delighted—including Ross.

“I'm excited to see how it’s going to play out,” Ross
says. “The way Wale is telling me about it, it sounds
like it’s going to be a fuckin’ audio drama. That’s what
the game needs.”

Somehow, between finishing up and then promot-
ing and touring for The Gifted, Wale plans to release
The Album About Nothing before the end of the year.
Inevitably, there will be many more sleepless nights
and unsatisfying catnaps in his future.

“Ilook at myself like a professional: I just get up and
work,” Wale says. “T just get up and work way more
than a lot of other rappers. I literally go to work ev-
ery day and try to record every day that I'm not on the
road. It’s too much—but I get good results.” @
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Music

Living room concerts are providing DIY-inclined
singer/songwriters a way to earn a living at their
craft—and bringing music to fans in the purest,
most intimate way

BY GARY TRUST
PHOTOGRAPHS BY IAN TRAVIS BARNARD

t 5:58 on a warm and sunny spring evening in North Quincy, Mass., Frank Sullivan is stirring
a pot of homemade jambalaya on the stove with a smile on his face. “Tlove cooking,” he says.
“It’s a gift—and a curse—from my father. He said you can never make enough food for a party.”
Frank’s wife, Maribeth Sayers, is taking a breather at the kitchen table after setting out an
array of chips, dip and vegetables. Mindful of the guests, she and Frank have stocked the ad-
joining enclosed porch with coolers of beers, their longnecks poking through the ice.

About 40 people are due to arrive, some friends and family, at “Chez Saysull,” as regular
visitors dubbed it many get-togethers ago. (“We just call it home,” Frank says.) But as promising as the aroma of
jambalaya is, they're coming for something else other than good food and drink. A sign on the back door reveals
the nature of the evening’s festivities: “Performing Tonite: Callaghan. Cover: $20.”

This isn’t just a party for Frank and Maribeth. They're putting on a concert. The kitchen will double as a record
store, with the window sill as a makeshift merch table. One of the house’s two bedrooms does double duty as a
green room, and the stage will be in the living room near the picture window. Later, when it’s all over, the kitchen
will become the post-show meet-and-greet area for those holding a VIP pass, which in this case will be everyone.

House concerts aren’t new. In 2001, Pat DiNizio of the Smithereens logged 70 shows (and more than 65,000
miles) in his five-month Living Room Tour. Emerging bands like Brooklyn sextet Ava Luna supplement club dates
with shows in quasi-professional DIY performance spaces and private homes (see story, page 28), veteran artists
like Pere Ubu’s David Thomas offer fans the chance to book living room shows and current acts like Atlantic’s
Scars on 45 perform house dates as well.

They’ve also become an increasingly common way for artists, mostly singer/songwriters, to carve out a viable
living. Tonight, far from the lights and lasers of arenas that fit upwards of 20,000, Callaghan is singing for ap-
proximately 40 people in a living room. And, she, Frank and Maribeth are helping reshape the business of touring,
if not music consumption entirely.

GEORGINA CALLAGHAN’S JOURNEY TO A PICTURESQUE SEASIDE NEIGHBORHOOD BEGAN WITH
an email to Shawn Mullins.

“I really thought, ‘T have absolutely nothing to lose from trying to get in touch with him,” she says of Mullins,
who broke through to the Billboard Hot 100’s top 10 in 1998 with the ballad “Lullabye.” “He had a profile on
Myspace, but I really didn’t know whether he even looked at his messages.”

She reached out to Mullins in 2009 with little expectation of hearing back. “I thought, ‘He’s never going to see
this,” says Callaghan, who omits her first name professionally. “But, I'm just sitting here in London and there’s no
one else I want to produce my album, so, why not? A couple weeks later when I got an email back from him, I just
completely fell off my chair. I couldn’t believe that he’d seen the email . . . and loved my songs.”

The two struck up an online correspondence, and Callaghan moved to Atlanta to work with Mullins on her
debut, Life in Full Colour, a blend of gentle piano- and acoustic-guitar-driven folk that she self-released last year.

But when you're an independent artist just beginning to grow an audience, creativity in your business acumen
is as key as in your artistry. The idea of playing house concerts set in, and Frank and Maribeth’s home is only the
start. Callaghan billed her summer tour “Callaghan Across America,” which encompassed 25 house concerts and
wrapped June 2 in Berkeley, Calif.

“Eleven thousand miles in a 1996 Toyota 4Runner” is how her husband/manager, and fellow U.K. transplant,
Steve Massey laughingly describes their undertaking about two hours before the trek’s first gig. (Despite the im-
pressive spread back at the house, the couple is discussing the tour over fish and chips at nearby Burke’s Seafood.
Once Sullivan had mentioned the restaurant, the couple couldn’t resist a taste of native comfort food.)

Why embark on such a lengthy journey, devoid of handlers to take care of numerous details—such as, say, a
year’s worth of driving compressed into a month?

“There are alot of places where I know I have fans but T haven’t managed to get to yet to do a show, like Colorado

”
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or the West Coast. Just logistically, it's expensive,” Callaghan says. “So, I thought
house concerts are a great way to put all these places together, in a route that goes
coast to coast, and incorporate places where I haven’t played a public show before,
but where I've got a fan base. When I put it out there on Twitter, Facebook and my
email list, so many people responded, ‘1 definitely want to come to your house shows.’

“I've been amazed, actually, at how many people have responded,” Callaghan says,
especially the fact that house concert hosts traditionally offer artists free room and
board (plus culinary care packages upon their departures), making ever-costly gas
one of the only major expenses of such a tour. “Some of them have never been to a
house show, never mind hosted one.”

Two of those newcomers to the house concert model? Frank and Maribeth. The
pair first became fans of Callaghan on this year’s Cayamo Cruise, the floating folk
festival booked by Atlanta-based music cruise company Sixthman. Genre staples
like Mullins, Shawn Colvin, John Hiatt, Bruce Hornsby and John Prine, as well as
rising acts like Callaghan and Liz Longley, have sailed the Cayamo’s Caribbean

“There are a lot of places | have fans but | haven’t managed to do a show.

course, performing aboard the Norwegian Pearl. “Callaghan said she was going to
do a house tour across America, and we signed up,” Frank says.

Not expecting to hear back, the couple was pleasantly surprised when Callaghan
responded and the pair’s house instantly became the first venue on her tour. “There
was alot cleaning. .. a lot of painting. We totally ripped apart our house,” Frank says.

“But, it needed cleaning anyway, so it gave us an excuse.”

The couple’s joy of hosting a show in its home is evident. Having worked at HMV
Records, Frank has amassed a collection of 29,000 song downloads. The CDs on
the shelves in the hallway are even arranged alphabetically, with dividers reading

“Blues” and “Jazz” separating sounds. Music helped define the pair’s relationship
from the start. “T went to a party where he had made the playlist,” Maribeth recalls.
“Ireally liked the music.”
“I was into this band, Human Sexual Response,” Frank adds. “When I found that
she was the only other person I knew who had an album of theirs, it was like, ‘Wow,
we must be meant for each other.””

Book It Yourself

The musts (and must-avoids) of house touring

Before they were getting acclaim from
Pitchfork and Spin, Brooklyn-based “ner-
vous soul” sextet Ava Luna built up its
following playing as many DIY and house
shows as it did small club dates. “DIY
shows can be more fun than your average
club show, and even lucrative when they’re
well-booked and -timed,” says drummer
Julian Fader, the band’s “de facto book-
ing agent.” “But when they're not, they
can suck.” Fader offers five musts and five
must-avoids for first-timers.

MUSTS

The acts on the bill are more impor-

tant than the venue. “A well-booked
show will rule, no matter where you do it,”
Fader says. “If you have bands that go well
together and are friends, people will have
a good time, even if you play in a meat
storage locker.”

0 Don’t be afraid to ask for money,
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but don't expect to get it all the time. As
a touring band, what you're offering has
value. Some of the houses that a band
plays won’t be able to pay outright, Fader
says, but asking for gas money is always
reasonable, especially if the house is
charging fans at the door.

Promote shows yourself. Nontra-

ditional spaces means nontradi-
tional (or no) promoters. Make posters in
advance and put them up upon arriving in
town, and find and contact local publi-
cations in advance. “l can’t tell you how
many times | meet someone at a show
that says they saw us in the local rag and
came out,” Fader says. “Those people buy
a record 90% of the time.”

Bring extras of everything, and share.

These are houses, not venues with
built-in full rigs. Carry extra “sticks, picks,
cables, power adapters, everything,” Fader

says. “We're guilty of screwing this one up
almost every tour.” Sharing gear “saves
time and gives you an in to make pals with
the other bands.” But remember to label
equipment, and make sure everything
loaded and unloaded is yours.

Do food research. When hosts don’t

feed bands, some restaurants, like
Chipotle, have forms on their websites
artists can fill out as touring musicians to
qualify for free food.

MUST-AVOIDS

Police. “Nobody can stop the cops,”

Fader says. Nontraditional venues will
invite nuisance-control violations. In some
cases, the crackdown may be harsher than
others. (In Boston recently, police have
been cracking down on house shows by
pre-emptively posing as “punks” on the
Internet to find out where shows will take
place.) Do research and accommodate for
that risk. As a preventative, Fader suggests
playing early shows that'll finish before
the police can shut them down.

Fast food. “It works for some people,
but after five days of Taco Bell and

weird gas station candy, my drumming
skills go downhill,” Fader says. Instead, buy
(mostly non-perishable) groceries, and
offer to collaborate on cooking meals with
the house hosts.

Theft. When staying with friends,

make sure to bring all gear into the
house or park your van in a protected ga-
rage. Stolen gear will drain resources faster
than a string of shows that don’t pay.

Putting all your eggs in one bas-

ket. Unlike club dates, house shows
seldom come with a concrete guarantee.
To avoid bottoming out, Fader suggests
booking a combination of house shows
and club dates, “depending on the city
and who you know. It’s good for budgeting
to know that you'll be guaranteed to get a
certain amount of money.”

Unrealistic expectations. People book-
ing a band’s DIY shows aren’t usually
doing it for a living. Prepare for crummy
sound and unpredictable set times. Bands
might not get paid, or fed (or beer). But
if you expect nothing, you might have the
time of your life. —Devon Maloney



House concerts are a great way to put them all together.” —callaghan

Along with a love for music, as well as having “cool neighbors” who don’t mind of-
fering their driveway for an overflow of guests, perhaps the most vital ingredient for
hosting a house concert: “You have to have a lot of friends,” Frank says.

HOUSE CONCERTS AREN'T ALWAYS ENTIRELY COORDINATED BETWEEN
artist and host. Fran Snyder founded the website Concerts in Your Home in 2006
under the premise that living rooms are made for live music.

“I'masinger/songwriter and I've played everything from colleges to clubs,” Snyder
says. “I'm more of a rock artist, but I'd heard about house concerts from my folky
friends. I'd never played one, but I was on the road in [Washington| D.C. and had
a gap in my schedule. I called one of my friends, put one together and just had an
incredible evening. So many people showed up that I had to do two shows, one at 9
and one at11.”

After playing a few shows, Snyder quickly understood the appeal of performing in
people’s homes. “I went online to find out more about house concerts and discov-
ered that there wasn’t a good resource. I decided T was the guy to stepup and do it.”

Seven years later, the site is a network of approximately 300 artists, each of whom
has to pass an audition, and 500-600 active hosts. Hosts do not pay a fee to join and
can tap into the site’s rich reservoir of tips. “We want hosts to understand that this
is not background music,” Snyder says. “It’s not a band playing in the corner while
people are munching in the kitchen. We're teaching people how to listen to music
again. You go to a club and there’s always a social aspect—there’s a chatty table at
the front. It dilutes the connection between the artist and the people that are there.”

Artists, meanwhile, pay a one-time membership to the site, which New
England-based singer/songwriter and site member Sarah Blacker says she “typically
make[s] back in one show. House concerts are not for the smoke-and-mirrors kind of
musician. They’re unpredictable and force you to interact. But, you can forge genu-
ine connections with new fans. They're eager to hear the stories behind your songs
and they really get to know you.

“And, for all of their openness and challenges, house concerts’ up-close aspect
means that nearly everyone buys one, if not all, of your CDs,” Blacker adds, sharing
that she’s grossed more than $700 in donations (i.e., ticket sales) and $400 in CD
sales at her most robust of shows. Neither Concerts in Your Home nor, generally, the
host collect any of a night’s take. (“I've also played at the home of a cocaine-snorting
control freak who rearranged his living room about 10 times before show time,” she
recalls of one gig (which was out of the site’s network). “I couldn’t get out of there
fast enough. I think I made about $27 that night at the door. He forgot to collect do-
nations because he was clearly pre-engaged.”)

But, “house concerts are like a good first kiss,” Blacker says. “Raw, intimate
and memorable.”

While Concerts in Your Home is largely the realm of up-and-coming artists, or
those seeking to gain steady income through their music after several years of per-
forming, even heavily accomplished veterans enjoy scooting into the living room for
shows. Site member Jack Tempchin, Glenn Frey's longtime writing partner, regular-
ly plays house concerts in and around San Diego, where he lives. The pair penned the
Eagles’ '7os classics “Peaceful Easy Feeling” and “Already Gone,” as well as Frey’s
1985 No. 2 hit “You Belong to the City.” Tempchin also wrote Johnny Rivers’ 1977 top
10 “Swayin’ to the Music (Slow Dancin’).”

“I'm an artist and I keep writing, so I like to play,” he says, adding that he and Frey
continue to write together, with the latter currently planning a new album. “For an

artist to play a house concert, where the audience is really beamed in, is so powerful.
1 play my hits, because people want to hear them, but then I get to play a few new
songs, too. It gets me out there.”

Likewise for the Smithereens’ DiNizio, who in 2000 was the spokesman and
chairman of the advisory board for Jim Beam's B.E.A.M. (Benefiting Emerging Art-
ists in Music), which awarded grants (more than $150,000 annually) to rising acts.
He says he was “charmed” by the idea of house concerts, which he learned about
from one of the B.E.A.M. recipients. “I put the word out on the Internet. Within a
week, I was booked in the homes, backyards and living rooms of about 9o Smither-
eens supporters across the country. They're still among my very good friends.

“Irented an SUV and traversed the country five times,” he recalls. “When I went
to drop it off afterward, the lady at the counter looked at the mileage and said, ‘Why
did you even bother to return this car?””

With the exposure that house concerts can provide established acts, Tempchin
says that he’s “fascinated” by their potential on a large scale. “Alot of people in their
50s don’t want to go to a club anymore. There's the babysitter, the parking, the three-
drink minimum . . . This model, in a way, bypasses the industry. It’s so healthy. It’s
kind of like something that would've happened in the ’60s. It’s people taking the
music back, for them and their friends.”

BY NIGHT’S END, AFTER TWO 45-MINUTE SETS, A SMILING CALLAGHAN
mingles, like at any good party, in the kitchen, breaking down the barrier between
artist and audience that, at a house concert, was barely there to begin with. “She
has a voice like an angel,” one new fan says, while another bonds with her over their
shared British heritage (and purchases $120 worth of CDs and T-shirts).

The show at Frank and Maribeth’s was clearly a success. The crowd (of 38, it’s con-
firmed) kept its eyes and ears on Callaghan as she sang such Life in Full Colour songs
as “Best Year,” “It Was Meant to Be” and “Close My Eyes”; offered encouragement
as she tried out a composition that she’d recently written and hadn’t yet played live;
and sang, stomped and clapped along to covers of Stealers Wheel’s “Stuck in the
Middle With You” and Johnny Cash’s “Folsom Prison Blues.” After intermission, all
the many sports fans in attendance even ascended from the basement, where a big-
screen TV was showing a Celtics-Knicks NBA playoff game, so as not to miss any of
the evening’s headline entertainment. (Callaghan and Massey later fully compre-
hend what a compliment that is when told that sports is to Boston what soccer, or
football, is to England.)

Her show ends not due to curfew, but when it feels right. “But you don’t have to
go anywhere!” one reclined audience member shouts, and laughter erupts at the
realization that the star onstage will be spending the night in a room down the hall.

Still, Callaghan and Massey have a drive to Philadelphia the next day for the sec-
ond stop of Callaghan Across America that night. (In the Midwest, one of their favor-
ite gifts will become an oven mitt with a map of like-shaped Michigan on it, “to help
us find our way around,” Massey later muses in an email from a Utah cafe. Callaghan
adds that they’re “already working on next year’s route.”)

The tour rolls on, Callaghan meets and performs for more of her fans, and she
and her husband wonder what the next stop will be like, knowing only that, for a
night, it'll be their home, too.

“Just don’t have cereal in the morning for breakfast before you leave,” one Chez
Saysull guest advises the pair. “Frank would be so upset if he doesn’t get to cook
you something.” @

Dishing out
the music:
Attendees to
Callaghan's
tour-opening
house
concert
sample the
kitchen's
buffet bounty
after hearing
the singer/
songwriter
performin
the ranch
home's cozy
living room.
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New documentary ‘Twenty Feet
From Stardom’ shines the spotlight

on backup singers
BY PHIL GALLO

ocumentaries do not have press
junkets. That’s for scripted studio
films with stars, big budgets and
the potential to pull in eight or nine
figures at the box office.
Yet on June 7, director Morgan
Neville gathered in Los Angeles
with four of the stars of “Twenty Feet From Stardom”—
Merry Clayton, Tata Vega, Claudia Lennear and Judith
Hill—to discuss the making of a documentary about
the heyday of background singing and the lives being
led by singers who were once the best in the business.
Bookending the junket were premieres in L.A. on June
6—with Clayton, Hill and the Waters Family sing-
ing—and New York on June 8—with Darlene Love as
the featured act—that re-created the combination of a
film and live concert experience seen at the Sundance
Film Festival in January, South by Southwest (SXSW)
in March and other film festivals.

“Twenty Feet From Stardom” is the first music film
positioned to step into the footprint of “Searching for
Sugar Man,” which won this year’s Academy Award for
best documentary and has earned $3.7 million in do-
mestic box office since its release on July 27, 2012, ac-
cording to figures compiled by Box Office Mojo. Both
are significant, moving chronicles of lives spent away
from the spotlight with moments of reflection and
redemption that ultimately reward a movie-goer’s
investment in the story. And they have had similar
paths—both premiered at and were purchased by
distributors at Sundance, the musicians featured in
both performed at BMI’s annual Ice Ball, and their
soundtracks are on Sony labels.

A key difference is that “Sugar Man” is the story of
an outsider told by an outsider—its subject, Sixto Ro-
driguez, was a relative unknown in the United States
before the movie's release. “Twenty Feet” is an insid-
er’s job, conceived by a former A&M president and
centering on the voices heard on such legendary re-
cordings as “Gimme Shelter” (Clayton) “He’s a Reb-
el” (Love) and “Brown Sugar” (Lennear). Of course,
those voices are better-known than the names, but
both the songs and the singers give “Twenty Feet”
marketing and promotion opportunities, particularly
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when it comes to live performance.

“It’s a distributor’s dream to have a live component,” Radius-
TWC co-president Tom Quinn says, “and we’ve been able to work
that in every time we have screened the film. Wherever possible,
we want to create a 360-degree experience beyond the screen. I
don’t think we have seen all of the ways this story will continue
to play out. Some of the women are being booked now to perform
live and other women who haven’t been singing are starting to sing
again. We're only at the early stages of what can happen.”

Quinn and Jason Janego, his partner at Radius, the boutique la-
bel within the Weinstein Co., see the film more in line with “Buena
Vista Social Club,” “Standing in the Shadows of Motown” or even
the scripted “Dreamgirls”: The key is narrative. “We're so incredibly
impressed with Morgan and [producer] Gil Friesen and the way they
told the story,” Janego says. “It’s such a difficult process to put that
together in a way that makes sense onscreen.”

Former A&M Records president Friesen was struck with the germ
of the idea while at a Leonard Cohen concert at the Colosseum at
Caesars Palace in Las Vegas in 2009. He was moved by Cohen’s three
backup singers, wondering about their lives, their stories and aspira-
tions. The questions stuck with him, but he found as he talked with
others in the music industry that few had much to say on the subject.
He saw there was a story to be told.

It was Friesen’s friend Jimmy Buffett who gave the project a name.
When the two were talking about a film about backup singers, the
“Margaritaville” singer responded, “Like 20 feet from stardom, right?”
Not long after, Neville—a producer on the Rolling Stones’ “Crossfire
Hurricane” project and director of numerous music documentaries
for PBS, Biography and A&E—entered the picture. “When I met with
Gil it was, ‘We've got a great title—“Twenty Feet From Stardom”—
and it's about backup singers. Figure out what it is,” Neville says.
“There was no mission statement beyond that.”

SINGERS OF RDOM

DARLENE LOVE
BACKED: Sam Cooke, the Righteous Brothers,
Sonny & Cher; also a member of the Blossoms
soLo: Uncredited lead on the Crystals' "He'sa
Rebel”; three Billboard Hot 100 singles in 1963
CURRENTLY: Rock and Roll Hall of Famer's
autobiography “My Name Is Love” is being
rereleased; appearances on “Good Morning

; America” and “Today” (June 13)

As Neville attempted to do research, he hit an immediate dead end.
“There were no books, no websites, hardly even any articles, which
surprised me. So the only way I could figure out what the film could
be would be to interview a lot of backup singers,” Neville says. By ne-
cessity his research became extensive, as he built what amounted to
the primary source history of backup singing. “It took 50 oral histories
to figure out which stories worked, who the characters were and what
would be the themes. After we did that, I wrote a treatment that was
essentially the blueprint for the film.”

Bruce Springsteen is the first frontman to offer his thoughts on the
roles backup singers play, and he’s followed by Mick Jagger, Bono, Sting,
Bette Midler and others. Love provides a starting line for the story, and
her career—starting with Phil Spector in the early '60s, and including
work with Midler, U2 and Cher, as well as a stint on Broadway in the

’80s—provides a narrative arc for the film, as Clayton and Lennear enter
with the Stones in the '60s and ’70s, Lisa Fischer with the Stones since
1989 and Hill (known to TV audiences as a contestant on this season of

“The Voice”) in the 2000s with Michael Jackson for “This Is It.”

“Iwas the one they came to first,” Love told Billboard at SXSW. “Gil
called and I thought it was a great idea, but I had no idea where they
were going to go. You have to take a leap of faith in just about every-
thing you do in this business. Gil and Morgan had real foresight to
take this where they would take it.”

The commonality between the film’s stars and the five or so sec-
ondary characters was musical training in the church, session work
as their first jobs and attempts to turn them into solo artists. Nearly
all were American and the stories that didn’t quite fit the mold—Rose
Stone, Martha Walsh and Stevvi Alexander, for example—remained
in the edit suite.

“People would say, ‘Why don’t you talk to Nashville singers, or do a
part about girl groups or reggae?”” Neville says of the early responses
from friends while he was assembling the film. “I interviewed one of

MERRY CLAYTON

BACKED: The Rolling Stones (‘Gimme
Shelter”), Lynyrd Skynyrd (“Sweet Home
Alabama”), Elvis Presley, Ray Charles

soLo: Six albums (1970-'94), five Hot
100singles

CURRENTLY: Sony Legacy releasing The Best
of Merry Clayton (June 25)
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James Brown’s longtime backup singers, Amy Christian. I really liked her and her story,
but her experience was so different than what the others went through. I interviewed
Cissy Houston, and I kept trying to wedge her into the cut because she’s Cissy Houston.
And every time it just didn’t make it better.”

“Twenty Feet From Stardom” opened Sundance on Jan. 17 and within 24 hours
Radius’ bid had beaten IFC and Magnolia. Two days later, Elle Driver/Wild Bunch
secured international rights. On Jan. 24, Neville arrived at breakfast after finally get-
ting a full night of sleep following days of meetings, negotiations and screenings. He
had one call he needed to return, to Columbia Records senior director of creative
licensing Jonathan Palmer, who had just arrived at the festival and was already in-
quiring about soundtrack rights.

At a Sundance Q&A, an audience member asked Neville if there would be a
soundtrack. Neville, knowing Palmer was in the audience, put him on the spot and
asked, “Will there be?”

“Thankfully I loved the movie and shouted its praises when I returned to the of-
fice,” says Palmer, whose enthusiasm for the project was warmly met by Columbia
president Ashley Newton. “I saw a lot of pieces that people would want to get their
hands on. We created a soundtrack that reflected the storytelling of the film rather
than a jukebox collection of the hits in it. The attractive element was this wealth of
new material. Judith’s original song ‘Desperation’ is fantastic. The gospel number
‘Nobody's Fault but Mine’ and ‘Lean on Me’ are beautiful.”

The result is the first film soundtrack Columbia is releasing this year. Coinciden-
tally, the movie is the first one that Radius, an alternative distribution specialist, is
putting in theaters prior to going to home entertainment. And for Neville—whose
credits as a producer/director include films on the Stones, Pearl Jam, Carole King,
James Taylor and Elton John and Leon Russell—this is his first theatrical film.

“I can’t wait to see where we are at the end of the summer,” Radius’ Quinn
says. “What this film will do, where these women’s careers end up—Judith Hill
on ‘The Voice, we didn’t see that happening when we were at Sundance. Several
of these women are putting together new works, and we're thrilled to help them
with their careers reissuing records. Here’s this tribute to these women’s careers
and, potentially, there’s a new audience for these incredible women.” @

LISAFISCHER

BACKED: Luther Vandross, Dionne
Warwick, Patti LaBelle

soLo: Her one album, So Intense (1991),
won the Grammy Award for best female
R&Bvocal performance

CURRENTLY: On tour with the Rolling
Stones (a gig she's had since 1989)

Merry
Clayton has
backed up
suchacts
as Elvis
Presley, Ray
Charles and
the Rolling
Stones. Top
right: Levon
Helmis

the focus

of anew
documentary
on his life.

Screen Gems

Five music docs heating up theaters
this summer

Theatrical releases of music-driven non-fiction films are at a higher-than-usual
rate this summer, beginning with the release of “Twenty Feet From Stardom” on
June 14 and “Big Star: Nothing Can Hurt Me” in early July (see review, page 47).
Here are some of the major music documentaries hitting the big screen amid tent-

A BAND CALLED DEATH"”
(Drafthouse Films, June 28)

The Hackney brothers did something
unheard of in a black neighborhood in
Detroit in the mid-'70s: They formed
a rock band. The name of the band,
Death—chosen by the group’s song-
writer/guitarist—stood in the way of se-
curing a recording contract and eventu-
ally led to the band’s demise. Decades
later, the band’s self-released single be-
came a collector’s item, and Death was
celebrated as a punk prototype. While
documenting an act’s rediscovery, di-
rectors Jeff Howlett and Mark Covino
uncover themes of perseverance, fam-
ily togetherness and redemption.

“SPRINGSTEEN & "

(Arts Alliance Media, July 22)

A documentary of fan-supplied vid-
eos, produced by Ridley Scott As-
sociates and Mr. Wolf and directed
by Baillie Walsh, will be broadcast to
movie theaters worldwide on one day.
Scott has said the collective filmmak-
ing experience strives to capture how
Springsteen’s music functions as the
soundtrack of people’s lives.

“AIN'T IN IT FOR MY HEALTH:
A FILM ABOUT LEVON HELM"
(Kino Lorber, various dates)

Jacob Hatley’s in-depth look at Helm
continues to tour the country after

TATAVEGA

BACKED: Stevie Wonder, Kenny Loggins,
Andraé Crouch

soLo: Five albums (1976-98)
CURRENTLY: Backing Elton John

poles, franchises and sequels that dominate summer at the cineplex.

opening in New York on April 19, play-
ing 32 North American cities between
June 7 and Aug. 19. Shot during the
course of two years, the film focuses on
the Band’s drummer after his 2007 solo
album, Dirt Farmer, revived interest in
his music.

“ONE DIRECTION: THIS IS US”
(Sony Pictures, Aug. 30)

In the wake of performance-driven
biographies of Justin Bieber and Katy
Perry comes a One Direction film di-
rected by Morgan Spurlock (“Super
Size Me”).

“MUSCLE SHOALS"

(Magnolia Pictures, date TBD)

A month-and-a-half after its pre-
miere at Sundance, Todd Wagner
and Mark Cuban’s company acquired
Greg “Freddy” Camalier’s thorough
examination of the recording studio
culture in Alabama. The focus is on
the tragedy-ridden life of Rick Hall
and his FAME Studios, the legendary
soul music that came out of there in
the ’60s and ’7os and the studio mu-
sicians who opted to go into business
for themselves. A distribution plan is
being worked on while the film contin-
ues to play festivals. PBS’ “Indepen-
dent Lens” series has the two-hour
film for broadcast. Films We Like is
handling in Canada. —PG

JUDITHHILL

BACKED: Michael Jackson

soLo: Recently eliminated from

“The Voice”

CURRENTLY: Promoting her original track
“Desperation” from the “Twenty Feet
From Stardom” soundtrack
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SONGWRITERS HALL OF FAME GALA
TORESOUND WITHROCK’'N’ROLL
AND MOTOWN SOUL

BY CATHY APPLEFELD OLSON

Performers
and
presenters
at the SHOF
gala will
include Peter
Asher, Petula
Clark, Lou
Gramm and
Mick Jones,
Billy Joel,
Wiz Khalifa,
Alison
Krauss, cast
members
from
“Motown:
The
Musical,”
Jordin
Sparks,
Sting, Rob
Thomas,
and Steve
Tylerand Joe
Perry.

Berry Gordy
will be
honored as
Motown'’s
songwriter,
publisher
and founder.

SPECIAL

FEATURE

very year “just naturally falls into a theme, and
this year it's the rock of ages.”
So declares Songwriters Hall of Fame presi-
dent Linda Moran about the organization’s 2013
class of inductees and special honorees—and the
rocking tribute that's sure to unfold at the SHOF annual gala on
June 13 at the New York Marriott Marquis.

With an inductee class that includes Aerosmith’s Steven Ty-
ler and Joe Perry, Foreigner's Mick Jones and Lou Gramm, Holly
Knight, J.D. Souther and Tony Hatch, rock'n’roll is most definitely
in the house, no apologies.

Yet Motown soul also will be front and center as the SHOF
honors an industry icon who's made lasting contributions to both
music and the greater socio-cultural landscape. Motown Re-
cords founder Berry Gordy will receive this year's Pioneer Award.
The honor strikes a personal chord with SHOF chairman Jimmy
Webb, whose first industry job was at Motown's Los Angeles digs.

“We used to listen to the tapes that came in from Detroit late
at night,” Webb recalls. “The building would be empty and all
the lights of Los Angeles would be burning, and we would take
out the old Ampex reels—there was a certain drama as we would
thread the machine—and put it on. | remember hearing, ‘I've got
sunshine ...  and I'm a kid and I'm listening to ‘My Girl’ for the
first time. And | thought, ‘Good Lord, that's a hit. You couldn’t
stop that with a nuclear weapon.”

This year's Johnny Mercer Award will be presented to Elton
John and Bernie Taupin, the magical duo who have been creat-
ing emotionally resonant hits for more than four decades. The
award'’s counterpart, the Hal David Starlight Award, goes to Ben-
ny Blanco, who co-wrote 15 hits before his 25th birthday for acts
including Maroon 5 and Katy Perry.

Sam Cooke’s transforming anthem “A Change Is Gonna Come”
rises as the SHOF's Towering Song in the year marking the 50th
anniversary of the civil rights movement’s March for Freedom. “It
wasn't in our minds that this was the anniversary and that’s why
we should honor it,” Moran says of the milestone year. “When you
think about that song it is really just as relevant today. It's a song
that lives on.”

It's this transcending power of song and songwriting that per-
meates the SHOF celebration and, by so many accounts through
the years, casts an almost magical aura over its honorees. “The
honorees have a mutual admiration society going on,” Moran
says. “Even if they had difficulties getting along in the past, the
evening transcends all that. There's just something about when
they all get to rehearsal and the memories start coming back.”

Of course, it's not entirely business as usual this year. With the
passing of former SHOF chairman Hal David in September and
legendary producer Phil Ramone in March, the music community
at large, and the SHOF in particular, lost two luminaries.

“These are two very important men who suddenly are not on
the scene anymore,” Webb says. “So without making the eve-
ning melancholy or sappy—the last thing either would want us to
do—we are going to call attention to the fact that there are some
missing heroes.”

Ramone produced the SHOF event for many years. “We
haven't replaced Phil; there isn't going to be a producer back-
stage,” Webb says. “We are all going to do our jobs and try to do
them the way Phil would have wanted it to be.”

Beyond the big night, SHOF is broadening its pursuit to
nurture new songwriting talent year-round. In March the orga-
nization expanded its Master Sessions series (which is already
established at New York University) to the West Coast in con-
junction with the Thornton School of Music at the University of
Southern California.

“It's important to offer our young people a mentoring experi-
ence and more contact with the traditional values of songwrit-
ing,” Webb says. “It's one of our main missions.”

Also top of mind is the fight to restore and maintain copyright
protection for songwriters. “It has been a bloody brawl between
us and some very avaricious and self-serving interests with their
own agenda: to use music without paying for it,” Webb says.
“Part of the strategy of achieving that goal is to diminish the role
of the songwriter in the popular consciousness. But | don’t think
it's irreparable. | think the pendulum can swing back.” @
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ELTON AND
BERNIE AND
MORE

ALOOK AT THIS YEAR’S
SONGWRITERS HALL OF FAME
HONOREES

BY CATHY APPLEFELD OLSON

BERRY GORDY: PIONEER AWARD

One of the essential narrators in the American music story, Mo-
town founder Berry Gordy (ASCAP) is the first living person to
receive the SHOF's Pioneer Award, created in 2012 to honor “the
career of a historic creator of an extensive body of musical work
that has been a major influence on generations of songwriters,”
according to the SHOF's announcement. The inaugural Pioneer
Award was presented posthumously to Woody Guthrie.

Gordy, an iconic visionary who created not only a label but a
distinct genre of music, nurtured the careers of Diana Ross &
the Supremes, Stevie Wonder, the Temptations, Michael Jackson
and the Jackson 5, among other musical legends. His contribu-
tions transformed the social landscape as much as they did the
music industry. An active proponent of the civil rights movement,
he transcended barriers in the racially charged '60s by booking
Motown acts on shows like “American Bandstand” and “The Ed
Sullivan Show,” and he released an album of the speeches of Dr.
Martin Luther King Jr., The Great March to Freedom.

Gordy has either written or co-written 240 songs published by
Jobete Music, the music publishing arm of Motown. He is also
a producer, director, entrepreneur and teacher. His films include

“Lady Sings the Blues” and “Mahogany.”

Gordy's numerous accolades include induction
into the Rock and Roll Hall of Fame in 1988, the
Recording Academy’s President’s Merit Award
in 2008, a star on Hollywood’s Walk of Fame
and recognition in 2011 from President Barack
Obama in a “Performance at the White House”
tribute to Motown. Gordy’'s unparalleled contri-
bution to music and popular culture is chronicled
in his autobiography, “To Be Loved: The Music,
the Magic, the Memories of Motown,” and in the
new Broadway show “Motown: The Musical,”
which is based on Gordy's life and features songs
from the Motown catalog.

ELTON JOHN AND BERNIE TAUPIN:
JOHNNY MERCER AWARD

From good times to hard times, the songs of El-
ton John (BMI, through PRS) and Bernie Tau-
pin (ASCAP) have contributed to the personal
soundtracks of generations of fans for more than
four decades. Offering the ultimate manifestation
of balanced creative perfection—John's signature
melodic musical compositions and Taupin’s re-
latable lyrics—the duo is among the most prolific
songwriting partnerships of all time, with 40 Bill-
board Hot 100 top 10s and more than 30 albums
to date.

Theirs was an immediate artistic connection.
Only a few years after meeting in 1967, legend has
it John could compose a song within an hour of
Taupin presenting him a lyric. Beginning with the
top 10 hit “Your Song” in 1970, their collaboration
spawned an astonishing streak of hit albums be-
tween 1970 and 1987, including Madman Across
the Water, Goodbye Yellow Brick Road and Captain
Fantastic and the Brown Dirt Cowboy. The latter-

Elton John
and Bernie
Taupin have
reunited

for The
Diving Board
album, due
this fall

most title was the first album to enter the Billboard
200 at No. 1.

The duo reunited in 1980 for a string of albums
including Jump Up!, which housed the John Len-
non tribute “Empty Garden (Hey Hey Johnny).” The
1997 rerecording of “Candle in the Wind,” John and
Taupin's tribute to the late Princess Diana of Wales,
has been certified by the RIAA for sales of more
than 11 million copies (a record only recently broken
by Justin Bieber's “Baby,” with the RIAA's inclusion
of streaming data for platinum sales criteria).

In 2010, John and Taupin composed several songs
for The Union, a collaboration album between John
and Leon Russell. In 2012, John returned to the stu-
dio with producer T Bone Burnett and recorded The
Diving Board, slated for release this fall. Taupin wrote
lyrics for all 13 songs.
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BENNY BLANCO: HAL

DAVID STARLIGHT AWARD
The Hal David Starlight Award hon-
oring a rising young talent was re-
named for David, the late SHOF
chairman emeritus who died in Sep-
tember. For Benny Blanco (BMI), the
description “shooting star” is also apt.

The 25-year-old songwriter al-
ready has 15 hit singles to his credit.
Blanco's hit list of co-writer cred-
its includes Rihanna's “Diamonds,”
Katy Perry's “Teenage Dream” and
“California Gurls,” Maroon 5's “Moves
Like Jagger” and “Payphone,” Britney
Spears’ “Circus,” Taio Cruz's “Dyna-
mite” and Ke$ha's “TiK ToK" and “Die
Young.” Blanco is one of the few non-
performing songwriters to receive the
Starlight Award in recent years.

An early, chance meeting between
Blanco and rapper Spank Rock led to
the 2007 underground EP Bangers &
Cash—and he hasn't looked back. His
work with artists including No Doubt,
Bruno Mars, OneRepublic, Nicki
Minaj and Marina & the Diamonds
earned Blanco a BMI Pop Awards
songwriter of the year trophy in 2012.

Although he's an alternative-pop
heavyweight, Blanco simultane-
ously had tracks on R&B/hip-hop
and rhythmic radio with Wiz Khal-
ifa's “Work Hard, Play Hard” and
Trey Songz’ “Heart Attack,” which
received a Grammy nomination for
best R&B song. Blanco is back in the

studio working with acts like Mikky
Ekko, Ludacris, Sia, Maroon 5 and
Jessie Ware.

“A CHANGE IS GONNA
COME”: TOWERING SONG
AWARD

A rare masterpiece uniquely of its time
and yet timeless, the searing, soaring
“A Change Is Gonna Come,” written
and performed by Sam Cooke (BMI)
and published by ABKCO Music, burst
into the popular consciousness 50
years ago and endures as one of the
most evocative anthems ever writ-
ten. Penned in 1963 and released as
a single shortly after Cooke's death in
late 1964, the song and its vision for
multicultural unity immediately came
to represent the then-budding civil
rights movement. It remains a symbol
for causes seeking change and equal-

Tony Hatch
will hear
Petula Clark
perform his
hits once
again at the
Songwriters
Hall of Fame
dinner.

ity. President Barack Obama referred to the song in his speech the night of the 2008 election.
Considered the most significant composition of Cooke's career, “A Change Is Gonna
Come" has been recorded by artists including Aretha Franklin, Otis Redding, Solomon
Burke, Bobby Womack, the Fugees, Seal, R. Kelly, Gavin DeGraw, Terrence Trent D'Arby, the
Righteous Brothers and Al Green. Bettye LaVette and Jon Bon Jovi performed the song as a
duet in front of the Lincoln Memorial just prior to Obama’s inauguration in 2009. The song is
included in the Library of Congress’ National Recording Registry. Cooke, whose songwriting
catalog contains more than 150 songs, was posthumously inducted into the SHOF in 1987.

2013 SHOF INDUCTEES

TONY HATCH

A key architect of the British Invasion, Tony Hatch (ASCAP and BMI, through PRS) is best-
known for his work as a writer/arranger/producer for Petula Clark that yielded the classic
pop hits “Downtown,” “| Know a Place” and “My Love.” He rose in prominence with the debut
of the hit “Look for a Star,” which he wrote for Garry Mills in 1960, then went on to write and
produce gems for artists including Bobby Rydell (“Forget Him") and the Searchers (“Sugar
and Spice”).

Hatch also had success with Chris Montez and “Call Me,” covered later by Frank Sinatra,
Nancy Wilson, Ella Fitzgerald and George Shearing, among other legends. Hatch continued
to write with his then-wife, Jackie Trent, notably her No. 1 U.K. hit “Where Are You Now," plus
a string of hits for Clark including “Don’t Sleep in the Subway,” “| Couldn't Live Without Your
Love” and “Colour My World.”

He also wrote Scott Walker's “Joanna” and composed TV theme songs, most notably for
the Australian soap “Neighbours” and U.K. soap “Emmerdale,” now in its 40th year.

MICK JONES AND LOU GRAMM

To paraphrase one of their lyrics, it indeed felt like the first time back in 1977 when fans
heard the unique power play of Foreigner and the songs that would fuel the band’s stagger-
ing 10 multiplatinum albums and numerous top 30 hits. Credit the band's songwriters, Mick
Jones and Lou Gramm (both ASCAP), for fusing addictive lyrics and adrenalized beats to
deliver an arsenal of hits beginning with their self-titled debut.

That first album included “Feels Like the First Time,” “Cold as Ice” and “Long, Long Way
From Home.” The songwriting partners later crafted Foreigner hits “Juke Box Hero,” “Hot
Blooded,” “Waiting for a Girl Like You" and “I Want to Know What Love Is,” one of the 25
most-performed songs in the ASCAP catalog.
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As solo artists, both achieved nota-
ble success. Jones wrote “Bad Love”
with Eric Clapton and “Dreamer” with
Ozzy Osbourne, along with producing
records for Billy Joel and Van Halen,
among others. Gramm released two
solo albums—which produced top
10 singles including “Midnight Blue”
and “Just Between You and Me"—and
contributed a song to the soundtrack
to the film “The Lost Boys.” Gramm's
biography, “Juke Box Hero,” arrived in
May from Triumph Books.

HOLLY KNIGHT

Behind every great rocker is a great
rockn'roll song crafter. And Holly
Knight (ASCAP) is one of the best.
The woman who penned nine songs
recorded by Tina Turner—including
“You Better Be Good to Me,” “The
Best” and “Wildest Dreams”—got her
start when she met songwriter/pro-
ducer Mike Chapman, who worked
with her band Spider in 1981.

Knight wrote Pat Benatar's chart-
topping “Love Is a Battlefield” and
“Invincible,” “The Warrior” for Patty
Smyth, “Change” for John Waite,
“Baby Me" for Chaka Khan and
“Never” for Heart, among others. Rod
Stewart's “Love Touch,” Animotion's
“Obsession,” Cheap Trick's “Space”
and Kiss' “Hide Your Heart” also are
standouts in Knight's hefty songbook,
as is “Rag Doll,” which she co-wrote
for Aerosmith.

A three-time Grammy winner,
Knight's songs have enhanced the
story lines of films including “Thelma
and Louise,” “Mad Max Beyond Thun-
derdome” and “Stuart Little.” Her
work has also been featured on TV
shows including “American Idol,” “The
Voice,” “30 Rock” and “Family Guy.”

J.D. SOUTHER

It's impossible to think of the South-
ern California sound without con-
necting the dots to John David South-
er (ASCAP). Known for songs with
poignant lyrics wrapped in smooth
melodies, he either wrote or co-wrote
many of the Eagles’ biggest hits—in-
cluding "Heartache Tonight,” “Vic-
tim of Love,” “New Kid in Town" and
“Best of My Love"—and his songwrit-
ing influence extends well beyond
the supergroup. Souther penned Don
Henley’s hit “The Heart of the Matter”
and his own enduring song “You're
Only Lonely.”

Linda Ronstadt recorded 10 of
Souther's songs, including “Faithless
Love,” “Simple Man, Simple Dream”
and “Prisoner in Disguise,” and his
writing collaborators have included
Warren Zevon, Paul Williams, Burt
Bacharach, Brian Wilson, Arthur
Hamilton, Roy Orbison, Will Jennings
and Jackson Browne. Souther’s songs
appear on albums by artists from
Bonnie Raitt and India.Arie to Glen
Campbell and George Strait.
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STEVEN TYLER AND JOE PERRY

Their names are synonymous with rock’n’roll done big, bold and brazen. Steven Tyler and Joe
Perry (both ASCAP) have penned some of the genre's most infectious hits of the past four
decades, delivered in inimitable style by their band Aerosmith.

The flamboyant songwriter/artists have sold more than 150 million albums globally, ac-
cording to the SHOF, and their numerous accolades include four Grammys, eight American
Music Awards, six Billboard Music Awards and 12 MTV Video Music Awards. They've been
inducted into the Rock and Roll Hall of Fame and, in April, received ASCAP’s most presti-
gious honor, the Founders Award.

While larger than life onstage, the duo's secret is its ability to write blues-soaked hard rock
songs that resonate, including “Sweet Emotion,” from Aerosmith’s 1975 breakout album Toys
in the Attic; “Back in the Saddle,” off its fourth album, Rocks; and “Walk This Way,” a hit for
Aerosmith from Toys that enjoyed a popular revival with a 1986 cover by Run-D.M.C.

Never ones to fade away, Tyler and Perry penned several songs on Aerosmith’s 15th stu-
dio album, Music From Another Dimension!, released in 2012 and promoted on their Global
Warming tour. @

Tony Hatch.

Inductee

“A Change is Gonna Come” .

Towering Song

Sam Cooke
Published by

ABKCO Music Inc.
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We join the industry in saluting Mick Jones & Lou Gramm, Holly Knight, JD Souther, Steven Tyler & Joe Perry, Berry Gordy and Bernie Taupin.
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Ringling
Bros. and
Barnum

& Bailey
Circusisan
American
staple for the
entire family.

INA
CHALLENGED
ECONOMY, NEW
FAMILY EVENTS
SURFACE AND
THRIVE

BY KENTUCKER

espite economic conditions that
continue to challenge Americans,
family shows still offer value for
consumers and an important foot-
print for venues. Selling strategies
for these and other tours will be on the agenda
when the Event & Arena Marketing Conference
opens June 12 in Austin (see story, page 40).

Tim Reese, manager at the University of Tennes-
see’s Thompson Bowling Arena in Knoxville, Tenn.,
says family shows make sense for his market. “The
family show still offers enough of a price reduc-
tion for children that it encourages attendance by
complete families,” he says. “At this point in the live
entertainment area there are not a wealth of activi-
ties where entire families can participate at an af-
fordable price.”

John Graham, executive senior associate athlet-
ics director for the University of Texas’ Frank Erwin
Center in Austin, agrees, adding, “| do believe the
family demographic is under more financial pres-
sures in the last three years than some other dem-

A FAMILY AFTAIR

os, and | don't see that improving a great deal over
the next 12 months,” he says. “Job uncertainty, con-
fusion about the health-care laws and the impact
of the payroll tax increase in January continues to
dampen the enthusiasm of the family marketplace.
Those issues are not limited to entertainment and |
suspect are showing up in vacation and dining out
spending as well.

“In our case, market reality requires us to offer
value and flexibility in pricing to keep the audience
engaged,” Graham says. “The last thing we want is
to have them give up and drop out of the live enter-
tainment experience.” Graham’s offerings include
Ringling Bros. and Barnum & Bailey Circus, Sesa-
me Street Live, Disney Live, the Harlem Globetrot-
ters, WWE and Scooby-Dool! Live.

Feld Entertainment senior VP of marketing and
sales Jeff Meyer has a similar take. “Even though
the economy appears to be slowly improving, people
are still stressed for time and looking for affordable
ways to spend time with their families,” he says.

“One thing Feld Entertainment has brought con-
sumers is value,” Meyer adds. “All we do is live fam-
ily entertainment and the quality of our productions
is always the highest priority.”

There's another reason family shows are impor-
tant, says Reese, whose venue has been home to
Feld’s Monster Jam, Professional Bull Riders, the
Shrine Circus and the Harlem Globetrotters. “Bring-
ing children and young adults to live events is im-
portant to buildings in this day and time of LED TVs,
Internet and other items that are in direct competi-
tion with the live entertainment experience,” he says.
“We need to establish patterns with those individu-
als that they will carry with them as they grow older.”

Meyer says his company is accepting that chal-

lenge through innovation. “One thing the producers of our shows
continually strive for is to keep them fresh and relevant,” he says.
“Our audiences have expectations of the shows, but they are also
looking for what's new and different. That's why, using Ringling
Bros. as an example, though each tour is for two years, no city sees
the same show twice. It's also why we work very closely with our
partners at Disney to strive to create new content for the Disney on
Ice and Disney Live franchises.”

In addition to a new Disney show, Disney Junior Live on Tour!
Pirate and Princess Adventure, which is rehearsing this summer,
Feld has announced a new partnership with Marvel, under which
Feld will produce and launch a new global tour in 2014 called
Marvel Universe Live!

SMG senior VP of entertainment Jim McCue says that while
“all touring business contracted in the great recession, including
much of the family shows, [SMG has adapted]. Many of our SMG-
managed venues have created family-targeted special events and
festivals that have helped bridge the gap during difficult economic
times,” he says. “For example, the BOK Center in Tulsa [Okla.] cre-
ated an outdoor Winterfest several years ago that attracts 125,000
people for the 38-day festival. Our venues in Lincoln, Neb., have
created an outdoor Ribfest in a similar fashion, which attracts
thousands every year.”

That said, McCue still sees great value in family shows. “We
have seen a general overall increase on all our family shows
across all our venues in 2013, he says, citing Houston’s Reliant
Park as one of many examples. “In 2013, Reliant Park will host 67
family show events, which include Ringling Bros. and Barnum &
Bailey, two engagements of Disney on Ice, Disney Live, the Har-
lem Globetrotters, Sesame Street Live, Monster Jam, Monster
Energy Supercross and Nuclear Cowboyz.

“At SMG, we have been proactive in working with family show
producers on marketing,” McCue says. “In addition, we held an
SMG-only marketing summit in Tulsa in April [that was] attend-
ed by more than 80 executives representing more than 50 of our
stadiums, arenas and theaters.” @
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For booking information contact Jarred Diamond (786) 777-1467 fax (786) 777-1600
or e-mail jdiamond@heat.com.
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AUSTIN HOSTS
THE EVENT
& ARENA
MARKETING
CONFERENCE

BY KEN TUCKER

he Event & Arena
Marketing ~ Confer-
ence set for June 12-
15 in Austin aims to
educate,  entertain
and provide networking opportuni-
ties, not necessarily in that order.

The EAMC, held at the Hyatt Re-
gency, continues the mission set
forth in 1980 when 10 arena market-
ers assembled for the first official
meeting of what was then called the
Arena Sales and Marketing Confer-
ence to share ideas and discuss com-
mon problems within the industry.

More than 30 years later, the con-
ference is still going strong. The 2013
edition begins with a “state of the
music industry” discussion featur-
ing veteran promoter Louis Messina
of the Messina Group, who will talk
about managing stadium shows for
Taylor Swift, Kenny Chesney and
George Strait's farewell tour, among
other topics.

Livestrong Foundation president/
CEO Doug Ulman will deliver the
conference keynote, “Marketing for
Success and Advancing the Mission
Through Crisis.” “Obviously this is
a timely topic with the Lance Arm-
strong backlash and appropriate
for our conference,” says Suzanne

Richardson, marketing director for
AEG Live Las Vegas and president of
EAMC, “since many promoters, ven-
ue marketers and publicists have to
deal with crisis situations and chal-
lenges often.

"We always strive to keep our
agenda topics relevant and provide
new trends in the industry, so we are
mindful of the speakers we engage to
participate,” Richardson adds. “That
said, we have a 'PR/Social Crisis
Management’ session [scheduled],
since 60% of businesses have expe-
rienced a crisis and only 40% have
a crisis plan in place. The panelists
have all experienced real-life or po-
tential social-media snafus.”

A new session for the conference
will cover how to manage and com-
municate with ticket buyers in four
generations: traditionalists, baby
boomers, Generation X and millen-
nials. “Traditional marketing has
shifted so much towards social me-
dia,” Richardson says. “John Males
with Fathom Training out of Austin
is presenting this session and he
will discuss the specific values that
motivate each generation and their
resulting behaviors.”

Other current topics will also be
addressed, according to agenda
chairman Vanessa Kromer, senior
director of publicity at Nederlander
Concerts. “With discounting and
third-party ticketing companies still
a major topic in our industry, we
have organized a panel of speak-
ers that includes Groupon, Tickets.
com, Goldstar and Ticketmaster
to better understand trends, daily-
deal sales offerings and strategies
that work to sell more tickets in this
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economy,” she says.

Kirk Wingerson is marketing divi-
sion manager for Orlando Venues,
which is owned by the city of Orlan-
do, Fla. He oversees marketing for the
Amway Center, Carr Performing Arts
Centre and Florida Citrus Bowl, as
well as numerous events at those fa-
cilities. Wingerson calls the EAMC “a
great opportunity for trend-spotting,
industry forecasting, anticipating
challenges and finding solutions.”

He also sees it as a networking
event. “Interaction with industry
peers helps build beneficial rela-
tionships,” he says. “I've made some
solid contacts that I've called on if
| need help and/or advice. I've also
gained a broader perspective and
deeper understanding of how to sell
live entertainment.”

Bob Collins of Robert I. Collins Enter-
tainment is an industry and EAMC vet-
eran who has attended 25 conferences.
As a representative of a variety of tour-
ing shows, including Ice Capades and
the WWE, Collins says the confab has
provided him networking opportunities,
the platform to showcase his attractions
and the ability to grow.

“The EAMC is unique in that it is
planned, organized and executed by
volunteers who themselves are en-
tertainment marketing profession-
als representing the same venues,
properties and vendors who attend

BON JOVI, AEG and
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the conference,” Collins says. “What's
more, as a relatively small conference,
there is the sense that we all have a
stake in the success of each year's
meeting, so everyone who attends is
an active participant.”

Mandy Walsh, manager of event
marketing and media relations at
the Toyota Center in Houston, will
be attending her second EAMC. She
says the conversation continues be-

yond the halls of the convention. “If I'm not
feeling 100% about a marketing decision, |
take comfort in knowing there is always an
EAMC'er just a phone call away that can help
me weigh my pros and cons before jumping
into that decision,” she says. "And nine times
out of 10, that person has had experience with
the same decision I'm deliberating over. | find
EAMC attendees to be very trustworthy in
that regard.

That this year's event is set in Austin

means live music will be front and center
for attendees. “Austin is an exciting city
and perfect for our dynamic group of at-
tendees,” Kromer says. “It is within walking
distance of many restaurants, shops and
live entertainment.”

Richardson agrees. “After a day of meet-
ings and educational sessions, it's great for
the attendees to be able to get out and wind
down and interact with the people they've
met throughout the day.” @

The Amway
Centerin
Orlando,
Fla. hosts
avariety of
sports and
entertain-
mentevents
throughout
the year.
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Dolls In The

House

Ahead of their 10th album, Goo
Goo Dolls’ new single ‘Rebel
Beat’ soundtracks two HGTV ad
campaigns

By Alex Gale

A “huge sense of optimism” pervades the Goo Goo
Dolls’ 10th album, Magnetic (June 11, Warner Bros.),
according to frontman/primary songwriter John
Rzeznik. “We're just at a better place in our lives,” he
says. “For one, I don’t attempt to drink an entire bottle
of vodka every day like T used to. That helps.”

The album was primarily recorded at New York’s
Quad Studios, in a window-filled space overlooking
Times Square. Fittingly, much of the record is bright,
high-energy and laced with electronic flourishes like
drum machines and synthesizers that will surprise
some longtime fans of the hit-making trio’s nearly
three decades of rock. “We were basically at the cul-
tural epicenter of Western civilization,” Rzeznik says
of the studio. “The energy is pouring in through the
windows all day and all night. It just inspired me.”

ARTIST: Goo Goo Dolls
ALBUM: Magnetic
RELEASE DATE: June 11
LABEL: Warner Bros
MANAGER: Pat Magnarella
PRODUCERS: Gregg

Wattenberg, John Shanks,
Greg Wells, Rob Cavallo

BOOKING AGENT: David Levine,

William Morris Endeavor

CHART HISTORY: A Boy Named

Goo (1995), No. 27 Billboard
200, 1.8 million; Dizzy Up the
Girl (1998), No. 15 Billboard
200, 4.2 million; Gutterflower
(2002) No. 4 Billboard 200,
706,000; Something for

the Rest of Us (2010), No. 7
Billboard 200, 112,000; “Iris"
(1988) spent a record 18
weeks at No. 1 on Hot 100
Airplay.

TWITTER: @googoodolls

Lead single “Rebel Beat,” with its easy, singalong
hook and cheery guitar chords, is a return to the band’s
sunny pop sounds and lyrics after 2010’s darker, more
serious Something for the Rest of Us. But compared with
some of the group’s earlier successes, particularly
“Iris”"—which spent four weeks at No. 1 on Billboard’s
Pop Songs chart in 1998—the song is catching on slow-
ly at radio, moving 17-16 in its 18th week on the Adult
Top 40 chart and holding at No. 27 on Hot Rock Songs.

However, that could change later this month, when
“Rebel Beat” will practically become HGTV’s unof-
ficial theme song. On June 9, an 11-week chyron cam-
paign for a new show called “Brother vs. Brother” that
incorporates the song will launch. According to Warner
Bros. marketing director T.J. Landig, “It’s the biggest ad
buy that they’ve done to date on any program.” In addi-
tion, “Rebel Beat” will be used in another ad promoting
HGTV’s popular #lovehome hashtag campaign, with
which viewers share photos of their domestic creative
touches on Instagram and Twitter. The group will also
perform at the HGTV-sponsored #LoveMusic Lodge at
the Country Music Assn. Festival in Nashville June 6-9.

Landig declined to specify the HGTV synch’s price
tag, but said the campaign was perfect for Magnetic.
“The ad buy is stunning in itself, and it’s the right
demo,” he says. “It’'s a 25-44 female audience, and
that’s who we're going for too.”

Warner Bros. forged another big-brand partnership,
with Clear Channel and iHeartRadio, to promote an
album stream of Magnetic. On June 4, the stream pre-
miered through the iHeartRadio app and website as
well as the site of every AC, adult top 40 and triple A
Clear Channel station. Warner also linked with Clear
Channel for a live stream of the Goos’ April 3 show at
the Troubadour in Los Angeles. “Theyre really getting

THE BIG NUMBER
e

Goo Goo Dolls' total
album sales in the Nielsen
SoundScan era

8.3M

COPIES

behind the album,” Landig says. “That’s the right audi-
ence, and we want to support radio, which is arguably
the most important component of this campaign.”

Meanwhile, the band will continue a string of TV ap-
pearances, building on recent spots on “The Tonight
Show With Jay Leno” and “Jimmy Kimmel Live!” with
upcoming hits on “Rachael Ray” and “Live With Kelly
and Michael.” The group also performed “Rebel Beat”
on the May 13 series finale of “90210.”

Warner is using YouTube to remind fans of the
Goos’ history of hits. On April 30, the band posted
“Soundtrack of Your Life,” which featured clips of its
biggest videos and ended with “Rebel Beat.” Landig
says Warner will recruit popular YouTube cover artists
to post performances of “Iris” that will include a plug
for the new single. “T honestly don’t think there’s any-
body out there who hasn’t heard ‘Iris,’” he says. “Part
of our marketing strategy is just reminding people and
connecting that song and other hits to the band.”

On June 25 in Manchester, N.H., the Goos will
launch a co-headlining three-month arena tour with
Matchbox 20, and many dates are already sold out.
“It’s one of those packages where one and one equals
three,” Rzeznik says. “Over the years, there’s been a lot
of comparisons between our bands. When you put us
together finally, it just sort of blew up. They’ve had so
many hits, and we have too, so it just makes sense. It’s
like a night of listening to hits.”

The band fought through some tough times to get
to a happier place for Magnetic. “For years there was a
lot going on—a lot of boozing and nonsense,” Rzeznik
says. “Now I just want to enjoy playing music for peo-
ple. I want to enjoy the company of my bandmates.
Leaving home can be difficult emotionally, but the
show is the saving grace of every day.” @

JUNE 15, 2013 | WWW.BILLBOARD.BIZ @



MUSIC

ARTIST: Pretty Lights
ALBUM: A Color Map of the Sun

RELE,

OATE: July 2
LABEL: Pretty Lights Music

MANAGERS: Randy Reed
and Adam Foley, Red Light
Management

PRODUCER: Derek Vincent
Smith

PUBLISHER: 8 Minutes 20
Seconds Publishing

BOOKING AGENT: Hunter
Williams, Creative Artists
Agency

TWITTER: @PrettyLights

Pretty Lights
Gets Physical

The DJ/producer and successful
touring act shakes up his free
download model with a deluxe
retail release

By Dan Hyman

Derek Vincent Smith calls his fourth album, A Color
Map of the Sun (July 2, Pretty Lights Music), “the most
challenging, massive project” he could envision. The
DJ/producer, who performs as Pretty Lights, certainly
put in his time. The album, the first Pretty Lights LP
to get a proper physical release in addition to being
available for free download, has been in the works
since 2010. “It’s something that I'd always wanted to
do and I was always working toward,” he says.

The album also marks the DJ’s first sample-free
creation. Best-known for combining seemingly dis-
parate aural snippets within his tracks, the 31-year-old
holed up last year at Brooklyn’s Studio G, and later
in New Orleans, enlisting the help of such artists as
Talib Kweli and Preservation Hall Jazz Band direc-
tor/tuba player Ben Jaffe to re-create his trademark
sample-style sound.

“Ultimately the goal of the album was to still have
it sound like T was sampling golden-age vinyl sam-
ples,” he says.

The diverse album includes elements of funk, soul,
blues and even ragtime. “My mind frame was to create
music from every section of my favorite record store,”
Smith says. It also showcases his musicality. “It’s the right
time for a DJ/producer to step up and show the world it’s
not all dancing onstage and hitting the play button.”

Smith’s manager, Red Light Management’s Ryan
Reed, says releasing a physical copy of A Color Map of
the Sun is in direct response to fan requests. “As much
as anything we’re trying to service that desire from his
fan base,” Reed says. “It’s better to go ahead and offer
this to reach the most people.”

Pretty Lights’ previous three full-length albums,
the most recent 2009’s Passing by Behind Your Eyes,
have successfully reached his audience through a
free-download-only model. (The three albums have
collectively been downloaded 1.6 million times, ac-
cording to Reed.) Reed insists this strategy remains

My mind frame was to create music
from every section of my favorite record
store.” —pEeREK VINCENT sMITH

central to Pretty Lights’ business: The album will
again be available for free download. “Giving away
more [copies| than ever is definitely still very much
part of our picture of success for this album,” he says.
The physical release, however, opens the door for
more inventive opportunities. In addition to an ac-
companying album of live studio recordings, the de-
luxe version of the LP includes a 28-page full-color
photo booklet. Smith is also wrapping up edits on a
documentary exploring the making of the album.
Reed anticipates the album will be primed for the
synch world. “I'm really excited to explore the full
potential of licensing opportunities we can do for this
album. It’s a growing part of his business,” he says,
adding that he foresees the album specifically work-
ing well for videogames and in film. Pretty Lights has
had previous placements with shows including “CSI,”
with EA Games and in the world of outdoor sports.
The album’s unorthodox creation has Smith adopt-
ing a similar attitude to his live show: He plans to
bring a band with him on the road. “I'm conceptual-
izing and building and preparing for the coolest and
most challenging live tour I've ever done,” he says.
Pretty Lights is set to play select festivals this sum-
mer, including Governors Ball in New York and Bonn-
aroo in Manchester, Tenn. A full-fledged fall tour is in
the works. “We're definitely taking a bit of a different
approach with this tour,” says his agent, Creative Art-
ists Agency’s Hunter Williams, who adds that he’s
eyeing “everything from classy theaters to arenas.” @

GRIZ

Grant Kwiecinski, who has
been performing under the
name GRIZ for the past few
years, may be the only DJ to
play saxophone live onstage.
The Detroit-born artist, who
got his start performing

at house parties while in
college at Michigan State, is
interested in the many pos-
sible combinations of usual
sounds. “I'm obsessed with
the sound of today but | was
raised on the Motown sound,”
Kwiecinski says. “My vision

is a blend of the old school
and the new school, but with
zero rules. It's like future funk
music.” The 22-year-old DJ,
who has toured with acts like
Big Gigantic and Bassnectar,
relocated to Boulder, Colo,,
last year and moved in with
his manager, Nicholas Gua-
rino, who is also responsible
for the blog This Song Is
Sick. With Guarino’s help,
Kwiecinski secured a booking
agent at Creative Artists
Agency and self-released his
debut album, Mad Liberation,
for free on his website last
September. So far, the album
has been downloaded more

than 150,000 times with, as
Guarino says, “absolutely no
promotion and zero market-
ing dollars spent.” Now
Kwiecinski is preparing a
second album for potential
release in September, which
he will test out at festivals
like Lollapalooza, Outside
Lands and Electric Forest
this summer before headlin-
ing his own tour in the fall.
“The goal is to have him play
bigger live concerts and festi-
vals,” Guarino says, “as well
as release music that will
continue to reach a growing
audience.” —Emily Zemler
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Bradley Ryan, adult top 40
KPS| Palm Springs, Calif.
Bruno Mars, “Treasure.”
With all his recent success,
his music is top of mind for
listeners. On “Locked Out of
Heaven,” | thought, "Wow, he
sounds like Sting!" On this
one, | found myself saying,
“Wow, he sounds like Rod
Stewart!”

Daft Punk, “Get Lucky.”
Maybe because | love the
Neptunes and N*E*R*D, or
I'm just hoping that this is the
year Daft Punk comes nearby
to play Coachella, but | really
dig this. Pharrell Williams
lends his amazing vocals

and it actually sounds like a
record from the analog age of
recording.

Capital Cities, “Safe and
Sound.” Hopefully this hits.
Atfirst it reminded me of
“Too Young” by Phoenix. As it
played more, | couldn't figure
outifit was supposed to be
synth-pop orindie-band.
Then | stopped trying to
dissect it and took it for what
itis:an awesome record.

BLACKBURMN; GRIZ: ELEXTRO: MAC WILLER: (AN WOLESON,
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RAP

Mac Miller’s

Next Act

The 21-year-old rapper’s
sophomore album sidesteps
radio promotion for fan-centric,
multimedia rollout

By Emily Zemler

For Mac Miller, an album isn’t a vehicle for promoting
a slew of singles. The 21-year-old Pittsburgh rapper’s
second LP, Watching Movies With the Sound Off (June
18, Rostrum Records), is just the latest element of a
nearly nonstop process of delivering music to fans.
But there’s still anticipation—produced by Miller (un-
der the name Larry Fisherman) along with guest pro-
duction by names like Diplo and Flying Lotus, the al-
bum is the follow-up to his 2011 debut, Blue Slide Park,
which debuted at No. 1 on the Billboard 200.

“I got this house in L.A. and T built my own studio,”
Miller says from his cellphone before a performance
on “The Ellen DeGeneres Show” with Ariana Grande,
whose hit single “The Way” features him. “The whole
idea of the record was to think about it not like, ‘Hey,
I'm putting together an album. This is what I should do
to make a good single.” It was about making music and
letting the journey inform itself.”

Miller has unveiled four tracks ahead of release,
kicking off with “S.D.S.” on April 23. The song, whose
video arrived the following day, isn’t meant to be a
single, however, and Rostrum doesn’t plan to push
anything to radio. “Mac wanted that one to be the first
one that people heard,” says Rostrum president Benjy
Grinberg, who's also Miller’s co-manager. “Same thing
with ‘Watching Movies’ and the other songs we're
shooting videos for right now. They aren’t the most
commercial songs off the album—they’re just part of
him telling the story the way he wants to do it.

“His radio is YouTube, his radio is touring,” Grin-
berg adds. “Those are the ways he reaches out to his
fans. That’s the way he gets new fans, that’s the way he
expresses himself. Radio’s not really a focus, nor is it
something we talk about when he’s making his albums.”

Miller’s ongoing strategy is to remain engaged with
his fans by releasing a sizable amount of music be-
tween albums. Since Blue Slide Park, Miller has put out
mixtape Macadelic and a digital EP under the moniker
Larry Lovestein & the Velvet Revival, as well as numer-
ous tracks and music videos. The rapper also tours ex-

“His radio is YouTube, his radio is touring.
That's the way he gets new fans. That'’s
the way he expresses himself.”

—BENJY GRINBERG, ROSTRUM RECORDS

ARTIST: Mac Miller

ALBUM: Watching Movies With
the Sound Off

RELEASE DATE: June 18
LABEL: Rostrum Records

MANAGERS: Benjy Grinberg
and Sarah Demarco, Rostrum
Records; Quentin Cuff and
Chelsea Fodero

PRODUCERS: Larry Fisherman,
Pharrell Williams, Flying
Lotus, Alchemist, Diplo, ID
Labs, Tyler, the Creator

PUBLISHING: Blue Slide Park
(BMI)

BOOKING AGENT: Peter
Schwartz, the Agency Group

CHART HISTORY: Blue Slide Park
(2011), No. 1 Billboard 200,
399,000

TWITTER: @MacMiller

tensively, and starred in MTV2's “Mac Miller and the
Most Dope Family” earlier this year. The series will
begin filming a second season in the fall.

“I finished working on Blue Slide Park in July 2011
and I make a lot of music, regardless of whether it's
for an album or not,” Miller says. “So I was evolving
as an artist, and I put out Macadelic to just continue
showing that journey. It’s not necessarily thinking
about it in terms of trying to tide people over, but
just wanting to keep people with me and show them
where I'm at.”

“Albums are an important piece of the puzzle but
they’re just a piece,” Grinberg says. “All of those things
are part of Mac’s conversation with his fans. He was
never away from them at all.”

Miller may not be concerned with getting radio air-
play, but the rapper recently expanded his fan base
with his appearance on Grande’s single, which arrived
March 26. After working with Grande in his home stu-
dio on some music, the pop singer/Nickelodeon ac-
tress asked Miller to guest on the track.

“It’s cool to have all these different types of things
out there while staying genuine and true to myself,”
Miller says. “I can have a song with Ariana Grande
that is going to be the song for all the kids and the
teen girls, and then another song that could be for a
different group of people who all love the song. I'm
with whoever. Whatever type of people want to love
the music and whatever they love about the music is
fine with me.”

As the release date for Watching Movies With the
Sound Off nears, Rostrum plans to release several more
music videos, as well as some nontraditional clips that
Grinberg won't disclose details about (“We have a lot
of stuff up our sleeves,” he says). Miller will embark
on a U.S. headlining run, dubbed the Space Migration
tour, on June 2§ with a group of hand-picked openers
including Chance the Rapper, Earl Sweatshirt and
Meek Mill. The tour will also feature appearances by a
few developing artists Miller has signed to his recently
formed label, REMember Music.

“Right now it’s all about my album,” Miller says,
“and after that it’s all going to make sense.” @

KURT VILE

Since 2009, booking agent
Eric Dimenstein of Ground
Control Touring has been
helping Kurt Vile and his band
the Violators spread their folk-
lore to lo-fi and hi-fi audiences
alike, this year promoting
Viles critical darling of an

LP, Walkin' on a Pretty Daze.
“When | first started working
for him he was coming out

of a lo-fi scene,” Dimenstein
says of the Philadelphia native.
“The first time | saw him was
some warehouse in Brooklyn.”

AUDIENCE: For Dimen-
stein, the journey has been

a gradual build since 2010's
Smoke Ring for My Halo.
“The last album was the
breakout album and Walking
on a Pretty Daze is breaking
it out even further in terms
of draw, sales, attendance.
Tickets are selling faster out
the gate.” On his last tour,
Vile played 1,000-capacity
venues toward the end of the
album cycle. Now, he's book-
ing 1,400-capacity buildings.
Looking to gigs at the Metro
in Chicago (July 11) and the
9:30 Club in Washington,
D.C. (July 20), Dimenstein
expects sellouts.

ROUTING: The just-
announced summer dates
will bring Vile to parts of the
United States he's missed in
recent years, with stops at the
Urban Lounge in Salt Lake
City (Aug. 13), the Bluebird
Cafe in Denver (Aug. 15) and
Firebird in St. Louis (Aug. 17).
“There’s probably a couple

of these markets he's never
been to, period. I've never
booked him in Albuquer-
que [N.M.], but he's going
there." Additional dates were
organized around festival ap-
pearances at FYF, Pickathon
and Outside Lands.

PROMOTION: For
Dimenstein, artist-to-fan
promotion on social media

is still the best way to boost
ticket sales. He also tries to
organize unique events to
increase Vile's profile, most
recently coordinating an up-
coming gig in the courtyard
of Philadelphia’s City Hall on
Aug. 28—the mayor will de-
clare the date "Kurt Vile Day”
and present him a Liberty
Bell, the highest honor one
can receive from the city. "It
was an acknowledgement

to Kurt for spreading the
culture of Philly to the rest of
the world."  —Nick Williams

BOOKING AGENT: Eric
Dimenstein, Ground Control
Touring

TOUR DATES: June 29-Sept. 7
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Reviews

Megan & Liz
“Release You" (3:30)

PRODUCERS: Shellback, Max
Martin

WRITERS: Shellback, Savan
Kotecha, Megan Mace,
Elizabeth Mace

PUBLISHERS: MXM Music,
administered by Kobalt
(ASCAP), Sparks Ls/
Rainbowbright (BMI)

Collective Sounds

Megan & Liz’s Summer Song

Contender

Did twin-sister duo Megan & Liz just not-so-quietly
issue the most catchy song of the summer? “Release
You,” the lead single from the YouTube-bred group’s
forthcoming first album, certainly has a showy pedi-
gree, with Max Martin and Shellback producing
and Savan Kotecha recruited as a co-writer. But the
song’s power resides in Megan and Liz Mace’s ar-
resting vocal tics: After brashly attacking the verses

LEGEND of the breakup song with claws drawn, the duo falls
&

CREDITS

Edited by Mitchell
Peters (albums)
and Jason Lipshutz

back and delivers the titular lyric in a fluttering fal-
setto. The juxtaposition combines the sneer of Icona
Pop’s “I Love It” with PInk’s harmonious kiss-offs,
and although Megan & Liz are relative newcomers,
they confidently glide over the song’s candy-coated
synth hook and chopped guitar lick like seasoned
pop performers. Few radio offerings this season will
have a higher replay value than “Release You.” —JL

Megan & Liz’s arresting vocal tics
combine the sneer of Icona Pop's “l Love

tlgiet It” with P!nk’s harmonious kiss-offs.

CONTRIBUTORS:
Phil Gallo, Gary
Graff, Andrew
Hampp, Kathy
landoli, Jason
Lipshutz, Chris
Payne, Ryan Reed,
Emily Zemler
Allalbums
commercially
available in the
United States

are eligible. Send
album review
copies to Mitchell
Peters at Billboard,
5700 Wilshire
Blvd., Suite 500,
Los Angeles, CA
900836 and singles
review copies to
Jason Lipshutz

at Billboard, 770
Broadway, Seventh
Floor, New York,

NY 10003, or to
the writersin
the appropriate
bureaus.
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ARTIST: Tom Petty & the Heartbreakers

VENUE: Fonda Theatre, Los Angeles

DATE: June 3

Tom Petty’s vault excavation proj-
ect opened in Los Angeles follow-
ing a four-night run in New York.
In the first of six L.A. shows, Petty
and the Heartbreakers delivered
on their promise to emphasize al-
bum tracks over hits. The 20-song
set included seven Heartbreakers
classics, three covers, two asser-
tive blues jams from 2010’s Mojo
and a spacey extension of the
Traveling Wilburys’ “Tweeter and
the Monkey Man.” Stepping away

from the hits-dominated sets ofhis
arena performances, Petty opened
the gates for guitarist Mike Camp-
bell to experiment and flourish,
enhancing the songs with smart,
extended solos. The repertoire
reached back to the band’s 1976
debut, rarely played material from
1999’s Echo and “Angel Dream”
from Petty’s song score for “She’s
the One.” Most of the night was set
to a steady rock beat—the group
opened with the Byrds’ “So You
Want to be a Rock "N’ Roll Star"—
yetincluded a soft, three-song seg-
ment highlighted by a gently cush-
ioned “Rebels.” —PG

SINGLES

POP
BRUNO MARS
“Treasure” (2:56)

PRODUCERS: The
Smeezingtons

WRITERS: Bruno Mars, Philip
Lawrence Il, Ari Levine,
Phredley Brown

PUBLISHERS: various

Atlantic

Whereas “Locked Out
of Heaven” was a paean
to Sting and the Police,
Mars’ latest Unorthodox
Jukebox single—which
he performed at the
2013 Billboard Music
Awards—finds the sing-
er doing his best Lionel
Richie impression on
this funked-out disco
cut. The layers of hooks,
horns and harmonies
specifically recall the
Commodores’ “Lady,”
turning “Treasure” into
atasty jam. —AH

R&B

CANDICE GLOVER

‘| Am Beautiful” (2:57)
PRODUCER: not listed

WRITER: not listed

PUBLISHER: not listed
19/Interscope

“American Idol” season
12 winner Glover deliv-
ers a heartfelt melody
on her coronation
single, “I Am Beauti-
ful,” which recently
debuted at No. 93 on
the Billboard Hot 100.
The 23-year-old singer
swats away a naysayer
by exalting her self-
worth in the face of
their negativity. The
power ballad is neither
a traditional declaration
of beauty nor a typical
“Idol” champion’s cry,
but that makes it all the
more effective. —KI

ELECTRONIC
BOARDS OF CANADA
“Reach for the Dead" (4:58)

PRODUCERS: Mike Sandison,
Marcus Eoin

WRITERS: Mike Sandison,
Marcus Eoin

PUBLISHER: Warp Music
Warp

Boards of Canada ap-
proach their career just

as they approach their
songs: patiently, grace-
fully and with a distinct
sense of purpose. It’s
been eight years since
the Scottish elec-
tronic duo’s last album
(2005’s Campfire Head-
phase), but “Reach for
the Dead” is a reliably
cinematic reintroduc-
tion, with deep-space
synth atmospherics
bombarded by glitchy
electronic buzzes. —RR

Boek
FIVE FINGER DEATH
PUNCH FEATURING
ROB HALFORD

“Lift Me Up" (4:05)

PRODUCER: not listed

WRITER: not listed

PUBLISHER: not listed

Prospect Park

Five Finger Death
Punch proves that metal
can be both demonic
and fun on “Lift Me Up,”
the band’s latest single
and its campiest, catchi-
est track to date. An ear-
blistering blockbuster
built on demonic growls
and harmonized guitar
solos, the track also
features an epic vocal
cameo from Judas Priest
frontman Rob Halford.
Consider the death
punch deployed. —RR

COUNTRY
KACEY MUSGRAVES
“Blowin' Smoke" (3:08)

PRODUCERS: Kacey
Musgraves, Shane McAnally,
Luke Laird

WRITERS: Kacey Musgraves,
Luke Laird, Shane McAnally

PUBLISHERS: various

Mercury

The year’s most promis-
ing country newcomer
shows another side of
her character on her
second single. Texas
native Musgraves is still
transfixed on the stark
reality of rural Middle
America, but where
“Merry Go 'Round”
was existential and
melancholy, “Blowin’
Smoke” is a swagger-
ing barroom singalong
that proves she has
versatility to match her
sentimentality. —CP

TOMPETTY PHOTOGRAPH BY BEN CLARK
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BIGSTAR
BEYOND
“i#1
RECORD"

Big Star,
“Keepan
Eyeonthe
Sky” (Rhino)
Four-CD
setincludes
recordings
from 1968-
75—album
tracks,
demos,
alternate
versions
anda 1973
Memphis
concert.

Alex
Chilton,
“Free Again:
The '1970"
Sessions”
(Omnivore)
Only 18,
Chilton made
hisfirstsolo
recordingsin
Memphis.

ChrisBell,
“IAmthe
Cosmos
(Expanded
Edition)”
(Rhino)
Bell's never-
completed
soloalbum
had a 1992
release
that’s now
expanded
with different
mixes.

MUSIC

“Big Star: Nothing Can Hurt
Me"

DIRECTORS: Drew DeNicola,
Olivia Mori

EXECUTIVE PRODUCERS: John
Fry, Gill Holland, David
Armillei

PRODUCER: Danielle McCarthy

DISTRIBUTOR: Magnolia
Pictures

RELEASE DATES: July 3 (New
York), July 5 (Los Angeles),
July 12 (Nashville); available
ondemand and on {Tunes
July 3

RUNNING TIME: 113 minutes

SOUNDTRACK: Omnivore
Recordings, June 25

Big Star Documentary
Shines Light On Chris Bell

Chris Bell, who died at 27 in a car crash, gets his due as
the creator of Big Star’s sound in Drew DeNicola and Ol
ivia Mori’s finely detailed documentary “Big Star: Noth-
ing Can Hurt Me.” The founder of the Memphis group,
who brought the higher-profile Alex Chilton into the
band, has gotten lost in the Big Star mythology—both in
its initial run and rediscovery, where Chilton always held
the role of brahman. That point is amplified through
Bell’s late-in-life solo singles “T Am the Cosmos” and
“You and Your Sister,” two songs replete with the magi-
cal ingredients of the group’s revered #1 Record. Chil-
ton’s post-Big Star career by and large mystified his for-
mer bandmates and family. It's a minute point, perhaps,
but “Nothing Can Hurt Me” is filled with the minutiae
that explains how Bell, Chilton, Andy Hummel and Jody
Stephens operated in the studio, how their label Ardent
was crushed in distribution deals that went south and

Skillet’s
Growth Spurt

in turn hid them from the mass public, and revisits the
three days their greatest allies of the mid-'yos—rock
critics—were flown to Memphis for a convention that
was pure anarchy, save for a spectacular performance
from Big Star. Drummer Stephens and late founding
bassist Hummel provide most of the narrative, which
focuses heavily on the band in the "70s, when it excelled
at “turning pain into beauty,” as one talking head puts
it. Meanwhile, the voices of Chilton and Bell are taken
from radio interviews and studio chatter. A reunion in
the early '9os, Chilton’s death and ensuing tributes at
South by Southwest and in New York supply nice codas.
Made for those who hold Big Star in high regard or wor-
ship the bands Big Star inspired—R.E.M., the Replace-
ments, Beck, Elliott Smith, the Flaming Lips—“Nothing
Can Hurt Me” played eight film festivals this year prior
to its forthcoming theatrical release. —PG

E
. swsiller

Skillet

During the course of eight previous albums, Skillet has
become increasingly deft at straddling the tricky line
between faith-based idealism and secular universality.
Rise takes the balance a step further, mixing new sonic
flavors into the group’s hard-rock bombast—notably
in the earnest melodicism of “Good to Be Alive” and
“My Religion"—for a loose concept album about grow-
ing into adulthood amid “all this pain in the world we
made.” Faith is the ultimate answer, but even album-
closing pieces like “Hard to Find” and “What I Believe”
have an open lyrical duality that also makes them rele-
vant to those who don't believe. And there’s still plenty
of crank on Rise, from the industrial-strength title track
to the urgent “Sick of It” and the heavy-duty “Madness
in Me.” New guitarist Seth Morrison makes his mark
on “Circus for a Psycho” and “Not Gonna Die.” —GG

Rise

PRODUCER: Howard Benson

Atlantic/Word Records

RELEASE DATE: June 25

ALBUMS o
LITTLE MIX
ROCK DNA
THE OLMS PRODUCERS: various
The Olms Syco/Columbia Records

PRODUCERS: The Olms
Harvest Records

RELEASE DATE: June 4

Those who found Pete
Yorn’s judgment a bit
suspect after his 2009
collaboration with
Scarlett Johansson will
consider the Olms a
redemption. Yorn and
artist/photographer/
musician J.D. King have
crafted a richly retro-
flavored set, dressing
up Merseybeat and '60s
lo-fi garage pop with
sepia-toned lyrics that
make this more than
mere nostalgia. -GG

ROCK

PORTUGAL. THE MAN

Evil Friends

PRODUCER: Danger Mouse

Atlantic Records

RELEASE DATE: June 4

Evil Friends aptly
reflects Portugal. The
Man'’s surging live
show. Tracks like the
bouncing “Modern
Jesus” and pensive
“Waves” are more
streamlined than on
past releases, allowing
the melodies to shine
clearly through the
groove-tinged psyche-
delic fuzz. It’s a com-
plexly wrought album
and one of the band’s
most immediate. —EZ

POP

HARRY CONNICK JR.

Every Man Should Know

PRODUCERS: Tracey Freeman,

Harry Connick Jr.

Columbia Records

RELEASE DATE: June 4
Though his career has
been diverse, Connick
has never been as far-
reaching as he is here.
The tracks are mostly
love songs, but A-list
players like the Marsalis
brothers and vocalist
Kim Burrell help dress
them up in a multitude
of styles from blues to
Middle Eastern. —GG

RELEASE DATE: May 28

The relentlessly upbeat
debut from U.K. “X
Factor” champ Little
Mix makes its way
stateside just in time
for summer. The
female four-piece
often extols friendship,
fairytale romance and
finding a sense of indi-
viduality. They shine
most when letting some
sass bleed in, like on
the giddy kiss-off “How
Ya Doin’?” —JL

AMERICANA
JOHN FOGERTY

Wrote a Song for Everyone

PRODUCER: John Fogerty
Vanguard Records

RELEASE DATE: May 28
Creedence Clearwa-
ter Revival’s songs
get new life as the
Foo Fighters pound
through “Fortunate
Son,” My Morning
Jacket vibes on “Long
As I Can See the
Light,” and Kid Rock
adds loops to “Born on
the Bayou.” Fogerty’s
new songs (“Mystic
Highway,” “Train of
Fools”) hold their
own on this mostly
duets set. —GG

FOLK

LAURA MARLING

Once | Was an Eagle
PRODUCER: Ethan Johns
Ribbon Records

RELEASE DATE: May 28

The fourth album from
British folkie Marling is
impressive affair, espe-
cially on the haunting
tracks “Take the Night
Off” and “Where Can
1 Go?” The music is
smartly flavored with
drums and cello punch-
ing up Marling’s neat
echo of Dylan (“Master
Hunter”). It’s possible
this generation of
folk-rooted revivalists
have found their Joni
Mitchell. —PG

JUNE 15, 2013 | WWW.BILLBOARD.BIZ @



MUSIC HAPPENING NOW

Jack White
dropped
$142,000
on Detroit's
Masonic
Temple—
where he's
performed
nine
times—to
saveitfrom
foreclosure.
The building
had gotten
into tax debt
inrecent
years, and
had until
June3to
pay its
outstanding
balance

and avoid
foreclosure.
One of the
temple’s two
theaters, the
Cathedral,
will be
renamed the
Jack White
Theater
inthe
hometown
rocker's
honor.

A New Start

Canadian singer/songwriter
Serena Ryder reboots her
stateside career with the
chart-topping ‘Stompa’

By Jason Lipshutz

“Stompa,” Canadian singer/songwriter Serena Ry-
der’s muscular pop-rock single and lead track from
her forthcoming album Harmony, spends its sixth
consecutive week at No. 1 on Billboard’s Triple A
chart. It’s a joyous song about the rapturous power of
music—its title is found in the onomatopoeic refrain:
“Nothing is wrong if you move to the beat/Clappa
your hands, stompa your feet”—and has grown its au-
dience thanks to showy placements on “Grey’s Anat-
omy” and in a Cadillac SRX TV ad.

Despite being a fresh face to U.S. audiences,
the 30-year-old Ryder was long ago pegged to be
Canada’s Next Big Thing: Her 2004 debut, Unlikely
Emergency, was produced by prolific Canadian artist
Hawksley Workman, and after inking a deal with EMI
Music Canada, Ryder won the 2008 Juno Award for
best new artist. But her most successful U.S. single to
date (“Stompa” has sold 61,000 downloads, accord-
ing to Nielsen SoundScan) was preceded by a lengthy
hiatus from the music scene that nearly became a per-
manent departure. After releasing sophomore album
Is It O.K. in Canada in 2008 and in the United States
through Atlantic the following year, Ryder toured be-
hind the album with minimal downtime for nearly
three years, to a point where she felt “exhausted”
and needed to get away from music altogether. With
preshow panic attacks mounting, Ryder returned to
Canada and spent weeks in bed.

“I'went through a really intense bout of clinical de-
pression after I finished touring for Is It O.K.,” Ryder
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says. “There was a long period of time that I had to
spend at home and try and get my shit back together,
learn about myself and learn about what depression
really is.”

Blissfully free of any expectations—Is It O.K. has
sold only 21,000 U.S. copies, and Ryder amicably
parted ways with Atlantic following its promotional
cycle—Ryder slowly pieced together Harmony at her
home in Toronto, gaining “a sense of freedom and
comfort” by working in her own studio at her own
pace. Co-produced by Jerrod Bettis, “Stompa” cap-
tures Ryder’s attempt to overcome her depression
and describe what music meant to her when she
started playing guitar at 13. “It’s the best medicine in
the world,” she says, “and I wrote the song to remind
myself that.”

After its release in Canada last November, Har-
mony will hit U.S. stores in September on Ryder’s new
U.S. home, Capitol. “Stompa” will continue to gain
exposure through the Cadillac ad, which debuted the
week of April 22, and after conquering triple A radio,
the song will be crossed over to adult top 40 and even-
tually mainstream top 40 later this summer. Accord-
ing to Nielsen BDS, the song is up 22% in plays this
week at adult top 40.

For many stateside pop fans, “Stompa” will be their
first encounter with Ryder, but Capitol doesn’t see
that as a problem. “In some ways, she’s a new and de-
veloping artist in the United States, but the great thing
is that she’s an incredibly accomplished musician and
can stand in front of a lot of people,” Capitol Music
Group executive VP Greg Thompson says. “I mean,
look at the fun. guys—they had a whole career before
they were fun. Sometimes that happens, and you have
to embrace it.”

As “Stompa” continues to grow at multiple for-
mats, Ryder hopes to increase the numbers on her
social platforms (20,000 Twitter followers, 26,000
Facebook likes) while continuing to pop up on TV (a
“Tonight Show With Jay Leno” appearance has been
slotted for July). Meanwhile, a proper U.S. tour is eyed
for an August start, and despite the result of her last
major run, Ryder couldn’t be more enthusiastic.

“I love playing this record,” she says. “I love per-
forming these songs live . . . this record’s given me a
great opportunity, and [“Stompa”] has given me an
open door.” ©

Serena
Ryder's
“Stompa”
notches its
sixth week
atop the
Triple A
chart.

THE
Numbers

“Healing In The
Heartland”

NBC's charity special “Healing in the Heartland: Relief
Benefit Concert” makes waves on the charts. The May
29 TV show, benefiting victims of the May 20 Oklaho-
ma tornado, was organized by Oklahoma native Blake
Shelton (see story, page 11). It aired live and featured
performances by Shelton and wife Miranda Lambert,
Usher, Reba McEntire, Luke Bryan and others. More
than $6 million was raised from pledges and ticket
sales to the event, with the funds going to the United
Way of Central Oklahoma.

® 13.2M

The one-hour broadcast earned 8.4 million
total TV viewers, according to Nielsen, and was
the most-watched show of the night. NBC says
13.2 million tuned in to at least a portion of the
concert on NBC and sister networks Bravo,
CMT, E!, G4 and Style.

@ 69%
42K

Shelton's Based on a True Story rises 16-5 on
the Billboard 200 with 42,000 sold in the week
ending June 2 (up 69%), according to Nielsen
SoundScan. He also has two more albums on
the chart that gained: Loaded: The Best of Blake
Shelton and Red River Blue.

® 22K

Traffic to Shelton's Wikipedia page on the day of
the charity concert soared to 22,000 views—the
most visits to his page since April 7, when he co-
hosted the Academy of Country Music Awards.
That day, his page garnered 53,000 views.

@ 56%
131K

The songs performed on the show collectively
sold 131,000 downloads, up 56% compared
with the previous week. Among the spikes:
Vince Gill's “Threaten Me With Heaven”
zoomed from essentially zero units to 9,000,
Darius Rucker’s “True Believers” grew by 76%
(moving from 3,000 to 5,000), and Shelton’s
cover of Michael Bublé's “Home” grew by 580%
to 7,000, while the original gained by 34%
(3,000). —Keith Caulfield
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‘Devil’ In The
Details

Four years after its comeback, Alice

in Chains scores a No. 2 debut with
coordinated fan engagement campaign
By Gary Graff

The Devil Put Dinosaurs Here has been a more comfortable experience
for Alice in Chains than 2009’s Black Gives Way to Blue.

The latter album was the Seattle group’s first in 14 years, the first
since the death of original frontman Layne Staley and the first with
new member William DuVall. There was skepticism and something to
prove—and Alice in Chains did, with a top five debut, a pair of No. 1 rock
radio singles and two Grammy Award nominations.

So, co-founder/guitarist Jerry Cantrell acknowledges, the group went
into its new album—which debuts this week at No. 2 on the Billboard
200 with 61,000 units sold, according to Nielsen SoundScan—with “a

certain amount of confidence. I'm not going to say this record is better
than the last. The last one’s kick-ass, too. But you hear growth, for sure.”

After a couple of years out of sight since the previous album’s tour,
the paramount concern was making sure fans moved with the band on
its next venture.

“The stakes are obviously higher this time around,” says Mark Wake-
field of Velvet Hammer Music and Management. “We’ve got to go out
and engage the fans again, even more than we did the first time. We
didn’t want to take anything for granted.”

Though radio remained a strong partner as Alice in Chains rolled out
its first single, Active Rock chart-topper “Hollow,” in December and its
successor, “Stone,” in March, the group made extensive use of social
media to make the album an interactive affair. One campaign allowed
fans to submit images to create a lyric video for “Hollow,” which was
followed by an official music clip by Robert “Roboshobo” Schober in
January. “Online activity went from pretty quiet to raging right away,”
Wakefield says.

Alice in Chains also partnered with Funny or Die on a “mocumen-
tary” that featured the members wearing Kiss face paint. Meanwhile,
the band got back on the road early, two months before the album’s re-
lease to play headline gigs, radio shows and such festivals as Rock on
the Range and Rocklahoma. The band will play festivals in Denmark
and the United Kingdom in June, with a Canadian tour starting July 1.
1t'll also perform at Rock in Rio on Sept. 19, and Wakefield says a pack-
age is being assembled for a fall tour of Europe.

“We're already looking at next year,” DuVall says. “We’ll be out there
for a while, but that’s OK. That’s what we do, and we know that’s how
people want to hear the music. We love playing, so there’sno problem.”©@

Battle Plan: Kid Ink

5 MONTHS AGO 1 MONTH AGO RELEASE WEEK NEXT UP

88 Classic/RCA Records
released a new version of Kid
Ink's single “Bad Ass" on Jan.
3toannounce the rapper’s
signing. This version of the
track, originally off last year’s
mixtape Rocketshipshawty,
features new verses from

On May 2, RCA greenlit Kid
Ink's digital-only EP, Almost
Home, only a few weeks prior
toits street date of May 28.
Six tracks were selected from
more than 140 possible cuts
for the disc and a few songs
were streamed ahead of
release, including “Sunset,”

“really motivated the EP." The
rapper unveiled a viral video
for “Bossin’ Up,” a mixtape
track that was redone for his
EP with a verse from French
Montana and A$AP Ferg,

on May 13.“It's just about
activating [his] fan base,” RCA
senior VP of A&R J. Grand

continue to spread that and
introduce him to new fans.”

Ahead of his Meek Mill and Wale. An

major-label official video for the song atrack that Kid Ink says
debut LP premiered March 3. At that

with RCA, point, “Bad Ass” was meant to

rapper Kid be a one-off single to tide fans

Ink released over until the full-length. “We

digital-only EP wanted to continue along the

Almost Home theme of being an indie and

on May 28. releasing music all the time,”

The setdebuts RCA associate director of

atNo.27 on marketing Shani Fuller says.

the Billboard “We just really wanted to feed says. “Now it's our job to
200 with his fans with new music and

15,000 copies, anew look as we approached

according his album later in the year.”

to Nielsen

SoundScan.

Kid Ink kicked off an opening
slot on Kendrick Lamar’s
current tour on May 22in
Las Vegas and performed at
WQHT New York's annual
Summer Jamon June 2. The
majority of the EP promotion,
however, took place on the
rapper’s wide-reaching social
media channels in just a week
after announcing the EP on
May 21.“l just try todo it the
same way |'ve been doing

it," Kid Ink says. “I've been
doing the same independent
viral grind. My fans promote
so much for me, even more
than | do.” As a thank-you,
the rapper also sent out two
previously unreleased tracks
to fans who'd purchased

the EP.

Kid Ink will wrap his current
tour with Lamar on June

26 and spend the summer
both on the road and back in
the studio laying down new
tracks for his full-length. A
new single from the EP, along
with an accompanying video,
will also arrive "extremely
soon,” Grand says. Kid

Ink’s album is expected in
September, according to
Grand, and will feature new
or remixed versions of some
of the EP's tracks. "We're
always very aware of the fan
experience,” Grand says. “The
last thing the fan wants is to
get something they already
have fora second time when
they can getacrazy remixof a
record.” —Emily Zemler

Alicein
Chains’
new album
sold 61,000
copiesinits
firstweek.

Smallpools’ Big Splash
Following in the vein of
pop-leaning rock acts

like Phoenix, Grouplove

and current format kings
Capital Cities, Los Angeles’
Smallpools are approaching
the Alternative chart with the
buoyant “Dreaming” (RCA).
Ahead of the quartet's debut
EP, the song is breaking
thanks to major-market West
Coast radio support. KKDO
Sacramento, Calif,, played it
26 times in the May 27-June
2 Nielsen BDS tracking week,
while KROQ Los Angeles
gave it 21 plays. SiriusXM's
Alt Nation channel led all
panelists with 36 spins.

Showtime For ‘Apollo’
Australian singer/songwriter
Amba Shepherd is breaking
through stateside thanks

to her featured turn on
Hardwell's "Apollo,” which

is No. 7 inits 17th week on
Dance/Mix Show Airplay
(after peaking at No. 5 two
weeks ago). It's the first
Billboard hit for the unsigned
Shepherd, who's collaborated
with Ferry Corsten and Porter
Robinson, among others.
Shepherd's at work on a solo
project. She's managed by
Jon Hanlon, who was recently
named director of electronic
dance music for Sony Music
Australia & New Zealand.

Roosevelt's New Deal

After crafting songs for the
likes of Game and Melanie
Fiona, Los Angeles-based
producer/singer K. Roosevelt
has released “Do Me Now"
(Interscope). The Hit-Boy-
produced and -assisted
track is steadily building at
rhythmic, with KKFR Phoenix
having played it 38 times
during the tracking week.
Roosevelt also directed the
song's video (alongside Jelani
Fresh), which has amassed
170,000 YouTube views since
May 20.

Upstanding Citizens
Seattle-based pop/rock
worship band Citizens is
approaching Christian Songs
with “Made Alive" (Tooth &
Nail), which registers support
at 19 chart reporters. Formed
in Seattle's university district
and fronted by Deacon

Zach Bolen, the group's six
members are worshippers
and performers at the city’s
Mars Hill Church. The act
released the EP Already/

Not Yet last year. Its first
full-length, Mars Hill Music
Presents: Citizens, spent two
weeks on Christian Albums
in March.

Reporting by Keith Caulfield,
Wade Jessen, Rauly Ramirez
and Gary Trust.
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One More Time:

Daft Punk No. 1, Again

Meanwhile, Alice in Chains starts at No. 2
with highest-charting album since 1995

aft Punk’s Random Access Memories

holds at No. 1 on the Billboard 200 for a

second week, as the set shifts another

93,000 copies, according to Nielsen

SoundScan. Its 73% drop isn’t an alarm-
ing decline, considering that plenty of the album’s first
week was bolstered by digital pre-orders.

Comparably, Daft Punk’s second-week slide is only
slightly less steep that the average fall for No. 1 debuts
this year. Of the 15 No. 1 bows so far in 2013, the av-
erage second-week decline has been 68%. Random
Access Memories is the seventh No. 1 debut this year to
slip by more than 70% in its second week. The largest
tumble is owned by Justin Bieber’s Believe (79.4%),
while the lightest fall belongs to Josh Groban’s All
That Echoes (50.4%).

In two weeks, Random Access Memories has sold
432,000 copies, making it the No. 17 best-selling
album of the year. It should cross the half-million
mark in the next two weeks. So far this year, only 10
albums have sold 500,000. That’s actually up com-
pared with a year ago at this point, where just eight
sets had moved a half-million. Of course, the devil’s
in the details: A year ago, there were four albums that
had shifted more than 700,000. This year, there are
three. And, there’s that other factor: Adele’s 21 isn’t
around to shore up sales in 2013. A year ago, the set
was the year’s top seller with 3.4 million. This year’s
best seller is Justin Timberlake’s The 20/20 Experi-
ence, with 1.9 million.

At No. 2 this week on the Billboard 200 is Alice in
Chains, which claims its highest-charting set since
1995, as The Devil Put Dinosaurs Here starts in the run-
ner-up slot with 61,000. The rock band last went high-
erwith its 1995 self-titled album, which debuted at No.
10n the tally dated Nov. 25,1995. That was the group’s
final studio release with lead singer Layne Staley,
who died in2002. The new album is the band’s second

with lead singer William DuVall, who joined in 2006
and sang on 2009’s No. 5-peaking Black Gives Way to
Blue. That album may have started at a lower position
than The Devil Put Dinosaurs Here, but its sales were
stronger out of the gate: 126,000.

In total, The Devil Put Dinosaurs Here is the fifth top
10 set for Alice in Chains, stretching back to 1992’s No.
6-peaking Dirt.

The four years between Black Gives Way to Blue and
The Devil Put Dinosaurs Here is nothing compared with
the 13-year wait Alice in Chains fans had between
the self-titled set in 1995 and its comeback release in
2009. The band is one of a number of rock acts that
achieved massive success in the 9os, but then went
off the radar for a long time.

Recently, No Doubt returned after an almost 12-
year gap, when its Push and Shove opened at No. 3 on
Oct. 13, 2012. It was the act’s first studio set since Rock
Steady, which arrived in December 2001. The new al-
bum has sold 249,000, a far cry from the band’s previ-
ous releases.

In 2011, Blink-182 made its long-delayed return
with Neighborhoods, which arrived at No. 2 on Oct. 15,
2011—more than eight years after its previous studio
set, its self-titled 2003 album. Like No Doubt’s al-
bum, it didn’t make a large impression, having sold
333,000. Another big-in-the-’90s act, Stone Temple
Pilots, earned a No. 2 ranking with its self-titled
studio album in 2010, long after its previous stu-
dio effort, 2001’s Shangri-La Dee Da. The self-titled
set sold less than half of Shangri-La Dee Da’s sum:
156,000 Vs. 370,000.

Alice in Chains’ Black Gives Way to Blue, however,
has performed better than all three of those: It has
shifted 525,000 so far. The set also spawned three
top 10 hits on Hot Rock Songs, including the No. 1s

“Check My Brain” and “Your Decision.”

While Stone Temple Pilots’ self-titled set in 2010
did contain a No. 1 Rock Songs hit in “Be-
tween the Lines,” it didn’t help move the
sales needle for the album. And, in con-
trast, “Between the Lines” ran up and
down the chart quickly, spending a rela-
tively fast 18 weeks on the chart. Alice in
Chains’ two No. 1 hits spent 25 and 29
weeks on the tally, respectively.

Of course, also helping matters is that Al-
ice in Chains was an arguably re-energized
band with a new vocalist, whereas STP was
reuniting with lead singer Scott Weiland.
As for No Doubt, none of the album’s sin-
gles took hold at any airplay format. The
set’s lead single, “Settle Down,” topped
out at No. 19 on Mainstream Top 40, No.
19 on Alternative and No. 14 on Adult Top
40—the group’s three core formats. @

DAFT PUNK'S RANDOM
SALES THIS WEEK

93,000
®72.6%

Blood ‘Lines’
Select sets of parents and
offspring have each reached
the Billboard Hot 100's top
10 during the chart’s nearly
55-year history, but until this
week, a mother and son had
never both earned the honor.
Robin Thicke makes history
as “Blurred Lines" (featuring
T.l.and Pharrell) rises 11-6
to become his first top 10
on the tally. In 1986 (when
Thicke was 9), his mother,
Gloria Loring, rose to No. 2
with “Friends and Lovers”
(with Carl Anderson). Among
fathers and sons, John and
Julian Lennon have each
notched top 10s, while father-
daughter pairings include Pat
and Debby Boone, Billy Ray
and Miley Cyrus, and Frank
and Nancy Sinatra.

—Gary Trust

THE BIG NUMBER
I

Where the original Broadway
cast recording of “Kinky Boots”
bows on the Billboard 200, the
highest entry for a castalbum
since June 4, 2011, when “The
Book of Mormon” started at
No. 31. Watch for a possible
gain for "Kinky Boots" and
other cast albums following the
Tony Awards on June 9.

Read more
Chart Beat at
billboard.com/
chartbeat.

CUMULATIVE SALES OF ROBIN THICKE'S “BLURRED

YTD TOP 200 ALBUMS LINES" SALES THIS WEEK
36 MILLION 229,000
@0.4% ®20%

MARKET WATCH

A WEEKLY NATIONAL MUSIC SALES REPORT

Weekly Unit Sales

ALBUMS DIGITAL DIGITAL
ALBUMS* TRACKS
This Week 4,800,000 2,029,000 24,239,000
Last Week 5,189,000 2,258,000 24,492,000
Change -7.5% -10.1% -1.0%
This Week Last Year 5,017,000 1,981,000 25,580,000
Change -4.3% 2.4% -5.2%
*Digital album sales are aiso counted within album sales.
Weekly Album Sales ( Units)
—2013
2012
15
10
rM_"’SM
0
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YEAR-TO-DATE

Overall Unit Sales

2012 2013 CHANGE
Albums 127,701,000 121,402,000 -4.9%
Digital Tracks 596,864,000 579,911,000 -2.8%
Store Singles 1,407,000 1,400,000 -0.5%
Total 725,972,000 702,713,000 -3.2%
Album w/TEA* 187,387,400 179,393,100 -4.3%
*Includes track equivalent album sales (TEA) with 10 track downloads equivalent to one album sale,

2012

2013 | 579.9 Million
Sales by Album Format

2012 2013 CHANGE
w 77,460,000 66,716,000 -13.9%
Digital 48,369,000 52,084,000 7.7%
vinyl 1,838,000 2,441,000 32.8%
Other 33,000 159,000 381.8%

2012 2013 CHANGE
Current 62,313,000 61,495,000 -1.3%
Catalog 65,388,000 59,907,000 -8.4%
Deep Catalog 52,312,000 48,186,000 -7.9%

2012

2013 61.5 Million
Catalog Album Sales

2012

2013 59.9 million

Nielsen Sou
months nd jazz albums). T tay in the top half
ascurrent. Titles older than 18 months are catalog. Deep catalo
than 36 months.

counts ascurental

of an alburm's release (12
Billboard 200, however, remain
f catalog for ttles out more

niclsen

For week ending June 3, 2013, Figures are rounded. Campiled from a national sample of
retail store and rack sales reports collected by Nielsen Soundscan,

JUNE 15, 2013 | WWW.BILLBOARD.COM/BIZ e



Hot 100

2013

billboard

June 15

LEGEND
Bullets indicate titles with
greatest weekly gains.

Album Charts

@ Recording Industry Assn. of
America (RIAA) certification for
physical shipments & digital
downloads of 500,000 albums
(Gold).

A\ RIAA certification for physical
shipments & digital downloads
of 1 million units (Platinum).
Numeral noted with Platinum
symbol indicates album's multi-
platinum fevel.

’ RIAA certification for physical
shipments & digital downloads
of 10 million units (Diamond).
Numeral noted with Diamond
symbol indicates album’s multi-
platinum level.

(O Latin albums certification for
physical shipments & digital
downloads of 50,000 units (Oro).

/\ Latin albums certification for
physical shipments & digital
downloads of 100,000 units
(Platino). Numeral noted with
Platinum symbol indicates
album’s multi-platinum level.

Digital Songs Charts

@ RIAA certification for 500,000
paid downloads (Gold).

A\ RIAA certification for 1 million
paid downloads (Platinum).
Numeral noted with platinum
symbol indicates song's
multiplatinum level.

Awards

HG (Heatseeker Graduate)

PS (PaceSetter for largest % album
sales gain)

GG (Greatest Gainer for largest
volume gain)

DG (Digital Sales Gainer)

AG (Airplay Gainer)

$G (Streaming Gainer)

Publishing song index available on
billboard.com/biz.

Visit billboard.com/biz for complete
rules and explanations.

Artist

NT/PROMOTION LABEL

CAN'THOLD US  Macklemore & Ryan Lewis Feat. Ray Dalton

RLEWIS (B.HAGGERTY,R.LEWIS) MACKLEMORE/ADA/WARNER BROS.

With prior hit “Thrift Shop” having
reached the top 10 on the Hot 100
dated Jan. 5 (on its way to a six-week
reign), the pair becomes the only act to
rank in the top 10 each week this year.
The rapper and producer had shared
the feat with Bruno Mars, but the latter
dips 10-11 with “When | Was Your Man.”

WEEK | WEEK

Artist

IMPRINT/PROMOTION LABEL

22 Taylor Swift @] 20 14

MAX MARTIN,SHELLBACK (T.SWIFT,MAX MARTIN.SHELLBACK)  BIG MACHINE/REPUBLIC

TREASURE Bruno Mars % 3
THE SMEEZINGTONS (BRUNO MARS,P.LAWRENCE 1I,A.LEVINE,P.BROWN) ATLANTIC
STARTED FROM THE BOTTOM Drake Als v

M.ZOMBIE (A.GRAHAMW.COLEMAN,

N.SHEBIE,B.SANFILIPPO) YOUNG MONEY/CASH MONEY/REPUBLIC

CUPS (PITCH PERFECT’S WHEN I'M GONE)

C.BECK,M.KILIAN (A.P.CARTER,L.GERSTEIN,
D.BLACKETTH.TUNSTALL-BEHRENS, . FREEMAND

Amakendrick @ | 27

UME/REPUBLIC

NEXT TO ME EmeliSande Al 2 15

CRAZE,HOAX (A.E.SANDE,H.CHEGWIN,H.CRAZE,A.PAUL) CAPITOL
MIRRORS Justin Timberlake 2 16 CLARITY Zedd Featuring Foxes 28 1
TIMBALAND (JTIMBERLAKE TV.MOSLEY,).HARMON, J.E.FAUNTLEROY I1) RCA ZEDD (A.ZASLAVSKL,MATTTHEW KOMA,P.ROBINSON,S.GRAY) INTERSCOPE
GET LUCKY Daft Punk Feat Pharrell Williams
T.BANGALTER,G. DE HOMEM-CHRISTO (T.BAI . 3 7 THE OTHER SIDE Jason DerUk) 30 7
G. DE HOMEM-CHRISTON.RODGERS, P.L. mLuAMs) DAFT LIFE/COLUMBIA AMMO,M.JOHNSON (L.DESROULEAUX,M.JOHNSON,LCOLEMAN)  BELUGA HEIGHTS/WARNER BROS.
JUST GIVE ME AREASON  Plnk Feat. Nate Ruess A 1 16 With a 12-10 lift on Mainstream Top
JBHASKER (P!NK,J.BHASKER,N.RUESS) RCA
40, Deriilo notches his sixth top
"5 5] CRUISE Florida Georgia Line Feat. Nelly A | 5 35 10 on that radio ranking. Since his
JMOI (B.KELLEY,T.HUBBARD,J.MOI,C.RICE,J.RICE) REPUBLIC NASHVILLE/REPUBLIC ant Week in the l’egion (OC!- 10
oY i BLURRED LINES Robin Thicke Feat. T.I. + Pharrell i 7 2009), only Brino Mars {10) and
o PLWILLIAMS (P.LWILLIAMS RTHICKE) STAR TRAK/INTERSCOPE Pitbull (seven) boast more among
men. (Flo Rida has also totaled six
Thicke scores his first Hot Digital top 10s on the tally in that span.)
Songs No. 1 (229,000 downloads sold,
up 20%) and his first Hot 100 top 10. CRASH MY PARTY Luke Bryan 8 8
He'd previously peaked as high as No. JSTEVENS (R.CLAWSON,A.GORLEY) CAPITOL NASHVILLE
14 on the Hot 100 with his first entry, BAD Wale Featuring Ti Th °
" . ale Featuring Tiara Thomas %5 16
LOSt wlthOUt u' n 2007' b TTHOMAS,K.CAMP (0.AKINTIMEHIN.TTHOMAS) g MAYBACH/ATLANTIC
COME & GETIT Selena Gomez @| ¢ 8 SUIT & TIE Justin Timberlake Feat. JayZ Al 3 2
STARGATE (EDEANM.5.ERIKSENTE HERMANSEN) HOLLYWOOD L CARTER LARMON L€ FAUNTLEROY I-FSTUART SWHLSONCTIL) rea
RADIOACTIVE Imagine Dragons A | 7 40 HERE’S TO NEVER GROWING UP  Avril Lavigne 30 8
ALEX DA KID (IMAGINE DRAGONS,A.GRANT,J.MOSSER) KIDINAKORNER/INTERSCOPE M.JOHNSON (A.LAVIGNE,M.JOHNSON,C.KROEGER,D.H.HODGES, . KASHER HINDLIN) EPIC
1LOVE IT Icona Pop Featuring Charli XCX A 7 18 LOVE ME Lil Wayne Feat. Drake & Future 9 2
P.BERGER (P.BERGER,C.AITCHISON,L.EKLOW) RECORD COMPANY TEN/BIG BEAT/RRP “ﬂ'aﬁg%&,&“c‘fﬁm_ J,?L(L‘,“:,L?}‘AG,?&‘S:N, YOUNG MONEY/CASH MONEY/REPUBLIC
STAY Rihanna Featuring Mikky Ekko A | 3 1 U.0.E.N.0.  Rocko Feat. Future & Rick Ross 36 8
M.EKKO,).PARKER (M.EKKO,J.PARKER) SRP/DEF JAM/IDIMG NOT LISTED (NOT LISTED) ROCKY ROAD
4 10 WHEN | WAS YOUR MAN BrunoMars A| 1 2 LOVE SOMEBODY Maroon 5 7 2
THE SMEEZINGTONS (BRUNO MARS,P.LAWRENCE I1,A.LEVINE,A. WYATT) ATLANTIC BT EBRER N ZANCANELLA (uBY s ABM/OCTONE/INTERSCOPE
THE WAY Ariana Grande Feat. Mac Miller @ | 10 10 HO HEY The Lumineers A 3 =
H-MONEY (H.D.SAMUELS,A.STREETER,A.S.LAMBERT, L. SPARKS,M.MCCORMICK,B.RUSSELL) REPUBLIC R.HADLOCK (W.SCHULTZ,J.FRAITES) DUALTONE
BOYS‘ROUND HERE  Blake Shelton Feat. Pistol Annies & Friends @ | 13 10 FINE CHINA Chris Brown A9
S.HENDRICKS (R.AKINS.D.DAVIDSON.C.WISEMAN) WARNER BROS. NASHVILLE/WMN fEgﬁﬂgglg*;{,‘GMD‘ZE‘E’;V;‘,;E;}';Eng;;mm) RCA
THRIFTSHOP  Macklemore & Ryan Lewis Feat. Wanz A | 1 35 BITCH, DON'T KILL MY VIBE  Kendrick Lamar 2 15
RLEWIS (B.HAGGERTY.R.LEWIS) MACKLEMORE/ADA/WARNER BROS. M.SPEARS,BRAUN,VINDAHL.L.LYKKE, SCHMIDT) TOP DAWG/AFTERMATH/INTERSCOPE
HEART ATTACK Demilovato 4|10 1 RICH AS F**K Lil Wayne Featuring 2 Chainz a4 1
M.ALLAN,J.EVIGAN (M.ALLAN,L.EVIGAN, T-MINUS.N.SEETHARAM (D.CARTER,
S.DOUGLAS.N.WILLIAMS,A.PHILLIPS,D.LOVATO) HOLLYWOOD T.EPPS,TWILLIAMS,N.SEETHARAM) YOUNG MONEY/CASH MONEY/REPUBLIC
WE OWN IT (FAST & FURIOUS) 2 Chainz & Wiz Khalifa % 2 INEED YOURLOVE  Calvin Harris Feat. Ellie Goulding 2 7
THE FUTURISTICS (T.EPPS,C.J.THOMAZ, CHERRYTREE/DECONSTRUCTION/FLY EYE
A.SCHWARTZ.J.KHAJADOURIAN,B.S.ISAAC) DEF JAM/IDIMG C.HARRIS (C.HARRIS,E.GOULDING) ULTRA/ROC NATION/INTERSCOPE /COLUMBIA
#BEAUTIFUL Mariah Carey Feat. Miguel 17 4 I KNEW YOU WERE TROUBLE.  Taylor Swift A| 2 3
MIGUEL,M.CAREY,HAPPY PEREZ (M.J.PIMENTEL,M.CAREY) ISLAND/IDIMG MAX MARTIN,SHELLBACK (T.SWIFT,MAX MARTIN,SHELLBACK) BIG MACHINE/REPUBLIC
MY SONGS KNOW WHAT YOU DID IN THE DARK (LIGHTEMUP) Fall OutBoy @[ 15 17 SAIL AWOLNATION A 30 39
BMWALKER (FALL OUT BOY.B.WALKER,J.HILL) DECAYDANCE/ISLAND/IDIMG A.BRUNO (A.BRUNO) RED BULL
WAGON WHEEL Darius Rucker 5 17 GET YOURSHINEON  Florida GeorgiaLine A 27 19
F.ROGERS (B.DYLAN,K.SECOR) CAPITOL NASHVILLE J.MOI (T.HUBBARD,B.KELLEY,R.CLAWSON,CTOMPKINS) REPUBLIC NASHVILLE
POWER TRIP J. Cole Featuring Miguel @| 20 16 LOCKED OUT OF HEAVEN Bruna:Mars, | 1 35
HLCOLE (LCOLEH: LAWS) ROCNATION/COLUMBIA M.RONSON (BRUNO MARS,P.LAWRENCE I1,A.LEVINE) ATLANTIC
#THATPOWER  will.i.am Feat. Justin Bieher 7 on BODY PARTY s Ciara B 6
D.LEROYMWILL.L.AM (W.ADAMS,D.LEROY.}.BIEBER) WILL.LAM/INTERSCOPE J.CAMERON,M.LWILLIAMS I1,P.R.SLAUGHTER,C.MAHONE, JRRIERRY) EPIC
HIGHWAY DON'TCARE  Tim McGraw With Taylor Swift @ | 22 14 1 WANT CRAZY Hunter Hayes TE
B.GALLIMORE,T.MCGRAW (B.WARREN,B WARREN,M.IRWIN,J.KEAR) BIG MACHINE D.HUFF,H.HAYES (H.HAVES,L.MCKENNA TVERGES) ATLANTIC/WMN
FEEL THIS MOMENT Pitbull Feat. Christina Aguilera 4 [ g 19 BUGATTI Ace Hood Feat. Future & Rick Ross @[ 33 16

AMESSINGER N ATWEH M.LAMBROZZA (A.C PERED.C PEREZ NATWEH C XREVIAZUK,
AMESSINGERN.LAMBROZZALYARGAS,C AGUILERX PAL WAAKTARR SCHARKETM.FURHOLMEN)  WR.305/POLO GROUNDS/RCA

MIKE WILL MADE-IT {A.MCCOLISTER,
W.LROBERTS Il,M.LWILLIAMS I} NWILBURN CASH) WE THE BEST/YOUNG MONEY/CASH MONEY/REPUBLIC

@ Go to BILLBOARD.COM/BIZ for complete chart data
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Artist

IMPRINT/PROMOTION LABEL

YOUNG AND BEAUTIFUL

R.NOWELS (L.DEL REY,R.NOWELS)

Lana Del Rey 2 6

WATERTOWER/POLYDOR/INTERSCOPE

DONE. The Band Perry % 1

D.HUFF (R.PERRY,N.PERRY,1.DAVIDSON, LBRVANT) REPUBLIC NASHVILLE

GONE, GONE, GONE Phillip Phillips 5 13

GWATTENBERG (D.FUHRMANN,T.CLARK G.WATTENBERG) 19/INTERSCOPE

YLI TSAI; SOBIECH; ) DUNN PHOTOGRAPHY: TIMBERLAKE: TOM MUNRO/RCA RECORDS

LEGO HOUSE Ed Sheeran 2 10
JGOSLING (E.SHEERAN.J.GOSLING.C.LEONARD) ELEKTRA/ATLANTIC

The singer/songwriter
logs his second Adult

Top 40 top 10 (11-10).
Breakthrough single “The
A Team" reached No. 6
on the list in January.
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z
Z

HARLEM SHAKE Baauer 1 16

BAAUER (H.RODRIGUES,H.DELGADD) JEFFREE'S/MAD DECENT/WARNER BROS.

ANYWHERE WITH YOU Jake Owen 55 11
J.MOLR.CLAWSON (B.HAYSLIP,D.L.MURPHY,JL.YEARY) RCA NASHVILLE
GENTLEMAN PSY 5 8

PSY (PJAI'SANG,G.HYO0) SILENT/SCHOOLBOY/REPUBLIC

BEAT THIS SUMMER Brad Paisley 57 1

B.PAISLEY (B.PAISLEY,C.DUBOIS,L.LAIRD) ARISTA NASHVILLE

MAMA’S BROKEN HEART Miranda Lambert @ | 20 19

F.LIDDELL C.AINLAY,GWORF (B.CLARK,S.MCANALLY,K. MUSGRAVES) RCA NASHVILLE

Artist
SAFE AND SOUND Capital Cities %5
R.MERCHANT,S.SIMONIAN (R.MERCHANT,S.SIMONIAN) LAZY HOOKS/CAPITOL

TROUBLEMAKER Olly Murs Feat. FloRida A | 25 20

S.ROBSON (0.MURS,S.ROBSON,C.KELLY,T.DILLARD) SYCO/COLUMBIA
SEE YOU AGAIN Carrie Underwood % 5
M.BRIGHT (C.UNDERWOOD, D.H.HODGES,H.LINDSEY) 19/ARISTA NASHVILLE
PEOPLE LIKE US Kelly Clarkson 7 3
G.KURSTIN (M.KABIR, . MICHAEL B.DALY) 19/RCA
JUMP RIGHT IN Zac Brown Band 78 6
K.STEGALL,2.BROWN (Z.BROWN,W.DURRETTE,J.MRAZ) ATLANTIC/SOUTHERN GROUND
HEADBAND B.0.B Featuring 2 Chainz )

DJ MUSTARD (B.R.SIMMONS, JR..D.MCFARLANE,
T.EPPS,C.MONTGOMERY 111,S.COXTGRIFFIN,M.ADAM)  REBELROCK/GRAND HUSTLE/ATLANTIC

WIT ME T.I. Featuring Lil Wayne 80 2
NOT LISTED (C.J.HARRIS, JR.,D.C.QUINN,D,CARTER) HUSTLE GANG
ALL OVER THE ROAD Easton Corbin 81 4

C.CHAMBERLAIN (C.CHAMBERLAIN,A.GORLEY,W.KIRBY) MERCURY NASHVILLE

I'M
LOOKIN’
RIGHT
AT THE
OTHER
HALF OF
ME. THE
VACANCY
THAT SAT
IN MY
HEART IS
A SPACE
THAT

M?ﬁl{?g;?ﬁxylms Brantley Glla?ol;s 79 14 Yo U N OW
DON'T YA Brett Eldredge 83 2 HOLD-

C. DESTEFANO (B.ELDREDGE,C. DESTEFANO,A.GORLEY) ATLANTIC/WMN

WILD FORTHENIGHT  A$AP Rocky Feat. Skrillex g ©  MIRRORS

SKRILLEX (R.MAYERS,S.MOORE,M.DALMORO, JUSTIN TIMBERLAKE

D.LEBOUVIERT.PARENT,N.VADON,J.PRADEYROL) A$AP WORLDWIDE/POLO GROUNDS/RCA

CRAZY KIDS  Ke$ha Feat. will.i.am or Juicy J 50 1
DR, LUKE,BENNY BLANCO.CIRKUT (K.SEBERT,

W.ADAMS,L.GOTTWALD,B.LEVIN, HWALTER) KEMOSABE/RCA

As it rises 32-31 on Mainstream Top
40, it launches on Hot Digital Songs at
No. 34 (up 215% to 54,000). A new mix
featuring Juicy J accounts for 54% of
the song's weekly sum.

ALIVE

RAIN MAN (JYOUSAFYYOUSAF,K TRINDL,N.LIM, LUDELL)

Krewella @ 32 16

KREWELLA/COLUMBIA

NO NEW FRIENDS DJ Khaled Feat. Drake, Rick Ross & Lil Wayne 5 6

BOI-DAN.SHEBIB (KM KHALED A G
W.LROBERTS I,D.CARTER M. SAWELS N SM[ElB) WE THE BEST/YOUNG MONEY/CASH MONEY/REPUBLIC

RUNNIN’ OUTTA MOONLIGHT Randy Houser 62 4

D.GEORGE (D.DAVIDSON, J.K.LOVELACE,A.GORLEY) STONEY CREEK
LIKE JESUS DOES Eric Church 5 15
1.JOYCE (C.BEATHARD,M.CRISWELL) EMI NASHVILLE
PLAY HARD David Guetta Feat. Ne-Yo & Akon o 2

D.GUETTA (D.GUETTA,G.H.TUINFORT,F.RIESTERER,

ATHIAM,S.C.SMITH,S.MOLIIN,E.KALBERG) WHAT A MUSIC/ASTRALWERKS/CAPITOL

SAME LOVE  Macklemore & Ryan Lewis Feat. Mary Lambert 65 12

R.LEWIS (B.HAGGERTY,R.LEWIS.M.LAMBERT) MACKLEMORE/SUB POP/ADA/WARNER BROS.

WE STILL IN THIS B**** B.o.B Feat. T.I. &Juicy ) @] ¢6 16

MIKE WILL MADE-TMARZ (B.RSIMMONS,
M.LWILLIAMS i1 M MIDDLEBROOKS,C.) HAW\S IR.LHOUSTON)  REBELROCK/GRAND HUSTLE/ATLANTIC/RRP

HEY PRETTY GIRL Kip Moore 67 1

B.JAMES (K.MOORE,D.COUCH) MCA NASHVILLE

DOWNTOWN Lady Antebellum @ 2 v

PWORLEY,LADY ANTEBELLUM (L.LAIRD,S.MCANALLY,N.HEMBY) CAPITOL NASHVILLE

BEATIT  Sean Kingston Feat. Chris Brown & Wiz Khalifa © 6
SEAN KINGSTON,NIC NAC (K.ANDERSON,

0.AKINLOLU,N.BALDING,C.LTHOMAZ) BELUGA HEIGHTS/EPIC

HIGH SCHOOL

BOI-IDAT-MINUS (O..MARAJ,
D.CARTER.M.SAMUELSTWILLIAMS)

Nicki Minaj Feat. Lil Wayne @ 9

YOUNG MONEY/CASH MONEY/REPUBLIC

LIVEITUP Jennifer Lopez Featuring Pitbull 0 4
REDONE,ALEX PVICTORY (N.KHAYAT,A.PAPACONSTANTINOU,
B.DIUP A.C.PEREZ,AJ JUNIOR,B.HALJL . 2101/CAPITOL

SALES DATA COMPILED BY

SoundScan

TAPOUT  Rich Gang Feat. Lil Wavne, Birdman, Future, Mack Maine, Nicki Ming] n 4
DETAIL (D.CARTER,B.WILLIAMS, LA.PREYAN,

OTMARALNWILBURN CASHN.C.FISHER) YOUNG MONEY/CASH MONEY/REPUBLIC

DEMONS Imagine Dragons 64 1

ALEX DA KID (IMAGINE DRAGONS.A.GRANT,LMOSSER) KIDINAKORNER/INTERSCOPE

Data for week of 06.15.2013 | For chart reprints call 212.493.4023

PIRATE FLAG Kenny Chesney @/ 46 1
B.CANNON,K.CHESNEY (R.COPPERMAN,D.L.MURPHY)  BLUE CHAIR/COLUMBIA NASHVILLE
HOW MANY DRINKS? Miguel 82 7
S.REM! (M.LPIMENTEL,S.REMLR.NICHOLS,PWILLIAMS) BYSTORM/BLACK ICE/RCA
LEVITATE Hadouken! 69 14
LOADSTAR (HADOUKEN,A.SMITH,N.HILL,G.HARRIS) SURFACE NOISE
LOVE AND WAR Tamar Braxton 57 19
D.CAMPER, JR. (M.RIDDICK,L.DANIELS,T.BRAXTON) STREAMLINE/EPIC

GRANDPA (TELL ME ‘BOUT THE GOOD OLD DAYS) Danielle Bradbery 89 1

B.APPLEBERRY (LO'HARA) REPUBLIC

LOVEEEEEEE SONG Rihanna Feat. Future 5 18

FUTURE (NWILBURN CASH,R.FENTY,D.ANDREWS,G.5.JACKSON,L.S.ROGERS) SRP/DEF JAM/IDIMG

LITTLE BIT OF EVERYTHING Keith Urban 9 2

N.CHAPMAN,K.URBAN (B.WARREN,BWARREN,K.RUDOLF)  HIT RED/CAPITOL NASHVILLE

cLoubs Zach Sobiech % 2

K.DEMER (Z.SOBIECH) ROCK THE CAUSE

The folk-tinged track falls 7-54 on Hot Digital Songs (34,000; down
78%) after media attention helped spur its debut last week. Still, its to-
date total rises to 215,000, all of which benefits

the charity established by Sobiech before he &
died May 20. Meanwhile, the song increases by §
72% to 495,000 weekly streams. —Gary Trust

HEY GIRL Billy Currington 52

D.HUFF (R.AKINS,A.GORLEY,C. DESTEFANO) MERCURY NASHVILLE

MOLLY  Tyga Feat. Cedric Gervaus Wiz Khalifa & Mally Mall 66 11

DEZ DYNAMICMALLLY MALL (M.NGUYEN-STEVENSO}
CITHOMAZ.LIACKSON,J.RASHID,D.MAPP.L. DEPASQUALE COID) YOUNG MONEY/CASH MONEY/REPUBLIC

REDNECK CRAZY Tyler Farr 9%5 1
J.CATINO,LKING (LKEAR,M.IRWIN C.TOMPKINS) COLUMBIA NASHVILLE

WINGS Little Mix 79 9
TMS (T.BARNES,B.KOHN,|.JAMES, P.EDWARDS, LNELSON,L.A.PINNOCK, L THIRLWALL,
H.ROJAS,E.NURIM.LEWIS,M.BUTLER,P.KELLEHER K COLEMAN,C.C.DOTSON) SYCO/COLUMBIA

POINT AT YOU Justin Moore 97 1
1.5.STOVER (R.COPPERMAN,R.AKINS,B.HAYSLIP) VALORY

CAN'T SHAKE YOU Gloriana 8 3
M.SERLETIC (T.GOSSIN,S.BENTLEY,J.T.SLATER)  EMBLEM/WARNER BROS. NASHVILLE/WAR

KISSES DOWN LOW Kelly Rowland n B
MIKE WILL MADE-IT,MARZ (M.LWILLIAMS 11,

M.MIDDLEBROOKS TTHOMAS TTHOMAS, K.ROWLAND) REPUBLIC

READY Fabolous Featuring Chris Brown 23 6

THE RUNNERS,THE MONARCH (1.D.JACKSON, A HARR,
J.JACKSON,A.DAVIDSON,5.DAVIDSON,K.COSSOM,C.M.BROWN)  DESERT STORM/DEF JAM/IDIMG

L3

Justin
L3

Time
Justin Timberlake scores his
highest-charting Billboard Hot
100 hit in more than four years
as “Mirrors” rises 3-2. Passing
the No. 3 peak of previous
single “Suit & Tie” (featuring
Jay-z), Timberlake tallies his
highest rank since “Dead and
Gone,” on which he assisted T.I.,
peaked at No. 2 for five weeks in
February/March 2009. He last
placed higher as a guest, with
Nelly Furtado, on Timbaland's
two-week No. 1 “Give It to Me”
in April 2007. A month earlier,
he'd crowned the chart with
his own “What Goes Around. ..
Comes Around.”

“Mirrors” tops Hot 100 Airplay
for a third week. The song
gains by 2% to 154 million all-
format audience impressions,
according to Nielsen BDS,
rewriting for a second week his
career-best weekly reach.

With sales of 1.8 million,
according to Nielsen
SoundScan, “Mirrors”
already ranks as Timberlake's
seventh-best-selling download.
“SexyBack" leads with 4.2
million, followed by “Dead and
Gone” (3.2 million), “Suit &

Tie" (2.44 million), “What Goes
Around . . . Comes Around”
(2.4 million), “My Love"
(featuring T.1.) (2.22 million)
and Timbaland's “Carry Out”
(on which he's featured) (2.2
million). —Gary Trust
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ARTIST ARTI Title [ gqy | Peae ms.on
IMPRINT/DISTRIBUTING PRINT/DISTRIBUTING LAI POS. |CHART ;
DAFTPUNK  Random Access Memories DEMI LOVATO Demi 3 3
DAFT LIFE/COLUMBIA HOLLYWOOD
ALICE IN CHAINS The Devil Put Dinosaurs Here 2 1 KENNY CHESNEY Life On A Rock 1 5
DEBUT CARfTOL BLUE CHAIR/COLUMBIA NASHVILLE/SMN
3/ 3] JOHN FOGERTY Wrote A Song For Everyone 3 SOUNDTRACK Fast & Furious 6 5 2
VANGUARD/WELK DEF JAM/IDIMG
[T 4 ] LITTLE MIX DNA 4 MAROON 5 Overexposed A 2 4
SYCO/COLUMBIA ABM/OCTONE/IGA
(clc] BLAKE SHELTON Based On A True Story ... 3 10 KID INK Almost Home (EP) 7 1
WARNER BROS. NASHVILLE/WMN THA ALUMNI GROUP/88/RCA
The country star’s three charting W .
" 2 6l
albums (Nos. 5, 101 and 110) all r E‘EN!'UMINEERS The Lumineers A
gain this week. The increases follow L W
his performances on NBC's “The p PISTOL ANNIES Annie Up 5 4
Voice” (May 27) and the charity FeANASHTLLESIN
concert “Healing in the Heartland” TAYLOR SWIFT Red A 1 3
(May 29), which he organized (see BIG MACHINE/BMLG
stories, pages 11 and 48). .
THE BAND PERRY Pioneer 2 9
REPUBLIC NASHVILLE/BMLG
DARIUS RUCKER True Believers 2 LIL WAYNE | Am Not A Human Being Il 2 10
CAPITOL NASHVILLE/UMGN YOUNG MONEY/CASH MONEY/REPUBLIC
SOUNDTRACK The Great Gatsby: Music From Baz Luhrmann's Film 2 MUMFORD & SONS Babel A| ! 36
WATERTOWER/INTERSCOPE/IGA GENTLEMAN OF THE ROAD/GLASSNOTE
IMAGINE DRAGONS Night Visions @| 2 3 FUN. Some Nights A| 3 ¢
KIDINAKORNER/INTERSCOPE/IGA FUELED BY RAMEN
JUSTIN TIMBERLAKE The 20/20 Experience A | ! U THIRTY SECONDS TO MARS  LOVE LUST FAITH + DREAMS 6 2
RCA IMMORTAL/VIRGIN/CAPITOL
D i FALL OUT BOY Save Rock And Roll ra

VAMPIRE WEEKEND Modern Vampires Of The City 1
XL

DECAYDANCE/ISLAND/IDIMG

VARIOUS ARTISTS NOW 46 3

fobal Media, LLE and Nielsen

BornToDie @| 2 70

6 11 LANA DEL REY
UNIVERSAL/SONY MUSIC/UME POLYDOR/INTERSCOPE/IGA

2 8 GEORGE STRAIT Love Is Everything 2 LUKE BRYAN  Spring Break... Here ToParty @| ! B
MCA NASHVILLE/UMGN CAPITOL NASHVILLE/UMGN

8 12 MICHAEL BUBLE To Be Loved 1 FANTASIA Side Effects Of You 2 6
REPRISE/WARNER BROS. 19/RCA

5 10 LADY ANTEBELLUM Golden 1 ADELE 21 @ o
CAPITOL NASHVILLE/UMGN XL/COLUMBIA
PINK The Truth About Love A | ! ¥ RIHANNA Unapologetic A| ! 28
RCA SRP/DEF JAM/IDIMG
THE-DREAM IV Play 16 TIM MCGRAW Two Lanes Of Freedom 2 §
RADIO KILLA/DEF JAM/IDIMG BIG MACHINE/BMLG g
FLORIDA GEORGIA LINE  Here's To The Good Times @[ 7 2 L&) ONEREPUBLIC Native 4 10
REPUBLIC NASHVILLE/BMLG MOSLEY/INTERSCOPE/IGA

n o MACKLEMORE & RYAN LEWIS The Heist @| 2 34 SOUNDTRACK  Nashville: The Music Of Nashville: Season 1: Volume 2 B4
MACKLEMORE ABC STUDIOS/LIONSGATE HOME ENTERTAINMENT/BIG MACHINE/BMLG

7 19 BRUNO MARS Unorthodox Jukebox Al ! 2 ERIC CHURCH Chief Al ! ¥
ATLANTIC/AG EMI NASHVILLE/UMGN
THE NATIONAL Trouble Will Find Me 3 MAN OVERBOARD Heart Attack 46 1
4AD RISE
FRENCH MONTANA Excuse My French 4 o s e T
COKE BOYS/BAD BOY/INTERSCOPE/IGA y Iates{ SEt Surpasses the peak Of

its 2011 self-titled second album,

PAUL MCCARTNEY AND WINGS  Wings Over America 2 58 which bowed and peaked at No.

MPL/HEAR/CONCORD
Paul McCartney’s reissue series with
Concord Records continues with
Wings Over America, which flies back
onto the tally with 17,000 sold (up
from essentially nothing the week
previous). It moves slightly more than
the opening week of his last reissue,
2012's Ram, which re-entered at No.
24 on June 9, 2012.

181 with 3,000. Of the new set’s |
debut frame, 17% were vinyl LPs,
placing it at No. 4 on the Vinyl
Albums chart (a little more than
1,000 sold).

ED SHEERAN

ELEKTRA

SALES DATA COMPILED BY

KENDRICK LAMAR

TOP DAWG/AFTERMATH/INTERSCOPE/IGA

good kid, m.A.Adcity @| 2 R
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John Fogerty logs his highest
bow on the Billboard 200 as
Wrote a Song for Everyone
starts at No. 3 with 51,000
copies, according to Nielsen
SoundScan. The veteran
rocker’s Vanguard/Welk debut
is his highest-charting album
(and first top 10) since 1985's
Centerfield climbed to No. 1.
The new set features an
all-star lineup of guest artists
dueting with Fogerty on his
own classics like “Fortunate
Son” (with Foo Fighters) and

“Proud Mary” (with Jennifer

Fogerty's previous high
debut as a solo artist came

when greatest-hits collection
The Long Road Home debuted
and peaked at No. 13 in 2005.
His only previous solo top 10
was Centerfield, which hit the
top of the chart for one week

particularly well with mass
merchants, who moved 41%
of its first-week sales. The
release was the second-
biggest-selling set at mass
merchants, behind Darius
Rucker’s True Believers. The
latter is No. 6 on the Billboard
200 with 41,000 sold (24,000
through mass merchants).
—Keith Caulfield
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LAURA MARLING Once | Was An Eagle 9 1 60 7 @8 KELLY CLARKSON Greatest Hits: Chapter One n 2
RIBBON 19/RCA
The British musician takes a bow AMY GRANT H M Looks F H 2 3
ot ow Mercy Looks From Here
at NO. 4 on FOIk Albums' Shlﬁlng a AMY GRANT/SPARROW/CAPITOL CMG y
career-high 8,000. It's her fourth set
to reach the tally, and is surpassed BRUNO MARS Doo-Wops & Hooligans 3 ¥
only by her last release, 2011's A SR
Creature | Don't Know (No. 3). TONY BENNETT/DAVE BRUBECK  Bennett/Brubeck: The White House Session, L 1962 "ol
RPM/COLUMBIA/LEGACY
PITBULL Global Warming 128
MR. 305/POLO GROUNDS/RCA
LUKE BRYAN Tailgates & Tanlines A| 2 % GEORGE JONES Super Hits %6 6
CAPITOL NASHVILLE/UMGN SONY MUSIC CMG
ORIGINAL BROADWAY CAST RECORDING  Kinky Boots 51 MIGUEL Kaleidoscope Dream 30
MASTERWORKS BROADWAY/SONY MASTERWORKS BYSTORM/BLACK ICE/RCA
ROD STEWART Time 7 4 KACEY MUSGRAVES Same Trailer Different Park 2 u
CAPITOL MERCURY NASHVILLE/UMGN
64 68 VARIOUS ARTISTS NOW 45 ER Y NATALIE MAINES Mother 7 4
UNIVERSAL/EMI/SONY MUSIC/CAPITOL CcoLumBIA
Hudson).
43 46 OF MONSTERS AND MEN My Head Is An Animal @ | ¢ 6! A$AP ROCKY Long.Live.A$AP 120
REPUBLIC A$AP WORLOWIDE/POLO GROUNDS/RCA
50 48 SOUNDTRACK pitch Perfect @| 3 32 ONE DIRECTION Take Me Home 12
UME SYCO/COLUMBIA
IMAGINE DRAGONS iTunes Session (EP) 5% 1 ALT-) An Awesome Wave 80 25
KIDINAKORNER/INTERSCOPE/IGA INFECTIOUS/CANVASBACK/ATLANTIC/AG on Mafch 23' 1985.
\ischie Dragprs’ N ALAN JACKSON Precious Memories: Volume Il 5010 e
Visions rises 13-8 (33,000; up ALAN-ACRaUN FreclousMemaries: Yolume
22%) thanks in part to iTunes
promoting the band’s new iTunes HUNTER HAYES Hunter Hayes L
s ATLANTIC/WMN
Session (EP). The set, released
last week, bows with 7,000 and TYGA Hotel California 7 8
is the highest-charting iTunes YOUNG MONEY/CASH MONEY/REPUBLIC
Session since Wilco's opened at MATT REDMAN 10,000 Reasons 0 2
No' 54 (FEb' 11’ 2012)' SIXSTEPS/SPARROW/CAPITOL CMG !
PARAMORE Paramore 18 JOHNNY CASH  The Legend Of Johnny Cash 5 120
FUELED BY RAMEN LEGACY/COLUMBIA NASHVILLE/AMERICAN/ISLAND/UME
BRAD PAISLEY Wheelhouse 2 8 KID cupl Indicud 2 7
ARISTA NASHVILLE/SMN REPUBLIC
LITTLE BIG TOWN Tornado @| 2 38 BOBMARLEY AND THE WAILERS  Legend: The Best OF Bob Marley And The Wallers 18 270
CAPITOL NASHVILLE/UMGN TUFF GONG/ISLAND/UME
ERIC CHURCH Caught In The Act: Live 5 8 ALABAMA SHAKES Boys & Girls 6 57
EMI NASHVILLE/UMGN ATO
MUMFORD & SONS Sigh No More A 2 7 VOLBEAT Outlaw Gentlemen & Shady Ladies 9 8
GENTLEMAN OF THE ROAD/GLASSNOTE VERTIGO/REPUBLIC
JASON ALDEAN Night Train A| ! 3 CREEDENCE CLEARWATER REVIVAL FEAT, JOHN FOGERTY  Chronicle The 20 Greatest Hts 52 183
BROKEN BOW/BBMG FANTASY/CONCORD
PHILLIP PHILLIPS  The World From The Side Of TheMoon @ | 4 28 SOUNDTRACK Les Miserables 14
19/INTERSCOPE/IGA POLYDOR/REPUBLIC
TRACE ADKINS Love Will... 1“3 TESSERACT Altered State 9% 1
SHOW DOG-UNIVERSAL CENTURY MEDIA
SHE & HIM Volume 3 5 4 STEVE MARTIN & EDIE BRICKELL  Love Has Come For You a6
MERGE 40 SHARE/ROUNDER/CONCORD
EISLEY Currents 66 1 WILL.L.AM #willpower 9 6
EQUAL VISION WILL.L.AM/INTERSCOPE/IGA
VARIOUS ARTISTS  NOW That's What | Call A Country Party 34 PHOENIX Bankrupt! 4 6
UNIVERSAL/SONY MUSIC/UME LOYAUTE/GLASSNOTE
MIRANDA LAMBERT Four The Record @| 3 8! TAMELA MANN Best Days 1438
RCA NASHVILLE/SMN TILLYMANN
CARRIE UNDERWOOD Blown Away Al ! ¥ ZAC BROWN BAND Uncaged 14
19/ARISTA NASHVILLE/SMN ROAR/SOUTHERN GROUND/ATLANTIC/AG
EMELI SANDE our Version Of Events 28 29 KE$HA Warrior 6 2
CAPITOL KEMOSABE/RCA

Data for week of 06.15.2013 | For chart reprints call 212.493.4023
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Little Mix
Trumps
Spice
irls

British vocal quartet Little
Mix breaks a Spice Girls
chart record this week, as the
former’s debut album, DNA,
bows at No. 4 on the Billboard
200. It's the highest debut

for a British female group’s
first album, surpassing the
No. 6 arrival of the Spice Girls’
Spicein 1997. (It rose to No. 1
13 weeks later, spending five
weeks atop the list.)

DNA was led by the single

“Wings,” which reached No. 26
on Mainstream Top 40 and No.
79 on the Billboard Hot 100. It
has sold 331,000 downloads
to date.

DNA enters with 50,000
sold and logs the highest start
for any female group’s debut
album since 2006, when
Danity Kane’s self-titled set
bowed at No. 1.

Little Mix won the 2011 U.K.
version of “The X Factor,” the
same show that gave rise to
Little Mix’s Syco/Columbia
Records labelmate One
Direction. The latter came in
third in the 2010 season.

Little Mix made its U.S. TV
debut on June 7 on ABC's

“Good Morning America,”
performing as part of the
show’s annual summer
concert series. Three days
later, the group will perform
on ABC’s “Live With Kelly &
Michael.” —Keith Caulfield

ARTIST

IMPRINT/DISTRIBUTING L

BLAKE SHELTON Loaded: The Best Of Blake Shelton

REPRISE NASHVILLE/WMN

EAK [WKS. ON|
. 18 97

ONE DIRECTION Up All Night A| 1t 64
SYCO/COLUMBIA

ALICIA KEYS GirlonFire @ ! %
RCA

The R&B diva recently announced the release of
her VHI Storytellers album, due June 25. The set
could become her seventh straight entry in the top

ARTIST

2WKS
AGO

ReenTRY @D

RCA

Sale pricing in the iTunes store for $6.99

album's best sales frame since the week

units away from reaching 500,000.

helps push an overall 216% increase for the
set (selling 3,000 for the week). This is the

ending Dec. 30, 2012. The title is about 18,000

two on the Billboard 200~her entire album output. THE NEIGHBOURHOOD | Love You. 9 6
So far, only 2010’s The Element of Freedom missed ol e
the top, bowing and peaking at No. 2. FLEETWOOD MAC Rumours @ 1 160
WARNER BROS.
BASTILLE Haunt (EP) 104 1 LEE BRICE Hard 2 Love 5 56
VIRGIN/CAPITOL CURB
JOSH GROBAN All That Echoes 1w 138 144 @ VARIOUS ARTISTS  Shake It Up: | <3 Dance %6 1
REPRISE/WARNER BROS. WALT DISNEY
THE WEEKND Trilogy Al 4 ¥ RE-ENTRY @ CAROLE KING Tapestry @ 1310
XO/REPUBLIC ODE/EPIC/LEGACY
SOUNDTRACK Star Trek: Into Darkness 58 3 g T
VARESE SARABANDE ) Lalbum logs its highest sales week since
February. It benefits from the May 28 premiere
BRANTLEY GILBERT Halfway To Heaven 4 94 of the PBS special “Carole King: The Library of
YHORIEME Congress Gershwin Prize in Performance at the
GEORGE JONES 16 Biggest Hits 2 6 White:Holse &
EPIC (NASHVILLE)/LEGACY
BLAKE SHELTON Red River Blue 19 THE PIANO GUYS The Piano Guys 2 8 4
WARNER BROS. NASHVILLE/WMN PORTRAIT/SONY MASTERWORKS
JUAN LUIS GUERRA 440 Asondeguerra Tour 80 3 THE BEACH BOYS Live: The 50th Anniversary Tour 9% 2
CAPITOL LATIN/UMLE BROTHER/CAPITOL/UME
DAFT PUNK Discovery @| 44 2 PINK FLOYD The Dark Side Of The Moon | 12 838
VIRGIN/CAPITOL CAPITOL
SNOW PATROL Greatest Hits m 1 ROB ZOMBIE Venomous Rat Regeneration Vendor 76
FICTION/POLYDOR/ISLAND/IDIMG ZODIAC SWAN/T-BOY/UME
SN The album, released only in North America,
5 2 35
gﬁ%ﬁ contains all but one of the band’s nine top Mﬂgﬁmw BROS. The 2nd Law
10 Triple A hits. (It lacks 2007’s No. 6 single
“You're All | Have.”) This is the second hits KID ROCK Cocky A| 3 2

‘

package for the act, following 2009's Up fo

Now, which debuted and peaked at No. 182.

LAVA/AG

BETH HART/JOE BONAMASSA

18 R ADVENTURES

Seesaw a2

HALESTORM The Strange Case Of... 54 JOURNEY Journey’s Greatest Hits €| 10 263
ATLANTIC/AG COLUMBIA/LEGACY

LANA DEL REY Paradise (EP) 10 20 AWOLNATION Megalithic Symphony 84 8
POLYDOR/INTERSCOPE/IGA RED BULL

GUCCI MANE Trap House 3 e 2 SKINNY PUPPY Weapon 140 1

1017 BRICK SQUAD METROPOLIS

RANDY HOUSER How Country Feels 16 T.I. Trouble Man: Heavy Is The Head 2
STONEY CREEK/BBMG GRAND HUSTLE/ATLANTIC/AG

KIDZ BOP KIDS Kidz Bop 23 2 20 ZAC BROWN BAND The Foundation A| 2 24
RAZOR & TIE ROAR/BIGGER PICTURE/HOME GROWN/ATLANTIC/AG

EMINEM The Eminem Show | ! 19 ERIC CLAPTON  The Best OfErc Clapton: 20th Century Masters The Milennium Collection 66 87
WEB/AFTERMATH/INTERSCOPE/UME CHRONICLES/POLYDOR/UME

THE BLACK KEYS ElCamino A| 2 ™ KIP MOORE Up All Night 6 53
NONESUCH/WARNER BROS. MCA NASHVILLE/UMGN

LINDSEY STIRLING Lindsey Stirling 9 29 CHRIS TOMLIN Burning Lights 12

BRIDGETONE SIXSTEPS/SPARROW/CAPITOL CMG

EAGLES The Very Best Of The Eagles A 3 9 ERIC CLAPTON Old Sock 7R
WARNER STRATEGIC MARKETING BUSHBRANCH/SURFDOG

SOUNDTRACK Nashville: Season 1: Volume 1 1425 NEW KIDS ON THE BLOCK 10 6 8

ABC STUDIOS/LIONS GATE/BIG MACHINE/BMLG THE BLOCK/BOSTON 5

VARIOUS ARTISTS WOW Hits 2013 @ | 3 36 STONE SOUR House Of Gold & Bones: Part 2 o 8

PROVIDENT/WORD-CURB/CAPITOL CMG

ROADRUNNER

@ Go to BILLBOARD.COM/BIZ for complete chart data
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13 10

False Idols 149 1 THOMPSON SQUARE Just Feels Good

STONEY CREEK/BEMG

NEW @ TRICKY

K7

The dance/electronic music veteran
returns with his first charting set since
2008's Knowle West Boy debuted and
peaked at No. 147. His 2010 album,
Mixed Race, missed the big chart, but
reached No. 11 on Dance/Electronic
Albums. The new set enters at No. 5
on the latter tally, his fourth top 10 on

A FIRM HANDSHAKE

ROCK THE CAUSE

Fix Me Up (EP) 20 2

KEITH JARRETT/GARY PEACOCK/JACK DEJOHNETTE  Somewhere m 1

ECM/DECCA

Somewhere is the trio’s latest
collaborative set, starting with 1983's
Standards, Vol. 1. On Traditional

Jazz Albums, it enters at No. 3. Since

Todd
Edwards

Data for week of 06.15.2013 | For chart reprints call 212.493.4023

that list. ] Was it hard to keep your
the jazz chart became a weekly involvement in Daft Punk’s
9 30 SoundScan-powered list in 1993, Random Access Memories
e A et e . asecret?
arrett has logged 19 top 10s. Only It's like if a UFO landed and
PINK Greatest Hit S0 Farll 5 86 - Miles Davis (23) and Tony Bennett (20) the government forced you
. reatest HItS... 50 Farill 2 3 : 3 not to talk about it. That'’s a
LAFACE/JIVE/RCA \.:{ have claimed more. —Keith Caulfield little dramatic. But it was the
most epic thing you wanted to
JASON ALDEAN My Kinda Party 2 134 VARIOUS ARTISTS NOW 44 2 30 share with everyone and you
BROKEN BOW/BBMG UNIVERSAL/EMI/SONY MUSIC/CAPITOL couldn’t say a word to anyone
about it. But my loyalty was to
he two people that have had
ALEXIS SPIGHT L.Q.L. 1533 THE DOORS The Very Best Of The Doors 84 19 thetwoy -
MUSIC WORLD GOSPEL/MUSIC WORLD DMC/ELEKTRA/RHINO AMAOF lmDaCt onimy life.
You previously worked
AMY WINEHOUSE Back To Black 219 FITZ AND THE TANTRUMS  More Than Just A Dream %4 with Daft Punk on 2001’s
REPUBLIC DANGERBIRD/ELEKTRA Discovery. How did this new
album compare?
FLORENCE + THE MACHINE Ceremonials @| ¢ 77 DRAKE Take Care 1 75 Thefirst time around was very
REPUBLIC YOUNG MONEY/CASH MONEY/REPUBLIC perSOnaL They ﬂEW me out
to Paris, which was amazing
. . for a young producer. They
THE BAND PERRY The Band Perry 4 129 PATTY GRIFFIN American Kid 6 4 : 3 }
REPUBLIC NASHVILLE/BMLG NEW WEST [reated me like famllv: Th_'s
5: time was much more intricate
g 6 10 2 7 musically. | got a dose of being
H TASHA COBBS Grace (EP) CASTING CROWNS Come To The Well 0 in an epic studio and working
? EMI GOSPEL/MOTOWN GOSPEL/CAPITOL CMG BEACH STREET/REUNION/PLG W|[h |i\/€ instrumenta[iorl
§ People thought | was crazy
B ESCAPE THE FATE Ungrateful a3 PISTOL ANNIES Hell On Heels 5 10 because I didn’t know how the
] ELEVEN SEVEN RCA NASHVILLE/SMN recording process worked for
i live musicians.
3 i 79 i 66 37
% :(ILLSWITCH ENGAGE  Disarm The Descent PRINCE The Very Best Of Prince What was your initial vision
OADRUNNER WARNER BROS. S
for “Fr of Time,”
. i " . the song you co-wrote?
ILVOLO We Are Love: Special Edition 160 1 SKRILLEX Scary Monsters And Nice Sprites (EP) 49 9 (paft punk'sl Thomas
OPERA BLUES/GATICA/RENTOR/INTERSCOPE/IGA BIG BEAT/ATLANTIC/AG [Bangalter] and I sat down
. ) for five hours one day and we
DEVICE Device n s THE POSTAL SERVICE Give Up 45 38 wrote the song. He suggested
WARNER BROS. SUB POP | write about my experiences
being with them for three
LED ZEPPELIN Mothership 7183 WILLIE NELSON Super Hits 98 49  weeksinLA.|cameup with
SWAN SONG/ATLANTIC COLUMBIA/LEGACY apart and they made it into
the chorus. | was blown away
" s because I thought it was just
YEAH YEAH YEAHS Mosquito 507 DEPECHE MODE Delta Machine 6 9 rgmbetEime.
DRESS UP/INTERSCOPE/IGA VENUSNOTE/MUTE/COLUMBIA
Random Access Memories
GARY ALLAN Set You Free 1’ THE ROLLING STONES GRRR! 19 17 has been divisive among
MCA NASHVILLE/UMGN THE ROLLING STONES/ABKCO/INTERSCOPE/UME fans.
This album to me is a
LYNYRDSKYNYRD - The Best O Lynyrd Skynyra: 20t Century Masters The Milkaium Collction 60 119 TWENTY ONE PILOTS Vessel 58 2 masterpiece. It's a level of
MCA/UME FUELED BV RAMEN musical quality that | don’t
intend to reach. It inspires me.
. —Dan Hyman
EMINEM Recovery 14 EVE Lip Lock 46 3 &
WEB/SHADY/AFTERMATH/INTERSCOPE/IGA FROM THE RIB
MICHAEL BUBLE Michael Buble 47 80 SKRILLEX Bangarang (EP) 1466
143/REPRISE/WARNER BROS. BIG BEAT/OWSLA/ATLANTIC/AG
TYLER, THE CREATOR Wolf 39 BRIDGIT MENDLER Hello My Name Is... EUS
0DD FUTURE HOLLYWOOD
2 CHAINZ Based On A T.R.U. Story 1 & BOBSEGER & THE SILVER BULLET BAND  Ufimate Hits: Rock And Roll Never Forgets 19 58
DEF JAM/IDIMG HIDEQUT/CAPITOL
BRING ME THE HORIZON Sempiternal n 9 DAVID GUETTA Nothing But The Beat 5 R
EPITAPH WHAT A MUSIC/ASTRALWERKS/CAPITOL
DARK TRANQUILLITY Construct m 1 RODRIGUEZ Cold Fact B 18
CENTURY MEDIA LIGHT IN THE ATTIC
g SOUNDTRACK Sound City—Real To Reel 8 6 ANDREA BOCELLI Passione 2 B
5 5 ROSWELL/RCA SUGAR/VERVE/VG
£7:8
223 KYLESA Ultraviolet m 1 THE XX XX 92 49
° SEASON OF MIST YOUNG TURKS
CALVIN HARRIS 18 Months 19 15 EMINEM Curtain Call: The Hits A ! 184
DECONSTRUCTION/FLY EYE/ULTRA/ROC NATION/COLUMBIA SHADY/AFTERMATH/INTERSCOPE/IGA
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TITLE Artist [w
i MOTION AT
k28 MIRRORS Justin Timberlake 10
RCA
CAN'THOLD US Ma(klemore &Ryan Lewis Feat. Ray Dalton | 11
MACKLEMORE/ADA/WARNER BR
JUST GIVE ME A REASON P!nk Feat. Nate Ruess | 14
RCA
TAY Rihanna Feat. Mikky Ekko | 17
SHE/DEF 1AM/IDIMG
ILOVEIT Icona Pop Feat. Charli XCX | 14
RECORD COMPANY TEN/BIG BEAT/RRP
WHEN | WAS YOUR MAN Bruno Mars | 19
ATLANTIC
HEART ATTACK Demi Lovato | 14
HOLLYWOOD
GET LUCKY Daft Punk Feat. Pharrell Williams | ¢
DAFT LIFE/COLUMBIA
COME & GETIT Selena Gomez | 7
HOLLYWOOD
CRUISE Florida Georgia Line Feat. Nelly | 28
REPUBLIC NASHVILLE/REPUBLIC
POWER TRIP J. Cole Feat. Miguel | 11
ROC NATION/COLUMEIA
THE WAY  Ariana Grande Feat. Mac Miller | 7
REPUBLIC
MY SONGS KNOW WHAT YOU DID IN THE DARK (LIGHTEMUP)  FallOutBoy | 14
7uELAVI1ANLk,ISlAND.IDNu |
TREASURE Bruno Mars | 3
ATLANTIC
FEEL THIS MOMENT  Pithull Feat. Christina Aguilera | 18
MR, 305/POLO GROUNDS/RCA
HIGHWAY DON'T CARE  Tim McGraw With Taylor Swift = 11
BIG MACHINE
BLURRED LINES Robin Thicke Feat. T.l. + Pharrell | 3
STAR TRAK/I