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DIGITAL

Subscription Showdown Looms

Spotity reveals its royalty payments and ofters artists more data services as
Beats Music confirms January launch and YouTube details surface
By Alex Pham

Spotity Eaplained BesiPracticeas Guides Chats Blog FAD ContactUs

The Spotify Artists Blog

@Epﬂtify' ARTISTS

Hirad Wi

s 2014 shapes up to be a make-or-break year for many in the on-
demand streaming music business, recent events show how the
market’s players are jostling for the best position in a fledgling
market that is still expecting major new entrants. § On Dec. 3,
Spotify said it will give artists more data and allow them to sell
tickets and merchandise on its platform in 2014, a move that was regarded as a
way to make its service more attractive to artists. It also revealed details of how
much it pays rights holders on behalf of their artists in a bid to counter ongoing
negative coverage about low payments following comments from major
artists like Thom Yorke. 9 A day later, Beats Music CEO Ian Rogers announced
its hotly anticipated launch—January 2014—and invited listeners to claim
their usernames on the upcoming service.
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Meanwhile, Android developers dissecting the

code for an upcoming release of YouTube s mobile
: i P - a g

app dug up the outlines of YouTube's imminent sub-

scription streaming service, called Music Pass, that
boasts of "uninterrupted music, “background lis-
tening’ while using other apps and “no ads on mil-
lions of songs.” The service is also expected to launch
next year.

Taken together, the signs point to a big year for
the on-demand music subscription business, with
entrenched players batthng 1t out with heavyweight
newcomers hike YouTube, Beats and Deezer, a
French-based company that's expected to enter the
LI.S. market after having rolled out its service across
dozens of countries.

The showdown occurs even as few have succeeded
in luring a critical mass of mainstream, paying sub-
scribers, leaving open the possibility that anyone
could develop the right formula to become a domi-
nant player in a business that's still in its infancy.

The on-demand business had just 3.4 million pay-
ing U.S. subscribers at the end of 2012, according to
the RIAA. Satellite broadcaster SirtusXM, by com-
parison, has 25.6 million subscribers, while broad-
cast radio has a weekly audience of 242.2 million
LS. listeners.

In the meantime, ser-
vices are racing to outdo
each other on every as-
pect, from artist friendl-
ness and cultural hipness
to ease of use and ubiqui-
tous access. Nearly all of
the services are chasing
bundling deals with Inter-
netservice providers, with
Google exploring a deal
with Venzon and Beats
being very close to signing
up AT&T to be its launch partner in January, accord-
ing to sources famihiar with the discussions.

Spotify’'s announcement was aimed at buffing its
image among artists. The Swedish company prom-
1Ised to make its streaming data available to artists,
who will be able to access basic demographic infor-
mation about their histeners like gender, age and lo-
cation by country. It also partnered with Songkick to
let artists sell tickets and Topspin Media to sell mer-

chandise directly from the Spotify platform. Those
features are expected to roll out next year, according
to the company.

Not comcidentally, Beats also has been recruiting
artists to help it spread the word about its upcoming
service—similar to how sister company Beats Elec-
tronics has leveraged its connections with key acts
to market its headphones. (Beats, for instance, has
tapped Nine Inch Nails frontman Trent Reznor to be
Its creative guru.)

In addition, Spotify is planning to make its free mo-
bile offering more appealing to consumers by allow-
Ing non-paying listeners of its radio service to select
more tracks they want to hear. Spotify would include
those tracks in the playlist 1t serves up, but not neces-
sarily right away or in the order that listeners specity,
according to sources knowledgeable with the terms.

The company could announce the new features at a

press conference in New York scheduled for Dec. 11.
Many executives believe on-demand services and
stimilar access models are poised to grow, and that
2014 could prove to be a breakout or breakup vear tor
plavers in this increasingly crowded arena. ©




BRANDING

Cooking It Up

Columbia Records rolls out Web video
show based around artists and food with
backing from Citi

By Andrew Hampp

SourceAudio,
alicensing
and digital
distribution
platform for
production
MLUSIC
catalogs, has
announced a
deal to supply
audio content
o Premiere
Metworks, a
subsidiary of
Clear Channel
Media and
Entertainment
The geal
provides
SourceAudio’s
Music
publishing
clients the
gption to
license theis
fracks to
Premiere's
5.000 radio

affiliates.

s chets become the new rock stars thanks

to the Food Network, “Master Chef,”
“Top Chef™ and the increasingly lucrative
food-festival circuit, many artists have
indulged their inner foodie—be 1t Zac

- % - &
Brown Band's "Eat and Greets” with fans on tour, rapper
= 1 i a —
Action Bronson's YouTube cooking show or even Trisha

LA

Yearwood's TV series “Trisha’s Southern Kitchen.”

A ftresh spin on the trend arnives Dec. ¢ with the pre-
miere of “Culinary Beats, a new Web series produced
by Columbia Records and Back Roads Entertainment,
and sponsored by Citibank’s Thank You rewards pro-
gram, through media agency MEC Entertainment. The
show features acts like Passion Pit's Michael Angela-
kos, the Fray, St. Lucia and Gavin DeGraw dining and
swapping stories over food with chefs like Nick Anderer
(Maialino restaurant), Joey Campanaro (Little Owl,

“Iron Chet"), Ricardo Zarate (Mo-Chica) and Anita Lo

(Rickshaw Dumpling Bar), among others, with each epi-
sode culminating in an intimate performance from the
artist. An initial run of s1x episodes will be distributed
through Yahoo, with two nstallments running each
week through Dec. 21.

The six initial episodes will double as pilots for a
broader push from Citi in 2014, as its Private Pass
program will expand to include more hybnd lifestyle
events across various combinations of music, sports,
food and art. The Thank You program has a particular
perk of doubling points on dining and entertainment
purchases. ~We wanted to showcase how the painng
of music and culinary experiences can be really spe-
cial,” Citi senior VP of entertainment marketing Jen-
niter Breithaupt says, noting that future installments
would include pop-up concerts at restaurants where

Credit cards. With "Culinary
Beats,” Citi is picking
up where rival American
Express left oft in 2011 with
"Pairings,” an online series

in which celebrity chets like
l'om Cohicchio and John

Besh paired with superstar
artists John Legend and Dave
Matthews, respectively, Tol
food, wine and music events

card members have exclusive access. “You'll see us
next year, beginning in January, bringing more brand-
ed entertainment opportunities from live events to hife
through online channels.”

“Culinary Beats” is one of the first original properties
to come out of Columbia’s Creative Agency, an in-house
unit at the label dedicated to torging brand partnerships
and intellectual property on behalf of Columbia artists.
Another project, an animated sernes called "Mike Ty-
son Mysteries featuring the voice of the heavyweight
champion and musical guests, will debut in 2014 on
Cartoon Network's Adult Swim. Columbia Creative
Agency head Lee Stimmel says the agency's IP develop-
ment business 1s building pipelines to expose its artists,
develop strategic relationships with distributors and
sponsors, and create additional revenue from the long-
term ownership of 1P

Four of the six artists featured in the episodes are
Columbia acts (St. Luaia, D] Cassidy, Passion Pit and
MKTOQ), while the others are on Sony sister labels Epic
(the Fray) and RCA (DeGraw). “The point of developing
[P i1s having access to a platform you co-own uniquely,
versus other places in the music space,” Stimmel says.

Other labels have been experimenting with original
content in recent years, most notably Wamer Music
Group's Warner Sound channel on YouTube, which
has built oniginal programming around acts like Cody
simpson and Classified, as well as a bizarre music talk
show featuring character Gorburger. The channel has
amassed more than §75,000 subscribers and 459 mil-
lion views since debuting in Apnil 2012. Vevo, a joint ven-
ture of Sony and Universal, has also been creating doz-
ens of original series featuring artists, often with brand
sponsorship to oftset production costs.

Citi hopes to make “Culinary Beats” and its themes
of dimng and music an mtegrated part of its general-
market advertising in 2014, which in recent months has
already featured Alicia Keys in an on-camera appear-
ance and the music of Katy Perry, in support of her 2014
Prismatic tour, as well as chets like Giada De Laurentus.

“We want to make our dollars work as hard as they can

for us and make sure we're really consistent in our mes-
saging, Citi head of creative and media Elyssa Gray

says. Citi’s Thank You program accounted for a healthy

a - - . . "

portion of the financial services company s ad budget

in the first three quarters of 2013, with $31.5 million 1n

measured ad spending on TV and magazines, according

to Kantar Media. ©

Labels. Columbia is the
latest record company to
invest in oniginal 1P and
programming to create new
platforms for its artists
Yrograms like "Culinary
Heats” and its branded
gntertainment model could
create a template for other
artist-basea programming
and content venicles,

COLUMBIA

Maialino
EXgCulive
chef Nick
Anderer
lett) with
tassion Pri
Irantman
Michaal
Angelakos
on "Culinary
Beats.”

®

KOPPELMAN JOINS
MEDIENT

Charles Koppelman, the
veteran music execultive
and chairman,/CED of

CAK Entertainment, has
ioined Medient Studios, the
content creation and nilm
praduction company, as
vice chairman of the board
of directors. Kopoelman, a
larmer chaimrman,/ el al
EMI Records and Martha
stewart Living Omnimedia,
has in recent years steered
brand developmen! lor artists
including Jenniter Lopez,
Marc Anthony, Nicki Minaj
and Adam Levine

SFX'SHOT

TICKET
Robert
Sillerman’s
=SEX has
entered tha
licketing business with the
nurchase of a 75% stake in
European ticketing company
Paylogic tor $16.2 million
Previously, Paylogic handled
ticketing services for SFX-
owned events, including LS.
testival TomorrowWorld
Pavlogicwontbe SFX's
exclusive ticketer, Pre-axisting
contracts with competitors
like Eventbrite held by
subsiciary companies will
continue to be honored

Metallica

THE

WARNER'S

SOUTH
AFRICA
PLAY

Warner
Music Group
has bought out Gallo Records’
share of Warner Music Gallo
Africa, renaming the unit
Warner Music South Afrnica
Ihe original joint venture

with Gallo launched in 2006
and made the 8/7/-year-olc
south Atrican label’s catalog.
Inciuding works by Ladysmith
Black Mambazo and Minam
Makeba, avaliable digitally

tor the first time. GM Tracy
Fraser has been named
managing director gt the
label, reporting to senior VP
of international strategy and

operations Eliah Seton

DOWN
METALLICA
SHREDS
ORION "14
Flans for
Metallica’s
third annual Orion Music +
Maore testival in 2014 have
been scrapped. The fest,
inaugurated in 2012 1n
Atlantic City, N, will take

a year off while the group
spends late spring and early
summer on tourin LT
At Orion this year in Detrait,
an estimated 20,000 tans
gathered during each of

ts two nights. The festival
sexpected toreturn o
Detroit in 2015, according to
nromoter C3 Presents.
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HOW AIRPLAY FOR A NO.1SONG ON ADULT TOP 40
RADIO STATIONS HAS GROWN*™
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RADIO & RECORDS

More Hits, More Often

Data shows a merging of playlists between adult top 40 and

mainstream top 40 formats
By Rich Appel

hat turned PDs of adult 40
radio stations on to the idea
of playing more of man-
stream top 40's biggest hits,
and at a taster clip?

The estimated 32 mullion listeners reached
by this week’s No. 1 song on Billboard’s Nielsen
BDS-based Adult Top 40 chart, Avicii's “"Wake
Me Up!,” represent not only a 249 growth from
the format's top track a year ago—Maroon 5's

“One More Night"—but a whopping 94% audi-

ence gain from adult top 40’s No. 1 song this
week In 2008, Jason Mraz's “I'm Yours.” Dur-
ing those five years, exposure for the format's
biggest songs moved from an average of 39
plays per station to 62. That happened without
a dramatic increase in the number of adult top

40 stations.

What's more, the mainstream top 40 hit that
doesn't work on adult top 40 is becoming an
endangered species, especially now that songs
with rap elements—like Eminem “The Mon-
ster’ (featuring Rihanna) and Jay Z's “"Holy
Grail” (featuring Justin Timberlake)—are get-
ting adult top 40 awrplay. That may stem from
the success that adult top 40 has had with
Macklemore & Ryan Lewis’ “Thrift Shop” and

“Can't Hold Us.” The days of the “no rap" tag

line are fading fast.

Radio’s greater understanding of listening
habits due to Portable People Meter data has
been a major factor in adult top 40’s music and
rotations veering closer to mainstream. Accord-
ing to Vallie-Richards-Donovan Consulting VP
Mike Donovan, "Playing the hits more than
contemporary formats did years ago drives

more cume and average time exposed.”

Columbia Records senior VP of promotion
for adult formats Pete Cosenza adds, "For a
station to get the biggest benefit from hit songs,
they have to play them more often. Power ro-
tation of 60-70 spins a week is not too much.”

It's as much about quality as quantity, say
adult top 40 programmers ke KMHX Santa
Rosa, Calif., PD Danny Wright, who teels the
format is “in a great place musically right now.”
KBIG Los Angeles’ Andrew Jeffries argues that
higher rotations are less about the format mov-
ing closer to mainstream than “the abundance
of great songs from staples like Katy Perry, new
artists like Ed Sheeran and blend-in crossovers
from Rihanna and Avicii. It's our job to identify
these tracks. "Hold On, We re Going Home' has
moved Drake's appeal into the adult top 40
world—not for the back catalog that sonically
doesn't fit, |but for] just this one great song.”

Steve Salhany, CBS Radio VP of adult top 40
programming and PD of WBMX Boston and
WTIC-FM Harttord, Conn., sees the opposite
situation occurring as well. "I'd contend main-
stream has moved closer to adult by playing
artists like Mumford & Sons and Adele. More
recently, songs by Passenger and OneRepublic,
which months ago were only on adult top 40,
are now crossing to pop.”

Has adult top 40's continued evolution
changed what record companies bring to the
table? RCA senior VP of promotion Adnan
Moreira says, ' To an extent, we 've thrown out
the rule book. As for the consumer, there's less
concern about categories and classifications of
where a song fits." ©

Inthe Dec. 7
issue, a Q&A
with RCA artist
sarmmy Adams
missiated

the title of

his new EP,
Hormecoming.

Giving Back

Beats and co-founder Jimmy lovine get
behind legendary studios Muscle Shoals

and FAME
By Phil Gallo

Documentary films are designed to inform. Greg “Freddy” Cama-
lier's “Muscle Shoals” has led to a call to action.

Beats Electronics has partnered with the Muscle Shoals Music
Foundation to restore the Muscle Shoals Sound Studio to a fully
functioning recording studio as well as update the legendary FAME

Recording Studio in Florence, Ala.
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Beats will foster training for musicians, producers and engineers
with opportunities to work and learn in these classic spaces, where
legendary acts like Aretha Franklin and the Rolling Stones recorded
some of the most influential songs of all
with expenenced recording professional
to applicants who best meet the program's stated objectives.

“Anytime you can capture such a distinct and authentic sound
over and over again, that's something worth protecting,” Interscope
Geften A&M chairman immy lovine, a co-founder ot Beats, said in
a statement.

The studios were responsible for the Muscle Shoals sound that
dominated soul music in the '60s, leading acts like the Stones, Bob
Dylan, Traffic and Paul Simon to record there in the "70s. Tracks
cut at FAME and Muscle Shoals Sound include Franklin’s “1 Nev-
er Loved a Man (The Way [ Love You), Etta James' “Tell Mama,"
[immy Cliff s “Sitting in Limbo,” the Staples Singers’ “I'll Take You
There” and Percy Sledge’s “When a Man Loves a Woman.”

* Lk

time. Studio time working
s will be granted at no cost

Once the studios are up and running, Beats will
work with the foundation to create education pro-
grams to train producers, audio engineers and musi-
cians. Part of the building returbishment will include
the mstallation of modern and vintage recording gear.

The key i1s to teach classic recording techniques and

move away from the sole use of Pro Tools.

Portions of sales of Beats products between Thanks-
giving and Christmas will help fund the project.

lovine, a former engineer and producer, and Beats

available on demand. ©

president Luke Wood were moved to get imvolved
after seeing Camalier’s film, which debuted at the
Sundance Film Festival in January and was acquired
by Magnolia Pictures at South by Southwest in March.
Republic Records released a soundtrack in late Sep-
tember. The hlm continues to play in theaters and 1s
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Winning The

World

Carlos Vives teams with Coca-
Cola for new version of World
Cup song “"The World Is Ours’
By Leila Cobo

olombian star Carlos Vives has recorded
a version of “The World Is Ours"—Coca-
Cola's anthem for the 2014 FIFA World
Cup—as the beverage maker expands its
music branding focus in Latin America.

But beyond Coca-Cola’s World Cup campaign,
Vives' version of the song will be included on his up-
coming studio album, Mas Corazon Profundo, and will
also serve as the basis for a more in-depth relationship
with Coca-Cola that includes the brand’s sponsorship
of the singer’s 2014 Colombian tour.

Vives rendition is a Spanish-language adaptation of

the onginal, penned by songwriting team Rock Maha
(Miley Cyrus, Selena Gomez) and recorded by season
two "X Factor” finalist David Correy.

While Spanish-language versions of World Cup
songs are nothing new—Coca-Cola's 2010 anthem

“Wavin’ Flag” by Somali-Canadian singer K'naan was
rerecorded as a bilingual version with Spanish star Da-
vid Bisbal (among others in many different languag-
es)—this year's Latin campaign is far broader.

The brand 1s releasing tour versions of the song
throughout Latin America, each with different lyrics
and featuring different artists. They include a Portu-
guese version for Brazil called “Todo Mundo,” with
vocals by Brazihan singer Gaby Amarantos, that was
released in June. Just last week, “La Copa de Todos,”
performed by Puerto Rican rapper Wisin (of Wisin &
Yandel) with Correy and Mexican singer Patty Cantu,
was released in Mexico. And on Dec. 3, Argentine band
Tan Bionica premiered “El Mundo Es Nuestro™ at Co-
ca-Cola’s studios in Buenos Aires.

Plans for Vives version are broader in scope. The
track will be released in three different renditions—
one featuring only Vives, another with Vives and Cor-
rey, and a third featuring Vives and Amarantos—and
be used in campaigns in 30 Latin countries, including
Colombia, Venezuela, Panama and Costa Rica. Vives

St e e RO

LATIN MUSIC

CONFEREMNCE ! " AWARDS

Sillboarad s
- atin Music

also filmed two wvideos tor the song, one with Correy
and one solo.

Vives new album is due in April on Sony Music ULS.
Latin. It'll be the follow-up to his comeback Corazon
Profundo, which helped him net three Latin Grammy
Awards—more than any other artist—in November.

Vives manager Walter Kolm says the World Cup
track will be released in January and worked to radio
as a single in both the United States and Latin America.

Coca-Cola approached Vives about the song several
months ago, looking for an artist who was a Colombian
icon but whose music also connected with audiences
in surrounding countries. “As its name says, it's ev-
erybody's cup,” Vives says from his studio in Bogota.
"We ve mixed rhythms from different cultures to cre-

Conferance
celebrales
its 2oth
affniversary
next vear and
registratian
15 NOW open,
Register at
hillboard-
latin-
conferanco
COm, ana use
code BIZ13

ate a track rich in percussion. The Spanish version  andsave
takes the strength of the English version and the pas-
sion of the Portuguese version. We've mixed different

languages and preserved the meaning.” @

Addinional reporting by Judy Cantor-Navas.

DIGITAL

Carving Out
A Niche

With a new round of funding in
the works, Qello’s music-focused
approach to online video lays
groundwork for tomorrow'’s
cable network

By Ed Christman

@ BILLBOARD | DECEMBER 14, 2013

hile YouTube and Vevo have become the natural
home for the five-minute pop video in the last de-
cade, a group of investors 1s doubling down on 1ts
bet that long-form music videos like documenta-
ries and concerts will be the building blocks for a
new type of online cable network.

Qello, the 3-year-old long-form music video streaming service, 1s
raising up to $11 million in new financing In its latest step to estab-
lish itself as a specialist outlet tor not widely available music-related
videos. It's also planning to diversify bevond music into other niche
content like children’s programming.

The company had previously raised around $15 milhion in financing
to build out its technology and music video offerings in its first two
years, with investors including GPB Capital and NG Media.

Qello, whose co-founders include tormer label executive Bob
Frank, recently rolled out its PlayStation 3 platform in a move that's
expected to grow subscribers to 250,000 by the end of the year. It's
also readying a PlayStation 4 platform. Currently, the service has
150,000 subscribers—spread across more than 100 countries—who
pay $4.99 per month to access a library of about 3,000 music docu-
mentaries and concerts. Most of those subscribers have only come
on in the last three months, atter Qello struck a deal with Apple TV.
The company projects 500,000 subscribers by the end of 2014, atter
it adds other plattorms like Xbox, Chromecast and Roku.

Music-related content has been at the torefront of a drive led by
YouTube to build out multichannel networks (MCNs), which are of-
ten described as cable networks for the 21st century. While that has
primarily taken place on YouTube with MCNs like Fullscreen and
Maker Studios, companies like Vevo have also been distributing pop
music videos independent of the Google-owned company. The big-
gest challenge has been getting users to pay for content subscriptions
on platforms that are mostly free.

Qello, which considers Nettlix and Hulu to be competitors even
though it plans to build its base around niche content, recently closed
deals with the three major labels tor their music video titles. Its library
now includes clips from Beyonce, Foo Fighters, Florence & the Ma-
chine, Jason Mraz, Eric Clapton and Coldplay.

Moreover, according to content providers, Qello doesn't always up-
load a label's entire video catalog after closing a deal. Rather, 1t holds
titles in reserve so it can constantly freshen up its hbrary.

In addition to Frank, other Qello co-founders include CEO Bnan
List and chief revenue officer Rich Johnson.

Frank, formerly CEO of the Entertainment One label, says the Qel-
lo team thought the market would "mature faster thanitdid.” But now
it thinks the space is coming into its own.

“At its heart, Qello is really a technology platform and company,”
Frank says. “We brought in top engineers and developers to build out
our platform. It's expensive to build out for each new partner’s seam-
less streaming of high-definition video. Our challenges are on the
technology side, not the content side.”

Forits business model, Frank says he ofters content partnersa s0/50
share after taking care of distribution partners and performing rights
organizations. He notes that Qello only takes on music programming
where the producer has already cleared synch licensing for streaming.

While Qello may be heading toward a revenue-sharing model with
content suppliers, as a startup it initially had to make cash payments
tor licensing content, Frank says.

“We've been in business with them since their inception,” Eagle Rock
Entertainment North America VP of operations Rob Gill says. “Like
with any new company, we didn't know how they were going to do, so
we opted for a straight cash payment instead of a play-per-view model.”

Gill notes that Eagle Rock, a leading supplier of music video pro-
gramming, can always reassess the business model the next time the
deal comes up.©



SONY MUSIC

Congratulations to all of our winners at the

14" Annual Latin GRAMMY?® Awards

We also thank our managers and partners for their continuous

support and dedication to our artists’ careers
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Album of the Year
MARC ANTHONY -VIVIR MIVIDA

Record of the Year
DRACO ROSA -VIDA

Song of the Year
CARLOS VIVES -VOLVI A NACER

Best Urban Music Album
PITBULL - ECHA PA’LLA (MANOS PA’RRIBA)

(RCA/Mr. 305)

Best Urban Song
ILLYA KURYAKI & THE VALDERRAMAS - ULA, ULA

Best Rock Song
VICENTICO - CREO QUE ME ENAMORE

Best Alternative Music Album
NATALIA LAFOURCADE - MUJER DIVINA
HOMENAJE A AGUSTIN LARA

Best Alternative Song
BAJOFONDO - PENA EN MI CORAZON (Masterworks)

Best Salsa Album
SERGIO GEORGE PRESENTS

SALSA GIANTS (Top Stop Music)

Best Cumbia & Vallenato Album
FELIPE PELAEZ Y MANUEL _]ULIAH - DIFERENTE

f

IERENTLE
8 cpelaez
Manue |ulian

Ml VDA

Best Tropical Fusion Album
CARLOS VIVES - CORAZON PROFUNDO

Best Tropical Song
CARLOS VIVES - VOLVI A NACER

Best Ranchero Album
VICENTE FERNANDEZ - HOY

Best Instrumental Album
BAJOFONDO — PRESENTE (Masterworks)

Best Latin Jazz Album
MICHEL CAMILO - WHAT’S UP?

Best Brazilian Rock Album
JOTA QUEST - AOVIVO: ROCK IN RIO

Best Samba-Pagode Album
ALEXANDRE PIRES - ELETROSAMBA - AOVIVO

Best Sertaneja Music Album
VICTOR & LEO - AO VIVO EM FLORIPA

Best Brazilian Song
ROBERTO CARLOS - ESSE CARA SOU EU

Best Engineered Album
KANY GARCIA - KANY GARCIA

Best Long-Form Video
NATALIA LAFOURCADE MUJER DIVINA
HOMENAJE A AGUSTIN LARA

AWARDS®
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Day

Jim Lucchese

CEQ
The Echo Nest

Trained as a lawyer and a drummer in a jazz band, Jim
Lucchese landed his gig at the Echo Nest after meeting
his bandmate s tather, Barry Vercoe, who 15 one of the
founders of the MIT Media Lab. Vercoe was an investor
in the Echo Nest, and Lucchese helped the company
raise its seed capital in 2007. Today, Lucchese oversees
all aspects of the Massachusetts-based music research
company whose tortunes are rising in the current tidal
wave of big data.

My wife and | are getting our three kids ready for the day

and oft to the bus, Sneaking In a workout as well. Artel

the kids are off, | drive just a few miles to the Nest in

s Sqguare, sSomerville

A call with Satyan Gaywani, CEO of the Times Internet

a subsidiary of the Times ot India. Satvan oversees the

nchian streaming service (aaana, a customer of ours
India is a vast and humbling market. The way peopie in Ingdia

discover music is completely differant

Usually my first move in the morning is to put some
Eﬂﬂ"ﬁ music on Prosecco, an internal app that runs at our office
built by Ned Lovely, a senior solutions engineer here
Frosecco creates one commaon music queaue for the entire office,
in bath Boston and San Francisco. Anvone can add sangs to
the Queue, vole down other peopie s s0ngs and 50 on. Frosecco

also maintains a taste prohile on the office, s0 1t inserts its

own recommendations based on our collective music taste
throughout the cay. Kicking it off with a few tunes from the "Foxy
Brown soundtrack.

| have a phone call with Sinus XM executives Bob Law,
senior VP of streaming services and products, and Dan
Benjamin, VF of business development, to discuss

nts to MySXM they have planned for next year,

S

SOMe

We have our weekly regionalization meeting where we
revier vy DUT Drogress 0 eyl Dia i miusic (1 SLUIWVETY

results tor pnonty international territories. fogay, most

iE

of the aiscussion was Tocused on language aetection in india

Call with Ron Buell, VP of engineering at Rdio, tc
GISCUSS YOuU.Tm

We have a standing "audience understanding” team

meaetinog Audience unaerstancing is our naw salution

00

that predicts demographic and psychographic attributes

for targeted advertising
Meeting with FPaul Lamere, who heads up our gdevelope:

plattarm, 1o discuss several URCOMmIng Music Hack f."-'l':r"'i.

Our weekly Echo Nest Tech Talk, which usually focuses
On a particulariy hamy technical problem that someone
OnN our enginearing team I1s Wworking an

Head out to dinner with Shane Taobin, our head of

strateqic partnerships, and Knsten Bender, senio

O 00

product manager at Sonos. Sonos is one of the few othet
digital music companies with a big presence in Bostan. | nen it'’s
off to see King Khan & the Shrines at Brighton Music Hall with

about six other guys from the Nest. —Alex Pham

Jim Lucchese
photographed
atthe Echo
Nest offices
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A Whole Lotta Love.

Over thank Led Zeppelin

for the TV Premiere of their Celebration Day concert.

axs

MUSIC IS BACK ON TV
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The Deal

AEG Restructures
Leadership Team

WHAT: Anschutz Entertainment Group restructured its high-
profile touring and live entertainment arm AEG Live, a move that
included letting go of 13-year CEO Randy Phillips. The revamped
management team: Coachella founder Paul Tollett 1s president/CEQO
of AEG subsidiary Goldenvoice; John Meglen, co-CEO of Concerts
West since AEG acquired it and entered the concert promotion busi-
ness in 2000, 1s president of global touring for AEG Live; and senior
VP/general counsel Shawn Trell is upped to COO of AEG Live, taking
over for Tom Miserendino, now president/CEO ot AEG Europe.

WHY: Phillips says he was let go “without cause,” which provides

him leverage both with his exit package and in negotiating terms for
his tuture plans and any noncompete 1ssues. Asked about the tim-
ing of Phillips’ exit, with AEG Live logging a record year for gross

revenue, AEG CEO Dan Beckerman has nothing but high praise for
Phallips, comparing him to former NBA coach Phil Jackson. "It was

time to move in a different direction,” he says, "just like Phil Jackson

and the Lakers moved on.” Phillips clinched plenty of mega-deals

for the company, along with assembling a powerful team of execu-
tives and creating a network of 15 regional offices around the world.
It could also be argued that Phillips was a better builder than admin-
istrator, and that it’s the right time to make a change as AEG seeks

to add value to a low-margin, unpredictable sector with longer-term

planning and strategic investments.

HOW: In the six months that AEG spent on the block in 2012-13,
the company likely learned much about how the investment commu-
nity values the sports and entertainment goliath's various compo-
nents, especially AEG Live. Obviously the biggest value 1s in AEG's
real estate and brick-and-mortar venues across its global clubs-to-
stadiums portfolio. But even the most appealing venue won't attract
ancillary-triggering patronage without content, and sports teams
alone don't cut it. Conversations with AEG executives make it clear
that owner Phil Anschutz isn't looking to spin off AEG Live, even if
it only creates a fraction of the overall profits. Instead, AEG will add
value to its live division, and the company as a whole, by investing
and stabilizing. Much of that will come through doubling down on
data and analytics, mostly through AEG's axs ticketing platform as
it rolls out in AEG buildings and, increasingly, to third-party clients.
Both new chairman Jay Marciano and Beckerman say AEG 1s always
looking for brick-and-mortar opportunities, and Anschutz seems
hot to invest in the right property, be 1t real estate, tours, festivals
or in technology.

It could be argued that it’s the right time to

make a change as AEG seeks to add value to a
low-margin, unpredictable sector with longer-
term planning and strategic investments.

IF: If AEG Live is “as active, if not more so” going forward, as Beck-
erman says, and brings stability to an often volatile side of the busi-
ness, and if it boosts the value of its ancillaries, AEG could end up
back on the block a year from now. A breakup of the company prob-
ably won't happen, as Anschutz could've done that a year ago if he
felt inclined. —Ray Waddell

Jay Marciano. Now chairman Live Nation. AEG Live has
Marcianowill be a steady sarved the industry well as a
and creative hand at the viable tour-geal option to Live
wheel inan increasingly Nation, and will continue as
competitive and diversifying such, As for the potential sale
business. He will keep the of AEG (currently not on the

Randy Phillips. The forme
artist manager, who worked
with such artists as Rod
Stewart, Usher and Lionel
Richie, was a creative
dealmakerat AEG Live and

LIve mnAaTIoOn”
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maching chugging alongsige

executives like Meglen, Tollett,

.oncerts West co-president
Faul Gongaware and New
York VP Debra Rathwell

block), a stable managemen
team and increased value Tor
Its promaoter division would
be critical, 50 potential buyers
will be watching closely

F-I
po——y
. 2 .0

clearly loves the game. He 'l
resurtface soon ina high
profile position, though not,
at least immediately, on the
scale of AEG Live

ILLUSTRATION BY BRIAN STAUFFER
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TOURING

The Agency Group continues to expand its 2-vear-
old Nashville oftice with the addition of music agents
Scott Galloway and Stu Walker. Galloway, former-
ly VP at APA Nashville, brings to TAG such chients as
Asleep at the Wheel, Bill Kreutzmann, Cody Canada
& the Departed, Dread Clampitt, Jake Shimabukuro,
Sundy Best and the Molly Ringwalds. Walker, another
former agent from APA Nashville who most recently
ran the SIMRA agency, brings new acts Wanda Jack-

Further Dealings

Bertelsmann president of corporate
development and new businesses
Thomas Hesse has stepped down.
Hesse 1s credited with helping buld
Bertelsmann's new BMG publishing as-
sets with BMG CEO Hartwig Masuch.
The German media conglomerate is-
sued a statement confirming that its
supervisory board decided that Hesse
would be released from his role at the
company on Dec. 31. The company
said current chairman/CEO Thomas
Rabe would handle Hesse's responsi-
bilities, though Hesse will continue to
serve the board 1in an ad-
visory role. Hesse joined
the Bertelsmann execu-
tive board in February
2012, Previously, he was
president of global digi-
tal business ftor U.S. sales
and corporate strategy at
Sony BMG and then Sony
Music  Entertainment.
Hesse came to Sony from
Bertelsmann as a result
of the 2004 merger between BMG and
Sony Music. . . . There's a new twist in
Robin Thicke's lawsuit claiming that
“Blurred Lines” wasn't stolen from Mar-

vin Gaye's "Got to Give It Up.” Mar-
vin Gaye lll, the adopted eldest of the
singer's children, has hired his own
attorney and has filed his own counter-
claim in the lawsuit. He tollows Frankie
Christian Gaye and Nona Gaye, who
filed a countersuit in October claiming
that Thicke and his producers Pharrell
Willhlams and Chftord Harns Jr. (aka
T.I.) committed copyright nfringe-
ment on two songs. While Gaye 111 al-
leges copying on four songs, like his
siblings, he’s only bringing copyright
claims on “Blurred Lines” and “Love

discussions. And should the lawsuit
prove successtul, 1t could necessitate
some sorting through the disbursement
of damages. . . . Legendary rock band

AEG Live's total gross
in 2013, according to
Billboard Boxscore.

11.8%

son, Shooter Jennings, Adam Faucett, Mt. Rovyal,
the Lonely Wild, Jessi Colter and Toy Soldiers. TAG
Nashville also includes agents John Gimenez, Justin
Hill and VP Nick Meinema. TAG is one of the world's

leading booking agencies, with six imternational of-

fices, more than 75 agents, a 200-plus staft and a com- E:mmwm 5
bined roster of nearly 2,000 artists, speakers and au- o Russias
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