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HOW DID BRUNO MARS BECOME BILLBOARD'S ARTIST OF THE YEAR? HE GRABBED
HOLD OF THE ALBUM AND SINGLE CHARTS AND NEVER LET GO. NEXT UP: SUPER BOWL,
GRAMMYS AND MORE OF HIS MOONSHINE JUNGLE WORLD TOUR

take your lady out.”

shot’ in there?”

During a year defined by mainstream breakouts (Macklemore & Ryan Lewis, Imagine

Dragons), pop divas (Taylor Swift, Pink, Rihanna, Katy Perry) and
retro R&B (Justin Timberlake, Robin Thicke), Mars’ artist of the year
nod may come as a surprise. But as if on a stealth mission, the adven-
turous Unorthodox Jukebox commanded a steady presence on the Bill-
board 200 following its No. 2 debut last December. Remaining in the
top 20 every week since then through the Sept. 14 1ssue, the Atlantic
album hit No. 1 1n its 12th week. To date, Unorthodox Jukebox has sold
1.8 million copies; according to Nielsen SoundScan.

The year-end top artist tally also factors in activity on the Billboard
Hot 100. Mars’ album spun off three top 10 singles: “Locked Out of
Heaven” (six weeks at No. 1), “When 1 Was Your Man” (No. 1 for a
week) and "Treasure” (No. 5). Also figured into the equation are so-
cial, ringtone and Billboard Boxscore data. In the lattermost instance,
Mars' Moonshine Jungle world tour finished at No. 23 on Billboard'’s
Top 25 Tours list (see story, page 146). Kicking oft June 22 at the Ve-
rizon Center in Washington, D.C., the sold-out arena trek has thus
far logged 48 dates in North America—including two mights at the

o BILLBOARD | DECEMBER 21, 2013

T'S A FEW DAYS before the Grammy Award nominations are announced, and
Bruno Mars is shaking off predictions with an easy laugh. Eventually, he'll score
four noms—including record and song of the year for “Locked Out of Heaven''-
but for the moment about all he wants to say is, "It's nice to get dressed up and

In part that's because right now Mars is processing another achievement:
Billboard's top artist of the year for 2013, Kicked back on the arm of a gray sofa in-
side West Hollywood's Quixote Studios, the singer/songwriter/producer—wearing
dark blue jeans, a red and black plaid shirt and black Vans, no socks—is also the first
male to claim the title since 2008 (see story, page 42). As he thanks Billboard tor the honor,
the smiling Mars ruminates, " What makes you artist of the year? Can we throw "best jump

BY GAIL MITCHELL

Staples Center—posting a total
attendance of 667,000 with a
oross of $46.4 million.

The Mars machme revs up
again n 2014. His world tour
resumes Feb. 28 with 10 dates
m Australia and New Zealand.
Then it's on to Asia, beginning
March 20 in Bangkok before
heading to Mexico City on Sept.
2. Another North Amerncan leg,
which starts this summer, will
be announced shortly. But in
the meantime, Mars has several
other engagements to fulfill.

First up, his two-day residency at the Cosmopoli-
tan in Las Vegas on Dec. 29 and Dec. 31. Next it's on
to the 56th annual Grammy Awards in Los Angeles.
While he didn’t earn an album of the year nod, he
1s vying for four gramophones: Besides the nomina-
tions for “Locked Out of Heaven, he is up for pop
solo performance for “When 1 Was Your Man” and
best pop vocal album. Then there’s the icing on the
cake for the 28-year-old: playing the Pepsi Super Bowl
XLVIII Halftime Show on Feb. 2 at MetLite Stadium
in East Rutherford, N.J.

Between the timeless quality of his music and the
precision spectacle ot his TV and stage performances,
Mars 1s on track to become that seemingly rare indus-
try entity: a career artist.

“It's been an incredible year,” says co-manager Bran-

don Creed when asked about Mars’ ascension in the
last 14 months. “We definitely had goals going into
this project to support the artist, his music and per-
formance. But we tried to do everything tor a purpose,
nothing gratuitous. And we're continuing to lay and
build the toundation for him to evolve musically and
continue to connect with the audience.”

“No one is handing Bruno Mars a record to make,”
Atlantic Records Group chairman/COQ Julie Green-
wald says of Mars career drive. “He's writing, pro-
ducing with collaborative partners, smging, playing,
choreographing—a quintuple threat who's great at ex-
ecuting his vision.”

After working hard to crystallize his creative vision
for Unorthodox Jukebox, Mars says simply that "now
is the fun time" as he lives out the life his success has
made possible. “My dream was to not get a day job but
to sleep, wake up and do my music. And hopefully, my
music does all the talking. I want to keep that dream
forever. That's it. That's what I love to do.”

This time last year, industry observers were wonder-
ing if fans would love Unorthodox Jukebox. During a
preview of the album for Billboard two months earlier
(Billboard, Oct. 6, 2012), Mars declared his artistic free-
dom. “This is me ... recording and writing whatever |
want. You're going to feel a little more me and what |
stand for.”

The album was full of unexpected turns, and 1t
confused some early listeners. Mars’ infectious laugh
and musical passion pepper his conversation as he
recounts some of the comments he heard before the
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album’s release. “People were saying, ‘Man, the second album is the
most important because there s the sophomore jinx.” Or, 'Did he get
lucky? Will he be able to do it again?’ I'm like, "Where 1s this com-
ing from?’ I didn't know whether people or radio was going to like
it. I just knew that I need to love it, that [ gave it everything. That's
the feeling I tried for with every song I put on this album and with
everything I write.”

Whereas Mars’ platinum 2010 debut, Doo-Wops & Hooligans, car-
ried an easygoing pop and retro-R&B vibe, including hit singles " Just
the Way You Are” and “Grenade,” Unorthodox Jukebox is more am-
bitious, but no less catchy. The 10-track set veers from pop anthem

11

“Young Girls” to the sex-themed rock of "Gorilla™ (with its opening
boast “I've got a body full of liquor and cocaine kicker”) to soul-
tul ballad "When | Was Your Man.” In between are the hook-laden
R&B of " Treasure, the reggae-fused "Show Me " and the new-wave
skank of the single that got Mars' sophomore party started: " Locked
Out of Heaven.”

With its refreshing guitar nifts and retro intluences recalling the
Police and Bob Marley, the track didn't sound like anything else on
the radio. Mars underscored that when “Saturday Night Live" invited
him to host and perform it (as well as “Young Girls”) for the first time.
Then in February, the Grammys came calling, Although Mars wasn't
nominated for an award, producer Ken Ehrlich asked him to perform
in a tribute to Marley with Rihanna and the Marley family. And that
morphed into a performance of “Locked Out of Heaven” with Sting.

“Itold Ken, 'If you can make that happen, it will be an honor, " Mars
says. It turned out to be the coolest way to kick off an album.”

Mars, of course, was no stranger to the Hot 100 at that point. He
began amassing a string of hits 1in 2009 as a member of songwrit-
ing /production trio the Smeezingtons (with Ar1 Levine and Philip

d nh

. T . -4 . - _ 5 4 .
Lawrence). In addition to writing Cee Lo Green's " Fuck You, B.o.B's

o BILLBOARD | DECEMBER 21, 2013
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Nothin' on You and Travie McCovy's "Billionaire,

N

the Smeezingtons also churned out hits for Mars in-
cluding "Grenade™ and "Just the Way You Are.” The
latter gave the singer his first Grammy for best male
pop vocal performance.

Asked why these songs and his current crop of Un-
orthodox JTukebox tracks have clicked with fans, Mars
points to the trust that he, Levine and Lawrence have
built in seven years of working together.

KT

"1 may say, Yo, I like this song,  he says. "Butif Arior

Phil say 1t's the corniest shit they ve ever heard, 1 trust

“MY DREAM WAS
TO NOT GET A
DAY JOB BUT TO
SLEEP, WAKE
UP AND DO MY
MUSIC. | WANT
TO KEEP THAT

DREAM FOREVER.”

B R

them. And the other way around. We all know when
we re onto something, like with 'Locked.’ It was, "Man,
there s a good pocket on this song rnght now. Let s keep
it going." We also know when something’s not jelling.
And that's the thing you pray you will always have. You
can't believe that everything you do is hot.”

Levine points to the musical influences the three of
them share, including the Beatles, Police and Motown
to Earth Wind & Fire, Michael Jackson and disco. "It's
about finding ways to mix the classic we all love with
modern songs, he adds. "That's why people connect
to the music on multiple levels: It's familiar-sounding
but new—classic songwriting and mstrumentation
with a little twist.”

And there's also the fearless factor, In addition to the
Smeezingtons, Mars personally asked such producers
as Mark Ronson and Jeft Bhasker to collaborate with
him. “It’s not about what's hot on the radio or the fast-
est way to make a buck,” Mars says. “These guys are
fearless, doing the music they want to do.”

While melody and lyrics are important, Mars re-
members the bigpest lesson he was taught when he
started writing songs focused on rhythm: Does it make
you move? Make you dance? Whether the song 15 up-
tempo or a ballad, Mars says, “there has to be a heart-
beat in back of'it. There needs to be a pulse in the song.”

Since kicking oft the Moonshine Jungle tour in
June—with opening acts including Ellie Goulding and
Fitz & the Tantrums—Mars has been keeping audi-
ences dancing in various arenas across North America
through the summer. Then, following a performance

Bruno Mars
performing
al the
Spektrun

in Oslo on

R | B ]
Il'l LY. &
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at the iIHeartRadio Music Festival in Las Vegas on Sept. 21, he traveled
to the United Kingdom and Europe for a two-month arena tour.
Co-manager Creed says playing arenas was on the list of goals he

Bruno Mars
'ZZI"l'ET.']!:;-:"' In

..I L I | II
|I:'-'.I I.Fl-ll

and Williams Morris Endeavor music division partner John Marx had with ;I-"-="-.::-I'_.J-':'f
: : - . ranaon
for this year after the groundwork had been laid in smaller venues on Pt

behalt of Doo-Waps & Hooligans—which turned out to be underplays | linset)
that worked to their advantage now. “"We probably left a lot of tick-
ets on the table with the first album,  he says of opportunities offered
then to play larger venues than theaters and ballrooms. "But it was so
we could come bigger this time.

“Something happens when Bruno performs on TV and in concert,”
Creed continues. "Having poured himself into his songwriting, then
singing and recording the songs, they flow through his veins—it’s his
pulse. And at the end ot the day, that's what people want: a connec-
tion with someone speaking the words they wish they could say. And
on the other side, Bruno and the band are having a blast onstage, so
you can't not have a good time. It's an infectious environment, the
show you can’t miss.”

Smeezingtons partner Lawrence adds, "There's nothing con-
trived about Bruno. He's a genuine person who's
extremely passionate but also likes to be silly and
cracks. And that’s what sucks people into this spe-
cial kind of energy. It harkens back to Earth Wind
& Fire and Michael Jackson when people came to a
show and got a show.”

And that’s exactly what made the NFL offer
Mars the Super Bow! halttime slot. Compared with
recent halftime headliners the Black Eyed Peas,
Madonna and Beyonce, Mars has fewer years in
the spothight. But he matches them in live perfor-
mance power, as the NFL's Sarah Moll and Tracy
Perlman realized when they saw the Moonshine
Jungle tour several times this summer.

“1f you go to his concerts, 1t's 11-year-old girls to
65-year-old women—it's everyone, director of en-
tertainment and TV programming Moll says. VP of
entertainment marketing and promotions Perlman adds, "Our fans
engage with music regardless of genre or gender, and people like Be-
yvonceé have helped us hit on all cylinders. We really feel we'll be able
to do the same with Bruno this year.”

Moll, who books the halftime performers, and t

Team Bruno Mars

ALBUM TITLE: Unorthodox Jukebox
LABEL: Atlantic Records

1e NFL's entertain- RELEASE DATE: Dec. 11,2012

ment team started working with Mars and his management on the | o
MANAGEMENT: Brandon Creed and Kevin Beisler,

the Creed Co.

halftime set list around Thanksgiving week. They'll spend the re-
mainder of 2013 mapping out the production and staging, not to men-
tion the guest list. “He's got a few calls to make,” Moll says, hinting
that Mars’ 12-minute set won't be an entirely solo affair.

In the meantime, Mars and his band have been "fooling around,
having a blast” prepping for the high-profile gig at the outdoor Met-
Life Stadium during tour sound checks. "But bemng from Hawai, me
and the cold don't really speak that often,” he says with a shudder.

“And everyone is saying there’s going to be a blizzard. So how do you
rehearse for that? Go perform in meat lockers?”

When the Moonshine Jungle tour picks up again in late February,

PRODUCERS: Jeff Bhasker, Mark Ronson, Emile
Haynie, Diplo, the Supa Dups

EXECUTIVE PRODUCERS: The Smeezingtons
A&R: Aaron Bay-Schuck, Atlantic Records
PUBLISHING: BMG Rights Management

BOOKING: John Marx. William Morris Endeavor

tans can expect some tweaking of the set list and opening acts. For “ITF Y 0 U G G T O (worldwide except Europe and South America);
now, however, Mars 1s reveling in being a rolling stone without a Emma Banks, Creative Artists Agency (Europe,
schedule. He's been catching up on concerts (Beyonce's Dec. 3 show iy O G NCERT S r South America)
at Staples), eating ice cream and getting into "American Horror Story” IT’S 11-YEAR-OLD

5 - | - . UPCOMING TV: Pepsi Super Bowl XLVIII Halftime

on Fox ("Angela Bassett and Kathy Bates are killing it").

As for his next studio album, Mars says his “in” box is empty G j' R L S T O 6 5 = Y E A R = show (Feb. 2)
right now. "There's going to be a point on the tour where I'll wish PUBLICITY: Cara Donatto, Atlantic Records

| had a new song or 10 more songs to sing. That's when the excite- 0 LD W 0 MEN—IT"S

ment comes back and you start working that muscle, ready to get FVERY c) NE. " ATTORNEY: Evan Freifeld, Felcher & Freifeld
back into the studio. ’
“But I'm good right now,” he hastens to add. "If you put me in the —SARAH MOLL. NFL SITES: BrunoMars.com, Facebook.com/thatbruno-

studio, I don't know what I'd come up with, because I'm so enjoying mars, YouTube.com/brunomars

: ; 3§
this moment right now.” © x
& TWITTER: @brunomars

Additional reporting by Andrew Hampp in New Yorr,
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FROM ROBIN THICKE TO AVICII TO LORDE,
SMASH HITS CROSSED FORMATS

BY ANDREW HAMPP

YSON HALLER, VP of promo-
tion and label services at Alterna-
tive Distribution Alliance (ADA),
could see the tides shitting at
alternative radio in late August

12. He had just taken Mackl-
emore & Ryan Lewis' "“Thrift Shop” to WBRU
Providence, R.l., when the PD heard the then-
unknown song and said, “Oh, yeah, someone
just posted that video on my Facebook page
yesterday.”

That meeting quickly led to the first radio
add for " Thrift Shop,” and signified what would
soon become a larger change at the format.
Viral hits like “Thrift Shop”™—and soon Daft
Punk’s “Get Lucky, Lorde's “Royals,” Avicil's
“Wake Me Up!" and several others—became
multiformat smashes In a matter of weeks,
thanks to fan activity on YouTube, Spotity and
other streaming services that helped the songs
Cross over at a pace unseen since perhaps the
mid-'90s.

“We haven't had this much alternative at top
40 since the post-grunge era, when you saw
the Sheryl Crows and the Stone Temple Pilots
and the Lives all becoming so massive at the
time, says CBS Radio senior VP of program-
ming Kevin Weatherly, who also programs Los
Angeles’ alternative KROQ, top 40 KAMP and
adult top 40 KCBS. "This time feels less about
any particular movement and more about how
young people are discovering music. Whether
it's synchs, a touring fan base, an appearance
on [“Saturday Night Live"] or a YouTube clip,

“WE HAVEN'T HAD THIS

“Get Lucky,” he says, "stations really

you have to have all those things 1n place to cre-
ate familiarity and build on our airplay.”

But the trend hasn't stopped with the journey
from alternative to top 4o—songs like Robin
Thicke's “Blurred Lines” managed
to reach AC, R&B, hip-hop, rhyth-
mic and adult top 40. "Wake Me
Up!” even hit triple A, with its hybrid
EDM-folk production, a first for a
dance hit of its kind. Lorde’s “Roy-
als” topped alternative, then was
embraced by pop, R&B/hip-hop
(aided by a Rick Ross remix) and
Latin. And Latin, which has incorpo-
rated more Anglo songs on its playl-
1sts 1n recent years, added Katy Per-
rv's “Roar, Miley Cyrus' “Wrecking
Ball” and Bruno Mars’ “Locked Out
of Heaven' to its airwaves.

" People are consuming much more
than ever now, and a lot of it comes
from telling a friend, which social
media has made happen a lot faster,”
Columbia executive VP of promo-
tion Lee Leipsner says. In the case of

felt the global online swell of this
pop culture phenomenon that was
Daft Punk’s return. Fans were doing
their own loops and extended versions off the
'SNL' teaser ad, and we saw thousands of fan-
generated videos posted as well. It was a cata-
lyst to get stations to get started. They telt they
were mussing something that was bigger than

MUCH

ALTERNATIVE AT TOP 40 SINCE
THE POST-GRUNGE ERA.
CBS RADIO

—KEVIN WEATHERLY,
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them and needed to get

to their audience.”

The crossover activ-
ity sometimes took the
artists themselves by
surprise. ADA's Haller
says  Macklemore &
Lewis “weren't
sure if they wanted a ra-
dio record. We actually
had to have some pretty
CONVINCINg  conversa-
tions with them about
a lot of growth poten-
tial we could bring to
this release,”

“But the argument was
placed on its own and it
was hard to deny. This was truly what was happening on the streets
with music fans and listeners, with the 'street’ being YouTube, Will it
be that way in two years? Maybe, maybe not. But as far as something
affecting all formats, you couldn’t deny it.”

Weatherly credits the mid-2000s wave of bands like Muse, the
Black Keys and MGMT with ushering in the more alt-focused ap-
proach to top 40, which paved the way for smashes from fun. and
Gotye in 2012, He says Imagine Dragons and Capital Cities benefited
from similar genre-agnostic promotion strategies, and has a few pre-
dictions for the next crop of crossover acts in 2014.

“We re seeing the Neighbourhood start to take off at 40, and Fitz &
the Tantrums has the potential to cross over—it’s a fun, retro sound
like Capital Cities,” he says. “Atlantic has an act called Birdy with a
track, 'Skinny Love, that's really powerful. And Phantogram has a

CVET]

he says.

cool new song called 'Fall in Love’ and a healthy following back East.

[t has a Massive Attack vibe to it, and that band never had a big mo-
ment at radio, so timing-wise it feels like it could connect.” @

Hitl parace:
Robin
Thicke, Katy
Perry, Daft
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THE FEATURED ARTISTS ON
MACKLEMORE & RYAN LEWIS
“THE HEIST" HAVE HELPED PULL
OFF ONE THE YEAR'S BIGGEST
HAULS—SEVEN GRAMMY
NODS—AND WON THEIR OWN
ACCLAIM IN THE PROCESS

BY MARISA FOX

HEN MARY LAMBERT was a struggling
beat poet/tolk singer busking her way through
Seattle’s coffee shops and street corners, she
started a Kickstarter campaign to fund her
first EP, Letters Don't Talk. The big carrot she
dangled for pledges of $1,000 was the chance
to be her date to the Grammy Awards.

“It was a little tongue-in-cheek,” she says. “So I threw in the disclaim-
er, 'l don't know when it's happening—it could be in five years or10.”

Make that three. Last Friday, Lambert was at Los Angeles’ Staples
Center for the Grammy nominations concert when she heard that
“Same Love, the gay-rights anthem she co-wrote with Macklemore &
Ryan Lewis, was up tor song of the year.

“All these things went through my head, from times in my child-
hood when people would say, ‘See vou at the Grammys, to working
through hard times when you don't really believe something like that
is actually going to happen,  she says, pausing to fight tears, “to being
in the company now of people who support you and believe in you.”

Those people are Macklemore (real name Ben Hagegerty) and Lew-
15, the independent Seattle rap/pop duo who nabbed seven Grammy
nominations, an honor they re sharing with the featured performers
on their breakthrough album, The Heist.

Besides Lambert, 24, who's on the cusp of releasing her first ma-
jor-label EP on Capitol Records on Dec. 17, there's Wanz, or Michael
Wansley, the sz-year-old R&B singer and former funk/rock bassist
who lends his now signature baritone to the hit “Thrift Shop™; Ray Dal-
ton, a 22-year-old former gospel singer heard on “Can't Hold Us"; and
Hollis Wong-Wear, a 26-year-old tormer poetry-slam champ who raps
on “"White Walls” and produced the video for "Wings.” Macklemore
and Lewis have given each of them writing credits on their featured
tracks, and taken them on the Heist tour. All from Seattle, they form
more of a collective than a random collection ot guest artists.

“To say that The Heist has opened a huge door for me 1s the most co-
lossal understatement, Lambert says, echoing sentiments expressed
by Wanz, Dalton and Wong-Wear. "The concept of being able to be a
full-time artist—that alone is a huge perk. But the rest is just bananas.”

For Lambert, who went from singing to an audience of a few hun-
dred in 2012 to performing for 17,000 at Seattle’s KeyArena, the leaps

are especially astounding. Though she represented
Seattle in the Brave New Voices Poetry Competition,
taped for HBO in 2008, and compiled her firebrand
verse in the book “soo Tips for Fat Girls,” published in
January, she could barely keep up with rent.

"l was in a very dark place and was looking for some-
thing to hold on to, something to ground me, " she says.

"1 was still processing the trauma of being gang raped

two years earlier, going through a bad breakup and all
those things got compounded.”

The result? An intense disc called Welcome to the Year
of My Body, which could do tor temale self-empower-
ment what “Same Love" did for marriage equality. "I
hope it becomes the anthem of self-worth,” she says.

“I've come a long way from the self-destructive person

[ was at 19. And | want to spread that positive energy.”

Another Heist star is Dalton, whose soaring vocals
are featured in fiilm trailers and ads for Xbox, Miller Lite
and Apple thanks to the synchs of "Can't Hold Us.” This
summer, he signed with David Sonenberg, manager to
the Black Eyed Peas. The two met a year earlier when
Dalton was first taking meetings with managers. "It was
before The Heist came out,” he says. "'l played them the
track and only David said, "This is going to be huge.’ The
others were more like, "Well, let’s wait and see.””

Of course, they all came back the moment “"Can't
Hold Us” skyrocketed up the charts, But Dalton went
with the one manager who got him right away.

Whenever he gets an off day from the tour, Dalton
has been jJumping into sessions with a rotating roster of
producers like Fernando Gardibe, who worked on one
of his favorite albums, Lady Gaga's Born This Way. The
goal is an EP in 2014. “1'd say my own music is a cross
between the feel-good pop of ‘Can’'t Hold Us” and real
soul,” says the former singer with the Total Experience
Gospel Choir of Seattle. "But first 1 have to higure out
exactly what that sound is. It's hard to write on a plane

ora tour bus—=not that I'm complaiming. But | do feel

Wanz Mary

Lambert,
Hollis Wong-
Wear and
Ray Dalton
(from left)
photographed
al Seattla's
KevArena on
Dec. 10.

a lot of pressure to live up to the success of The Heist."

It Dalton feels the stress of having the bar raised,
imagine how the late-blooming Wanz, who had
given up on his youthful dreams of becoming a selif-
supporting music act, feels. He recently released his
first single, “The Christmas Song,” on Warner imprint
the End Records, and performed it on "Late Night With
Jimmy Fallon.” He'll follow it with a new track, “Party
Don't Stop,” sometime after the first quarter, he says.

But if the Macklemore & Lewis crew 1s successtul in
the wake of The Heist, it’s also a factor of the talent go-
Ing In, rapper/video producer Wong-Wear says.

“It’s no coincidence we all wound up on this,” says
Wong-Wear, who opened tor Macklemore in 2008 and
has watched him grow from Seattle hip-hop fixture to
Grammy phenom. “They didn't just call people up ran-
domly. Ryanis a genius producer and video editor. Ben
has a super-human focus. The usual paradigm 1s you
work and then you live vour life. But that's not how it is
with them. We're all dedicated to each other.”

That doesn't mean Wong-Wear is tethered to the
duo. She's begun writing for new artists, is produc-
ing videos and has a synth-pop trio called Flavr Blue,
which whom she’s booked a New Year's Eve gig at
famed Seattle haunt the Crocodile.

“That’s where Nirvana played,” she says, sounding
a little awestruck by own her success. "In some ways,
we re all helping put Seattle back on the map. | mean,
Mary truly is the voice of a new generation.”

For Lambert, the icing on a cake-filled year came
backstage at the Grammy nominations concert when
Melissa Ethenidge approached her. "I told her, My
mom isn't going to believe 1 met you, " she says. “And
she said, "My daughter’s not going to believe I met you.”

As for that Grammy date, Lambert does have a spe-
cial person in mind. “My mom,” she says. “No one did
pledge $1,000. But she gave birth to me. That has to
count toward something.” @
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JAY Z AND SAMSUNG CHANGED HOW PEOPLE THINK ABOUT
DELIVERING ALBUMS. SAMSUNG CHIEF MARKETING OFFICER TODD PENDLETON
DISCUSSES HOW THE DEAL CAME TOGETHER, AND WHAT'S NEXT

a major album could be released and distributed.

There was a blip of backlash, with some Samsung users Hlagging privacy concemns over
the requested permissions included in the app. But six months later, Todd Pendleton,
Samsung's chief marketing officer for North America, considers the deal a huge success—
and one that helped the company sell phones like its Galaxy S4. By October, Samsung's

HE OUT-OF-THE-BLUE June 15 announcement of Jay Z's Magna Carta . . .
Holy Grail was a watershed moment. Not just because it heralded Jay Z’s first al-
bum in four years, but its first week of availability would be courtesy of Samsung
and not any label partner. In a deal worth $30 million in media spend, music
rights and endorsement fees, Jay Z’s Roc Nation and Samsung changed the way

BY ANDREW HAMPP

people first. There's a cachet to
that, a status to having the best
device before anyone else. And
the leaders, the innovators who
have that shared mind-set, are
the people we partner with in
the music space. Jay 1s a greal
example—someone who's an
Innovator 1IN music, an Innova-
tor in business.

share of smartphone subscribers had risen 1.3% {rom 24.1% in July, the month of the Jay Z

promotion, to 25.4% (trailing only Apple with 40.69), according to comScore MobiLens.
In his first interview discussing the Jay Z partnership, Pendleton spoke with Billboard
about Samsung’s year in music, the importance of “real time” marketing and whether
Samsung is interested in another deal like the one it made with Jay Z.

Samsung made a major splash in music this year, from the
Jay Z deal to an aggressive festival and awards sponsorship
strategy with South by Southwest, Lollapalooza and the
Latin Grammys to performances with artists like Prince
and Bruno Mars. Why is music such an important vehicle?
For us, music 1s always going to be pivotal in what we do from a mar-
keting standpoint. But also from a device standpoint, we're a part of
everyone's life and our devices are as well. It's been about finding
that seamless bond between the two—whether 1t be a Jay Z launch
and us finding a new distribution model for music, or using experi-
ential concert experiences at South by Southwest as an opportunity
to reward our customers for being loyal Galaxy owners. Even at fes-
tivals, it's a place where our audience can learn about our Galaxy
devices and current owners have the opportunity to have battery
swaps. We try to marry the world of their device and their product
experience with the experience we can give them around music.

Samsung has marketed itself differently from other mobile
brands, and often without much mention of your retail or
carrier partners in its advertising. How would you describe
Samsung'’s overall brand positioning, music’s role in it?
We're an innovation company, a technology company first and
[oremost. Our core values are bringing the best mobile devices to
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Sources said that the deal
with Jay Z came together,
from idea to execution, in 30
days. True?

Yeah, that's how we work. It's
crazy for people outside the tech world, it you think
about how we launch a product. A lot of the technol-
ogy, a lot of features and what our product 1s going
to contain 1s held secret to the last minute, for obwvi-
ous reasons. For us on the marketing side, that puts
a huge time constraint on how we go to market. It's

“WE'RE JUST
SCRATCHING
THE SURFACE
OF MOBILE
AS A LEAD
DISTRIBUTION
AVENUE.”

usually a three- to six-week cycle. We had 30 days to
sit down with Jay and [Roc Nation partner| John Me-
neilly and |manager| Desiree |Perez|, and talk about
how mobile can be a new distribution centerpiece of
an album that nobody knew about at the time.

For all the media dollars you put behind the
deal, and the concerns over the app’s privacy,
how did you ultimately define success?

First and foremost from a consumer standpoint. Con-
Sumers got to experience music In a new way, experi-
ence the Samsung brand in a new way and see Jay Z
behind the scenes in a way they hadn’t seen him be-
fore. When he's telling the story of “Jay Z Blue,” how
his dad left and how he’s afraid of being a bad father,
that's something we all can relate to. On the industry
side, for Samsung and mobile 1in general to be a dis-
tribution center for music and a platform for music—
that is the future, right? Music 1s consumed on mobile
more than ever—it's only going to become more com-
mon as the months and years go on. So, showing the
promise of mobile as a lead distribution avenue for
music is a big win. We 're just beginning to scratch the
surface of what that can be.

Can, and should, the Jay Z deal be replicated
with other artists? Why or why not?

For us, it's always about doing something new and be-
ing different, always pushing the torefront in technol-
ogy and in our marketing. If you copy something, 1s it
going to be special? No. But if you take the learning
from i1t and evolve it into something else in the future?
Yes. Trying to replicate or copy it wouldn't have the
same results.

Aside from your own, is there a branded music
program in 2013 that you admired?

I'm not a fan just because he's a colleague of mine,
but Omar Johnson at Beats and how Beats has grown

Todd
Pendleton
photographed
at the
Samsung
Galaxy Studio
in New York,
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Driving Songs
For many car companies, music Is

more about brand relevance than
getting drivers on the lot

Every five years or so, Ford Motor readies what it likes to call

‘white-space vehicles,” brand-new cars without a direct category or
competitor. For its latest offering, the 2014 Transit Connect Wagon,
Ford identified the vehicle's key consumer as the "impassioned indie™—
young individuals passionate about their hobbies and interests—and
quickly turned to music to reach them,

But rather than going the route of, say, the Grammy Awards or
MTV's Video Music Awards, Ford started smaller: It enlisted Pitch-
tork and indie label lamsound’s in-house creative agency to help the
company create "Artist Connect, a Los Angeles-based concert series
with Web content set to premiere on Pitchfork.com in January. A
series of intimate shows were filmed at Mack Sennett Studios in the
city'’s Silverlake neighborhood, featuring the Transit Connect trucks as
a backdrop to an otherwise high-tech music showcase. MS MR, Clas-
sixx and Guards will appear in the first installments, and the acts will
also film footage as they drive the vehicles on their current tours, with
a deeper partnership between Ford and Pitchfork set for 2014.

"Impassioned indies want to be engaged on their terms where they
are. Theyre not people who want to have advertising shoved in their
taces,” says Minyang Jiang, brand manager of Ford's Transit and Tran-
sit Connect vehicles. "We look to our partners to present and engage
with their fans where their audiences are rather than us trying to go
and talk to them. It's out of respect.”

That strategy was shared by many in the automotive category,
which ranked as the sixth-largest in music events and festivals in 2013,
surpassing hotels, soft drinks and insurance. Though General Motors,
Kia Motors and Chrysler Group were more active than years past, it
was often with the goal of enhancing
their brands’ relevance rather than get-
ting drivers on the lot. Ford, incidentally,
was live music’s sixth-largest spon-
sor in 2013, with ongoing support of
Bonnaroo and a new partnership with
Live Nation that included a Web series
in support of its Ford Fiesta vehicle.

GM’s Lincoln and Cadillac, seeking
to freshen up their stodgy perception,
teamed with production company
@radical.media for programs that
emphasized content creation. Lincoln
partnered with Beck for a performance
of David Bowie's "Sound and Vision,”

their brand through that inHuencer model. From everything they which has racked up more than 1 million views on You Tube. And Ca- ;"!'a_l-l'j_”'”
dillac recently sponsored a weekend of workshops and music for PBS’  “!vic Toul

did with "Blurred Lines” to product integration with Eminem, it's

. _ . . . . . meet-and-
§ 1C In a smart wav ine i o DA e Jrrat "American Voices™ concert series, featuring artists like Josh Groban, ot
using music in a smart way and tapping into those passion points. _ . : great on
Sara Barellles and Renee Fleming. alv 18 aie
r "Brands like automotive tend to be part of a lifestyle, so we integrate  fram left)
What's next? them in a way that's more lifestyle-oriented rather than purchase- Maroan 5'
We re not going to repeat anything we ve done before. Right now, The Top 5 oriented,” says Joe Killian, @radical’s executive producer and music Adﬂ_m
anything that could be happening as early as January or February is Branding Stories impresario. "If the brand is part of that lifestyle, of course the purchase '::":;f
: - 1 - ; . - e i :
still in the works. 1 don't have anything tangible 1 could share with Of 2013 or engagement with that pmd'j'l‘:t happerls. _ - \ational
you—even as a secret—it's all still in development. Part of our suc- _EVON HONER eN1BrAcad 0SS 0N the I5F MREHNG wilh IS Hona Advertising
s A wrueiie N — Xeid] ) Civic Tour, which in its 12th year (a longevity rivaled only by the Vans 006
FLH‘" - _w :"I.H:IUML . o -:-nu.r.,ruu_r — EFmg '1’_"“';“ "—F bi‘f”‘_ﬂlt'ﬂ E'Fﬂr;]lurnm Warped tour) needed a fresh push to reach the 18-34 demographic. Nick Lee.
15 done .raght It'S hﬂli’.’illll:’.E we create cultural moments in real time. ded t':ﬁru”rutiﬂlﬁ | million “Ten years ago, the tour was about big on-site displays and getting Marnan
It's not just about making and selling a product—being real-time "7 % ™" qualified leads we can forward to the [local] dealers,” Honda associate 5% James
helps us make sure we're in the present, we re in the now, tobe part  ; 5iiboard roundtable: Top VP of advertising Tom F’E}"IDH} says. But in 2013, Honda manager of :':i'f::':i
of the current conversations in society. music and branding execs advertising Nick Lee adds, "It's all about engaging fans with onscreen | .
discuss a $1.3 billion market texting and improving our brand awareness through Facebook likes." Advertising
2l i Once Maroon 5 signed on as this year's headliner, with support 1ssistan
What music is on your phone these days? 5 Pensi oulle Mountain De J d ! PP ol
. : _ : ETARSH PSS NOUAT Liew from Kelly Clarkson, ticket sales were up almost 70% year-over-year. VP Tom
Well, obviously Jay. fji:|5{_'l Kanye West 11:I1d Yeezus. He [:.llij‘_'r’l."d at our ad helmed by Tyler, the The band played 31 dates to mare than 435,000 ticket holders, mak- Peyton
f_:riﬂi]:"ﬂ.-’ Note 2 event in New York a while back, and T ve gotten Lo wreator ing this year's Honda Civic Tour the biggest to date, topping previous
know him pretty well over the years. I know the album’s very po- e tours with the Black Eyed Peas, Good Charlotte and Panic! at the
larizing but I just love it—the industrial rawness of it and the lyrical  Nabisco for multi-brand tous Disco. Social engagements were up exponentially, too, Wi?h Twitter
content that's back to that conscious rap. | grew up as a huge Uz fan,  sponsorship, marketing blitz and Facebook followers gaining 70% and retweets rocketing by 300%.
| _— , . i orwc o Autos have even become default music publishers, as Chevrolet
so getting a new song from them has been really interesting. : . .
' 5 Katy Perry teams with tapped country singer Will Hoge and Warner/Chappell to create an
* _ Pepsi, M TV to debut new original jingle for its Silverado trucks that could stand up to the legacy
UZ has also been looking for partners to help set up Its HIrISM song of Bob Seger’s “Like a Rock." Hoge's “Strong” became a hit on its own

next album in 2014. Might that be something you guys get
involved with?
You never know. @

merits, reaching No. 42 on Billboard’s Hot Country Songs chart.
Chevrolet director of advertising and sales promotions Molly Peck
will next look for music to play a lead role in its plans for the Grammys,
Super Bow! and Olympics in early 2014, "You're going to see a wide
range of genres, which makes sense for a brand like Chevrolet, be-
cause were a wide range of vehicles,” she says. "Music is almost part
and parcel to our creative—one doesn't work without the other.” —AH
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THE SHADOWS

OF'SUGAR MAN"

MUSIC DOCS, MANY ABOUT UNKNOWN CHAPTERS

OF POP HISTORY, SPIKED
BY PHIL GALLO

USIC DOCUMENTARIES, AS
a genre, do not perform well at the
box office. Nor do they do particu-
larly well on DVD, making the siz-
able slate of theatrical releases relat-
ed to music in 2013 one of the year's
bountiful anomalies. “Searching for Sugar Man,” the
2012 film about a forgotten singer/songwriter, won the
Academy Award for best documentary earlier this year,
and it's possible an audience thirst has developed for
more stories about the unknown corners of pop music,
especially that created in the '60s and '7os.

istributors placed at least 15 music-related docu-
mentaries in theaters in 2013, a strikingly high number
for any year. More so than in years past, the subjects
and stories were largely unknown. The most celebrated
act to have 1its story told on hlm, the Eagles, went to
TV through Showtime, while theaters screened two
documentanes on recording studios, three on acts with

small but intense cult followings, one on a Beatles sec-
retary and others that ventured behind the scenes with
arena acts and a legend’s recording sessions. Most no-
table, though, was Morgan Neville's look at the history
of background singers, “20 Feet From Stardom.” The
film debuted at Sundance, was sold to Radius-TWC,
hut theaters in July and was still on the big screen five
months later. It earned $4.8 million at the domestic box
office, according to Box Office Mojo, with an interna-
tional rollout beginning at the end of 2013, just ahead of
a stateside DVD release on Jan. 14.

“"We never thought of this as just a music documen-
tary, Radius-TWC co-president Tom Quinn says. “It’s
an underdog story of five incredible artists who have
been completely overlooked. They were unsung heroes
of some of the greatest music of our time, and 1t fit with-
in what we thought was the traditional summertime hit
for specialized movies, whether they be documentaries
or [scripted|. The gross proved this movie worked as a
movie and not just as a music doc.”

“20 Feet From Stardom” received an Independent

@ BILLBOARD | DECEMBER 21, 2013

Spirit nomination for best documentary in November,
and 1s on the Academy Awards short list of 15 films vy-
mg for a best documentary nod. ("Pussy Riot” is the
only other music doc on the list.) It was rolled out in
theaters across the country, starting with three screens
in New York and Los Angeles before peaking at 147
theaters. It's the first film that Radius, the specialty arm
of the Weinstein Co., has placed in theaters ahead of
a video-on-demand (VOD) release. With specialized
films, the releases are often done at the same time.
“The title would mean nothing on iTunes,” Quinn
says, noting that Bob Marley documentary “Marley”
was released online and in theaters simultaneously in
April 2012, "Now it means somethimg, and stands to do
four or five times more business in home video.”
Magnolia Pictures, however, made its imitial foray
into the area by releasing three music-related docu-
mentaries— Muscle Shoals,” “"Good OI' Freda” and

“Big Star: Nothing Can Hurt Me "—in theaters and on

VOD simultaneously in 2013. "Muscle Shoals,” on tar-

get for $800,000 at the box office, outpaced VOD at
theaters, while the other two docs did better on VOD.

Above: Simon
Chinn (left)
and Malik
Bendjelloul
won the best
documentary
reature Oscar
for “searching
ror sugar Man
In February
Helow: Thi
year 5 top docs
Included " 20
Feel From
Stardom”

and "Big Star
Noathing Can
Hurt Me."

“The basic thing with VOD 1s there are fans of this music all over the
place—they re not just concentrated in major cities where the theatr-

cal releases are,” Magnolia president Eamonn Bowles says. "To have it
out on VOD while the press |[and marketing| 1s active 1s better than go-
ing with DVD four months later and hoping everyone can remember it.”

If you defined “documentary” at its broadest, Sony Pictures’ "One
Direction: This Is Us” would top this vear's music film list easily, with
$28.9 million earned at the box office. The film is the third in a series
of concert-blography hybrids that have landed one per year since 2011,
targeting teen fan bases. It bested last year's “Katy Perry: Part of Me”
by $3.5 million, but trailed 2011's “Justin Bieber: Never Say Never” by
more than $44 million.

Yet films like those, which arrive at more than 2,500 cineplexes on
their opening weekends, are a far ¢cry from smaller releases that debut
at festivals, land distribution and then open on a handftul of screens
months or even a year atter their premieres. Exceptions exist: Dave
Grohl's “Sound City”
ing platforms for the Variance film’s late-March release, and Picture-
house's “Metallica: Through the Never” secured an exclusive, week-
long IMAX run prior to hitting regular theaters.

More common are the long rollouts that accompanied the release of
films about Big Star, Bikini Kill's Kathleen Hanna (" The Punk Singer”),
obscure Detroit punk trio Death ("A Band Called Death”) and Green
Day's experiences on Broadway (" Broadway Idiot”). Bowles says the
key to these films is a universal story that doesn 't target hardcore fans.

“"When you have a [major| band, it's hard to differentiate from a VH1

used Sundance and other festivals as market-

‘Behind the Music’ ora DVD extra,” he says. “The ones that have more

unique narratives tend to fare better in the marketplace. Unearthing
something has become very valuable currency.”

When Radius’ Quinn and co-president Jason Janego purchased “20
Feet From Stardom” at the opening night of Sundance, they stayed
up until 4 a.m. plotting out their hopes for the film. Among the many
ideas that became reality was co-star Darlene Love finally sitting on
the couch on "Late Show With David Letterman” for an interview af-
ter performing “Christmas (Baby Please Come Home)" on his show
every year since 1986. Another was the proposal that the film's five
central smgers—Love, Merry Clayton, Lisa Fischer, Tata Vega and Ju-
dith Hill—would perform together at a major event with no connec-
tion to the film: Love, Clayton, Fischer and Hill are booked to sing the
national anthem at the Rose Bow<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>