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Bad Bunny, Morgan Wallen
Mark Milestones On Billboard 200

BILLBOARD 200

Un

1

Verano Sin Ti
Bad Bunny

LAST WEEK

2

PEAK POSITION

1 18

WEEKS ON CHART

HE TOP TWO albums on the
Billboard 200 dated Sept. 17
extend their exceptional runs
on the ranking.

Bad Bunny’s Un Verano Sin Ti
returns for a 10th week atop the
chart — breaking a tie for the most time spent
at No. 1in 2022 as it surpasses the nine weeks
that the Encanto soundtrack logged earlier in
the year. Un Verano Sin Ti, which opened atop
the May 21 chart, holds the longest reign since
Morgan Wallen’s Dangerous: The Double Album
spent 10 consecutive weeks at the summit on the
charts dated Jan. 23 through March 27, 2021.

Un Verano Sin Ti earned 99,500 equivalent
album units in the United States during the week
ending Sept. 8, according to Luminate.

Meanwhile, at No. 2 (48,000), Dangerous
tallies its 86th week in the top 10 of the Bill-

board 200, marking the most ever for an album
by a single act. It surpasses the 85 that Peter,
Paul & Mary’s self-titled debut amassed in the
region from 1962 to 1964. That set spent seven
weeks at No. 1 and spun off the Billboard Hot 100
top 10 hit “If I Had a Hammer.”

Dangerous has fallen out of the Billboard 200’s
top 10 for just one week since first entering the
chart. It has also scored two Hot 100 top 10s
and seven Hot Country Songs top 10s, includ-
ing No. 1 hits on the latter in “7 Summers” and
“Wasted On You.”

Among all albums, seven have logged
more weeks in the top 10 of the Billboard 200
than Dangerous. All of them are multiple-
artist soundtracks or cast recordings, led by
the original cast album for My Fair Lady,
which spent 173 weeks in the region, begin-
ning in 1956. -KEITH CAULFIELD

SEPTEMBER 17,

2022
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The former Plan B
member’s first
Hot 100 entry also
ranks at No. 6 on

Hot100

Title Artist

IMPRINT/PROMOTION LABEL

2 WKS.AGO
LAST WEEK
THIS WEEK

PRODUCER (SONGWRITER)

11 As It Was

KID HARPOON, T.JOHNSON (H.STYLES,

Harry Styles
ERSKINE/COLUMBIA

PEAK POS.
WKS. ON
CHART

Bad Habit SteveLacy 2 10
STEVE LACY (S.T.L.MOYA,B.FOUSHEE,D.GORDON,M.CASTELLANOS,J.C.KIRBY) L-M/RCA
Late Night Talking HarryStyles 3 16
KID HARPOON,T.JOHNSON (H.STYLES, T.E.P.HULL) ERSKINE/COLUMBIA
Sunroof Nicky Youre&dazy , 5
DAZY (N.S.URE) THIRTY KNOTS/COLUMBIA
About Damn Time Lizzo
RICKY REED,B.SLATKIN (B.SLATKTIN,E.B.FREDERIC,L.PRICE,M.MCLAREN,M.JEFFERSON,R.LARKINS, ] 2]
S.HAGUE,T.M.THOMAS) NICE LIFE/ATLANTIC
I Like You (A Happier Song) Post Malone
FeaturingDojaCat 6 14
L.BELL,J.L.HARRIS (A.R.POST,A.Z.DLAMINI,L.B.BELL,J.L.HARRIS,B.WALSH) MERCURY/REPUBLIC
Super Freaky Girl Nicki Minaj
DR. LUKE,A.JOSEPH,V.OLIVER,MALIBU BABIE (0.T.MARAJ-PETTY,L.S.GOTTWALD,A.JOSEPH,G.LEWIS, ] 4
L.MILLER,V.OLIVER,R.JAMES A H.MILLER) YOUNG MONEY/REPUBLIC
1 Ain’t Worried OneRepublic
R.B.TEDDER,B.KUTZLE,S.0SCROFT,T.SPRY,J.NATHANIEL (R.B.TEDDER,B.KUTZLE, T.SPRY,J.ERIKSSON, 8 ]3
P.MOREN,B.YTTLING) MOSLEY/INTERSCOPE
Running Up That Hill (A Deal With God)  Kate Bush 3 35
K.BUSH (K.BUSH) FISH PEOPLE/NOBLE AND BRITE/RHINO/WARNER
You Proof Morgan Wallen
J.MOI,CHARLIE HANDSOME (M.WALLEN,A.G.GORLEY,E.K.SMITH,CHARLIE HANDSOME) 6 ]7
MERCURY/BIG LOUD/REPUBLIC
Wait ForU Future Featuring Drake & Tems
ATL JACOB,FNZ,T.AKPOJHENE,ISRAEL,SONIC MAJOR (N.D.WILBURN,A.GRAHAM,T.OPENIYI, T AKPOGHENE, ] ]9
J.D.CANADY,M.J.MULE,|.J.DEBONI,F.E.BENTLEY II1,0.0KE,.A.FOWOBAJE) FREEBANDZ/EPIC
Me Porto Bonito Bad Bunny & Chencho Corleone
LENEX,SUBELQO NEQO,MAG (B.A.MARTINEZ OCASIO,0.J.DEL VALLE VEGA,J.A.MOLINA PRATO,F.MONTALVO 6 ]8
ALICEA,J.C.CRUZ,J. HERNANDEZ RODRIGUEZ,M.D,BORRERO,R.ROSARDO) RIMAS
Titi Me Pregunto BadBunny . g
MAG (B.A.MARTINEZ OCASIO,M.D,BORRERO,R.ROSARDO) RIMAS
The Kind Of Love We Make Luke Combs
CHIP MATTHEWS,J.D.SINGLETON,L.COMBS (L.COMBS,J.DAVIS,D.ISBELL,R.ISBELL) RIVER HOUSE/ ]3 ]2
COLUMBIA NASHVILLE
Break My Soul Beyonce
5 9 15 B.KNOWLES CARTER, T.Y.NASH,TRICKY,J.C.ISAKEN (B.G.KNOWLES CARTER,T.Y.NASH,C.A.STEWART, ] ]2
S.C.CARTER,A.GEORGE,F.C.MCFARLANE,A.J.PIGOTT,F.ROSS) PARKWOOD/COLUMBIA
FirstClass Jack Harlow
]6 ]8 16 CHARLIE HANDSOME,J.THARLOW,J.L.HARRIS, BABETRUTH,R.CHAHAYED (J.T.HARLOW,D.FORD, ] 22
J.VELAZQUEZ,R.CHAHAYED,CHARLIE HANDSOME,J.L.HARRIS,N.J.PABON,C.B.BRIDGES,J.JONES,
M.RAHEEM,E.WILLIAMS,S.DUHAMEL,W.ADAMS) GENERATION NOW/ATLANTIC
Wasted On You MorganWallen o .
J.MOI,J.DURRETT (M.WALLEN,E.K.SMITH,J.THOMPSON,CHARLIE HANDSOME) REPUBLIC/BIG LOUD
Heat Waves Glass Animals
17 19 gt 1 86
D.BAYLEY (D.BAYLEY) WOLF TONE/POLYDOR/REPUBLIC
P She Had Me At Heads Carolina Cole Swindell
@ 22 “‘\19/“‘ Z.CROWELL (A.G.GORLEY,C.SWINDELL,J.FRASURE,M.D. SANDERS,THOMAS RHETT, T.NICHOLS) ]8 ]5
"' WARNER MUSIC NASHVILLE/WMN
I Vegas Doja Cat
@ @ ‘20‘ YETI BEATS,R.CHAHAYED (A.Z.DLAMINI,D.SPRECHER R.CHAHAYED,J.LIEBER,M.STOLLER) HOUSE OF IONA/ 20 ]4
"' KEMOSABE/RCA

Go to the Chart Beat section of billboard.com for complete charts coverage.
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How was “Gatubela” created?
MALDY Around July, Karol G’s team
reached out — five days later, | was in
Barcelona filming the video. | was in the
middle of a move from Orlando [Fla.]
to Puerto Rico, but | knew | couldn’t
let this opportunity go. Karol’s team
actually gave me my verse written; |
added touches to interpret it with my essence. | went to the studio in Miami with
[co-writer] Justin Quiles, but | didn’t meet [co-producer] DJ Maff until the day of
the shoot. Even though he’s a new producer, he conserves a lot of the old-school
reggaetdn sound in his beats, and he gave “Gatibela” the perfect fusion between
Karol and Maldy.

“Gatubela”
Karol G x Maldy

You recently signed with Warner Music Latina. Why was that the right fit?
They believed in my project and knew my potential. They knew | wasn’t a new
artist and that fans were waiting for new music, whether from me as a solo artist
or as [part of] Plan B. When | met with them, | immediately knew that | had to sign.
We're putting the final touches on my next album, Sin Maldy No Hay Perreo [With-
out Maldy, There Is No Twerking]. | have many artists collaborating with me, but |
want to apply the strategy | did with “Gatubela” of keeping everything a secret. But
I’m going to release 12 songs and give 100% on each track.

What does earning your first Billboard Hot 100 entry mean to you?

| was shocked to find out that | entered the Hot 100. My team actually received
the news first, and my road manager was the one who shared it with me. | got a bit
teary-eyed because | had taken a break from music for two years, and thankfully,
now I’'m seeing the results of all my hard work. | had to stop all my plans to focus
on this track and give it 100%. I'm really happy with everything that’s happening
with the song and my career right now. -JESSICA ROIZ

HOT 100 FIRST-TIMERS

Artists who have recently made their initial appearances on the chart

Debut Debut
Artist Song Position Date
“Victoria’s Secret” 83 Aug.13
Jackson Dean “Don’t Come Lookin’” 90 Sept. 3
Rosa Linn “SNAP” 97 Sept. 3
Fridayy “God Did” 17 Sept. 10
“Gatubela” 37 Sept. 10
“Golden Hour” n Sept. 10
“Romantic Homicide” 77 Sept. 17
“Calm Down” 91 Sept. 17
Armani White “Billie Eilish.” 99 Sept. 17

SEPTEMBER 17, 2022

DANIEL MAYERS.
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Romeo Santos
Férmula, Vol. 3

Santos notches his fourth

top 10 on the Billboard 200,
and a No. 2 debut on Top Latin
Albums, with Férmula, Vol. 3.
His latest set launches with
26,000 equivalent album units
earned in the United States

2WKS.AGO

LAST WEEK

THIS WEEK

Billboard 200

Artist

IMPRINT/DISTRIBUTING LABEL

Bad Bunny

RIMAS

Title

Un Verano SinTi

PEAK POS.
WKS. ON
CHART

in the week ending Sept. 8 4 @ 2 Morgan Wallen Dangerous: The Double Album ;| g/
BIG LOUD/REPUBLIC
according to Luminate.
(3) Megadeth The Sick, The Dying... And TheDead! ,
N % T-BOY/UME
Jon Pardi
3 4 . @ DJ Khaled GodDid | ,
Mr. Saturday nght WE THE BEST/EPIC
The 14-track set arrives at
No. 5 on Top Country Albums, Harry Styles Harry’sHouse ;g
ERSKINE/COLUMBIA
becoming Pardi’s fourth
top 10 on the chart. The 3 6 Beyonce Renaissance 1 6
album’s lead single, “Last PARKWOOD/COLUMBIA
Night Lonely,” earned him his RodW. B ful Mind
. 0 ave eautiful Min
fifth No. 1 on Country Airplay 2 8 iy 14
(Sept. 3).
The Weeknd The Highlights 2 &
XO/REPUBLIC
Foo Fighters TWICE Between 1&2: 11th Mini Album (EP) 5
Greatest Hits JYP/IMPERIAL/REPUBLIC
Following a Sept. 3 tribute Romeo Santos Formula,Vol.3 |5
concert in London for the SONYHUSICLATIN
band’s late drummer, Taylor
. . . Y . YoungBoy Never Broke Again ThelastSlimeto , ¢
HaWk.LnS, the h-l‘ts Compllatlon NEVER BROKE AGAIN/ATLANTIC/AG
surges 51% in units earned.
The event streamed live on Future INeverLikedYou ; g
Paramount+ and had additional FRECBANDZIEPIC
B MTV. .
coverage on CBS and Kendrick Lamar Mr.Morale & The Big Steppers | 7
PGLANG/TOP DAWG/AFTERMATH/INTERSCOPE/IGA
Steve Lacy GeminiRights ; ¢
Megadeth’s The Sick, the Dying... and the L-M/RCA
Dead! debuts at No. 3 on the Billboard 200,
M deth marking the rock band’s eighth top 10 entry. Zach Bryan AmericanHeartbreak 5
egaae The set launches with nearly 48,000 equivalent BELTING BRONCO/WARNER
The Sick, album units earned in the United States in
the Dying... the week ending Sept. 8. It also starts at No. 1 Olivia Rodrigo Sour | 4o
and the Dead! on Top Rock & Alternative Albums, Top Rock GEFFEN/IGA
Albums, Top Hard Rock Albums, Top Album
Sales and Tastemaker Albums. Drake CertifiedLoverBoy | 54
Megadeth first reached the top 10 on the 0V0 SOUND/REPUBLIC
all-genre albums chart 30 years ago, when )
Countdown to Extinction debuted and peaked Lil Baby ‘ MyTurn | 3
at No. 2 (Aug. 1, 1992). The group has since QUALITY CONTROLHOTONN/CAPITOL
returned to the region with Youthanasia (No. 4, .
1994), Cryptic Writings (No. 10, 1997), United :'L:'M?“’k 7220 | 5
Abominations (No. 8, 2007), Endgame (No. 9,
2009), Si Collider (No. 6, 2013), Dystopia (No. 3, 2016, d Th e oy emme =
. ) “"’e.’ oflider (No ), Dystopia (No ) and now The Nicki Minaj Queen Radio: Volume 1
Sick, the Dying... and the Dead! —KEITH CAULFIELD 10 2
YOUNG MONEY/REPUBLIC
36 GO TO BILLBOARD.COM FOR COMPLETE CHART DATA SEPTEMBER 17, 2022
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Global 200

Title Artist

2 WKS.AGO
LAST WEEK
THIS WEEK
PEAK POS.
WKS. ON
CHART

#1for 14 WEEKS] 5

AsitWas ] Harry Styles
Pink Venom BLACKPINK 1 3
Me Porto Bonito Bad Bunny & Chencho Corleone 2 18

Bzrp Music Sessions, Vol. 52 Bizarrap&Quevedo 1 9

Titi Me Pregunto BadBunny 4 18

& 5 2

I’'m Good (Blue) David Guetta & Bebe Rexha
1 Ain’t Worried OneRepublic 7 14
Despecha Rosalia 6 6
Super Freaky Girl NickiMinaj 5 4
GLOBAL 200 LaBachata Manuel Turizo 10 9
Under The Influence ChrisBrown 11 7
DAVID GUETTA (LEFT) AND BEBE REXHA'S
“'m Good (Blue)” heads up a trio of new .
“I'm Good (Blue)” top 10s on Billboard’s global charts, Efecto Bad Bunny 1z
. rising 19-6 in its second week on the
David Guetta & .
Billboard Global 200. It surged by 59% to B -
ad Habit Steve Lac 10 9
Bebe Rexha 36.9 million streams and by 4% to 23,000 v

sold worldwide in the Sept. 2-8 tracking
week, according to Luminate. The song
also jumps 17-5 on the Billboard Global
Excl. U.S. chart and interpolates Eiffel 65’s “Blue (Da Ba Dee),” which hit
No. 6 on the U.S.-based Billboard Hot 100 in 2000.

Manuel Turizo’s “La Bachata” lifts 11-10 on the Global 200, led by its 5%
gain to 47.5 million streams worldwide. Turizo lands his first top 10 on the
chart, while the song concurrently holds at its No. 6 high on Global Excl. U.S.
“| feel that music is always an unpredictable roulette,” the Colombian artist
recently told Billboard. “All the songs that we release are because we love
them. But this bachata song connected in a very beautiful way with fans.

A song like this one needed to be released. Latinos love this genre.”

Plus, Chris Brown’s “Under the Influence” rises 15-10 on the Global
Excl. U.S. chart, up 11% to 33.5 million streams and up 8% to 1,000 sold
outside the United States. The song likewise gains 14-11 on the Global 200.
It was originally released on the expanded version of Brown’s 2019 album,
Indigo, with the set’s initial installment debuting as his third No. 1 on the U.S.-
based Billboard 200 that July. More recently, the song has skyrocketed in
popularity thanks to TikTok, with the track having been used in over 375,000
clips on the platform. —GARY TRUST AND JESSICA ROIZ

Running Up That Hill (A Deal WithGod) KateBush 1 15

Calm Down Rema&SelenaGomez 15 10

Heat Waves GlassAnimals 1 88

Ojitos Lindos Bad Bunny & BombaEstereo 4 18

Moscow Mule BadBunny 2 18

Hold Me Closer Elton John & Britney Spears 6 2

Snap RosalLinn 20 9
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ARTIST 100

2 WKS.AGD

LAST WEEK

THIS WEEK

Artist100

Artist

IMPRINT/LABEL

PEAK POS.

WKS. ON
CHART

Harry Styles erskiNE/coLumBia | 167
1 2 Megadeth T-BOoYyUME 3 3
TAYLOR SWIFT
WEEKS ON CHART Morgan Wallen BIG LOUD/REPUBLIC 1 183
424 Swift rises 20-12 on the Billboard
ArtiSt 100 She annou nced her Luke Combs RIVER HOUSE/COLUMBIA NASHVILLE/SMN 1 288
10th album of all-new material,
Midnights (due Oct. 21), at the MTV Video Music Awards Lil Baby cwntrry controumoromoarro. 1 226
on Aug. 28. During the event, she won Moon Persons for
video of the year, best longform video and best direction, The Weeknd operusne 1 374
all for All Too Well: The Short Film. —XANDER ZELLNER
Drake ovosounpRepusLic | 428
Doja Cat KEMOSABE/RCA 1 138
TWICE JYP/IMPERIAL/REPUBLIC 1 14
Kendrick Lamar TOP DAWG/AFTERMATH/INTERSCOPE/IGA 1 349
Taylor Swift repusLic | 424
NO. NO. Beyonce pARKwoop/coLumeia 1 219
Lil Baby’s ‘Detox’ Debuts A ‘“Top Gun’ Top 10 Lizzo weereaanmcas 1 110
Lil Baby’s “Detox” arrives at No. 8 on OneRepublic’s “I Ain't Worried,” from
Hot R&B/Hip-Hop Songs and No. 25 the Top Gun: Maverick soundtrack, Post Malone wervsLe 1 324
on the Billboard Hot 100. On Sept. 2, flies 14-8 on the Hot 100 with
the rapper — who jumps 13-6 on 39.4 million in radio airplay audience
the Artist 100 — released the track, (up 4%) and 12.8 million streams (up Ed Sheeran atanticas 1 421
along with its official video, and 7%). The Ryan Tedder-fronted band
announced his new album, /t’s Only — up 30-23 on the Artist 100 —
Me (due Oct. 14). “Detox” opens with earns its fourth top 10 entry and first Kanye West c.0.000EFsaM 1 182
13.5 million official U.S. streams in since “Counting Stars” hit No. 2 in
the week ending Sept. 8, according 2014. The group also reached No. 8
to Luminate, and debuts at No. 8 with “Good Life” (2011) and No. 2 as DJ Khaled weTHegesTEpic 1 149
on Streaming Songs. He now has a featured act on its breakthrough
the second-most top 10 entries on hit, “Apologize,” by Timbaland (2007). B M 1 406
the chart since it launched in 2013, OneRepublic becomes the 18th act runo iiars ATLANTIC/AG
breaking a tie with The Weekend. with top 10s in the 2000s, "10s and
The Weeker has 26; Lil Baby, with 205 — and one of just three bands, Steve Lacy Cwrea 200 9
27, now trails only Drake’s tally of 73. joining Coldplay and Maroon 5.
-TREVOR ANDERSON —-GARY TRUST
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DATA FOR WEEK OF 9.17.2022

charts

|
RADIO SONGS Y

NO.

1

Styles’ Record Radio Rebound

Harry Styles’ “As It Was” returns to No. 1 on the Radio Songs chart after 13 weeks
toggling between No. 2 and No. 3, during which time Jack Harlow’s “First Class”
and Lizzo’s “About Damn Time” led for four and nine weeks, respectively. “As It
Was,” which drew 68.4 million in audience Sept. 2-8, according to Luminate, now
holds the longest break between stints at the summit since the chart launched in
December 1990.

With Styles’ single first reaching No. 1 on the May 21 Radio Songs chart and
leading the lists dated May 28, June 4, June 11 and now Sept. 17, it has held the top
slot five times over a span of 18 weeks, marking the third-longest such stretch for
a song. The Weeknd’s “Blinding Lights” dominated for 26 weeks over 28 weeks
(2020), and Goo Goo Dolls’ “Iris” led for 18 of 19 weeks (1998). —-GARY TRUST

Radio Songs

Artist

Title

IMPRINT/PROMOTION LABEL

LAST WEEK
THIS WEEK
WKS. ON
CHART

As It Was

ERSKINE/COLUMBIA

Harry Styles

Sunroof
LTHIRTY KNOTS/COLUMBIA

Nicky Youre & dazy

About Damn Time
NICE LIFE/ATLANTIC

Lizzo 19

Late Night Talking

ERSKINE/COLUMBIA

Harry Styles 14

I Like You (A Happier Song)

MERCURY/REPUBLIC

Post Malone Featuring Doja Cat 13

Running Up That Hill (A Deal With God)

FISH PEOPLE/NOBLE AND BRITE/RHINO/WARNER

Kate Bush 12

Break My Soul

PARKWOOD/COLUMBIA

Beyonce n

First Class
GENERATION NOW/ATLANTIC

Jack Harlow 20

1 Ain’t Worried

MOSLEY/INTERSCOPE

OneRepublic 7

Stay

RAYMOND BRAUN/COLUMBIA/DEF JAM

The Kid LAROI & Justin Bieber 60

COUNTRY AIRPLAY

3

Swindell ‘Heads’ To No. 1

s«

Cole Swindell’s “She Had Me at Heads Carolina” reaches No. 1 on the Country
Airplay chart, up 10% to 28.9 million audience impressions, according to
Luminate. He co-wrote the song — which tips its hat to Jo Dee Messina’s

No. 2-peaking, 1996 debut single, “Heads Carolina, Tails California” — with Jesse
Frasure, Ashley Gorley and Thomas Rhett. Tim Nichols and Mark D. Sanders
receive additional credits as the writers of Messina’s hit.

“| knew when we started writing this song, if we got it right, it could do big
things,” Swindell says of his eighth chart-topper and fourth in a row. “[I] never
could have imagined this, though. Watching the fans react to this one has moti-
vated me even more to keep raising the bar and challenging myself. This is one of
the most fun songs | have ever been a part of, hands down.” -JIM ASKER

Country Airplay

Title

IMPRINT/PROMOTION LABEL

She Had Me At Heads Carolina Cole Swindell

WARNER MUSIC NASHVILLE/WMN

Artist

LAST WEEK
THIS WEEK
WKS. ON
CHART

Truth About You

RISER HOUSE/COLUMBIA NASHVILLE

Mitchell Tenpenny

The Kind Of Love We Make

RIVER HOUSE/COLUMBIA NASHVILLE

Luke Combs 13

You Proof
MERCURY/REPUBLIC/BIG LOUD

Morgan Wallen 13

With A Woman You Love

VALORY

Justin Moore 48

Take My Name

STONEY CREEK

Parmalee 48

5Foot9

HUBBARD HOUSE/EMINASHVILLE

Tyler Hubbard 17

Wishful Drinking

ATLANTIC/WARNER MUSIC NASHVILLE/WEA

Ingrid Andress With Sam Hunt 37

Last Night Lonely

CAPITOL NASHVILLE

Jon Pardi 30

Ghost Story

CAPITOL NASHVILLE

Carrie Underwood %
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MUSIC AND MONEY

From left: Spotify’s Daniel Ek, BMI’s Mike O’Neill
and SoundCloud’s Michael Weissman.

Downturn Hits The

Music Industry

While recorded music and the live business look
recession-proof, other sectors feel economic pressure

BY BILLBOARD STAFF // ILLUSTRATION BY MARK HARRIS

HE ECONOMIC STORM clouds that
have triggered layoffs and deep cuts to
investment budgets at companies like
Netflix, Snap and Apple are coming

to the music business.

In recent months, Spotify said it would cut hiring
by 25%, SoundCloud laid off 20% of its staff and
BMI said it was cutting just under 10% of its total
workforce, through a combination of letting 30
people go and leaving certain jobs unfilled.

In memos to staff, the companies cited uncer-
tain economic times and challenging conditions in

financial markets. Fears of a recession in the United
States have been hovering over capital markets
and investors since the Federal Reserve began ag-
gressively raising interest rates earlier this year. The
effort to rein in inflation, which hit a 40-year high in
June, has cooled markets as intended but has also
proved difficult to control.

Investors are hoarding cash and insiders at
song-catalog holding companies say it’s difficult
to raise capital, as the U.S. stock market had its
weakest August in seven years.

These dour economic factors have been

PG.60 PUBLISHERS’ STREAMING SETTLEMENT

PG.62 THE YOUTUBE ROYALTIES CLAIM GAME

PG6.64 INDIE LABELS PRICED OUT OF RADIO PLAY

Kobalt sold a
majority stake
in the company
to tech-focused
investment

firm Francisco
Partners.

Sony Music
sued Triller

for continuing
to useits
music catalog
after the label
terminated its
licensing
agreement over
nonpayment.

upended somewhat by record hiring and wage in-
creases — signs of a strong labor market. A slight
uptick in unemployment in August is one sign the
labor market may be cooling, and it could give the
Federal Reserve room to raise interest rates at a
less aggressive pace. But many companies have
already braced for the worst.

“Making changes that affect people is
incredibly hard,” SoundCloud chief executive
Michael Weissman wrote in a memo to staff
announcing layoffs on Aug. 3. “Today’s change
positions SoundCloud for the long run and puts us
on a path to sustained profitability.”

SoundCloud previously cut around 40% of its
workforce in 2017, but hired hundreds more in the
years following. Between 2017 and 2022, it also
raised nearly $250 million from investors including
The Raine Group, Temasek and Pandora parent
company SiriusXM.

Spotify, meanwhile, grew its employee base
by 50% just in the last two years, going from
4,405 workers at the end of 2019 to 6,617 at the
end of 2021.

Representatives for SoundCloud, BMI and Snap
declined to comment. Spotify did not respond to
requests for comment.

SEPTEMBER 17, 2022
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Industry executives and bankers said
staff and hiring cuts helped them address
two matters: a bloated workforce and
investor pressure.

Many companies expanded during the
pandemic, or just didn’t let go of workers
because of a moral imperative to keep them
employed through the health crisis. In a
staff memo about the job cuts at BMI, chief
executive Mike O’Neill cited “a concerted
effort to maintain headcount as COVID took
hold” as one reason why the performing
rights organization (PRO) was now letting go
of staff.

It is also usually the case that, if investors
are anxious about a recession, the companies
they invested in feel more pressure to prove
their worth.

Carlos Jimenez, managing director at
investment bank Moelis & Co., says that
companies like Spotify likely looked at what
their competitors felt and saw this as a time to
prepare for scrutiny.

“It’s the Netflix problem. Saturation of
streaming is going to happen, and then the
attention will go from growth at all costs to
profitability,” Jimenez says.

That point held true when Wall Street
reviewed Spotify’s investor day this summer.

Goldman Sachs analyst Eric Sheridan
wrote in a research note in July that, while it
was heartening to see management focused
on long-term opportunities as opposed
to optimizing margins in the next 12 to 18

months, investors want more evidence that it
can handle the high-infiation environment.

“We expect the key investor debates
to remain focused on more evidence as
to how recession-resilient the streaming
audio industry is in a challenged consumer
environment,” Sheridan wrote.

Justin Kalifowitz, founder and executive
chairman of Downtown Music Holdings,
points out that the companies that have
announced plans to cut staff are also
undergoing shifts in strategy.

“There are a lot of businesses where the
fundamentals and the long-term growth
prospects haven’'t changed, but they’re
conscious of what has happened in the public
markets,” says Kalifowitz.

Case in point, news of BMI’s layoffs
coincided with reports that the company had
moved on from the possibility of a sale.

The PRO, which brings in over $1 billion
in annual revenue, hired Goldman Sachs in
March to explore strategic opportunities,
including a potential sale. In 2021, the most
recent year for which revenue figures are
available, the company posted a record-high
$1.4 billion in revenue, 7% higher than the year
prior, and distributed or administered over
$1.3 billion to songwriters, composers and
publishers, up 8% from the year prior.

In a public statement, the company said that
a sale “is no longer an avenue” it is considering.

Strategic shifts are also playing out at
Snap, an online camera company that is

FOR WHAT IT'S WORTH

Publishers’ streaming royalties settlement will yield
larger returns than the headline rate increase — how
much larger depends on streaming’s growth

60%

50%

40%

30%

MARKET

WATCH

24.978B

™M.2%

TOTAL ON-DEMAND STREAMS
WEEK OVER WEEK
Number of audio and video
on-demand streams for the
week ending Sept. 1.

™M.2%

ALBUM CONSUMPTION UNITS
WEEK OVER WEEK

Album sales plus track-
equivalent albums plus
streaming-equivalent albums
for the week ending Sept. 1.

838.8B

™1.9%

TOTAL ON-DEMAND STREAMS
YEAR OVER YEAR TO DATE
Number of audio and video
streams for 2022 so far over
the same period in 2021.

A new exchange-traded fund on the NYSE Arca
exchange will let Americans invest in 30 Korean
music and entertainment companies.

Universal Music Group’s Bravado was awarded
The Beatles’ North American merchandise rights.

positioning itself as the augmented reality
app for concerts. In August, Snap announced
it was laying off around 20% of staff, some
1,200 employees. The company, which has
struggled with declining ad revenue, reported
a $422 million net loss in the second quarter,
roughly 178% higher than the year-ago period,
when Snap reported a $152 million net loss.
The company’s stock also declined, falling to
a low of $9.54 on Aug. 1from an all-time high
of $83.11 last September, despite revenue and
community growth.

Even while there are layoffs hitting some
businesses, there are companies that are
going the other way. Amazon Music, part
of the retail giant that has been one of the
biggest corporate winners of the pandemic,
is hiring for nearly 600 open jobs, according
to LinkedIn.

Amazon did not respond to a request
for comment.

Downtown’s Kalifowitz says that while it
has become a cliché that the music industry
is recession-proof and uncorrelated to
downturns in the overall market, there is some
truth to the maxims.

Major labels and live-music companies are
having banner years. Universal Music Group’s
second-quarter revenue grew by more than
17% to $2.7 billion, while smaller labels like
BMG reported that revenue jumped 25% to
$405.7 million in the second quarter.

Says Kalifowitz: “That’s pointing in the
right direction.” @

Songwriter Streaming Royalties: Three Scenarios

. Bear Case

. Base Case

53.9%

. Bull Case

41.2%

A N AUG. 31

settlement

covering U.S.

mechanical streaming rates —
which must now be approved
by the Copyright Royalty Board
— will allow publishers and
songwriters to enjoy a slightly
larger share of streaming
revenue over the next five
years. For Phonorecords 1V, the
National Music Publishers’
Association and Nashville
Songwriters Association
International negotiated a
percent-of-revenue royalty rate
increase with streaming
services that grows from 15.1%
in 2023 to 15.35% in 2027,
adding up to 1.7% cumulatively.
But the real gains will depend
on how much streaming growth
occurs over this time.

A handful of variables,
including subscriber acquisi-
tions, increased ad revenue
and possible rising subscription
costs, will create a multiplier ef-
fect that far surpasses the small
increases in Phonorecords IV
royalty rates. To show how
publishers’ streaming royalties
could grow, Billboard construct-
ed three scenarios based on
U.S. recorded-music streaming
revenue reported by the RIAA:

In the bull case, average
revenue per user (ARPU) grows
at 2% annually as streaming ser-
vices pass along price increases
without hurting subscriber
acquisitions. Subscriptions,
limited-tier revenue and ad-
supported revenue each grow
at 7% per year.

In the base case, ARPU

20%

STREAMING ROYALTIES
GROWTH RATE

10%

2022

Headline Royalty Rate 151%

remains flat. Subscriptions,
limited-tier revenue and ad-
supported revenue each grow
at 5% per year.

In the bear case, ARPU falls
at 2% annually as low-cost
subscription growth outpaces
price increases. Subscriptions,
limited-tier revenue and ad-
supported revenue each grow
at 3% per year.

Streaming services’ abil-
ity to acquire new customers

2023

2024
15.I1% I

15.2%

and raise prices will be the
major determinants of publish-
ers’ streaming revenue. And
music executives think there is
potential for both, as stream-
ing businesses are pressed by
investors to improve margins
while maintaining growth. In
2021, the United States had an
average of 84 million subscrib-
ers, according to the RIAA, an
increase of 8.5 million (or 11%)
from 2020. If subscriptions

2025
15.;3%

2026
15.:’3%

2027
15.21-%

grow at 7% per year and ARPU
rises 2% per year (the bull case),
under Phonorecords |V, settle-
ment publishing revenue will
grow an accumulative 53.9%
over the five-year term. At 5%
subscription growth and zero
improvement in ARPU (the base
case), revenue will still grow
29.7% — with nearly four-fifths
of that coming from newly
acquired subscribers.

—GLENN PEOPLES
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Virtual rapper FN Meka was dropped by Capitol
Records after the artist was accused of cultural
appropriation and perpetuating racist stereotypes.

Money For Nothing

YouTube takes a hands-off approach to rights management. Sources say the
process is riddled with errors — and some companies game the system

BY ELIAS LEIGHT

OUIS ARMSTRONG first recorded “What a
I- Wonderful World” in 1967, and the song, like

almost every other track ever recorded, is
available on YouTube, where it earns royalties for the
owner of the recording, as well as the publishing rights
holders. For at least a month in 2017, however, about $468
of the song’s publishing royalties were claimed by Create
Music Group, using YouTube’s online rights management
portal — even though Create did not represent any of the
companies or people who own or control the song.

Create, which collects money on behalf of clients,
later told a rights holder that its claim on the song was
the result of an error, according to emails shared with
Billboard, a mistake the company rectified with a payment
to the proper entity. Publishing rights are complicated,
and sources say YouTube’s rights system — which allows
companies that can access it to claim royalties on compo-
sitions they control — can be chaotic. It’s not just a matter
of older songs: YouTube’s content management system
(CMS) shows that half of the top 20 tracks on the Billboard
Hot 100 are “in conflict,” according to Create co-founder
Jonathan Strauss, meaning that rights holders have unset-
tled disputes over royalties. So YouTube holds the revenue
the songs generate until the disputes are resolved.

This complexity also lets some players take advantage
of YouTube’s system to siphon off royalties that do not be-
long to them, according to a dozen sources for this story.
And more than 10 of those — including artist managers,
lawyers and executives at other royalty collection
companies — say they know of instances where
Create has claimed royalties it has no right to re-
ceive. (These sources spoke anonymously, due to
fear of backlash; several backed up what they said
by sharing emails and screenshots with Billboard.)

In an hourlong interview, Strauss told Billboard
that Create “does not input or remove shares
without authorization” from clients and said that it
has never used YouTube’s system to claim royalties
to which it has no right. He added that Create has
expanded fast since its 2015 founding, to the point
where it represents 1.4 million assets, and “com-
petitors are always going to be a certain way about
companies that are growing as quickly [as we are]”

With over 2 billion users a month, YouTube
generates money for rights holders mainly from
ads and subscriptions, and the company’s global
head of music, Lyor Cohen, has said it wants to
be the industry’s biggest source of revenue. Not
every artist and songwriter can collect revenue
directly, however, since YouTube restricts access
to its CMS to companies like Create that repre-
sent “a substantial body of original material.”

Other than controlling access, YouTube says,
and imposing penalties for misuse of its system,
the company has a hands-off approach and
doesn’t intervene to resolve disputes. (YouTube
did not respond to a detailed list of questions
about the CMS and allegations of errors and mis-

use.) Sources familiar with the CMS say that it lets anyone
with access “claim” part or all publishing royalties from a
composition, without having to prove they have a right to
collect the revenue. As long as no one else has claimed
the same royalties, YouTube simply sends them the money,
and it pays royalties monthly.

Incorrect claims are common, according to half a dozen
sources with system access, and the fact that no proof
is required to make a claim makes the system vulnerable
not just to errors, but also to manipulation. While YouTube
explicitly prohibits “manually adding your ownership to
Content ID assets that you do not have a legitimate intel-
lectual property interest in,” sources who use the system
say there are companies that do not seem to play by those
rules — and some say Create is one of them.

“Artists tell us they’ve never done any business with
Create, but [it] keeps asserting ownership” over their pub-
lishing, says an executive with CMS access. “They claim
stuff when they have no right to touch it,” says another
executive at a rival company.

Strauss vehemently says this isn’t the case. “The people
that are saying these things, how many conflicts does
Create represent of your aggregate totals?” he asks. “If you
don’t look at [the larger] perspective, the story becomes
super biased and not accurate.” He also says that Create’s
internal data indicates that 90% of the conflicts the com-
pany is involved in are resolved in its favor.

Some conflicts arise from the nature of the publishing

J Balvin returned to WME just three months after
he departed his longtime agency for UTA.

business. “There are times when Create has a specific split
or percentage of ownership on a song that gets adjusted
later on,” Strauss added in a follow-up email. “This is not
because Create is trying to get ‘extra’ money but simply
because the official splits on songs often get changed
after the initial release has already happened because of
unaccounted for samples or smaller collaborators that get
overlooked.” Also, any claims that Create makes are at the
direction of its clients, Strauss says, adding that “our clients
are legally required to give us the correct splits.”

Documents reviewed by Billboard show that when
Create is notified that it is collecting royalties to which it
doesn’t have rights, or taking a bigger share than it should,
the company adjusts its claim. Strauss says “Create
responds to claims as quickly as possible” and has its own
accounting system set up so that, “in the rare instances
when money is collected prior to a conflict” arising, that
income can be properly allocated.

Two music business sources say YouTube told them
it had given Create a “final warning” in 2017, and emails
viewed by Billboard refer to this. Strauss adamantly says
otherwise: “There was absolutely no final warning. That is
completely, unequivocally false.” (YouTube did not respond
to questions about this allegation.) “YouTube is actually
one of our closest partners,” Strauss says, adding in an
email that Create “works in good faith with platforms like
YouTube to identify bad actors.”

The relative ease with which companies can claim
YouTube royalties that they have no right to, combined
with YouTube’s agnostic stance toward conflicts, has led
to frustration with the platform. Because YouTube doesn’t
step in, “it’s like, someone just punched me, and now it’s
on me to go convince the person that punched me that
they’re wrong,” says an executive who uses the system.
“You do all the right things to make sure the money owed
to your clients is coming to them,” but the revenue can still
end up going elsewhere. “To YouTube, it doesn’t appear
that it matters.” B
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AEG unveiled details of a nine-figure capital
improvement plan for Los Angeles’ Crypto.com
Arena and L.A. Live Xbox Plaza.

INDIE LABELS
PRICED OUT
OF RADIO PLAY

Promotion executives from
independent labels tell Billboard that
a pay-to-play “toll” is keeping them off
the airwaves BY ELIAS LEIGHT

N OT LONG AGO, a major-label radio
promotion executive had a song climbing

into the top 10 in his format. Eager to
maintain the track’s upward momentum, he tried to get a
station in a small city in the Northeast to put the song into
rotation. There was only one problem: That station worked
with a middleman, known as an independent radio
promoter, who controlled what tracks received airplay.
And that middleman demanded $3,000 for an “add.”

“It frustrates the hell out of me,” the executive says.
“But if you don’t pay, you don’t move up,” he notes,
referring to the radio airplay charts.

Adding to the frustration: The cost was high enough to
make even a deep-pocketed major label think twice. In
the world of independent labels, though, $3,000 to get
one song played on one station in a small market can be
prohibitive. “Majors can throw so much money at a release
and get it running up the chart,” says one executive with
experience running radio campaigns for indie labels. “As
an independent label, you can get something played at a
small handful of commercial stations. Once your budget
runs out, you almost have a built-in ceiling””

This has become a growing concern for indie labels,
according to promotion executives who
spoke on the condition of anonymity, to the
point where some are considering appeal-
ing for help from government regulators
or investigators. While radio rarely breaks
hits in the streaming era outside of country
music, it remains important in building

on tour. Radio airplay charts continue to be
a metric of success in the music industry
internally, and airplay remains one of the
components of the Billboard charts.

Over half a dozen promotion executives
say it is still common to have to pay in money or goods
to get a song added to a station’s playlist or to increase
its spin count. Independent labels are battling to gain
exposure for their artists by any means necessary in a
ruthlessly competitive musical landscape, and these sorts
of promotional costs put them at a distinct disadvantage
with the majors.

Promotion executives offer varying estimates of the
costs of campaigns, but sources say a serious push at
triple A can run $30,000 and up, while making an impact
at alternative radio is likely going to cost at least $40,000,

>%

- i Percentage S o
recognition at a mass scale, as well as rais- of indie-label indicating that indie labels play a larger
ing awareness in local markets for artists tracks on role in the overall music ecosystem

Billboard’s year-
end 2021 Radio
Songs chart

but could take more than $60,000. A campaign at active
rock and adult top 40 will often set a record company
back even more, these sources say, and if a label sets

its sights on the top of the mainstream R&B/hip-hop or
top 40 airplay charts, the budget is likely going to be six
figures. (Though one source claims you can launch a
campaign at top 40 with $70,000.) A pair of promotion
executives say that between 20% and 40% of this money,
depending on the format, will go to independent promot-
ers who control access to specific stations.

But several indie-label executives say a budget of
$15,000 for a radio campaign is their ceiling. Shelling
out for airplay “is the cost of doing business,” says one
promotion executive at an indie label. “The problem is
that the cost is getting more and more.” It’s not surpris-
ing, then, that major labels accounted
for more than 85% of the tracks on
Billboard’s year-end 2021 Radio Songs
chart. For comparison’s sake, a conser-
vative estimate from December 2021
pegs the major labels’ share of recorded-
music revenue for the year at 66.1% —

than they do on the airwaves. The three
biggest radio companies either did not
respond to questions about promotional
costs or declined to comment.

Paying to get songs on the air has been
a fixture of the music industry since the early days of
rock’n’roll. Congressional hearings in the 1950s resulted in
a 1960 decision that prohibited direct payments by labels
(aka payola), but a loophole opened the door to inde-
pendent promoters as middlemen. In 1990, when Fredric
Dannen published Hit Men, his investigative history of
the music business, he reported that in the 1980s major
labels were laying out as much as $80 million a year (the
equivalent of $210 million today) to middlemen to get
their songs spins.

A 2004 investigation by the New York attorney general’s

Florida Georgia Line’s Tyler Hubbard signed
with UTA for representation as a solo artist.

office — then under Eliot Spitzer — made it clear that the
practice of paying for airplay was still flourishing: “Please
be advised that in this week’s Jennifer Lopez Top 40 spin
increase of 236 we bought 63 spins at the cost of $3600,”
one promotion executive wrote in a 2005 email obtained
by the attorney general.

In 2007, following the Spitzer investigation, the Federal
Communications Commission secured a pledge from four
major radio chains to play more independent music on
the air. But little changed. A 2008 study by the Future of
Music Coalition reported that “over 92% of independent
labels report no change in their relationship with commer-
cial radio since the settlement.” What’s more, “nearly half
of respondents [surveyed] reported that payola remains a
determining factor in commercial radio airplay.”

Today, promotion executives say the pay-to-play “toll”
remains in place at some stations, and radio playlists have
narrowed even further, making each slot on the airwaves
that much more competitive. “It’s hard to work a record
through the system if you don’t have some type of re-
sources,” says one radio promotion veteran with extensive
major-label experience. “It can be a struggle for some of
these smaller labels that are trying to get things going, es-
pecially at the stations that have those deals [with specific
independent promoters who require a toll]. Certain com-
panies aren’t going to be able to compete with [a major]
when it comes to payments and what they can afford to
pay an indie promoter.”

As a result, some independent labels have chosen to
tap out. “There are certain formats that indie labels don’t
venture into because they just can’t afford it,” says one
longtime member of the independent music community
who has worked at a variety of labels, pointing especially
to top 40 and country radio. “Most independents | know
have just given up.”

“The airwaves are designed not to be built for all,”
adds one frustrated promotion executive who works at
an indie label. “You can only come to the table if you're
spending the right amount of money and you know the
right people” @
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AN ONLINE KARAOKE BOOM

GENERATES BILLIONS IN CHINA

With 51% of mobile phone users in China downloading karaoke apps,
controlling the space becomes crucial to streaming services

BY HSIUWEN LIU

Sony Music Group fully exited Russia six
months after suspending operations there.

Ukrainian President Volodymyr Zelenskyy
awarded Universal Music Group the Ukraine
Peace Prize.

Now, faced with declining karaoke
revenue in China, TME is expanding in
international markets to carry on its legacy
business. In March, it acquired a control-
ling stake in M&E Mobile, the company
founded by Chinese businessman Hu Dian-
wei that operates Pokekara, Japan’s lead-
ing karaoke app and one of the country’s
fastest-growing apps overall. TME CFO
Shirley Hu told analysts that her company
made the acquisition to stabilize falling
revenue due to new entrants in the space.

To analysts, the strategy to acquire
rather than expand a Chinese app in Ja-
pan seems clear. Japan has always been
at the forefront of Asia in terms of enter-
tainment and has a more well-developed
ecosystem of music copyright and users
willing to pay for services, says iiMedia
founder/CEO Zhang Yi.

Zhang says the success of a karaoke
app relies heavily on the number of
songs it can acquire. In Japan, a karaoke
service provider needs publishing rights
from the Japanese Society for Rights
of Authors, Composers and Publishers
(JASRAC) and performance rights from
music labels that own the original mas-
ters. The costs to procure copyrighted
content creates a barrier for newcomers,
making TME’s Pokekara acquisition an
understandable move.

Akira Ito, GM of Japanese publish-
ing company Nichion, says it is still
unclear how much revenue karaoke apps

*t HONG KONG — As Tencent

Music Entertainment built itself
into China’s dominant music-streaming
company, with $4.9 billion in revenue in
2021, it was aided by its thriving online
karaoke app WeSing. But in March, facing
a sudden decline in its karaoke business
due to increasing competition from local
rivals like Alibaba and NetEase Cloud
Music, TME took an unusual step: It set
foot in Japan, the country that gave birth
to the global singalong sensation in the
1970s, by acquiring a controlling stake in a
company that operates Pokekara, Japan’s
leading karaoke app.

While karaoke is often associated
with hospitality spaces like bars and
restaurants, companies in Asia have cre-
ated a booming online business. One of
every two mobile phone users in China
(51%) uses a karaoke app, up from 36%
in 2017, according to market consultancy
iiMedia Research.

Mobile karaoke apps — which gener-
ate publishing and performance royalties
for the music industry, as well as virtual
gifting (or tipping) from users to per-
formers — are gaining traction among
tech-savvy and Gen Z Chinese users. The
online karaoke business is expected to
grow to 17.6 billion yuan ($2.5 billion) in

2022, up threefold from 5.7 billion yuan
($829.5 million) in 2017, predicts iiMedia.
It also estimates that China will have

570 million online karaoke users in 2022,
more than double the 280 million in 2017.

Changba, a Beijing-based startup, was
among the first in China to provide an
online platform for users to upload and
share their karaoke performances. By
2013, it had over 100 million users. Then in
2014, TME launched WeSing, a free app
that lets users enhance their perfor-
mances with filters and effects, and also
allows gifting. By the end of 2016, WeSing
had over 300 million registered users. It
was especially popular among a younger,
wealthier demographic living in major cit-
ies, according to BigData Research.

TME built WeSing’s success by inte-
grating it with its social network platform
WeChat and its music streaming plat-
forms, says Charlie Chai, an analyst with
86Research. “WeSing helped Tencent
build its music empire,” he says. (As of
late 2020, TME, which licenses Billboard
China, controlled 77% of the streaming
market in China through its music apps
QQ, Kuguo and Kuwo.)

But early in the pandemic, TME’s
biggest rivals began entering the online
karaoke market. In January 2020, e-com-

merce giant Alibaba launched Changya
(Sing Duck), which allows users to create
their own style of backing tracks. And that
June, NetEase Cloud Music unveiled Yin-
jie (Music Street), which targets younger
audiences with functions to personalize
performances, sing together with friends
across devices and connect with other
users through songs and recordings.

The new competitors ate into TME’s
“social entertainment service” revenue,
which shrank 20.6% to 4 billion yuan
($583 million) in first-quarter 2022 from
the same period in 2021. (That sector,
which includes karaoke, makes money
mainly from virtual gifting and member-
ships and accounts for about 60% of
TME'’s total revenue.)

“Increasing competition and [a] chang-
ing macro environment” resulted in lower
monthly active users and paying users
of TME’s social entertainment services,
chief strategy officer Tony Yip said in an
earnings call.

By November 2020, WeSing was still
ranked first among Chinese karaoke
apps, but with 165.9 million monthly
active users. NetEase’s Changba came in
second with 41.7 million users, according
to iiMedia. As of last year, WeSing had
130 million.

can generate by licensing copyrighted
content, as publishing income from
karaoke apps is distributed as “interactive
transmissions” income that includes other
digital usage, such as streaming platforms
like Apple Music and Spotify.

Amid the pandemic, karaoke bars in Ja-
pan have been asked to shut down, which
has hurt the country’s in-person karaoke
business. Offline royalties dropped by 28%
to 2.1 billion yen ($14.8 million) from March
2020 to March 2022, according to JAS-
RAC. (Online royalties also fell, by 36% to
11 billion yen [$8 million], in the same pe-
riod.) “Karaoke apps can be a complement
to the existing karaoke market,” says Ichiro
Murakami, vp of business administration at
Sony Music Publishing Japan.

But in China, despite growth projec-
tions, some analysts say the appeal of
online karaoke as a business could wane
as younger users allocate more time to
short-video platforms like Douyin and
Kuaishou. “Given the business’ revenue
model, monetization has its own ceiling,
as there is a limit as to how much a user
is willing to spend on virtual gifting,” says
86Research’s Chai. “This issue is more
salient at a time of macro slowdown and
regulatory tightening” @

Additional reporting by Rob Schwartz.
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Lucy Dickins was tapped to lead WME’s music

department, making her the first woman to do so

ESS THAN a year in busi-

ness, Sherrese Clarke Soares

is on her way to making her

HarbourView Equity Partners a
quiet giant in the music-assets space —
and to do it, she has been making signifi-
cant bets on Latin music. Since opening
its doors in October 2021, HarbourView
has landed 16 to 20 deals covering close
to 40 music catalogs that include every-
thing from reggaetdn to regional Mexican
tunes. Industry sources say Apollo Global
Management has backed the firm —
which is focused on media assets — with
an initial investment of $1 billion.

The guarded Clarke Soares, 45,
declines to comment on that figure, her
funding approach and most other finan-
cial aspects of her business. A 20-year
veteran of entertainment investment,
the Harvard Business School graduate
learned the value of discretion while
working at CIT Group and then with
Morgan Stanley, where she took part in
her first music deal: BMG’s acquisition of
Bug Music in 2011.

As a result, HarbourView has an-
nounced only six of its dozens of catalog
acquisitions: the music publishing catalog
of Latin superstar Luis Fonsi that includes
his songwriting share of the global hit
“Despacito”; the publishing catalog of
Dre & Vidal, an R&B songwriting/produc-
tion duo that has worked with Alicia Keys,
Justin Bieber, Jill Scott and Mary J. Blige,
among many others; a stake in the music
publishing and recorded-master royalties
of rap-rock band Hollywood Undead’s
first four albums; the publishing catalog
of Sum 41 frontman and main songwriter
Deryck Whibley; and, in country music, a
share of Brad Paisley’s master recordings
income stream, as well as the publishing
song catalog of Lady A.

Industry sources tell Billboard that Har-
bourView has also done two so-far undis-
closed but pricey deals: the acquisition
of Usher’s stake in RBMG Records, which
houses Bieber’s recorded-master catalog,
and the purchase of SoundHouse, which
owns streaming royalties from some 20
master-recording catalogs as well as the
assets of the independent contemporary
Christian record label Inpop.

Clarke Soares won’t discuss those
deals either, or elaborate on her depar-
ture from her previous private equity firm,
Tempo Music, which she launched in late
2019 with backing from Providence Equi-
ty Partners. (Providence has subsequently
put Tempo’s portfolio up for sale.) “While
Providence were great partners, | didn’t
have a meaningful ownership stake,” she
says. “| wanted to own my own firm.”

She is more expansive on her
company’s approach to investment,
which she says is inspired by her
Jamaican heritage. HarbourView is
named after the community in Kingston
from which her father hails. (Her parents
emigrated to the United States in the
early 1970s.) “In Jamaica, we have a
saying: ‘That out of many, one people, ”
she says. “HarbourView tries to reflect
that from a cultural perspective. We have
a diverse team of investors of all gender
orientations. We're excited to build a
great team that’s centered around a point
of view that really reflects humanity.
We're investing in culture, and culture is
not homogenous. If your team does not
reflect the world, then you’re going to
miss opportunities and it’s going to be
hard to get great returns.”

Do any of your team members have
prior music experience?

We have a full-time staff of 16, and every-
one understands [intellectual property as-
sets] and IP investing. We've got advisers
who are exclusive to us who have deep
engagement, relationships and experi-
ence in music from an operating perspec-
tive: Crown Entertainment CEO Vincent
Searcy, Victor Victor Worldwide GM
Shivam Pandya and Def Jam executive vp
Rodney Shealey.

How has that approach helped you so
far in deal-making?

It puts us in a position to be thoughtful,
deliberate and make smart investments,
but also to move with intention and speed.
That’s something that many on the seller
side have complained about — when vari-
ous peers for various reasons can’t close
on a timely basis. Also, unlike most of our
peers, we can effectively compete for
large-scale deals with multiple catalogs,
as well as in the individual artist and song-
writer space. Most of our competitors are
in one pocket or the other.

What does HarbourView’s portfolio
look like?

We have a decent amount of Spanish-
language music, a lot of indie rock and a
lot of hip-hop and R&B, which some-
times is overlooked.

HarbourView bought Luis

Fonsi’s publishing, which includes
“Despacito.” What other Latin

deals can you discuss?

We have a decent amount of exposure to
Latin through smaller reggaeton artists,
as well as local-language Mexican music.
Overall, Latin comprises 30% to 40% of

at a major agency.

Ben Katovsky was appointed president/COO at

Hipgnosis Song Management.

the portfolio’s income. But that’s all we're
open to saying at this moment.

Do you focus on Latin music because
there’s less competition and thus
better pricing for music assets?

No. We're looking at the intersection of
historical performance, growth trends,
returns — and expectation in terms of
price. Where all that intersects is where
we have found a lot of great opportunities.
Our pipeline [of potential deals] has music
across the market — in pop genres, in hip-
hop and R&B, in rock, in global music.

Is HarbourView looking to do deals for
other non-English music assets?
Looking at global opportunities is a

big part of who we want to be. We're
very close on a deal outside the United
States, and we continue to look at
[international] opportunities.

You have a portfolio of about 40
catalogs. What percentage of those
are in publishing versus recorded-
master royalties?

We've got over 17,000 [song] titles
across publishing and recordings. We
are agnostic when it comes to sound
recordings and/or publishing. We really
are a buyer of income streams that are
derived from the monetization of musi-
cal work, and our portfolio reflects that.
No single song makes up more than a
percentage or two of income. We're
really focused on making sure that we
maintain diversification and scale.

Have you invested in entertainment
assets outside of music?

While HarbourView is focused on the
entertainment media segment, music
royalties are our first strategy, and

we have been squarely focused on
executing that strategy. We are in the
ideation phase of our next entertainment
strategy, which will be outside of purely
music, and we’ve got a couple of oppor-
tunities on our horizon right now.

Do you anticipate maintaining the
pace you initially set of buying nearly
40 catalogs in 10 months?

Yes. We have the infrastructure to take
on that many catalogs and handle them
in a responsible way. There’s no reason
we couldn’t continue to buy assets

at the same pace if the opportunities
present themselves.

What is the typical equity-to-debt
ratio of your acquisitions?
It depends on what interest rates are, and

it depends on what the outlook is on a
deal. Conventional wisdom is debt can be
anywhere from 50% to 80% in this space.

With interest rates rising, has the
current economic environment
affected your investment outlook
or approach in the music-assets
market?

The current environment has brought
some new players, but some old players
have probably fallen away. 2020 was a
big year for entrants in the marketplace.
In 2021, a few more came in. In 2022, it
feels like there are a few less [players].
People telling you that rates don’t have
an impact are not telling you the truth.

What kind of net label publisher’s
multiples — or gross profit — are

you seeing?

They have always run the gamut. They
can be low double digits to high double
digits — as high as the mid-20s. It de-
pends on how old the catalog is, whether
revenue is growing or decaying and
whether the overall market is growing.

Do you foresee setting up a platform
to manage acquired assets?

That is not in the cards for us. We will
not be trying to build a label-services
business or a publishing administration
services business. It's not a business
model that we think will deliver the
highest and best return for our inves-
tors. We are partners to the ecosystem
and not trying to be a competitor to
any music label or music publisher. We
can work well with all of them. We have
deep respect for music operators.

What about moving your song cata-
logs to a third-party administrator?
Big shifts [in our strategy] are not anticipat-
ed. | won'’t get into it because that’s a bit
of our secret sauce, but we do think there
are versions of active management that
don’t include building global operations.

Institutional investors usually have
timelines for generating returns in
order to unwind investments and reap
rewards. What is HarbourView’s?

We see a path to be forever owners of
what it is that we’re building. For exam-
ple, we could get liquidity through capi-
talization and looking at the markets. We
really appreciate the contribution that the
creative ecosystem brings to culture and
that it has the power to shape the world.
IP is the tip of the spear, and so we think
we’re making great investments for our
stakeholders. @
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Clockwise from bottom left:
Bizarrap, Edgar Barrera,
Ovy on the Drums and Tainy.
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From
StudioTo
Stardom

Latin producers are becoming more
prominent than ever before — and
are building brands for the long run

BY LUCAS VILLA
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NE OF THE biggest global

hits of the year belongs to

a mysterious, fast-rising
24-year-old Argentine producer. Bizarrap’s
“Bzrp Music Sessions, Vol. 52” — an
electronica club banger featuring Spanish
singer Quevedo — spent four weeks at
No. 1 on Billboard’s Global 200 chart this
summer and has quickly cemented the
producer’s place alongside hit-makers like
Tainy, Ovy on the Drums and Edgar
Barrera. All four have helped pave the way
for a new wave of Latin producers who are
moving from behind the scenes and into
the global spotlight.

“It shows you in today’s world that con-
sistency is more important than just a hit,”
says Lex Borrero, Tainy’s longtime manager.
“[Bizarrap] created a loyal fan base that led
him to having the No. 1 record.” Bizarrap
launched his music sessions series on You-
Tube four years ago, establishing a format
(well-known artists and newcomers alike
would stop by for single-take freestyles)
as well as his signature look (giant black
sunglasses and BZRP hat). Each session
was bigger than the last, as his YouTube
subscriber count grew from a few hundred
thousand to over 15.6 million. This past
year, his sessions with Residente and Paulo
Londra did especially well, with both viral
videos surpassing 100 million views each
— leading to his biggest song yet with
Quevedo, who scored his first major hit
outside of Spain.

Colombia’s Ovy on the Drums has
propelled Karol G’s career into the

ONE FINAL
HURRAH

Capping off a career that spans over 20

stratosphere as her longtime producer,
helping her score major career-making hits
such as “Provenza” (“Provence”) and the
Becky G-featuring “MAMIII” And last No-
vember, Mexico’s Barrera won producer of
the year at the Latin Grammy Awards for
his work with artists across Latin genres
like Camilo, Christian Nodal, Maluma and
Jennifer Lopez.

The most veteran of the group is
Puerto Rico’s Tainy, who trained under the
wing of reggaeton pioneers Luny Tunes
and has spent over 100 weeks ruling
Billboard’s Latin Producers chart. Among
the long list of artists he has produced
hits for are Bad Bunny, Kali Uchis, J Balvin
— and, increasingly, himself. Since 2019,
the superproducer has been billed on a
handful of tracks, six of which have landed
on the Hot 100, including the Grammy-
nominated “Un Dia (One Day)” by Balvin
featuring Dua Lipa and Bad Bunny. “I'm
just so happy that I'm still able to be here
till this day, being able to reinvent myself,
to grow and keep learning,” he says.

Tainy has performed his own sets at
music festivals this past year and is working
on his debut album, Data. “It has been a
whole new experience for me,” he says.
“Producers are normally in the background.
To go from that to a spotlight and being
more out there, it has been a cool journey.”
Ovy on the Drums and Bizarrap have also
released solo music, which has elevated
their profiles as well.

Barrera identifies three key shifts that
have helped Latin producers become

Yandel says the biggest
lesson the duo has
learned is that its hard
work hasn’t been taken
for granted: The last
time the pair played
Puerto Rico’s famed

“Producers are normally in_
the background. To go from

that to a spotlight, it has
been a cool journey.” —rainy

more prominent. He says that guiding art-
ists pushes both parties to dabble in new
genres and sounds, which have become
more prevalent in recent years as the
Latin market has exploded in the United
States. “I try to not do what is obvious or
expected,” he says, citing “La Bachata”
with reggaeton-pop artist Manuel Turizo,
his salsa track with Daddy Yankee and

his mariachi song with Romeo Santos.
Ovy on the Drums enlisted Nicki Minaj to
feature on Karol G’s hit “Tusa,” and Tainy
has released songs with Lauren Jauregui,
Shawn Mendes and Miguel. “The world
and music are so connected right now
that we’re able to listen to anything that’s
coming out of any part of the globe,” Tainy
says. “| wanted to try different genres,
different sounds. | just wish that these col-
laborations keep happening.”

The 2019 launch of Billboard’s producers
charts has also largely helped these hit-
makers document their own success. Yet
Barrera says the biggest assist is how these
producers are now using social media.

“Young aspiring producers can easily find
what their favorite producers are doing
on Instagram,” he says. “What Bizarrap
did with his YouTube videos is brilliant.”
He adds that Ovy on the Drums is having
“great success on TikTok,” with 1.2 million
followers and 9.4 million likes.

With their bigger platforms, these
producers are paying it forward to the next
generation of creatives. Barrera launched
his own label, Borderkid Records, in
February and signed rising producer
Casta, while Tainy and Borrero co-founded
NEON16, an incubator group for producers
and songwriters who were behind Selena
Gomez’s Grammy-nominated Spanish-
language EP Revelacién (Revelation).
“There are no limits,” says Borrero. “With
the evolution of [Latin producers], they’re
going to be more respected the way artists
like David Guetta and DJ Khaled are —
they’re producers that we always visualized
as artists. They’re brands. You’re going to
continue to see that growth in the same
way on the Latin side” @

years, Puerto Rico’s reggaetén heroes
Wisin y Yandel have embarked on their
final tour as a duo: La Ultima Misién
(The Ultimate Mission). Presented by

Live Nation, the trek will visit over 20

coliseum (eight dates
in 2018), it became,

and still remains, the
venue’s top-attended

U.S. cities, culminating in a historic 14-
day residency at the Coliseo de Puerto
Rico José Miguel Agrelot. Come 2023,
the goal is to expand to other regions

as well. “Since this will be our last run
together, we want to visit fans in every
corner of the world,” says Wisin. Though
the members announced their retirement
in early 2022, the legendary pair plan

engagement. “Now
we’re seeing the results
in a very beautiful way
with our fans,” he says,
adding how genuine the
support feels because
there isn’t new music out
yet. “This tour is giving
us something that we’ve
never felt before.”

to release a final album this fall and a

documentary detailing their life stories.
“It’s the last mission,” adds Yandel, “but
we haven’t said when it’s going to finish.”

THE ULTIMO ADVICE

When thinking of words
of wisdom to share with
emerging artists, Wisin

stresses two things:
“New talents have to
understand that things
will turn out bad on
many occasions [and]
that it takes time.”

He believes in being
prepared and also
leaning on those around
you. “It’s teamwork,
it’s discipline, and it’s

not from one day to the
next. Sometimes things
will come out incredible
and other times not.
That’s the business.”

THE ULTIMO RESIDENCY

Performing a two-week
residency at the coliseum
is about “more than a
concert and breaking

a record,” says Wisin.
“It’s about performing in
your hometown for your
people. It’s about seeing
a united town enjoying
live music. These 14
shows will become a
Latin party, and for me,
it’s very important that it
be in my hometown.”
-JESSICA ROIZ
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The Many Lives Of Nicky Jam

ONE TO WATCH

TINI

Buenos Aires, Argentina

25

LABEL

Hollywood Records/Sony Music Latin

N 2014, AFTER a six-year hiatus due

in part to substance abuse battles,

Nicky Jam earned his first entry and
top 10 hit on Billboard’s Hot Latin Songs chart
with “Travesuras” (“Mischief”) — and he has
charted every year since. In 2015, he topped the
same chart for 30 weeks with his Enrique
Iglesias-assisted “El Perdén” (“Forgiveness”) and
the following year, “Hasta el Amanecer” (“Until
Sunrise”) earned him his second No. 1 and first as
a solo act, ruling for 18 weeks. “I felt that my mojo
was insane,” he says. “Everything | touched was
magic when it came to the studio.”

Instead of letting the pandemic halt his
momentum, the 41-year-old star found new op-
portunities. He kicked off 2021 with his own web
series, The Rockstar Show (its third season will air
soon), and opened his own La Industria Bakery &
Cafe restaurant in Miami (with expansions com-
ing to Puerto Rico; Orlando, Fla., and Medellin,
Colombia). Though he’s working on a new album,
Nicky Jam the businessman feels just as invin-
cible, with plans of even more restaurants, as
well as nightclubs and hotels in the United States
and Colombia. As he says: “This all makes me feel
like I'm a rock star, and | can’t stop.”

At this phase in your career, why were you
eager to explore new businesses?

We had days without doing anything, and the
most | could do was just think and come up with
all these projects. Thank God | had the budget
to do these things. Everything | do is for people
to feel inspired. | want them to realize that | was
a drug user, | was in jail, | was at the bottom of
the bottom, and look at me now. I’'ve reached
the highest point of my career. I've performed at
the World Cup, I've done Hollywood movies and
broken records in the music industry. Now I'm
doing restaurants and hotels, not only to be con-
nected with my fans but to hopefully motivate
them. | want to lead people on the right path.

What’s the most rewarding experience you’ve
had hosting your web series?

To be honest, it has given me back what |
needed, and it’s that engagement with the
people. I've grown older, and I'm not really the
guy to pick up a song and do a TikTok video or
dance. | used to be one of the first influencers
back in the day, but today, | don’t think it would
feel organic. There are so many people doing

it. So many influencers. | feel more relatable
when | host the show because it reminds people
of why they love Nicky Jam in the first place. |
share so many stories and talk with no filter, and

FOUNDATION

As the lead actor in the Disney Channel Latin
America telenovela Violetta (2012-2015) —
which followed musically talented teenager
Violetta Castillo — Tini learned firsthand

that music had no barriers, having recorded
songs for the series that was broadcast in
non-Spanish-speaking countries such as
Italy, Poland and Germany. “People in other
countries were singing my songs — well, Vio-
letta’s songs — in Spanish,” recalls Tini, who
credits artists like Beyoncé, Justin Bieber and
Shakira as her biggest inspirations. “It was
crazy to me, but that’s when | understood
that people will connect to a song no matter
the language.”

that’s what the show gives. Hopefully, it comes
to the moment that | make it a televised show.
I’'ve been offered money already, but | don’t
want to sell it yet.

DISCOVERY

With a music career that spans nearly 30
years, what do you think your legacy in
reggaeton will be?

My legacy is my story, where | came from and
the sacrifices | went through to be where | am
today. The sacrifices that not only | [made] but
also my colleagues such as Daddy Yankee,
Tego Calderén, Baby Rasta y Gringo and more
to [take] reggaetén where it is today. Bad
Bunny’s success, for example, is what makes
me happy because | busted my ass since 1994
so that there could be artists like him filling out
stadiums and making history. | know he has
worked his ass off to be where he is, but behind
his success is also mine. Bad Bunny is the No. 1
artist on the planet right now, and | feel proud
of that. That’s my legacy.

“I've loved music ever since | was little,”

says Tini, who is managed by her father, TV
producer-director Alejandro Stoessel. “To be
able to connect with kids, initially, via Violetta
was special.” At 19, she began transitioning
from acting to singing, launching her self-
titled debut album in 2016 under Hollywood
Records, which is part of Disney Music
Group. “When | started my solo career, it was
hard because | didn’t know if it would work
out, and it wouldn’t be easy to grow out of
that role that so many kids identified with,”
Tini says. She has since released two more
albums, Quiero Volver (I Want To Come Back)
(2018) and TINI TINI TINI (2020), and has col-
laborated with artists such as Alejandro Sanz
and Karol G, trading her bubblegum pop
style for a more contemporary approach and
often fusing her core pop sound with com-
mercial genres like reggaetén and cumbia.

FUTURE
What did these last two years teach you about
the importance of having multiple projects?
When you don’t do anything, that’s the worst
thing in the world. That’s why it’s important to
keep your mind busy and happy while always
having a focus and a target. That’s the mentality
that helps me to keep going with all my projects.
Nicky Jam’s brand is not only music. It doesn’t
matter if I’'m not on the top of the charts: I'm
always going to look like a high-end brand. All
you have to do is maintain it. -JESSICA ROIZ

Her upcoming album, the first under a
partnership between Hollywood Records and
Sony Music Latin, will be dropping “soon,”
she teases, saying the songs tell the stories
that shaped her. Even with new material
coming up, she’s already eager to return to
the studio after a few months of touring in
South America. “Next year, I'll start acting
again, so | want to make sure that | have
songs and music videos recorded before |
begin — and be able to combine music and
acting again.” -GRISELDA FLORES
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LATIN

Maluma photographed Aug. 12
at The 1896 in Brooklyn.

Styling by Ugo Mozie

Balmain jacket, Givenchy pants.
Right: August Getty cape, Atelier
Cillian shorts, Dolce & Gabbana
boots, Joseph Klibansky for

El Ruso necklace, El Ruso ring,
Jacob & Co. watch.
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MARKET EDIT BY KOFI RICHMOND. BARBERING BY CHRISTIAN RESTREPO. GROOMING BY CYNTHIA ALVAREZ AT THE WALL GROUP.

IGHTEEN YEARS before
he sold out stadiums
across the globe, Maluma
was selling ham and
cheese sandwiches.

“That’s where my entrepreneurial spirit
comes from,” he says, a proud gaze peek-
ing out from behind his black-rimmed,
orange-tinted shades. As a 10-year-old in
Medellin, Colombia, Maluma (born Juan
Luis Londofio Arias) would neatly pack his
homemade sandwiches and tote them to
Hontanares Elementary School, where he
would sell them alongside lollipops. Then
he would put the money he made back
into his sandwich startup.

“l bought more bread, more ham, more
cheese and started to grow in the sand-
wich industry,” Maluma says, letting out
an infectious chuckle. “I'd come to school
with my sandwiches and people would
ask me, ‘How much do they cost?” And
I'd say, ‘How much do you have?’ ” For a
moment, he swaps his melodic Colom-
bian Spanish for English, unintentionally
quoting Jay-Z, a fellow star turned label
head: “I'm a hustler”

For nearly two decades, that
mentality has served Maluma well. After
beginning his relentless pursuit of music
superstardom as a high school senior, he
soared to international fame thanks to a
reggaetén-pop sound and charming bad-
boy image, becoming one of the best-
selling Latin music artists in the world. To
date, Maluma has topped Billboard’s Latin
Airplay chart 21 times, landed three No. 1s
on Top Latin Albums, embarked on five
world tours and won the Latin Grammy
Award for best new artist. In April, he
put on a monumental performance at
Medellin’s most coveted venue, the
Atanasio Girardot Stadium.

But Maluma’s dreams were never
meant to end there. In recent years, the
singer has tapped back into his early
entrepreneurial instincts, building a busi-
ness empire brick by brick through myriad
industries. Those include visual produc-
tion, clothing, fragrance, music streaming,
hospitality, liquor (his own mezcal) and,
most recently, a Colombia-based label of
his own, Royalty Records.

“It’'s crazy because | never attended
university,” he says. “| was always very
averse to mathematics. My thing was art.
But | loved business.”

The idea of launching a record label
had been on Maluma’s mind for years. “|
wasn'’t at the right time to develop it be-
cause | was very young,” the 28-year-old
says, quickly adding, “l know I'm still very
young, but now is the moment that | feel
mature, stable.”

He began making moves to get Royalty
Records off the ground last year, leaning
on his manager, former Universal Music
Group (UMG) Latin president Walter
Kolm, for advice. “I knew that | couldn’t do

it alone,” says Maluma. “Walter helped me
structure things a bit”

Kolm, whom Maluma lovingly calls
“Wally,” was introduced to Maluma nearly
a decade ago while in Colombia support-
ing his artist Carlos Vives at the awards
show Premios Nuestra Tierra. “| ran into [a
friend] in the industry,” Kolm recalls, “and
| asked him, ‘What are you doing here in
Colombia?” And he says, ‘I’'m working with
a chamaquito [kid] who is going to be very
big one day. His name is Maluma. Pay
attention to him.”

Kolm did more than that, signing the
then-18-year-old singer to his management
company, Walter Kolm Entertainment.
Shortly after, Kolm called up former UMG
colleague Miguel Lua to bring him into
the fold as managing partner and head of
global marketing of his company. Years
later, as Maluma was setting up Royalty
Records, he enlisted Lua as marketing
director, and his attorney, Felipe Carrefio,
to handle the label’s legal needs; both have
worked closely with the artist over the past
decade. “It’s like a powerful trident,” says
Maluma. “We each have our strengths in
areas that are very different”

“IMaluma] always had his eyes set on
big goals,” adds Lua, who before partner-
ing with Kolm was UMG Latin’s director
of urban marketing. “It was almost like he
already saw his future rolled out in front of
him and just had to move the pieces along
— he’s the hardest-working artist I've ever
worked with.”

Lua and Carrefio doubling as
Maluma’s label partners and right-hand
men is something the artist views as a
testament to his trust for the two — plus,
he says, they’re always traveling together,
so it’s easy for them to collectively
develop the label’s signees. “They’re
people who have been with me through
the good and not-so-good times,” he
says. “l wouldn’t let the career of my
artists be in the wrong hands.”

He’s now focused on finalizing a dis-
tributor — and while Maluma declines to
confirm which company will get the nod,
he alludes to multiple offers and sounds
more self-assured than ever. “If | knock
on the doors of The Orchard,” he says
confidently, hands crossed in his lap, “I
know they’ll let me in and want to be part
of this dream.”

UNNING A LABEL
may be new territory for
Maluma. But A&R and artist
development isn’t — just
ask 22-year-old Colombian
urbano artist Blessd.

In early 2021, a friend played Maluma

Blessd’s single “Imposible.” At the time,
the budding artist had a considerable fol-
lowing — one that tripled from 4 million to
12 million monthly listeners on Spotify after
Maluma hopped on an “Imposible” remix;
later, he even offered up his own Medellin
home to serve as the backdrop for the
music video. “That’s where the friendship
began,” says Blessd. “We became par-
ceros [partners]; we started playing soccer
together. He helped me by opening so
many doors. | feel that | owe a lot of my
career to what he has done for me.”

Blessd’s “Imposible (Remix)” with
Maluma has garnered 69 million YouTube
views, compared with 9 million for the
original clip. “In the streets, we have a say-
ing, ‘El es mi papd [He’s my dad]’ — you
say it about someone who has your back,”
says Blessed, who signed to JM World
Music in 2019 and Cigol Music Group
stateside in 2021. “It was exactly that
with Maluma. Thank God it wasn’t in the
streets, but in music”

After mentoring Blessd, Maluma was
inspired to focus on breaking acts out of
Colombia, and he’s applying that mentality
to developing the Royalty Records roster.
“Maluma never felt like he was given a
hand by the generation that came before
him, especially in Colombia,” Lua says.

“| think that really sparked his interest in
helping new talent.”

Maluma lights up when publicly
discussing his initial two signees for the
first time, having finalized their deals
just weeks ago; he seems even more
excited speaking about them than when
he discusses his own milestone career
moments. First came pop singer Abril.
Maluma discovered the 23-year-old (who
hails from Santander, which borders
Medellin) through a singing contest he
developed in partnership with a Colom-
bian radio station that brought in over
2,000 contestants. The grand prize: taking
the stage alongside Maluma to perform
his February single, “Cositas de la USA”
(“Little Things From the USA”), for the
massive Medallo en el Mapa stadium
show, to be livestreamed on Amazon
Prime Video in April.

After Maluma sifted through “almost
all” of the covers of “Cositas” alongside
friend and mdsica urbana mainstay
Dimelo King, Abril caught his attention.
“She improved the song, and that was
what impressed me,” he says. “It was like,
‘Wow, she doesn’t just do it well. She does
it excellently. ”

Two weeks of rigorous rehearsals later,
Abril went from singing Maluma’s songs
in her bedroom to staring straight into
his eyes and harmonizing with him in
front of 55,000 cheering Medellin fans.
Shortly after, Abril became the first signee
to Royalty Records, which Maluma says
wasn’t part of the plan for the in-the-
works label. “She has a mastery of the

stage, of the cameras, an attitude that
makes you say, ‘Wow, this girl behaves like
J.Lo!” (Maluma would know: He starred
alongside Jennifer Lopez in the 2022 rom-
com Marry Me.)

He found his next signee, regional Mex-
ican singer Paulina B., in a more unusual
way — through a WhatsApp message
from his father, Luis Alfonso Londofio.
Two months ago, during the European leg
of his Papi Juancho world tour, Maluma
got a text with a link to 18-year-old
Paulina’s Instagram page. After watching
a video of her singing a cover of his single
“Sobrio” (“Sober”), Maluma was sold. “| tell
Miguel, ‘Cabrdn, write to her now. If we
don’t tell this girl that we want her, another
artist or label is going to sign her.”

Lua spoke with Paulina that day, and
within weeks, Carrefio and Alfonso met
with the teen, who was ready to sign to
Royalty, in Medellin. “It is as if God put
these two angels on my path and told me,
‘Yo, Juan Luis, I'm giving you these two
stars so you can advance them and put
your entire team around them, and that’s
what we did,” Maluma says.

“I'm sure that Maluma and his team
don’t need to help new artists grow, but
they do it because they want to help
make dreams a reality,” says Paulina.

“| feel fully supported by Maluma and
his team when it comes to promoting
the regional pop genre so it becomes a
worldwide trend.”

E MAY BE a newly minted

executive, but the Maluma

who arrives at his Billboard

cover shoot in Brooklyn

— flanked by his tight-knit
team and his trusty Doberman sidekick,
Buda — is still very much a star. It’s an
intensely humid 85 degrees, but he exu-
berantly twirls his hips to a Marc Anthony
song, a contagious smile on his face and
a heavy, black cape whooshing behind
him with every movement. He resembles
a Colombian superhero — and for many,
including his young signees, that’s exactly
what he is.

“| do all this to grow my wealth, but
not because | want to be buried with the
money. It’s not like, ‘I’'m dead, throw all
the millions in the coffin, ” he says. “It’s
because | want to create an enterprise. |
want to create employment. | want to ad-
vance [my] country. | want to see people
do well”

All of the decisions Maluma makes,
from choosing his stage name — a com-
posite of his mother, father and sister’s
(Marlli, Luis and Manuela) — to undertak-
ing a new business venture, are rooted
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in the values he learned from the women
who raised him in Medellin as a kid with
boundless aspirations. After his parents
separated when he was 12, Maluma’s
family faced a period of adversity. “To

see your family in need of food,” he says,
“makes you think, ‘Fuck, | have to go out
on the street and bust my ass to get ahead
and give my family everything they need.”

The same work ethic that fueled his
sandwich business and helped his mother
put food on the table allowed Maluma to
eventually realize his wildest dreams. “As
a kid, | remember the first time | came
to New York and saw a huge Macy’s
Justin Bieber collection billboard in Times
Square,” he recalls. “| was like, ‘I have to
do something like this. ”

A decade later, Maluma made good
on that, collaborating with Macy’s for
his first-ever clothing line, the Royalty by
Maluma collection. “Now we’re conquer-
ing the general market,” he says. “l want
70-year-old American ladies to pass by
Macy’s and see Maluma and say, ‘Who is
this? | want to go see him.”

Considering the laundry list of ventures
Maluma has taken on — which since
2016 has also included an arts education
nonprofit, El Arte de los Suefios, which
he runs with his sister — it would be
understandable if his own music career
at some point took a back seat. Except
it never has. His latest release, June’s
The Love & Sex Tape, was a passion
project meant to introduce an “urban,
underground” sound that Maluma felt
he lacked. “I try not to feel commercial
pressure from my fans, or even the music
industry or the Grammys,” he says. “At the
end of the day, | release [music] depend-
ing on the vibe I'm feeling”

In 2020, Maluma linked up with The
Weeknd for the remix of his own “Hawai.”
The collaboration was the Spanish-
language star’s first bilingual remix,
something he was initially reluctant to try.
But after The Weeknd'’s team said that the
R&B-pop star was interested in working
with him, the remix became Maluma’s
biggest Billboard Hot 100 hit to date,
peaking at No. 12.

“These types of collabs continue to
show how Latin music is popular globally,”
says Maluma, emphasizing the name
of the chart-dominating genre. In June,
Maroon 5 frontman Adam Levine posted
a black-and-white photo alongside a
laughing Maluma at a studio; a collabora-
tion, which came by way of Maluma’s
longtime producers, The Rude Boyz, will
be featured on a forthcoming project by
the production duo.

With upcoming single “Junio” due in
September and his own next album slated
for early 2023, Maluma is shifting into new
sonic territory, a pop-rock sound unlike
anything he has done before. He was
inspired by the Argentine music of his par-
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ents’ generation and his own early-2000s
influences: “We really wanted to bring that
sound of Los Enanitos Verdes and Soda
Stereo into the present day. To me, it’'s a
genre that cannot die.”

For the new album, Maluma called
upon longtime collaborator and 18-time
Latin Grammy-winning songwriter-
producer Edgar Barrera. The two met
early on in their careers, when the now
decorated producer was an intern for
acclaimed Colombian producer Andrés
Castro and Maluma had signed his
management deal with Kolm. While
Maluma worked with more experienced
producers in the studio, Barrera was one
floor above, piecing together the guasca-
infused track that would ultimately
elevate Maluma'’s career, “Sin Contrato”
(“No Strings”).

“| present the idea of ‘Sin Contrato’
to Andrés, and he tells me, ‘I'll send it to
Maluma to see what he thinks,
recalls. “Maluma comes back two
weeks later and we work on the song,
and in the studio, there was instant
chemistry between us. Maluma came
to work with other people in the studio
and ended up only using the songs that
he made with me.”

Barrera landed two songs on Maluma'’s
2015 album, Pretty Boy, Dirty Boy — includ-
ing “Sin Contrato,” which topped the Latin
Airplay and Latin Rhythm Airplay charts, in
addition to amassing over 1 billion YouTube
views — and 11 tracks on Maluma’s break-
out project, 2018’s FA.M.E., the artist’s first
No. 1 on Top Latin Albums. Now collabo-
rating on Maluma’s sixth studio album, the
duo are venturing outside of their “safety
zone,” according to Barrera, in an effort to
expand commercial Latin music at large —
fusing mainstream pop music with genres
like merengue or ranchera.

“I’'m looking for a sound that feels fresh
for Maluma and for Latin pop music,” says

s »

Barrera

Barrera. “Harry Styles just did an amazing
pop album that’s killing it, and | think we

can take advantage of the fact that Latin

music is opening up more right now. The
songs that are standing out the most are

no longer [just] reggaetén.”

OW EXACTLY Maluma

manages to make time for,

well, everything, is, as he

sees it, simple: “We all have

the same 24 hours.” But
quickly, he adds a caveat: “Not everyone
is lucky enough to have a healthy mind.
I'm lucky that | have a mental balance.”

To maintain that, Maluma spends time
at his farm in Colombia, sips wine and
sings songs with his friends until 2 a.m.,
and meditates. “I can’t carry the weight of
the world because if | collapse, every-
thing collapses,” he says. “| know that
the priority, the No. 1 key, is me being
well, calm and happy.” The mental health
challenges that musicians of his stature
face is something he often discusses with
fellow Colombian star J Balvin. “| tell him,
‘Cabrdn, it’s incredible, with the pressure
we face, to have this mental balance! It's
something we both fought a lot for”

For Maluma, part of that fight was
learning to say “no.” Case in point: his
touring schedule. Four years had passed
since his last hometown performance
following the release of FA.M.E., in front
of 15,000 at Plaza de Toros la Macarena. “I|
didn’t want to tour,” he admits. “I'm sorry,
but | have to be honest. | didn’t want to
tour until | did the most important arenas,
and everyone thought | was crazy.”

His patience paid off — not only
for himself, but for all of Medellin.

“I WASN“T AT THE RIGHT TIME
TO DEVELOP [A LABEL]1 BECAUSE
I WAS VERY YOUNG. I KNOM

I°M STILL VERY YOUNG.
BUT NOW IS THE MOMENT THAT
I FEEL MATURE. STABLE.”

The hometown hero packed the city’s
biggest venue, Atanasio Girardot
Stadium, with nearly 55,000 fans in
April. After the show, he says the city
generated around $12 million from the
tourism his concert attracted.

When his next show in Colombia
will happen, however, remains unde-
termined. “After Medallo en el Mapa, |
had offers to do four or five concerts in
Colombia — Cartagena, Cali, Bogotd —
and the truth is, | said ‘no, ” he says. “It’s
really difficult to top that. It's not about
simply going, collecting the bags of
money and going home. The true invest-
ment is in the brand. The more valuable
the brand, the more you can charge, the
bigger the concerts.”

Selling out Colombia’s biggest stadium
fulfilled one of Maluma’s dreams, giving
way to a new one: “to go to Israel with my
family.” But when the opportunity arose,
he turned it down. “I said, ‘If | go there, it’s
because | [also] want to sing in Israel’ And
the first time we went, there were 30,000
people at my Israel concert”

A Latin artist from Medellin may seem
an unlikely candidate to draw 30,000 fans
7,000 miles away in Israel, but, as Kolm
puts it, Maluma’s charisma and authentic-
ity transcend language and borders. “He’s
a phenomenon that reminds me a lot of
what Ricky Martin was during ‘Livin’ la
Vida Loca, ” Kolm says. “They don’t un-
derstand what he’s saying, but everyone
goes because it’s an experience.”

Kolm — who handles Maluma’s touring
in-house at his management company,
with the exception of U.S. touring, which
goes through Cérdenas Marketing Net-
work — also mentions that another distant
country, Switzerland, is one of Maluma’s
biggest markets. “The key to the success
of Maluma’s tours is the show he puts on,”
says Kolm. “Maluma is not an artist who
stands on a stage with lights and a screen.
It's quite the show, and the whole tour is
always changing.”

An artist with that kind of reach, still
in his prime, could be forgiven for saving
executive moves for later in life. But much
like he did as a kid entrepreneur, Maluma
is still thinking far beyond his latest wins.
“When I'm 35, | don’t plan to work like | do
now because it comes at a cost,” he says.
“| have other dreams, | have other priori-
ties. | want to have a family [of my own].”
Staying in the moment while seeing the
big picture is a difficult balance to strike,
but for Maluma, there’s no question as to
whether he can pull it off.

“On my way here, | saw some graffiti
that said...” He pats his pockets, then
asks his assistant to bring over his
cellphone. “It said something like what
we’re talking about.” His iPhone arrives,
and Maluma consults the photo he had
sought. “Here we go. It says: ‘You're
alive, but are you living? > B
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From left: Joaquin Ruiz, Abraham Hernandez, Dylan Camacho, Eduin Caz,

José “Fito” Rubio, Christian Gutiérrez and Jhonny Caz of Grupo Firme
photographed Aug. 16 at Vineyard Hacienda in Spring Valley, Calif.
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N A SCORCHING HOT

mid-August day, six of the

seven members of Gru-

po Firme file into a hidden

hacienda in Spring Valley,
Calif., a small town just east of San Diego.
“Buenos dias,” they greet the staff of this
boutique hotel, making their way toward
the shade of the pool area. Wearing basic
T-shirts and jeans or gym shorts, they look
like the literal boys next door. Still, the
staffers struggle to keep their cool — this
is the biggest Mexican group in the world,
and they’re all fans. (Later today, they will
get their photo taken with the band.)

Eduin Caz, the group’s charismatic
28-year-old founder and frontman, is the
last to arrive. He apologizes, explaining
that he drove from his home in Tijuana,
Mexico, and it took four hours to cross
la linea, the Mexico-U.S. border in San
Diego. That’s longer than usual for a
seemingly uneventful Tuesday, but the
Baja Beach Festival took place over the
weekend in the town of Rosarito —
where Eduin joined Maluma onstage to
sing their Regional Mexican Airplay chart-
topping hit “Cada Quien” (“To Each Their
Own”) — which could explain the traffic
returning to the United States. “Aqur
estamos a sus drdenes” (“We're here,
anything you need”), Eduin says with a
shy smile and joins his bandmates, who
don’t seem to mind his late arrival one
bit; they’re just lounging around, catching
one another up on their weekends.

Clowning around together by the pool,
speaking entirely in Spanish, they remind
me of my rowdy cousins who constantly
poke fun at one another but clearly have
an unbreakable bond. And while Grupo
Firme may have skyrocketed to stardom
over the past two years — playing sold-
out stadium shows and becoming the
first banda ensemble to ever perform at
Coachella — that bond has been in the
making for nearly a decade.

“When we were first starting, we
played every single day,” recalls Eduin,
who officially assembled the act known
as Grupo Firme in 2014 (minus his brother
Jhonny Caz, who joined in 2019) and is
the band’s de facto spokesman. “But on a
day that for some reason we didn’t have
a gig, instead of saying, ‘I'm going to rest
and relax, we'd call each other and plan
a carne asada [barbecue]. We have a lot
of fun when we’re together. We've built a
solidarity between us that has been key to
our success.”

The fun they have on those day-off
hangouts suffuses every aspect of Grupo
Firme’s presence, especially the music
videos that put the band on the map
during the coronavirus pandemic. Though
their aesthetic was DIY — pretty much
just capturing the group hanging out,
eating, drinking beer, taking shots straight
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from a tequila bottle and serenading their
friends with banda classics — the You-
Tube clips offered an escape for the fans
who watched them religiously while stuck
indoors and, in the process, garnered hun-
dreds of millions of views (over 407 million
for the most popular).

The success of those virtual “shows”
translated to big real-venue bookings
once touring restrictions loosened. “No
one but Grupo Firme was selling tickets
during the pandemic,” says Neder-
lander Concerts Latin talent buyer Eddie
Orjuela. “The show they were supposed
to have at the Microsoft Theater in
2020, which kept getting postponed
because of the pandemic, sold out. At
the rate they were selling, we took the
risk to move it to the Staples Center, and
eventually, seven shows came out of
that decision.”

Until very recently, playing those kinds
of crowds was not the norm for Grupo
Firme. Comprising lead singer Eduin;
Jhonny (vocals); Abraham Hernandez
(vocals and tuba); Joaquin Ruiz (bajo
sexto guitar); Christian Gutiérrez (bass);
José “Fito” Rubio (drums); and Dylan
Camacho (accordion), the band was
first a popular local act, playing corridos
and nortefio music in its native Tijuana,
usually seven days a week, at nightclubs,
birthdays, quinceafieras and weddings,
earning around $150 to $200 an hour.
“Whenever the phone rang, that meant
we had a gig, and we'd say, ‘Ya picé’”
(“We got it”), Hernandez says. “We were
really hard workers,” adds Eduin proudly.
“We never said ‘no’ to anything, and
sometimes, we’d play 15 hours a day.
Imagine: If we only worked five hours,
that’s $1,000 that we would have to split
between all of us. It’s not a lot. That’s why
we worked so much.”

All those “yeses” paid off. In two
years, Grupo Firme has gone from
local live favorite to recording and
social media phenomenon, expanding
its repertoire to include banda covers
such as “Perdéname” (“Forgive Me”),
“Juro Por Dios” (“| Swear to God”) and
“Cada Vez Te Extrafio Méas” (“| Miss You
More and More”) and collaborating with
superstars Maluma and Camilo in an
effort to reach a more global audience.
The group has accumulated 1.5 million
U.S. on-demand streams, according to
Luminate, and became the third regional
Mexican group ever to score an entry
on the Billboard Hot 100 — with “Ya
Supérame” (“Get Over Me”) — as well
as the first banda ensemble to do a
U.S. stadium tour — a feat only a select
number of Latin artists, including Romeo
Santos, Bad Bunny and Los Bukis, have
accomplished. Last year, Grupo Firme
performed seven back-to-back shows
at Los Angeles’ Crypto.com Arena (the
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former Staples Center). Only Adele has
done more, with eight.

Incredibly, Grupo Firme has done all
this as an independent act, and, since
signing with independent label Music VIP
five years ago, it has leaned into social
media to power its success. Eduin, who
ran the group’s Facebook and Instagram
accounts, literally studied how to lever-
age multimedia platforms: He majored
in marketing at Universidad Auténoma
de Baja California. Initially, he posted
about shows on his personal Facebook
page. But he didn’t get the engagement
he hoped for, so he opened a public fan
page, geotargeting his posts and paying
to boost them. “Digital marketing [now] is
a thing, but back then, it wasn’t,” he says.

Hernandez jumps in: “| remember
whenever we’d get paid after a gig, Eduin
would always put some money aside to
invest in our social media accounts.”

“We don’t have to do that anymore,”
interjects Eduin. “Everything is now
organic.”

While Sinaloan bands like Banda el Re-
codo and Banda MS have found success,
none in recent memory have moved the
masses like Grupo Firme. As Pepe Garza,
head of content development and A&R
for media company Estrella Music En-
tertainment, says, that’s in part because
“the niche group of people that listen to
regional Mexican has grown exponen-
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tially” over the past few years. “But | also
think that every generation chooses the
artist that will represent them, and this
generation chose Firme,” he adds. “What
makes them so special is that they’ve
prioritized the quality of their concerts.
That’s the area where they stand out from
the rest”

A Grupo Firme concert is, indeed,
an experience: expect fireworks, outfit
changes (from vaquero to urbano fits),
folkloric dancing by Eduin and Jhonny
(who join a troupe of dancers from
Tijuana), many tequila shots downed on-
stage and beer-soaked scenes that could
be straight out of the band’s videos.
“They’re just so raw and real,” says René
Contreras, the Goldenvoice talent buyer
who booked the act for Coachella’s 2022
edition after seeing just one of its live
shows. “It feels like a kick-back party,” he
says of those performances. “The way
they interact with people makes fans feel
part of the party onstage. When | saw the
group, | felt like | was just hanging out
with my friends and family.”

For Eduin, who grew up watching
artists like Larry Herndndez, Gerardo
Ortiz and Jenni Rivera command stages,
putting on that kind of show is personal.
“They always found a way to entertain
their fans, and not just by singing,” he
says of his influences. “Watching them
perform, | realized the type of artist |

wanted to be. | knew | didn’t just want to
be a singer — | wanted to be a star”

SAEL GUTIERREZ was

at Las Pulgas, a popular

nightclub in the heart of Ti-

juana’s bustling downtown,

when he first saw Grupo
Firme. It was 2017, and the then-manager
of a few regional artists was mesmer-
ized by Eduin’s energy and personality
onstage. He requested a meeting, and
the next day, they talked business over
Cokes and peanuts, deciding shortly after
to simply start working together — no
official contract needed.

From the start, Gutiérrez (no relation

to band member Christian) made two
suggestions: that the group pare down its
performance schedule, shifting its focus
to recording music and videos, and that
it expand its repertoire from just corridos
to include nortefia and banda ballads.
“There’s so much more to Eduin’s voice
that’s full of color. He can hit all the high
notes, which is totally the opposite when
singing corridos,” says Gutiérrez. “So |
suggested he start singing other genres to
help them expand their audience. We also

started recording covers because we're
fans of older bands, but we also wanted to
connect with people, and you can do that
by singing songs they already love. And
the new generation that hasn’t heard those
songs discovered them through Firme”

Gutiérrez started in the music industry
in the 1990s, working at his father’s
recording studio in Guerrero, Mexico.
He’s a superstar in his own right; fans ask
him for photos and autographs as much
as they do Grupo Firme’s members. But
before he became a hotshot manager and
label executive, he hustled for many years
developing regional Mexican bands like
Los Buitres de Culiacén Sinaloa through
his indie label, Music VIP, that he launched
in 2007. “It was the lack of opportunities
for regional artists that motivated me to
start my own company and really focus
on helping them grow on social media to
promote their music,” he says. “The inter-
net was really the only resource we had as
an indie label”

When Grupo Firme first started working
with Gutiérrez, Eduin gave the executive
an album of mostly original songs the band
had already recorded, hoping he would
release it on Music VIP. “ ‘What a good
album, ” Eduin recalls Gutiérrez telling
him. “He said, ‘l want you guys to record a
music video for “Perdéname.”’ | was like,
‘What do you mean, “Perdéname™? That’s
a cover. Why not record one for an original
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song?” And he said, ‘You tried to do it
your way and it didn’t work, right? Now
let me try my way. Since then, everything
Isael tells us to do, we do. If he wants

me to wear a red shirt, | wear a red shirt.
If he says, ‘Don’t go onstage, | don’t go
onstage. | trust him unconditionally”

Gutiérrez’s enthusiasm for Grupo
Firme’s covers hasn’t limited its output; he
has also brought in renowned songwriters
like Horacio Palencia to collaborate on
originals. “He explained that the guys were
big fans of mine, so | invited them to my
home in Mazatlédn [Mexico] to see if there
was a way | could support them,” recalls
Palencia of when Gutiérrez first reached
out to him in 2018. “As a songwriter and
producer, I'm not only looking to see if a
new artist has potential, but I'm paying
attention to their attitude. | like working
with talented people, but they also must
be humble. When | met them, | didn’t
think twice.”

Palencia has since become one of Gru-
po Firme’s biggest supporters, penning
hits for it like “Ya Supérame” (a co-write
with Edgar Barrera and Nathan Galante).
“Eduin almost didn’t record this song,”
Palencia says. “The live shows were just
returning, so he was focused on that. But |
told him, “You have to make time to record
new songs because you make a living off
music. Eduin understood and shared an
a cappella version of it on social media.
People went crazy, asking when the song
would come out. They recorded the song,
a music video, and the rest is history.”

By early 2019, the group had released
four albums, toured Mexico and built
a solid enough following there that
it could turn its attention to the next
territory to conquer: the United States.
The band obtained a visa in February of
that year. After playing big venues like
Auditorio Telmex in Jalisco, Mexico, it at
first seemed like the act would have to
downsize to the kind of rooms where it
had started: Its first U.S. show, at a San
Diego nightclub, drew all of 40 people.
But by November, it pulled 9,000 to
L.A’s Pico Rivera Sports Arena; two years
later, each of its individual sellouts at the
Staples Center doubled that number.
Those Staples shows were part of a tour
that, over 25 dates, grossed $27.4 million
and sold 279,000 tickets, according to
Billboard Boxscore, and was aptly named
Nos Divertimos Haciendo Lo Imposible
(We Have Fun Doing the Impossible).

“This isn’t the ‘traditional’ touring path
for a regional Mexican group that typically
starts out in nightclubs, then radio festivals
and theaters. It's something we’ve never
seen in regional Mexican,” says Tony Lar-
ios, founder of Grupo Firme’s distributor,
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TuStreams. “What normally takes [those]
artists 10 years to achieve in touring, they
did it in two years. We work with a couple
of acts that did arenas last year and now
want to do stadiums. If it wasn’t for Firme,
| don’t think the possibility would’ve been
there. They tell us, ‘If they can do it, we
can also do it’”

In May, Grupo Firme made history as
the first Mexican banda act to launch
a U.S. stadium tour, stopping at storied
venues like Levi’s Stadium in the San
Francisco Bay Area, Mercedes-Benz
Stadium in Atlanta and Yankee Stadium in
New York — and, like everything else the
group does, it did so with little outside
help. “To this day, we’ve produced arena
and stadium tours in-house by Music
VIP and Grupo Firme,” says Gutiérrez.
“One of the best decisions we’ve made
is to make deals directly with the arenas
and stadiums in Mexico and the U.S. We
oversee every single detail, and that has
been key. | mean, it’s healthy to have

POWER PLAYERS

partnerships, but it’s very cool to do
whatever we want. We don’t have to ask
anyone for permission or their opinion.”

Someday, Gutiérrez realizes, he may
have to consider “a strategic partnership
[with a major label] to reach new fans and
take Firme to the next level” He says he
has already “sat with all of” the majors
and turned down some offers; when the
time comes, he’s willing to “sit with them
again and hear them out.” But for now,
“We want to do this on our own. Not
because we’re greedy, but so that we can
say we did this on our own. That’s price-
less and gratifying.”

He did make one exception to that rule.
Over the summer, he signed a deal with
Creative Artists Agency for the company
to represent Grupo Firme worldwide in
all areas of business (including touring,
though Gutiérrez will continue to execute
certain deals on his own). “More than
anything, they’re an important partner be-
cause they’ll help us with sponsorships —

“WHAT WE“VE CREATED

IS MAGIC. IT°S SOMETHING
THAT BROKE ALL BARRIERS
AND PARADIGMS IN

THE MUSIC INDUSTRY
AND SHOWED OTHERS THAT
IT°S POSSIBLE.”

—ISAEL GUTIERREZ, MANAGER
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that’s really what they’ll focus on,” Gutiér-
rez says, calling it a “key alliance” for that
reason. CAA agent Rudy Lopez Negrete,
a member of Grupo Firme’s new team
there, vividly remembers his first meeting
with Gutiérrez — at his Anaheim, Calif.,
home. “We sat there for three hours, drank
tequila and talked about life and his vision,”
says Negrete. “Then we brought him into
the agency, and we did the speech about
what we do and who we represent, like
Beyoncé and Harry Styles.” It wasn’t until a
third meeting — one that took four hours
at a pizza parlor, with Gutiérrez’s entire
family present — that the manager said,
“‘OK, I want to work with you guys. This
makes sense to me now, ” Negrete recalls.
“Rudy and | are both Mexican and
speak Spanish, so we were able to iden-
tify with him culturally and understood
where he was coming from,” says CAA’s
Omar Garcia, noting that Grupo Firme’s
deal can encompass anything from
launching a beer to doing a TV series
or a film centered on the band. “We've
never had the opportunity to work with
something so unigue when it comes to
Mexican music at such a massive level.
As an agency, this is an opportunity for us
to move on to the future.”

N THE NIGHT OF

April 15, as Eduin rode the

elevator to the Coachella

main stage, he closed his

eyes tightly. He feared the
worst: that no one would show up to see
Grupo Firme perform.

“Tickets go on sale without announc-
ing the artists that will be performing. So
people cant really say, ‘Oh, Grupo Firme
will be there, let me buy a ticket” Regard-
less of who had bought tickets — Ameri-
cans, people who don’t speak Spanish or
know our music — we’d have to go up
and sing,” Eduin explains of his worries.
“Not being able to control who was buy-
ing tickets was terrifying.”

But when he opened his eyes, he saw a
sea of people covering every inch of grass
— cheering, waving Mexican flags, some
even wearing cowboy boots and tejanas
to show their Mexican pride.

René Contreras, who booked Grupo
Firme for the festival, wasn’t surprised the
band could pack the main stage. In 2021,
he had seen it perform in Fresno, Calif.,
where the group had invited him onstage
and immediately handed him two beers. I
saw the crowd from that perspective, and
everyone was just so happy,” he says.

He pitched the act to Goldenvoice
president Paul Tollette, who called
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booking the band a “no-brainer,” says
Contreras. Like the CAA agents, he, too,
had to travel to Anaheim to talk business
with Gutiérrez. “He invited me to his
house, and personally, | had never been
to a manager’s house. | met his whole
family there because they had a party go-
ing on. They even invited me to dance in
la rueda [the middle of a dancing circle]”
Bringing Grupo Firme to Coachella was,
he says, a big statement. “Artists of that
genre have never had a stage at a gener-
al-market festival. Firme just chain-sawed
a door open,” he says. “That moment
proved to the music industry that we can
blur the line between different markets
and opportunities. Grupo Firme elevated
Mexican music in general”

Today, Grupo Firme’s mission goes far
beyond globalizing its genre. It’s creating
a space within it for a new generation of
fans, one that embraces outside collabo-
rations and applauds the band’s modern
fashion choices, which don’t always
include traditional vaquero suits. “Who
said that regional Mexican artists couldn’t
wear gold chains? Who said we can
only dress a certain way?” asks Eduin,

POWER PLAYERS

incredulous. “We’ve been trying to break
those stereotypes and barriers slowly.”

The group is also breaking down a
different kind of barrier: creating a safe
space for the LGBTQ+ community within
a realm of Latin music that hasn’t always
felt welcoming to it. Jhonny, who was
a schoolteacher before joining Grupo
Firme (the “mean type,” Eduin adds with
a laugh), is openly gay and, in fact, pro-
posed to his boyfriend onstage at one of
the band’s concerts late last year.

“| never imagined that expressing my
sexual preferences would have such
a huge impact on our genre,” he says
enthusiastically. “You can go to one of
our concerts and see rainbow flags, trans
flags — something you’ve never seen
at any other regional Mexican concert.
Seeing everyone dressed however they
want, living as they are and enjoying the
show like everyone else is special. It’s a
message to the industry that no matter
how you want to live your life and how
you express yourself, we all enjoy music
the same way: We're all there to sing and
dance, we all have happy moments, we
all suffer, and we all like to drink.” Eduin

jumps in, reminding Jhonny of “that one
girl” in Texas. “Oh, yeah,” Jhonny contin-
ues. “At one of our shows, this woman
came onstage with us to be able to tell
her family that she’s gay. She was able to
build that courage to come out because
she felt so safe and protected by us.”
That’s just one reason that the group
sees itself as the future of not only its
own genre but, more broadly, of Latin

music — and is setting goals accordingly.

“Becoming the first Mexican group to
perform at a Super Bowl is our next big
goal, and we’re already working on that,”
says Gutiérrez, who is also expanding
Music VIP’s roster to include non-region-
al Mexican acts. (Grupo Firme remains
his primary focus.) Whatever comes next,
though, “I will never make a decision
without consulting with Eduin and the
rest of the members,” he says. “What
we've created is magic. It's something
that broke all barriers and paradigms in
the music industry and showed others
that it’s possible.”

With that kind of success comes more
responsibility and pressure, of course.
“We've achieved so much that now we’re

just trying to up that last accomplish-
ment, and people are expecting more,”
says Eduin. “As indie artists, we can’t just
show up and sing — we go to the venue
to make sure the sound system is up,
that we have police permits. We handle
everything. But the reward is unlike
anything else.”

He pauses, imagining what the next
goal posts might be. His bandmates have
a few ideas. “To perform in Europe,” says
Abraham Hernandez.

“And more international festivals,”
Jhonny adds.

“To be able to grow old together and
reminisce about old times, drinking coffee
instead of tequila,” offers Christian Gutiér-
rez. They laugh, but it’s clear they hope
that one day, it’ll come true. Finally, Eduin
speaks up.

“I've been dreaming of doing
360-style shows at stadiums,” he says.
“But also to keep collaborating inside and
outside of our genre and keep opening
doors for other groups. It’s not about
working alone and being selfish anymore
— that’s out of style. We can all have a
slice of the cake” @
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OF THE YEAR

AFO VERDE

CHAIRMAN/CEO, SONY MUSIC LATIN-IBERIA

Through innovative partnerships, a deep relationship with The Orchard and a
lifelong dedication to artists, he has taken Sony to the Latin music mountaintop

FO VERDE IS SITTING in a brightly lit

conference room in Sony’s Manhattan

headquarters, texting with Rosalia. The

Catalonian singer, songwriter, dancer
and all-around dynamo was in Sdo Paulo, the
night before, performing in front of some 8,000
people on her Motomami world tour, and now
she’s in Buenos Aires, in Verde’s native Argen-
tina, with some time to kill before she plays two
nights back to back at the city’s Movistar Arena.
“Last night she killed it in Brazil; now she’s in
Buenos Aires, asking me, ‘Where can I have great
pasta?’ ” Verde says with a laugh. “I’'m sending
her recommendations.”
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Restaurant reviews for South
American cities aren’t typically
among the services offered in stan-
dard recording contracts. But Verde,
the chairman/CEO of Sony Music
Latin-Iberia for the past decade,
doesn’t run his company like a typi-
cal record label, and his artists often
don’t sign typical contracts.

Over the past several years,

Verde has instead positioned Sony
Latin as more of a central hub for
creativity, with a web of intertwined
contractual connections with many
top Latin acts through a variety of
deals and associations (an approach
he’s able to take, he says, “because of
a person called Rob Stringer” — and
the Sony Music Group chairman’s
ethos of “a music company trying to
do the right things”).

Some, mostly veteran, artists are
signed directly to the label (Marc
Anthony, Shakira, Romeo Santos);
others are signed in partnership
with Sony-owned distributor The
Orchard (Anuel AA, Ozuna), with
Sony Latin handling marketing and
other services; and still others are
connected through minority invest-
ments and joint ventures that Sony
has made through artists’ manage-
ment companies and independent
labels such as Walter Kolm’s WK En-
tertainment (Maluma, CNCO, Prince
Royce), Federico Lauria’s Dale Play
Records (Bizarrap, Duki, Nicki Ni-
cole) and Nelson “Polo” Montalvo’s
La Buena Fortuna (Residente, Kany
Garcia), among others.

Still more partnerships — most
notably with Noah Assad’s Rimas
label, home to superstar Bad Bunny
— involve distribution deals directly
through The Orchard (though Verde
still refers to both the company and
those artists as “family members”),
while he initially signed Rosalia in
Spain before inking a frontline deal
for her with Columbia Records.
(Sony also bought leading Brazilian
label Som Livre in a $255 million
deal that closed in February.)

It’s a formula that has led Sony to
an industry-leading 45.1% market
share in Latin music in the United
States in 2022 so far, according to
Luminate. “I didn’t want to be a
tax agency, asking for percentages,”
Verde says, explaining his approach.
“So we bought percentages of
management companies in the

GROOMING BY NATASHA SMEE AT EXCLUSIVE ARTISTS USING NARS.
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region; so in some cases, artists want
one of our companies to be their
managers, and that’s cool. As long as
they feel that they’re receiving what
they want, I’'m happy. And that’s
what is happening. I love that, from
the pure distribution agreement to

a full-service marriage, if they’re
happy, if they’re enjoying that, we’re
doing the right thing.”

situation, at the nadir of a business
that had been decimated by piracy
and freely accessible music: He
signed a chef.

“It didn’t happen in our world,
that a record company would sign
someone who wanted to cook, who
doesn’t want to sing at all,” he says.
But it forced his team to think out-
side the box about ways to market

-BRAD NAVIN. THE ORCHARD

Verde got his start as a musician
and producer in Argentina before
making the jump to A&R in the
mid-2000s, then to president of Sony
Music Latin in 2009 and his current
role in 2012 — and he has honed that
artist-first philosophy along the way.
“Sony, at least as a solo artist, has
been part of my growth, and Afo has
been my ally,” says Romeo Santos,
who has been signed to Sony as
both a solo artist and with boy band
Aventura for most of the past three
decades. “He has understood all my
musical whims. He has always been
there for me. His entire team has, but
he’s the person I always turn to.”

Animated, quick to laugh and self-
conscious about his grasp of English
despite his clear proficiency, Verde
is fond of metaphors, describing the
business, and the company, in which
he arrived more than a decade ago as
a soccer team with the right players
in the wrong positions, and himself
as the coach who needed to reori-
ent the squad with a new, music-
first philosophy. So he did what any
record executive would do in that

and promote her, partnering with a
cleaning company (“After you cook,
you have to clean,” he reasoned) and
releasing a series of cooking-class
videos paired with music from Sony
Latin artists. “I learned more than
ever that any person can have the
right skills to reach amazing goals,
but it’s about doing your part as a
leader and helping them and learn-
ing, ‘OK, this is a goalkeeper, this is a
striker, she can be the coach. It was
about that.”

Thinking creatively to find
solutions that fit individual artists
is a calling card of sorts for Verde,
and one that has led to a deepened
relationship between The Orchard
and Sony Latin in recent years. “Afo
is passionate and driven,” says The
Orchard chairman/CEO Brad Navin.
“In some ways he’s ahead of the rest
of the industry, which is just catching
up to what he has been saying for
years about the Latin market’s rich
and diverse talent pool. He has been
there, he lives it, he walks the walk,
and he talks the talk, and I think
when you put the artist first, the rest

Verde with Rosalia (top) and Ricky Martin, two of his superstar artists at Sony.

will follow. That’s the business that
we’re in. And that’s what he does as
well or better than everybody.”

For some record executives, it
might seem frustrating, even coun-
terintuitive, to not be in the Bad
Bunny business at a time when the
artist is the leading light of not just
Latin but all popular music in the
United States — his Un Verano Sin
Tti is the No. 1 album of the year so
far, according to Luminate, and he
has a pure distribution deal through
The Orchard. But Verde doesn’t see
it that way; to him, the broader Sony
infrastructure is an extension of the
options he himself also provides for
his artists.

“I love Noah, Bad Bunny, and I
love Rimas — they are a great, 100%
independent company, period. We
can have a beer, we can have fun; if
they need us, we are there; but they
do everything on their own,” he
says. “It’s not about, ‘This is mine.
It’s about, ‘How can we help these
human beings that are extremely
talented so they can reach their
goals?” And sometimes, I need
my partners.”

Ultimately, “We have success
when the artist is having success,”
Verde says. “It’s a person that decid-
ed to invest his or her life into being
an artist and decided to believe in
what we can do at Sony Latin.” @
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AFO VERDE




President, Warner Music Latin America
Managing director, Warner Music Latina

Senior vp of marketing and strategy,
Warner Music Latina

Senior vp/head of A&R, Latin music,
Warner Music Latina

GM, Music Mexicana/Warner Music Latina

Vp of business development,

Warner Music Latina

It has been a year of change for Warner,
with Duque taking over as president and
bringing new members to his executive
team — including Orjuela, Vaccari and
Andrade Dirak — and promoting Rivera
and Abraham. The musical results include
Anitta becoming the first Brazilian artist
to top Billboard’s Global Excl. U.S. chart
with “Envolver,” and the signing of up-
and-coming talent Tiago PZK, Ovy on the
Drums and Elena Rose, as well as Paulo
Londra, who reached No. 2 on Spotify’s
Global chart with his comeback single,
“Plan A” The label also partnered with
Meta, the company previously known as
Facebook, to make the first music video
created in the metaverse for Colombian
rapper Blessd. While Warner is bullish on
young, urban sounds, the label is also vest-
ed in regional Mexican, signing new stars
DannyLux, Beto Vega and Jesus Mendoza,
plus the iconic band Pesado.

Chairman/CEO, Universal Music Latin
America and Iberian Peninsula
President, Universal Music Latino

CEO, Universal Music Latin America and
Iberian Peninsula

Managing director, Fonovisa-Disa

POWER PLAYERS

Senior vp of A&R, Universal Music Latino

Senior vp of marketing and artist strategy,
Universal Music Latino

Universal Music Latin Entertainment
remains focused on its global development
strategy, with success across multiple
countries and platforms. Sebastian Yatra
(managed by Universal-owned GTS)
moved into the mainstream with his
Academy Award-nominated performance
of “Dos Oruguitas” from Encanto, while his
album Dharma started at No. 1 on Spotify’s
Global Debut chart. Karol G has risen to
global stardom, becoming the first woman
since Selena to hold Nos. 1and 2 simulta-
neously on the Hot Latin Songs chart. She
has also sold out her Latin America arena
tour, played Coachella and will make her
acting debut alongside Sofia Vergara in the
upcoming Netflix series Griselda. Fellow

artist

is the

first woman since Selena to hold Nos. 1and 2
simultaneously on the Hot Latin Songs chart.

Colombian and singer-songwriter Feid is
also on the rise, with 1.3 million official on-
demand streams in one week, according
to Luminate, for his latest album, while su-
perstar J Balvin joined Justin Bieber as the
artist with the most “billion-view” videos
and had hit collaborations with Ed Sheeran
and Indian artist Badshah. In Spain, pop
star Aitana has been the most listened-to
artist on Spotify for two years running and
is prepping tours in Mexico, Argentina and
the United States. As part of its commit-
ment to artist development, UMLE has
partnered with Julio Reyes Copello’s Art
House Academy to release music by its
first five graduates.

Warner Music Latina partnered with Meta,
the company previously known as Facebook,

to create the first music video shot in the
emerging technology of the metaverse for
Colombian rapper Blessd.

Chairman/ CEO, Sony Music Latin-lberia
Executive vp/CFO, Sony Music Latin-lberia
President, Sony Music U.S. Latin

Senior vp of strategic market development,
Sony Music Latin-lberia

Senior vp of artist relations and marketing,
Sony Music U.S. Latin

Vp of digital business, Sony Music U.S. Latin
See story, page 122.

CEO, Symphonic Distribution

Brea says that Symphonic Distribu-

tion secured $37 million in new series B
investments in January from NewSpring,
Ballast Point Ventures and others. The
technology-driven music services com-
pany has since expanded its operations to
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JOSE ANGEL
HERNANDEZ

ernandez, who died last
H December in a plane

crash at 38 years old,

leaves behind a legacy of
reggaeton hits. Under the moniker
Flow La Movie (which is also the
name of his label and management
company), he produced chart-top-
pers like the 2018 hit “Te Boté” — by
his artists Nio Garcia and Césper
Maégico, with a remix featuring Bad
Bunny, Nicky Jam and Ozuna
— which spent 14 weeks at No. 1on
Hot Latin Songs, as well as Garcia’s
2019 viral hit “La Jeepeta.” J Balvin
teamed up with Garcia and Bad
Bunny to record “AM Remix,”
co-produced by Hernandez, which
went to No. 4 on Hot Latin Songs.
Hernandez was one of seven
passengers on a private plane that
crashed Dec. 15 as it sought to make

an emergency landing at Las
Américas International Airport near
Santo Domingo in the Dominican
Republic, according to Helidosa
Aviation Group, which operated the
Gulfstream aircraft. Hernandez’s
partner, Debbie Von Marie Jimenez
Garcia, and their children were also
among the victims. In the immediate
wake of the crash, artists who had
worked with Hernéndez offered their
tributes. “What a tragedy!” wrote
Spanish artist Juan Magan. “A man
and his family conquering the world,
it wasn’t their turn to go. RIP Flow.”
Don Omar reacted: “So sad for your
loss and your family’s. Thank you for
the opportunity to collaborate. Fly
high, see you later.” Balvin took to
social media to say: “José Angel,
thanks for your good vibes always.
Rest in peace.” GLAD Empire CEO
Camille Soto Malave, who distributed
Flow La Movie repertoire, described
Hernandez as “one of the producers
with the most hits in our [Latin
urban] genre and an inspiration for
younger generations.” —LEILA COBO

Mexico, Argentina, Canada and Africa,
plus grown further in the Caribbean and
Brazil, according to Brea. The distribu-
tor’s other recent newsworthy ventures
include a recent women mentorship
program, spearheaded by vp of corpo-
rate marketing Janette Berrios, which will
involve senior executives from Symphon-
ic, Amazon Music, Spotify, the American
Association of Independent Music,
YouTube Music, Songtrust, Audiomack
and Atlantic Records.

Erol Cichowski

Jason Pascal

Senior vps of global artist and label
partnerships, The Orchard

Laura Tesoriero

Albert Torres

Senior vps of Latin, The Orchard

The Sony-owned global distribution
company boasts nearly 25% of the U.S.
Latin market as of July 21, according to
Luminate, with artists including superstar
Bad Bunny. The Orchard has contributed to
the growth of Federico Lauria’s Dale Play
Records, which it has represented since
2019, helping it become one of the leading
independent labels in Latin America, says
Tesoriero. The Orchard’s representatives

on the ground in Buenos Aires, Miami,
Madrid and Barcelona were able to locally
support the label’s success. Most recently,
“Quevedo: Bzrp Music Sessions, Vol. 52”
topped both the Global 200 and Global
Excl. U.S. charts. The single is a collabora-
tion between Spain’s Quevedo and Dale
Play artist Bizarrap from Buenos Aires. Its
global success is “a first for any Argentine
artist,” says Tesoriero, “and we know it
won't be the last”

Tomas Cookman

CEO, Industria Works/Nacional Records
Founded 23 years ago by Cookman, the
Latin Alternative Music Conference this
year included both virtual and in-person
sessions, with the former taking place

in April and the latter — a sold-out
“industry-heavy, must-attend event,”

says Cookman — staged in New York

in July. Aside from the success of the
conference (including a notable uptick in
sponsors), Cookman says that revenue
for his label and entertainment company
has doubled in each of the past two years
and continues to grow. (The company
does not report specific revenue figures.)
Case in point: Its booking division has
expanded with the signings of Trueno and

“Quevedo: Bzrp Music Sessions, Vol. 52,”
a collaboration between Argentine artist-

producer Bizarrap and Spanish artist
QUEVEDO, has topped both the Global 200
and Global Excl. U.S. charts.
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Villano Antillano, and Cookman says the
company will soon cross the 1 billion audio
streams mark.

Barry Daffurn

Co-founder/president, Cinqg Music Group
“We recently raised $100 million for invest-
ment into music catalogs and original
content, primarily in the Latin industry,”
Daffurn says of his independent distribu-
tion, label and publishing company, Cing
Music Group. The focus will be on creating
more original content and purchasing more
music rights to both recordings — includ-
ing masters and publishing — adding to

a list that already includes the catalog of
label Beluga Heights, containing works
from Daddy Yankee, Janet Jackson, Jason
Derulo and T.I.

Cris Falciao

Managing director, Brazil,

Ingrooves Music Group

S&o Paulo-based Falcdo, who began

her career in finance and consulting
before moving into music publishing, was
named managing director at Universal
Music Group-owned Ingrooves in Janu-
ary 2020. Her all-female team in Brazil
has signed more than 50 deals in the
past year, and she is especially proud of
working with funk label GR6 founder and
CEO Rodrigo Oliveira “to help put Brazil-
ian funk on the map.” The single “Bipolar,”
from GR6 artists MC Davi, MC Pedrinho
and MC Don Juan, was the only Brazil-
ian song to appear on TikTok’s top 20
most-used songs in 2021, generating over

POWER PLAYERS

4 billion views, she says, and it was one
of Spotify’s top songs of 2021.

Victor Gonzalez

President, Virgin Music Label & Artist
Services, Latin America & Iberian Peninsula
Since his appointment in early 2021 as
president for Latin America and the
Iberian Peninsula, reporting to UMG'’s
Jesus Lépez, Gonzélez has opened Virgin
Music operations with A&R and marketing
structures in Brazil, Mexico, Spain, Chile,
Argentina, Portugal, the Andean region
and the U.S. Latin market. “It has been
exhausting, but we did it and now we can
exponentially multiply the deals we have,”
he says. Highlights of his work include
negotiating a worldwide agreement with
the estate of Juan Gabriel and deals with
producer Sebastian Krys’ Rebeleon En-
tertainment, Bull Nene’s God Willing and
Sky’s Black Koi. “Botella Tras Botella” by
Christian Nodal and Gera MX became the
first regional Mexican song to enter the
Billboard Hot 100.

Jimmy Humilde

Co-owner/CEO, Rancho Humilde

Jimmy Humilde has transformed Rancho
Humilde, whose roster includes chart-
topper Natanael Cano and Fuerza Regida,
into one of the industry’s leading indepen-
dent Mexican music companies. It has
expanded its global reach through a distri-
bution deal with Sony for Fuerza Regida,
struck touring deals with Live Nation and
formed a new partnership with Amazon for
Desde Abajo, a TV show, “about the life of

“My goal is to take this
music to every corner of the

world and to break down any
barrier for all the artists.”

a Mexican American” that is scheduled to
be released next year, he says. “My goal

is to take this music to every corner of the
world and to break down any barrier for all
the artists”

Gustavo Lopez

CEO, Saban Music Group

Saban has propelled the career of reg-
gaeton star Don Omar to new heights,
sending him to No. 1 on the Latin Airplay
chart for the first time in five years with
his Nio Garcia collaboration, “Se Menea”
— and then six months later, his Wisin y
Yandel collaboration, “Soy Yo,” reached
the same peak. Under Lopez’s leadership,
Saban also closed multiplatform branding
deals for the singer Chesca.

renewed its
multimillion-
dollar global

recording and
publishing deal
with Panamanian
star c

Andres Lépez Quiroga

Regional director, ONErpm

ONErpm has been transformed from a dis-
tribution company to a full-service music
brand during the last year, helping artists
grow through state-of-the-art technology,
marketing and analytics tools, as well as
full transparency with clients, says Quiroga.
Additionally, the Latin Iberia market has
played a major role in ONErpm’s recent
success with consolidation across the re-
gion. “Our tools continue to help our team
of experts in each country make more
informed decisions in a very competitive
music industry,” Quiroga says, “helping
partners in every stage of their careers.”

Josh Mendez

Co-founder/COO, RichMusic

RichMusic has been on a signing spree

to add emerging artists to its roster. Most
recently, the Miami-based company
welcomed Colombian producer Animal;
paopao, the label’s first female signee;
producer-songwriter Symon Dice; and up-
and-coming Argentine singer Thyago. “The
dream has gotten bigger and has become
more than we ever imagined,” says Mendez,
who founded the label with his father, Rich
Mendez, in 2007. “We dug into the com-
pany’s core foundation, strengthening and
growing our team.” RichMusic also renewed
its multimillion-dollar global recording and
publishing deal with Panamanian star Sech,
known for his anthemic reggaetén songs
such as “Otro Trago” and “Relacién.”

Luis Sanchez

Founder/CEO, AfinArte Music

Over the past year, AfinArte artists
reached new heights, including regional
Mexican duo Los Dos Carnales, who won
a Latin Grammy Award for their album

Al Estilo Rancherdn. Also home to such
superstars as El Fantasma and Voz de
Mando, the company expanded its genre
(and geographic) reach in June with the
launch of the urban label ArteFino Music.
“The amount of talent out there right now
is inspiring,” says Sanchez, “and seeing the
passion these rising artists have for their
craft motivates us to find new ways to
support them.”
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Lex Borrero of NEON 16 and NTERTAIN

negotiated an eight-figure catalog sale for
hit-making producer TALNY.

Jacqueline Saturn

President, Virgin Music Label &

Artist Services

As president of Virgin Music Label &
Artist Services, Saturn has built out the
company’s U.S. Latin department, clock-
ing 500 million streams by midyear “with
our small but mighty roster,” she says.
That roster includes Grupo Diez 4tro
(Cut Throat Music), whose May album
release, Consejos de la Vida, landed at
No. 1on Apple Music’s Regional Mexican
chart; Omy de Oro (Young Boss Enter-
tainment), whose “Mood” remix hit No. 1
on Puerto Rican radio; and Chucky73
(Sie7tr3), who scored a synch placement
in the film In the Heights — “the only
non-Lin Manuel Miranda original song in
the movie,” says Saturn.

Adriana Sein

Global head of artist, label and market
strategy, ADA Worldwide

After signing a global deal with Quevedo, a
reggaetdn singer from the Spanish island of
Gran Canaria, Warner Music-owned ADA
Worldwide had a hit with this year’s remix
of “Cayé La Noche,” which features mul-
tiple artists including Quevedo. He’s also
the featured act on “Quevedo: Bzrp Music

Sessions, Vol. 52, a collaboration with
Dale Play artist Bizarrap from Argentina,
which topped the Global 200 and Global
Excl. U.S. charts. “We've really focused on
local expertise and championing talent

at an unprecedented level,” says Sein, a
former Columbia Records executive hired
by ADA Worldwide in September 2021 to
provide international, companywide sup-
port for the distributor’s many artists.

Nir Seroussi

Executive vp of Latin,

Interscope Geffen A&M Records

Seroussi’s Latin division at Interscope has
propelled the global careers of Colombian
singer-songwriter DEKKO (more than

6 million monthly Spotify listeners) and
ROBI from Puerto Rico (who is featured
alongside Feid and Alejo on “Pantysito”);
partnered last year with rapper Tokischa
of the Dominican Republic and the label
Paulus Music, to which she is signed;

and expanded into Mexican music with
singer-songwriter Xavi. Seroussi also
struck deals with VPS Music and Grand
Records and signed Canary Islands singer
Ptazeta, a leading voice in the LGBTQ+
community. “This isn’t just a focus for
2022, Seroussi says of the label’s growing

diversity. “This is the blueprint for our
business going forward”

Camille Marie Soto Malave
CEO, GLAD Empire

Soto Malave helps drive the success of
some of Latin music’s most acclaimed
superstars, including Nio Garcia, Casper
Magico, Myke Towers, Ozuna and

Anuel AA. She handles Ozuna’s Aura
Music publishing department and acts as
label manager for Anuel AA’s label, Real
Hasta La Muerte, overseeing day-to-day
operations alongside Frabian Eli Carrion.
Company high points include Towers earn-
ing his fifth No. 1 on the Latin Airplay chart
in June 2021 with “Bandido” (with Juhn)
and expanding its Orlando, Fla., facili-

ties to almost 20,000 square feet. GLAD
Empire is using the new media space for
livestreaming, private concerts, podcasts
and producing content for its new video
channel, GLAD TV. Earlier this year, the
company also introduced a gaming facility
to “create and monetize gaming content,”
says Soto Malave.

MULTISECTOR

Noah Assad
Co-founder/CEO, Rimas Entertainment

Assad, Billboard’s 2021 Latin Executive of
the Year, is on a record-breaking streak. His

marquee client Bad Bunny again topped
the Billboard 200 with Un Verano Sin Ti,
which spent nine nonconsecutive weeks at
No. 1. Bad Bunny remains the only artist to
place all-Spanish albums (plural) atop the
all-genre chart. His tour for the album E/ Ul-
timo Tour del Mundo played arenas across
North America from February to April,
grossing $116.8 million and selling 575,000
tickets, according to Billboard Boxscore,
ranking at No. 1 on the midyear 2022 Top
Tours chart. And now, he has begun a
global stadium tour, in addition to entering
the Marvel Cinematic Universe, as the lead
in the stand-alone comic film E/ Muerto,
due out in January 2024. Another marquee
client, Karol G, is starting an arena tour
after wrapping up filming her first Netflix
series. And there’s a roster of Rimas acts,
including Eladio Carrién and Mora, that are
beginning to chart.

Lex Borrero

Co-founder/CEO, NEON16/Ntertain

After launching its producer-management
division, Borrero’s NEON16 took on
representation of four of the top 10 Latin
producers on the Billboard charts, negoti-
ated an eight-figure catalog sale for Tainy
and contributed nine songs on Bad Bunny’s
chart-topping Un Veerano Sin Ti. Borrero
also moved the company into TV with Los
Montaners, a new docuseries for Disney+,
and La Firma, Netflix’s first Latin music
competition show, both under his new
Ntertain production company.

Pablo Casals

CEO, Elite Media & Marketing/AP Global
“The company is ecstatic right now about
all the tours we have been working on,”
says Casals, noting U.S. runs for stars Ozu-
na, Jay Wheeler and Rauw Alejandro. The
veteran marketer-promoter says his com-
pany EMM has also been “experiment-

ing with new genres” including regional
Mexican by promoting a forthcoming Carin
Leon show at Seminole Hard Rock Live

in Hollywood, Fla. Meanwhile, his Sony
Latin-distributed record label, AP Global,
has had chart success with releases from
Wheeler and emerging artists Ache (“Ya Es
Tarde”) and Dvila (“Quiero Fingir”).

Diana Dotel

Co-founder, MTW Agency

Over the last year, Dotel has succeeded
in live music, original content and brand
partnerships. Dotel created, promoted,
booked and financed dembow artist
Chimbala’s sold-out concert in March in
New York, featuring iconic acts like El Alfa
and Zion y Lennox, moving the genre
further into the mainstream. Dotel also
created and owns the Amazon-exclusive
video podcast En La Sala, hosted by Ven-
ezuelan actress Evaluna Montaner, which
has scored interviews with Camilo, Se-
bastian Yatra and Becky G, among others.
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Banda MS’ performance

at Coachella in April was a
milestone in mainstream
recognition for both the
Sinaloan band and the regional
Mexican genre overall, as

well as a career highlight for
manager and label owner
Sergio Lizarraga.

Dotel has also worked on brand partner-
ships for Bad Bunny — she and business
partner Matt Ferrigno started negotiations
with adidas in 2018 and launched a first
shoe in March 2021 — as well as Becky G
and Romeo Santos.

Walter Kolm

Founder/CEO, WK Entertainment; founder/
owner, WK Records/WKMX

Horacio Rodriguez

CEO, WK Records

See story, page 146.

Federico Lauria

Founder/CEO, Dale Play Records/Lauria
Entertainment

Serving as the music executive behind
artists including Nicki Nicole, Duki and
Bizarrap, Lauria is proud that Quevedo’s
collaboration with Bizarrap, “Bzrp Music
Sessions, Vol. 52, reached No. 1 on the
Global 200 and Global Excl. U.S. charts.
Dale Play Records and Lauria Entertain-
ment reached another milestone when
trap artist Duki sold out four nights at
Jose Amalfitani Stadium in Buenos Aires,
selling more than 180,000 tickets total.
Argentine trap act Nicki Nicole made her
Coachella debut and has a deal to appear
as a judge on the upcoming Netflix music
competition show La Firma.

Sergio Lizarraga

President/CEO, Lizos Music

Banda MS’ performance at Coachella
was a milestone in mainstream recogni-
tion for both the Sinaloan band and the
regional Mexican genre overall, as well as
a career highlight for Lizarraga, who had
secured the performance in 2020. Adding
to the wins of the year, Lizérraga’s Lizos
Music welcomed singer-songwriter Edén
Mufioz to its roster. Mufioz, Calibre 50’s
former frontman and accordionist, signed
with the independent label in January
after leaving the nortefio band to launch

a solo career. He has since scored two
back-to-back No. 1s on the Regional
Mexican Airplay chart with “Chale” and
the Banda MS collaboration “Hay Que
Hacer Dinero”

Andrés “Andy” Martinez
Co-founder, JAK Entertainment

In the past year, Martinez, who manages
Yandel, worked alongside Walter Kolm

to launch Wisin y Yandel’s La Ultima
Misién tour. He also collaborated with
Tainy’s manager Lex Borrero as part of
the team strategizing the rollout for Tainy
and Yandel’s July 2021 album, Dynasty.

At the same time, Martinez has helped to
develop tropical salsa singer Luis Vazquez,
book tours for Myke Towers in Europe and
the United States, and is nurturing rising
artists through Rapeton Approved — a
partnership of Yandel’s label, Y Entertain-
ment Records, Angel “El Guru” Vera and
Warner Music Latina.

Franklin Martinez

President, Carbon Fiber Music

Martinez’s key client and business partner,
Farruko, garnered the biggest hit of his ca-
reer last year with “Pepas.” The track spent
26 weeks at No. 1 on Hot Latin Songs,
making it the fifth longest-running No. 1
song since the chart’s inception. Now,
says Martinez, he and Farruko are aiming

at making music with positive intent. “My
biggest challenge is to get a record that’s
as big as ‘Pepas’ but with a positive mes-
sage,” says Martinez. “We can change the
atmosphere and many other things if we let
ourselves get used by God’s power,” says
the executive, who, aside from managing
Farruko, has eight artists and four produc-
ers signed to his label.

Alex Mizrahi

CEO, OCESA Seitrack

Luana Pagani

President, Seitrack US

“It has been a great year for us,” says Pa-
gani, highlighting Los Angeles Azules’ first
Latin Grammy Award nomination in 2021
and sold-out South American tour. With
Seitrack’s expansion into the regional
Mexican genre, Pagani is also “excited for
the months ahead” with the start of Joss
Favela’s first U.S. tour in the fall along-
side Jessi Uribe, as well as Yuridia’s new
album, produced by Edén Mufioz and
featuring collaborations with Banda MS
and Angela Aguilar. Seitrack has also
grown its roster, betting on up-and-com-

WK ENTERTAINMENT
management client MALUMA
described “a need to connect with the

streets as well as fans who love the
urban rhythm” when he released his
album The Love & Sex Tape in June.

ing talents such as Michelle Maciel, The

Change, Virlan Garcia and Sofia Delfino,

and recently adding Alejandro Sanz to its
list of management clients.

Polo Montalvo

President/CEQ, La Buena Fortuna Global/

La Buena Fortuna Music

Montalvo has consistently expanded his
roster of management clients through

La Buena Fortuna Global and label clients
through La Buena Fortuna Music. But he
says Kany Garcia’s international career
takeoff has been the “most rewarding to
see and be part of.” For the first time in her
career, the Puerto Rican singer-songwriter
is selling out theaters and venues in dif-
ferent countries and cities, with a loyal
and blossoming fan base. “For her to be
able to do it as a cantautora — a woman
in a male-dominated genre and industry
— has been nothing short of greatness,”
he says.

Eric “Duars” Pérez
Founder/CEO, Duars Entertainment
See story, page 138.
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ERIC “DUARS" PEREZ

FOUNDER/CEO, DUARS ENTERTAINMENT

The album Vice Versa

by Duars Entertainment
artist Rauw Alejandro
debuted at No. 10on
Billboard’s Top Latin Al-
bums chart in July 2021
and has remained in the
top 10 for 60 weeks and
counting. The set con-
tains Alejandro’s biggest
hit to date, “Todo de Ti,”
which peaked at No. 2 on
Hot Latin Songs in 2021
and topped Latin Airplay
for three weeks. It also
became his first entry as
a solo act, unaccompa-
nied by any other artist,
on the Hot 100.

“To achieve what |
achieved with Rauw, you
need to have an artist like
Rauw,” says Eric “Duars”
Pérez, the artist’s man-
ager and CEO of Duars
Entertainment. “Some-
one who’s disciplined,
dedicated, very respon-
sible and a visionary in
the sense that he not only
brings ideas to the table
but also accepts the
ideas | give him.”

When Pérez discov-
ered Alejandro online in
2016, he quickly offered
him a multifaceted deal.
Two years later, then-

Sony Music U.S. Latin
president Nir Seroussi
helped Duars reach an
agreement with Sony’s
independent distribution
company, The Orchard,
and in 2020, Duars
signed a joint venture
with Sony Music U.S. Lat-
in, which became a label
partner for Alejandro.

“l define it as an alli-
ance where we go hand
in hand and have great
communication, all
benefiting Rauw’s proj-
ect,” Pérez says, calling
Sony Music U.S. Latin
president Alex Gallardo

someone he “highly re-
spects and a great leader.
We are negotiating to do
more things together.”

In 2021, Pérez co-
produced (with Zamora
Live and Elite Media &
Marketing) Alejandro’s
world tour with sold-out
dates in major markets
like New York, Los
Angeles and Miami, as
well as stops in Spain,
Argentina, Chile and
Colombia. He notes
that his role in the tour
has him “going beyond
artist management and
record-label executive.”

That tour concluded
in July. However, Pérez
is already planning to
produce Alejandro’s 2023
tour across such coun-
tries as the United States,
Canada, Mexico, Spain
and Latin America under
his new division, Duars
Live, which he created
in April and will officially
launch in November.

“It’s an experience and
understanding that the
market is different for
fans,” he says. “Produc-
ing an event is totally
different from selling it.

When you produce it,
you become the pro-
moter and you want
fans to leave happy and
demand to see the artist
in concert again.”

Pérez plans to launch
various projects in the fall
for his other label signees
Cauty, Eix, Sie7e, Sanchz
and Itzza Primera. “Every
project is completely
different and has its own
identity. We will focus on
what we like to do, which
is good music and for the
artist to connect with
[their] audience,” he says.

Additionally, Pérez
helms Duars Publish-
ing, with a roster that
includes Alejandro, Eix,
Eliel, Mr. NaisGai and
Jey Music.

“l always see things
from everyone’s point of
view,” says Pérez. “Aside
from the manager, I'm
their main mentor, and if
| don’t get in my artist’s
shoes, I’'m never going to
give them good advice.
I’'m always analyzing my
artists and their fans, and
| believe that’s what sets
me apart from others.”

-JESSICA ROIZ
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first Latin artist to have his
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own Monopoly game, one of

numerous deals struck by his
manager,
of

CEO, Magnus Media

COO0, Magnus Media

Magnus artists and songwriters peppered
the charts with hits last year: Rafa Pabon
co-wrote Rauw Alejandro’s “Todo de Ti,”
which topped Latin Airplay for three weeks;
Manuel Lara and Cris Chill had a hand in
Kali Uchis’ “Telepatia,” a multiweek No. 1 on
Hot Latin Songs; and Luis Figueroa scored
three No. 1s on Tropical Songs. At the same
time, new signee Micro TDH launched his
first worldwide tour, while Marc Anthony
sold over 200,000 tickets during a month-
long run in Europe. Plus, Gente de Zona’s
collaboration “Patria y Vida” took home
song of the year honors at the 2021 Latin
Grammy Awards.

Founder, Vibras Lab/Akela Family Music
Acosta credits “consistency and persis-
tence” for the success of his company,
Vibras Lab. Acosta is the manager for

J Balvin and Argentine trap artist Cazzu,
and his company provides business man-

agement advice to other artists including
Grupo Firme and Karol G. Vibras Lab is
committed to increasing the visibility of
Latin voices with a diverse range of brands,
says Acosta. In addition to forging Balvin’s
partnerships with Fortnite, Miller Lite and
Guess, the company helped make the
singer the first Latin artist with his own
Monopoly game. “We continuously seek
multifaceted opportunities to push the
envelope and engage fans in new and
exciting ways,” says Acosta.

President, Real Hasta La Muerte; manager
(Anuel AA)

A sneaker deal with Reebok and a double
play with two major sporting events — the
NBA All-Star Celebrity Game and the

MLB All-Star Celebrity Softball Game

— are just a few of the top placements
and endorsement deals that Carrién

has secured for Puerto Rican sensation
Anuel AA. “Very few Latinos have been a
part of that experience,” says Carrion, who
is also president of his label, Real Hasta

La Muerte. In 2021, Capitanes de Arecibo
— the Puerto Rican basketball team
Carrién co-owns with Anuel AA — won
the Baloncesto Superior Nacional champi-
onships, and Anuel became an official
marketing partner of the UFC.

CEO, FPM Entertainment

Hot off four Latin Grammy wins and three
awards at this year’s Premios lo Nuestro,
Colombian singer-songwriter and FPM

“Enrique Iglesias and Ricky Martin played the
first post-pandemic arena shows in Toronto,
Montreal and a few cities in the U.S. We

were playing against all the odds. It is very
satisfying that the tour ended up being the
great success it was.”

client Camilo began a 2022 tour in Spain
that has already sold over 200,000

tickets, after becoming the top ticket-
selling international artist in Spain last year.
Camilo kicked off his first U.S. arena tour

in August. Another FPM client, Argentine
singer-actress Lali, wrapped filming for the
Netflix series Sky Rojo this year, followed by
sold-out dates from Argentina to Israel on
her Disciplina Tour. Ferradas also manages
Camilo’s wife, Evaluna Montaner, and most
recently signed Spanish rapper Rels B to a
co-management deal with Fede Lauria.

Vp of Latin entertainment/senior manager,
Red Light Management

After rescheduling Enrique Iglesias and
Ricky Martin’s 2020 co-headlining North
American tour for 2021, the 25-date outing
featuring the two superstars ended up as
one of the highlights of the year, despite
the challenges, says Iglesias manager Gi-
accardi. “We were the first post-pandemic
arena show in Toronto, Montreal and a few
cities in the U.S.,” he says. “We were playing
against all the odds. It is very satisfying that
it ended up being the great success it was,
playing for more than 350,000 people and
grossing $36 million”

Founder, Music VIP; manager (Grupo Firme)
See story, page 106.
CEO, Westwood Entertainment

Founder/chairman, Westwood Entertainment

With the return of live performances, West-
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wood Entertainment has focused on get-
ting its managed artists on the road, includ-
ing Camila and Sin Bandera’s successful
co-headlining 4 Latidos tour. As promoters,
Westwood has brought Karol G’s Bichota
Tour Reloaded to Mexico and consulted on
Justin Quiles’ summer trek in Europe. “We
are focused on achieving new concerts and
tours in Mexico,” says Juarez, highlighting
Bad Bunny’s World’s Hottest Tour making
stops at the Azteca Stadium in Mexico
City and at Estadio BBVA in Monterrey,
both promoted by Westwood. As for the
company’s management approach, “we
like to expand [an artist’s] horizons by put-
ting together flourishing collaborations with
our other talents and by mixing different
genres,” Juarez says, naming Matisse with
Carin Leon, Reik with Ricky Martin and
Llane with Khea as examples.

Paula Kaminsky

Manager (Sebastian Yatra); managing
director, GTS U.S.

In addition to releasing his third studio
album, Dharma — which peaked at No. 2
on the Latin Pop Albums chart in February
— Sebastian Yatra collected a couple of
career firsts in recent months. In March, the
Colombian star performed his Academy
Award-nominated ballad, “Dos Orugui-
tas” from the Encanto soundtrack, during
the Oscars broadcast, while also making
his debut as lead actor — starring in the
Netflix musical comedy series Erase Una

POWER PLAYERS

Vez. “It has been a great year for him so far,”
says Kaminsky, who guides the careers of
Yatra and Mariah Angelig, among other tal-
ent. “GTS continues focusing on develop-
ing talent and securing opportunities for
them,” she says, including Angelig’s global
Coca-Cola campaign and tour and Cali y

El Dandee’s summer tour of Spain.

Rebeca Léon

Founder/CEO, Lionfish Entertainment
Lionfish founder/CEO and Billboard’s
2020 Latin Executive of the Year Léon had
another major year for star client Rosalia,
whose Motomami aloum Léon calls “a
labor of love for all involved,” and whose
combination of critical acclaim (as the top-
rated 2022 album on review-aggregating
site Metacritic) and commercial success
(debuting at No. 1on Latin Pop Albums)
she considers “so rewarding.” In addition to
Rosalia’s success, Léon was proud to have
“a heavy involvement” in the principally La-
tino cast of the Father of the Bride remake,
which had the biggest streaming-only
debut for HBO Max.

Benny Medina

Founder, The Medina Company; partner,
Nuyorican Productions

It has been a busy two years for Medina
and longtime management client Jennifer
Lopez, who performed at the 2021 Biden-
Harris inauguration and starred in the Uni-
versal rom-com Marry Me, with Medina

producing. The film’s soundtrack spun

off the singles “Marry Me” with Maluma
and “On My Way” — the latter winning
best song at the 2022 MTV Movie & TV
Awards, where Lopez also received the
Generation Award. Medina produced
Lopez’s Netflix documentary, Halftime,

and serves as executive producer of the TV
shows Good Trouble and Peacock’s Fresh
Prince reboot, Bel-Air.

Juan Diego Medina

Founder/CEO, La Industria

Nicky Jam’s The Rockstar Show, which
launched in 2021, marking his debut as a
talk show host, is now streaming its second
season on YouTube with artists such as
Nicki Nicole and Tainy as guests. “We're
now preparing a third season, which will
be even bigger than the first two,” says
Medina, the hit-maker’s longtime manager.
“These past years have been defiant, and
we've had to reinvent ourselves” The
Colombian executive is also behind the

REBECA LEON
of LIONFISH
ENTERTAINMENT

says the album

Motomami by her star
management client

ROSALIA was “alabor

of love for all involved.”

careers of ChocQuibTown and Manuel
Turizo and says upcoming plans include
films produced alongside Will Smith.

Polo Molina

Founder/CEO/artist manager,

Grassroots Music

With the Black Eyed Peas “in the full throes
of preparing for their new album later this
year,” Molina says the band’s current Euro-
pean tour is one of his “biggest highlights”
of 2022. (He’s also looking forward to an
“exceptional remix” of BEP’s Shakira and
David Guetta collaboration, “Don’t You
Worry””) Grassroots clients also continue
to score wins on the charts, with Gerardo
Ortiz earning his 11th No. 1 on Regional
Mexican Airplay and Adriel Favela earning
a No. 2 hit on the same chart with his Carin
Ledn team-up, “Con un Botecito a Pecho.”

Diana Rodriguez

Founder/CEO, Criteria Entertainment
Rodriguez’s marketing and management
firm has been working with
Chile’s Mon Laferte and
Spain’s Enrique Bunbury,

as well as clients Draco

Rosa, Francisca Valenzu-

ela, Diamante Eléctrico and
Flor de Toloache. Criteria
Entertainment is also creating
a new division to educate and
immerse Latin artists in Web3
with metaverse initiatives
beginning in November.

Brandon Silverstein
Founder/CEO, S10

“It has been incredible to be
a part of the Anitta family and
make history beside her,” Sil-
verstein says of his Brazilian pop star client,
who achieved her highest-charting hit with
the combustible single “Envolver” Thanks
in part to a viral TikTok dance, the track
reached No. 3 on Hot Latin Songs and

No. 10on the Global Excl. U.S. chart — the
latter achievement making Anitta the first
Brazilian artist to top the global tally, just
ahead of her Coachella performance and
the release of the album Versions of Me.

Jennifer D’Cunha

Director of services, Latin America, Apple
Patricia Flores

Head of U.S. Latin,

music business partnerships, Apple Music

The most significant recent development
for Apple Music has been the streaming
service’s introduction of high-definition
Spatial Audio, which “has revolutionized
how we listen to audio over the past year,”

142

BILLBOARD.COM

SEPTEMBER 17, 2022







says Flores. “Apple Music

has partnered with labels

and the artist community to
deliver thousands of current
and catalog titles, including
top-streaming, chart-topping
releases in the format. From
Bad Bunny’s Un Verano Sin
Ti'to Yahritza y Su Ensencia’s
Obsessed, we continue to see
Latin music break records and
embrace Spatial Audio.” The
technology is also boosting
catalog streams “as fans re-
discover music in the format,” adds Flores,
particularly “Musica Mexicana, [which is]
the second fastest-growing Latin subgenre
on the platform.”

Rocio Guerrero

Global head of Latin music, Amazon Music
As Latin music continues to explode world-
wide and streaming services dig deeper
into local scenes, Guerrero led the Amazon
Music Latin team in launching two new
major playlists: GEN MEX: Your Generation
of Musica Mexicana, with original content
from artists such as Christian Nodal and
Grupo Firme, and El Género: The Influence
of La Cultura, launched with exclusive mu-

POWER PLAYERS

sic from Argentine urbano superstar Paulo
Londra. Says Guerrero: “Both brands are
meant to support the importance of the lo-
cal voices and genres that truly make Latin
music a global phenomenon with exclusive
music, videos, playlists and more.”

Sandra Jimenez

Director of music partnerships,

Latin America, YouTube

Mauricio Ojeda

Manager of music label partnerships,
U.S. Latin, YouTube

AJ Ramos

Artist relations manager, YouTube Music
Latin artists are making inroads on Tik-

“There is such a wonderful diversity of
Latin culture and music, and we aim to

showcase this to our audiences.”

AZUCENA OLVERA VIDAURRI. SIRIUSXM/PANDORA

Tok competitor YouTube Shorts, which
launched globally in July 2021 and reaches
1.5 billion logged-in users each month (as
of April, according to YouTube). “l am so
proud of Latin America’s contribution to
that success since the global launch of
YouTube Shorts,” says Jimenez. In addition,
YouTube created original programming
such as Abre Alas, a six-episode series by
Brazilian singer Agnes Nunes (it has over

ANITTA was

the first Brazilian

artist to top the
Billboard Global
Excl. U.S. chart.

4 million views) and 30 Days
With: Anuel, with Puerto Rican
rapper Anuel AA (4.5 million).

Marcos Juarez

Director of Latin music, Pandora
Leticia Ramirez

Senior Latin curator/programmer,
Pandora

Azucena Olvera
Vidaurri

Director of Latin talent and industry
relations, SiriusXM/Pandora
“There is such a wonderful di-
versity of Latin culture and music, and we
aim to showcase this to our audiences,”
says Olvera Vidaurri, adding that live
performances and unique experiences for
both emerging talent and superstars are a
priority. Out of 50.5 million monthly active
users (in the second quarter of 2022),

10 million listeners access Pandora’s Latin
stations each month, including the genre-
bending Pop Latino (5.1 million follow-
ers), top current music on El Pulso (over
3.5 million) and two decade-old stations,
Cumbia Sonidera (over 16 million) and
Reggaeton (14 million).

Mia Nygren

GM, Latin America, Spotify

Maykol Sanchez

Head of artist and label partnerships,

Latin America and U.S., Spotify

“Latin music is living through a golden
era,” says Nygren. In Latin America,
Spotify claims a 60% market share of all
streaming music subscribers and 100 mil-
lion active users. That presence has
helped the platform spread Latin music
around the world. This year, Nygren says,
Brazil’s Anitta and Argentina’s Bizarrap (in
partnership with Spain’s Quevedo) have
topped Spotify’s global charts. Puerto
Rico’s Bad Bunny repeated as Spotify’s
global top-streamed artist in 2021 while
his album Un Verano Sin Ti set a one-
week streaming record in May.

Néstor Casonu

President, Kobalt Latin America

Casonu oversaw the contract renewal
for chart-topper Karol G, coinciding with
the Colombian artist’s recent back-to-
back hits, “Provenza” and “MAMIII” (with
Becky G) — both of which peaked at
No. 1 on the Hot Latin Songs chart. The
renewal follows the Kobalt signings of
singer-songwriter Justin Quiles, as well
as Ovy on the Drums (Karol G’s go-to
producer) in a deal that includes creative,
synch and administration for his catalog
and future works.
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WALTER KOLM

FOUNDER/CEO, WK ENTERTAINMENT;
FOUNDER/OWNER, WK RECORDS/WKMX

HORACIO
RODRIGUEZ

CEO, WK RECORDS

Kolm, one of Latin
music’s most prominent
managers — with a client
list that includes Malu-
ma, Carlos Vives, Wisin,
CNCO, Prince Royce and
Emilia — has ambitiously
expanded beyond his
entertainment and man-
agement company. WK
Records, launched in July
2020, with Rodriguez at
the helm, is a “content
company where we
develop new careers,”
says Kolm, delineating
the difference between it
and the established WK
Entertainment roster.
The label has signed
nearly 30 up-and-coming
acts and has already
placed two No. 1s on
Billboard’s Latin Airplay
chart: “Mi Nifa” by
Wisin and Myke Tow-
ers and “Fiel” by Wisin
and Jhay Cortez. WK
Records, which includes
the regional Mexican
music imprint WKMX,
also provides services
to Wisin’s label, La Base
Records, and to Royalty
Records, Maluma’s newly

launched imprint. Beyond
the label expansion, and
in a bid for increasing
global market share, WK
Entertainment opened

an office in Madrid to
serve the European and
Asian markets, while WK
Records opened outposts
in Mexico and most
recently Brazil.

“In a globalized touring
market, coupled with the
expansion of Latin music
worldwide,” Kolm says,
“we felt there was an
important opportunity to
grow our business.”

WK Entertainment’s artists
are signed to Sony Music,
and WK Records’ artists
are distributed by The
Orchard. Beyond that,
what is the difference
between the two?

WK Entertainment is a
360 company that pro-
vides services to artists
in management, booking
and all commercial areas,
including sponsorships
and endorsements. WK
Records is a content
company where we

Kolm

develop careers and pro-
vide services to the labels
that belong to Wisin and
Maluma. We're partners.
They do their own A&R,
sign their own artists and
own their labels in full,
but we provide essential
marketing and adminis-
trative services.

What makes your business
different from that of
other Latin managers or
managers overall who have
launched their own labels?
We have complete inde-
pendence in terms of our
business management.
We don’t outsource
anything. From Madrid,
for example, we handle
booking for Asia and
Miami. And from Miami,
we handle everything

in Latin America. Al-
though we do business
with agencies, 95% of
our bookings and our
sponsorship deals are
generated and handled
in-house. This gives the
artist a structure where
there is a single company
that oversees everything
from within. From a

management standpoint,
it goes hand in hand with
bookings and endorse-
ment. The best offer is
not necessarily the best
business; the best busi-
ness has to do with the
artist’s growth and long-
term development.

You opened offices in
Madrid, with Pascual Egea
in charge. Can you share
an example of what that
means for your business?
We opened a shop in
Madrid mid-2017, and
since then our business
in Europe has grown
fivefold. We have an
office there whose sole
role is to find and book
concerts and gener-

ate partnerships with
local promoters in every
country. It’s the same
formula we had ex-
ecuted for Latin America
from our Miami office,
partnering with the likes
of OCESA in Mexico and
Bizarro in Chile. This
year, for example, Malu-
ma played 31 concerts in
16 European cities and
sold 320,000 tickets.

What were your biggest
accomplishments in the
past 12 months?

Maluma’s Medellin
concert [in Colombia] for
more than 50,000 people
was very big for us. It
was also a livestream

for the world on Ama-
zon Prime, which was
seen by over 1.5 million
people. Wisin & Yandel’s
tour, which we booked in
partnership with Yandel’s
management, has been
truly sensational; we

had to extend the tour
through 2023. On the
label side, our biggest
accomplishment is the
expansion of WK into
Brazil. We felt language is
no longer a barrier. A lot
of Latin music truly has a
connection with Brazil.

What is your business
philosophy?
We work for the artist as
a brand to ensure that he
or she is always current,
regardless of whether
there is a hit on the
charts. That has been the
key to our success.
—LEILA COBO
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President of Latin America and U.S. Latin,
Universal Music Publishing Group

With a commitment to “help their writers
reach global success,” Lioutikoff and

her UMPG Latin America and U.S. Latin
teams have spent the past year extend-
ing deals with heavyweights like the Juan
Gabriel estate, Romeo Santos, Espinosa
Paz, Horacio Palencia and Luisa Sonza.
Lioutikoff also oversaw this year’s land-
mark deals with Univision and Pineapple
(the biggest rap channel in Brazil), both of
which created new opportunities across
their roster. For its efforts, UMPG Latin
earned the title of BMI’s Latin publisher
of the year for the second time in a row in
March, something Lioutikoff attributes to
the company’s “songwriters’ and artists’
much-deserved success.”

President/CEO of Latin America and U.S.
Latin, Sony Music Publishing

For the 18th time in the last 20 years,
Sony Music Publishing clinched the
ASCAP Latin publisher of the year title;
Mejia’s team also won the Latin pub-
lishing corporation of the year award
at Billboard’s Latin Music Awards and

POWER PLAYERS

SESAC’s Latin publisher of the year award
for the seventh year in a row. Apart from
the accolades, Mejia — who leads the
publishing company’s Latin America and
U.S. Latin divisions — says he’s most
proud of signing Brazilian global superstar
Anitta and helping her become the first
Brazilian artist to reach No. 1 on the Global
Excl. U.S. chart and the renewal of its deal
with hitmaking producer Tainy, who has
been with the company since 2005.

President of Latin America and U.S. Latin,
Warner Chappell Music

At the helm of Warner Chappell’s Latin
America and U.S. Latin music teams,
Menéndez is no stranger to signing hit-
makers. Whether it’s recent signees such
as superstar Paulo Londra of Argentina

or regional Mexican music icon Gerardo
Ortiz, Menéndez is “proud of the incred-
ible talent” his team works with at Warner
Chappell and says he’s excited about

the “explosive growth” in the sector over
the last year. Beyond the hits, Menéndez
notes the recent philanthropic work his
Warner Chappell team and Warner Music
Group have done, which includes partner-
ships with MusiCares, Outright Action

“Our focus is always on
bringing in writers and
artists with specific points

of view on music and the
culture that surrounds it.”

International and Project HOPE. He has
also partnered with his signees to further
their own charitable pursuits. “In Colom-
bia, our office is supporting the Mi Sangre
Foundation, founded by our writer and
peace ambassador Juanes in response to
Colombia’s need for treatment for land
mine victims.”

Senior vp of A&R, Concord Music Publishing
Yohai has worked closely with director of
A&R Pablo Ahogado to develop Concord
Music Publishing’s global roster. “Our focus

is always on bringing in writers and artists
with specific points of view on music and
the culture that surrounds it,” Yohai says.
The expansion of Concord’s Miami office,
where Ahogado is based, was key to tap-
ping new talent from Mexico and South
America. The team focused on alternative
Latin music, signing artists and writers such
as Omar Apollo and Silvana Estrada, and
the growing genre of Latin rap and drill,
signing Chucky73. Other highlights from
the past year include Noah Goldstein serv-
ing as a writer and/or producer on 11 songs
on Rosalia’s Motomami album and Bia
going platinum with “Whole Lotta Money,”
with a remix featuring Nicki Minaj.

Vp of music programming, SiriusXM

Director of music programming, SiriusXM
SiriusXM boasts a lineup of 17 Latin music
channels, including Latin urban (Flow
Nation), classic salsa (Rumbdn) and Latin
jazz (Luna). “We are focused on develop-
ing engaging content that celebrates the
richness and depth of Latin music through
our limited engagement channels, like

J Balvin Radio hosted by J Balvin; from
specials featuring the reunion of [the]
founding members of Irakere, hosted by
Chucho Valdés, to honoring the legacy of

has supported
the Mi Sangre Foundation,

founded by

artist

to help victims of land mines
in his native Colombia.
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NEW ALBUM

MSI LRGIA

YRIAM HERNANDEI

MI PASAISO TOUR US 2022

Oct 07 NYCB Theatre Westbury, NY

Oct 08 Ritz Theatre Elizabeth, N

Oct 09 The Palace Theatre Stamford, CT

Oct 10 United Palace New York, NY

Oct 13 Lynn Auditorium Lynn, MA

Oct 14 The Park Theatre Granston, R

Oct 15 The Strathmore Center Bethesda, MD

Oct 16 The Santander Performing Arts Center Reading, PA

Oct21 James L Knight Center Miami, FL

Oct 22 Carole and Barry Kaye Performing Arts Auditorium
at Florida Atlantic University Boca Raton, FL

Oct 23 Straz Center Tampa, FL

Oct 28 Silver Spurs Arena Kissimmee, FL

Oct 29 Jacksonville Center Jacksonville, FL

Oct 30 Hertz Arena Fort Myers, FL

Nov 04 Majestic Theatre San Antonio, TX

Nov 05 Arena Theatre Houston, TX

Nov 06 Orpheum Theatre New Orleans, LA

Nov 11 Duke Energy Center Raleigh, NC

Nov 12 Plaza Las Americas Atlanta, GA

Nov 13 Ovens Auditorium Gharlotte, NC



Last year,
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’s song “Mejor Sola”
became the No. 1 TikTok

Live for peak concurrent
viewers with over 470,000
fans streaming the track,
according to TikTok.

Vicente Fernandez with a tribute channel,”
says Colon.

Head of music label partnerships, Latin
America and U.S. Latin, Meta

International music publishing manager, Meta
Meta’s Facebook played a major role

at the Latin Grammy Awards this past
year, partnering with the Latin Recording
Academy, Univision and record labels to
host videos of Grammy performances by
Bad Bunny, Juanes and Camilo, generat-
ing over 300 million views, according to
Harley. “More and more the music indus-
try will rely on tech solutions to expand
their universe,” de Torres Zabala says, “and
Meta is second to none in providing these
new tools and becoming an essential
piece of the future of the music industry.”

President, Univision Radio, TelevisaUnivision
Senior vp of radio content, TelevisaUnivision

Executive vp of music and nonscripted
entertainment, TelevisaUnivision U.S.
TelevisaUnivision has reaffirmed its role
as a vital partner to the Latin music
industry through its TV network program-
ming, radio properties, events and digital
platforms. Highlights of its activity include
its own Premios Juventud awards show
in July and its broadcast of the Latin
Grammy Awards in November; the Uforia
Concierto de Campeones, a celebra-

tion of music and soccer, broadcast on
Univision; the growth of its Uforia audio
footprint, with programming such as the
new Levdntate con Ysaac Alvarez morning

show on KLVE (K-Love 107.5) Los Angeles;
and live events in the Uforia Music Series,
with performances in major markets by
Latin stars including Grupo Firme, Don
Omar, Maluma and Azules.

President/COO, Spanish Broadcasting
System

President of SBS Entertainment, Spanish
Broadcasting System

Executive vp of programming, Spanish
Broadcasting System

Coming out of the pandemic, SBS’ radio
revenue rose 60% in 2022, leading to
the opening of new stations in Florida
markets Orlando and Tampa and the
continued success of New York’s WSKQ-
FM (La Mega 97.9), the most listened-to
Spanish-language station in the United
States, according to Nielsen. The com-
pany also returned to live events, includ-

“More and more the music industry will rely on

tech solutions to expand their universe.”

ing the Guaya Guaya and El Dia Nacional
de La Zalsa festivals in Orlando. Plus, SBS’
iconic Calibash urban festival expanded
to three dates in Los Angeles and one in
Las Vegas.

Head of music operations, TikTok Latin
America and Mexico

TikTok and Latin music are both exploding
in popularity, and Ruiz is right in the center
of that explosion with the platform’s TikTok
Live, noting that the initiative “reshapes
the concept of single- and album-release
activities.” So far, these include a release
party for Kimberly Loaiza’s “Mejor Sola,”
the No. 1 TikTok Live for peak concur-

rent viewers with over 470,000; Rosalia’s
release of her Motomami album, which
racked up a total audience of 4 million;
and the SuenaEnTikTok music festival, the
first live festival broadcast on the platform
in Latin America, which was seen by over
6 million people across its three days.
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The Miami-based
entertainment, sports
and marketing company
Loud and Live was quick
to rebound after the
pandemic shut down
concerts. The firm re-
turned to venues in early
2021 with more than
400 shows and tours for
clients including Carlos
Vives, Ruben Blades, Ca-
milo and Prince Royce.
Its studio division,
launched last year, also
enjoyed a major victory:
Its Juan Luis Guerra mu-
sical special, Entre Mar y
Palmeras, premiered on
HBO and went on to win
a Latin Grammy Award
in November. On top of
that, the company con-
tinues “to create unique
consumer experiences,”
says Albareda, by
connecting prominent

PLAYERS

NELSON ALBAREDA

CEO, LOUD AND LIVE

EDGARMARTINEZ

SENIOR VP OF ENTERTAINMENT,
LOUD AND LIVE

brands with top Latin
artists, notably pairing
Nicky Jam, Manuel Tur-
izo and Lunay with Mc-
Donald’s on a campaign
called Ritmo y Color.

What were some of the
biggest challenges Loud
and Live faced when the
pandemic hit?

Loud and Live is a rela-
tively new player on the
scene. We started in July
of 2017. We were growing
very fast, but when we
got hit by COVID-19, we
really only had a two-
and-a-half-year-old start
under our belt. Because
of that entrepreneurial,
startup mentality, we
never closed. We kept
on going. | think we were
one of the first promot-
ers in the country to do
shows during COVID.

Our first show was in
February 2021 with
reduced capacities. The
obstacle that we faced
is that the cost of doing
shows has significantly
gone up after COVID,
from labor to trucking to
a lot of expenses. Every-
thing is really abnormal
in our business. You
never know what’s going
to come next.

What has allowed you to
get so big so quickly?
We’re marketers-
turned-promoters. Most
promoters are promot-
ers-turned-marketers.

If you look at our roster,

Camilo (left) and
Albareda with an
oversize ticket
celebrating his
sold-out Mis Manos
tour in 2021.

we’ve really changed the
grosses for artists we
work with for the better.
We bring sponsors, we
bring content. | think
the main difference, the
Loud and Live differ-
ence, is being there for
artists for the long term.

What led you to launch
the studio division, which
you originally planned to
do in 2023?

It was COVID. We didn’t
have much to do. So we
thought, “Let’s acceler-
ate that project.”

It must have been
vindicating to win the Latin

Grammy Award for the
Juan Luis Guerra special.
Not bad for a new outfit.

Do you have other
expansion plans?

We are expanding into
Latin America; we start-
ed doing shows there late
last year. We have shows
with Camilo, Carlos Vives
and others. We continue
to grow our joint venture
with Move Concerts, the
largest independent pro-
moter in Latin America.
We have our eyes set on
Europe. We just launched
in Spain.

Are you seeing an
increased interest from
consumer companies in
reaching the Latin market?
More brands are now
considering Latin music
to be mainstream and
global. Obviously the
J Balvin partnership we
did with McDonald’s
was ground-breaking. It
put a Latin artist at the
same level as a Travis
Scott or a K-pop band.
Brands are starting
to see Latin music as
mainstream. Another
thing is that we are
expanding into other
genres outside of Latin.
Our marketing and
sports divisions work in
both the general market
and the Latin market.
The biggest obstacle
we face is having the
agents and managers
of non-Latin acts trust
us. Agents are stuck be-
tween the Live Nations
and AEGs. But | do see a
resurgence in indepen-
dent promoters. And |
think we’re a testament
to the fact that, if you
put the right resources
in and do what’s right
for the business, there’s
an opportunity there.
—ELIAS LEIGHT
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The co-headlining U.S. tour by ALEJANDRA GUZMAN

and PAULINA RUBIO was one of the highlights of the
past year for the Latin team at CAA.

Enrique Santos

President/chief creative officer/on-air talent,
iHeartLatino/iHeartRadio

Pedro Javier Gonzalez

Senior vp of programming, iHeartLatino
Santos and Gonzélez continue to boost
Latin music’s presence on iHeartMedia’s
many platforms, most notably the newly
created My Cultura Podcast Network.
Dedicated to “celebrating and elevat-

ing Latin voices,” the network is home

to many Latin favorites, including The
Enrique Santos Morning Show, which ex-
panded into new syndicated markets and
broke ratings and sales records, according
to iHeart. Through Gonzélez and Santos,
the Spanish-language music reach grew
with two new rumba stations in Boston
and Philadelphia.

Francisco “Cisco” Suarez
Executive vp of primetime unscripted

and specials, NBCUniversal Telemundo
Enterprises

Under Suérez’s watch, Telemundo once
again produced the Latin American

Music Awards and Billboard’s Latin Music
Awards. Specializing in events that high-
light the range and diversity of Latin music,
Telemundo added another show to its port-
folio: Premios Tu Musica Urbano, which
aired live for the first time from Puerto Rico

in June. “Live events bring us together

to celebrate the power of music and the
ever-expanding reach of our culture,” says
Sudrez, who joined Telemundo in 2018.
“There is no denying the influence of Latin
music; we're taking the music industry and
pop culture by storm.”

Bruno del Granado

Head of global Latin music touring group,
Creative Artists Agency

Rudy Lopez Negrete

Agent, Creative Artists Agency

“In the past year our team has worked tire-
lessly with our clients to achieve a number
of successes that we're really proud of,”
says del Granado. Such accomplishments
include Ricky Martin and Enrique Iglesias’
joint U.S. tour. According to figures report-
ed to Billboard Boxscore, the tour grossed
$35.1 million and sold 312,000 tickets.
Following that success, Alejandra Guzman
and Paulina Rubio embarked on their own
U.S. tour; Anthony Ramos secured a global
campaign with bag brand Tumi; and the
CAA team spearheaded negotiations for

clients Gloria Estefan and Andy Garcia to
co-star in the Plan B-Warner Bros. remake
of Father of the Bride.

Jbeau Lewis

Partner/music agent, UTA

Melissa Newhart

Executive of music brand partnerships, UTA
Carlos Abreu

Music agent, UTA

With a roster that includes Bad Bunny,
Karol G, Anitta, Romeo Santos, Rosalia and
other superstars, UTA’s clients are helping
to boost Latin music — and making history
in the process. Earlier this year, Bad Bunny’s
El Ultimo Tour del Mundo tour became the
highest-grossing trek by a Latin artist in Bill-
board Boxscore history, grossing $116.8 mil-
lion and selling 575,000 tickets across 35
shows in February and March. Says Lewis:
“Witnessing our Spanish-speaking stars
evolve into bona fide global household
names is truly gratifying and such a well-
deserved result of their hard work and true
cultural impact”

Richard Lom

Partner/agent, WME

Ashley Gonzalez

Agent, WME

Gonzalez notes that WME’s major Latin
music highlights of the year include

Farruko’s ascent to “festival headliner
across the globe,” the signing of urbano
sensation Nathy Peluso and next-gen re-
gional Mexican act Yahritza y Su Esencia.
Reggaetdn star Ozuna joined the agency’s
Latin roster in June. The WME team also
organized global tours for clients including
Agudelo888, Bomba Estereo, Café Tacv-
ba, Jessie Reyez and Kali Uchis. According
to WME, its Latin talent accounted for
over 40% of headliner bookings at North
American festivals in 2022.

LIVE

Nelson Albareda

CEO, Loud and Live

Edgar Martinez

Senior vp of entertainment, Loud and Live
See story, page 152.

Aaron Ampudia

Chris Den Uijl

Co-founders, Baja Beach Fest, Sueiios and
Coca Cola Flow Fest

Since launching in 2018, Baja Beach Fest
has become a reggaetén and Latin music
powerhouse on the West Coast, turning
the once sleepy beach town of Rosarito,
Mexico, into an annual destination for

tens of thousands of fans. “As the world
continues to discover the limitless talent of
Latinos through their music, we as a team
are excited to continue creating opportuni-
ties for the culture to shine in unique loca-
tions around the world.” (This year’s festival
went forward without incident despite U.S.
Department of State advisories to “recon-
sider travel” to the region due to violence
between crime cartels.) Co-founders
Ampudia and Uijl also staged Chicago’s
Suerios festival on May 28-29 and will
present the Mexico-based Coca Cola Flow
Fest in Monterrey, Guadalajara and Mexico
City in November.

Jacqueline Beato

COO of U.S. concerts, Live Nation

Hans Schafer

Senior vp of global touring, Live Nation
Emily Simonitsch

Senior vp of booking, Live Nation

Manuel Moran

Vp of Latin touring, Live Nation

With her rise within Live Nation to the role
of COO of U.S. concerts, Beato became
the first woman and the first Hispanic to
hold the position at the world’s largest
concert promoter. She has supported
the company’s involvement in Latin live
events, from Mand’s residency at The
Forum in Los Angeles to a Mexican Inde-
pendence Day celebration in Las Vegas.
Schafer has promoted this year’s mile-
stone 21-date stadium tour by Bad Bunny,
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Live Nation’s team has boosted
the touring presence of Latin
artists from clubs and theaters to

arenas and stadiums, including
’s ongoing residency at
The Forum in Los Angeles.

which has set records for venues in At-
lanta, Miami, Chicago, Boston, New York,
Houston and Orlando, Fla. During 2021,
Schafer promoted Los Bukis’ stadium tour,
which included back-to-back sellouts at
SoFi Stadium in Inglewood, Calif., and
the first show by a Latin act at stadiums
in Chicago, Los Angeles, Dallas, Houston
and Oakland, Calif. Simonitsch helped
open the YouTube Theater in Inglewood
with sold-out shows by Caifanes, Bronco,
Los Angeles Azules, Christian Nodal and
Cristian Castro y Mijares. She also has
worked on tours and residencies by Ana
Gabriel, Alejandro Fernandez, Pepe Agui-
lar, Jaripeo Sin Fronteras, Angela Aguilar
and Marco Antonio Solis, among others.
Moran is one of Live Nation’s key bookers
for Latin artists in clubs, theaters, arenas
and other venues, working with breakout
artists like Santa Fe Klan and established
acts like Hombres G, Cafe Tacvba and
Angela Aguilar to expand the company’s
portfolio of Latin tours.

Founder/CEO, Cardenas Marketing Network
Producing multiple Bad Bunny tours

is more than enough to make 2022 a
banner year for CMN: The superstar’s

El Ultimo Tour del Mundo outing and

two stand-alone shows in Puerto Rico

grossed $123.2 million across 37 concerts,
according to Billboard Boxscore, and

was followed by his World’s Hottest Tour
stadium run in August. CMN also scored
with Daddy Yankee’s farewell tour, which
kicked off in July, and Ana Gabriel’s 20
U.S. dates, her biggest tour so far.

Founder/CEO, No Limit Entertainment
Lopez says he knew he wanted to be a
concert producer since he was young,

“Our main objective at the
Latin Recording Academy
is that every segment of

the Latin music industry is
well represented.”

telling friends and family in Puerto Rico
that his path was preordained. “I had

no idea how | was going to do it, but |
knew | was going to do it,” he says. By
establishing relationships with artists who
were shaping the island’s musical legacy,
and getting to know them early in their
careers, he worked his way up to bigger
and bigger shows. Current clients include
Jennifer Lopez, Marc Anthony, Gloria
Trevi, Rosalia and Wisin & Yandel, who
sold out 14 shows at the Coliseo de Puerto
Rico in San Juan.

CEO, Move Concerts

As CEO of Move Concerts, one of the
biggest independent promoters in Latin
America, Rodriguez feels “blessed” to
report that after two pandemic-stricken
years, the company’s “concert business is
back in full swing.” He’s even more excited
about Move’s independent label, Grand
Move Records, and the success of its
breakout artist, Argentine singer-rapper
Tiago PZK, who is signed to Warner and
whose single “Entre Nosotros” spent 16
weeks at No. 1 on the Billboard Argentina
Hot 100. “It is crazy when we think we
released ‘Entre Nosotros’ on July 8, 2021,
Rodriguez says. “And his debut album
finally dropped on July 21”

CEO, Latin Recording Academy

“A year into my role as CEQ, | remain in-
credibly honored to serve the Latin music
community and lead this organization into
a new era of evolution,” says Abud, the
first new CEO the organization has had in
20 years. “When | look back over the year,
there are two important accomplishments
I’'m very proud of: We have strengthened
our team to best position the organization
for growth. Secondly, we have made a
very conscious effort to further diversify
our membership body to best reflect the
communities we serve. Our main objec-
tive is that every segment of the Latin
music industry is well represented.”

Regional director of Latin America, IFPI
Recorded-music revenue in Latin America
increased by 31.2% to $1 billion last year,
with revenue from performance rights for
recordings rising 23%, according to IFPI’s
Global Music Report. “The growth reflects
not only the resilience and hard work of
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The Orchard congratulates our partners, colleagues
and friends for your well-deserved recognition.

It’s an honor breaking records with you!



the music licensing companies but also
the central role music plays in almost all
aspects of our lives,” says Asensio, who is
responsible for coordinating the activities
of IFPI’s affiliated record-industry trade
groups in the region. In the past 12 months,
his office signed cooperation agreements
with intellectual property offices in Para-
guay and Peru, further strengthening the
protection of music rights in Latin America.

Rodrigo Nieto

Vp/head of Miami entertainment banking,
City National Bank

Ana Ybarra-Perez

Vp/senior relationship manager of
entertainment banking, City National Bank
For City National Bank, one of the music
industry’s key financial partners across all
genres, Latin entertainment is especially
important. Having been involved in the
industry for almost 70 years, CNB helped
clients through the pandemic by working
with them to strengthen their finances and
access loans from the U.S. Paycheck Pro-
tection Program. “As the pandemic wanes,
we at City National have been busy helping
clients get back to touring, which allows
them to do what they do best: write and
perform new music for fans eager to attend
live shows,” says Ybarra-Perez.

RIGHTS GROUPS

Gabriela Gonzalez

Vp of U.S. Latin & Latin America, ASCAP
With an impressive tenure at ASCAP that
dates back to 1999, Gonzalez has been in-
strumental in the performing rights organi-
zation’s presence in Latin music. But in her
role as vp of the Latin division, she’s most
proud of her team’s push for inclusivity and
philanthropy. Those efforts have included
a monthly “On the Spot” series — which
highlights music creators on social media
who are having a positive impact on the
music industry — in addition to scholar-
ships and programs made in collaboration
with the ASCAP Foundation. In May, the
PRO streamed an online conversation
between ASCAP Latin songwriter and
artist of the year Camilo and Jorge Mejia,
president/CEO of Sony Music Publishing
Latin America and U.S. Latin.

Jesus Gonzalez
Vp of creative Latin, BMI

In his first 15 months in his vp role,
Gonzalez secured BMI’s sponsorship of

POWER PLAYERS

CAMILO, who is managed by
Jorge Ferradas of FPM Entertainment,

was named ASCAP Latin songwriter
and artist of the year in May.

the Los Angeles Latino International Film
Festival while also developing initiatives
for Hispanic Heritage Month such as
BMI’'s Musica y Més. Creating events that
connect industry leaders — and retaining
Dimelo Flow, Stbelo Neo and Hide Miyabi
on BMI’s roster — was also a priority.
Gonzalez’s initiatives to highlight Latin
songwriters include Sonidos, BMI’s official
South by Southwest showcase.

Celeste Zendejas
Vp of creative, SESAC Latina

In 2021, SESAC Latina songwriter affiliates

earned 23 No. 1songs on the Billboard
charts, according to the PRO. During this

year’s SESAC Latina Music Awards in June,

writers including Edén Mufioz, Nicky Jam
and Christian Nodal were honored in the
regional Mexican and pop/Latin rhythm
categories, while SESAC also announced
the signing of regional Mexican trio
Yahritza y Su Esencia. “Their debut single
premiered at No. 1 on the Hot Latin Songs
chart, and they are growing into a cultural
phenomenon in the Mexican genre,” Ze-
ndejas says. “We are honored to be part of
their continued success”

CONTRIBUTORS

DARLENE ADEROJU, RANIA ANIFTOS,
CHUCK ARNOLD, NEFERTITI AUSTIN,
KATIE BAIN, ALEXEI BARRIONEUVO, STARR
BOWENBANK, DAVE BROOKS, PAMELA
BUSTIOS, ANNA CHAN, LEILA COBO,
JANINE COVENEY, STEPHEN DAW, THOM
DUFFY, CHRIS EGGERTSEN, GRISELDA
FLORES, JOSH GLICKSMAN, PAUL GREIN,
RAQUELLE HARRIS, LYNDSEY HAVENS,
STEVE KNOPPER, CARL LAMARRE, ELIAS
LEIGHT, JASON LIPSHUTZ, JOE LYNCH,
HERAN MAMO, GAIL MITCHELL, MELINDA
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METHODOLOGY Nominations for Billboard's executive lists open no less than 120 days in advance of publication. (For a contact for our editorial calendar, please email thom.duffy@
billboard.com.) The online nomination link is sent to press representatives who send a request for notification before the nomination period to thom.duffy@billboard.com. Billboard's

2022 Latin Power Players were chosen by editors based on factors including, but not limited to, nominations by peers, colleagues and superiors. In addition to information requested with
nominations, editors consider industry impact as measured by metrics including, but not limited to, chart, sales and streaming performance as measured by Billboard, Luminate and social
media impressions using data available as of July12.






A GLOBAL GOLDEN AGE

Amid unprecedented growth and streaming of the genre both
domestically and worldwide, LATIN MUSIC WEEK returns to Miami for
its 32nd edition. Six days of programming include concerts, showcases

and over 30 star-packed panels (like the highlights below) — plus
the Billboard Latin Music Awards, airing live Sept. 29 on Telemundo

|
“The Children Of Jenni Rivera”

December marks the 10-year anniversary of
’s untimely death in a plane crash, but

her legacy still looms large. For the first

time since the accident, her children —

Chiquis, Jacgie, Michael, Jenicka and

Johnny, who this year took over the

management of her estate — will

sit down to discuss her legacy and

upcoming plans around it, including

new, previously unreleased tracks by

Jenni, with a possible premiere during

Latin Music Week.

|
“Latin Touring Goes International”

All over the world, the touring success of Latin artists
has grown enormously. Last year, Colombian pop
star was the top international act in Spain,
with over 200,000 tickets sold for his return
this year; in the United States,
leads ticket sales for all artists; and
are playing 14 shows
at the Coliseo de Puerto Rico José
Miguel Agrelot in December, a record
for the venue. In this session, repre-
sentatives from Live Natioh, OCESA
and Live Tour in Spain j6in Wisin y Yandel
to discuss how theseg’talents are crossing
borders singing in $panish. Superstar manager
mgderates.

|
“Ivy Queen, The Original 0G”

When began writing reggaeton

hits in the late 1990s, she was the only

woman doing so in the genre. More

than two decades later, the “Queen of
Reggaetén” sits down for an intimate

Q&A to discuss her career and ongo-

ing impact. “It’s extremely gratifying to

see how my songs have been anthems

for Generation X, millennials and now

Generation Z. And | still have a lot to’share,”

says the artist, a force of nature who unabash-
edly embraces her regal moniker/“l worked hard
enough for it. | gave visibility to women, and that’s
huge for me”

“Creating With Camilo: A Q&A And
Collaborative Conversation”

Like the Ted Lasso of Latin pop, infuses
his beautifully melodic songs with contagious
positivity, defying reggaeton’s dominance and
selling out arenas in the process. In three short

years, the Colombian singer-songwriter has released
three albums, won five Latin Grammy Awards and
scored 18 hits on Billboard’s Hot Latin Songs chart.
Following the recent release of his self-titled
album, the artist who will be featured
on Billboard Espafiol’s forthcoming
inaugural cover breaks down his
creative process, with help from pals
and collaborators
and

{’Sony Music Publishing
Icon Q&A”
The last year has brought new awareness
to Latin producers, who are increasingly branch-
ing out, launching record labels and releasing their
own music ag'recording artists. Fresh from topping
Billboard’s Global Excl. U.S. chart, Argentine DJ
sits down for this perennial conference
highlight, dissecting his hits in his first inter-
view in the United States.

“How To Choose An Indie
Distributor”
The globalization of Latin music has
ignited a growing industry of distribu-
tors offering a dizzying array of options
for both established and emerging artists,
with many focusing on different territories
and countries. Representatives from ,
, and more will offer a look at
those opportunities, such as hybrid deals that include
label services, marketing and production budgets.

|
“The Power Players”
The signature panel returns with a fo-
cus on management.
(Camilo),
(Rauw Alejandro) and
(Grupo Firme), three pow-
erhouses representing distinct genres
of Latin music, will speak candidly about
their individual strategies for developing their
upstart talents who have not only topped the charts
but also sold out arenas in the past year.
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CHAYANNE.
UP CLOSE

ne would be hard-pressed to find a Latin music

fan whose life hasn’t been touched by the songs

of Chayanne. Over three decades, the charismatic

Puerto Rican pop star and actor has delivered 25
No. 1s on the Billboard charts — including nine No. 1s and
29 top 10s on Hot Latin Songs, the third-most hits for a male
pop artist in the chart’s history. Chayanne’s heart-wrenching
ballads and energetic, danceable fare, coupled with his ap-
proachable persona and dynamic stage presence (he’s one
of the top Latin touring artists in the world) have made him a
pillar of contemporary Latin music. On Sept. 29, he'll receive
the Icon honor at the Billboard Latin Music Awards. He will
also sit for an exclusive Q&A during Billboard Latin Music
Week — his first extended interview in over five years —
to discuss his upcoming tour and new album.

What does receiving this award mean to you?

This award is the most definitive confirmation that my career
is as valuable as the love and respect | feel for my fans. That
they still support me after so many years is incredible, and

of course, Billboard has always been at the side of us artists
who are part of this wonderful music industry. It’s an honor.

In three words, describe your career.
Only three? Love. You must love what you do. Devotion.
Perseverance.

What achievement are you most proud of?

On the personal side, my children. Being a father changed
my life forever. Professionally, that my career remains rel-
evant. It's not easy to stay on top in an industry where every
day new talented artists are born.

Your latest single, “Te Amo y Punto” (“l Love You,
Period”), reached No. 11 on the Latin Pop Airplay
chart. What’s next?

Finish my new album, which will be released in the first quar-
ter of 2023. I've been working on that all year with wonderful
people. I'm also preparing for my new tour, which is a long
process. And just keep going until the fans tell me to [stop].
They’re in command, and | just obey them. -LEILA c0OBO

160

BILLBOARD.COM

SEPTEMBER 17, 2022

CHAYANNE: TAMARA FIGUEROA. BIZARRAP: JOHN PARRA/GETTY IMAGES. IVY: TOMMY CHAUNG. CAMILO: CRISTIAN SAUMETH


















6RPHRIRXVBILHQIVL]
LQFIXGHO

b675%

%81%85<

" ($5M2<

" $0$17(((/e&75.82
"5%82526%

/,.$129%

/2501 (72/2$8+(
)5$18,68$0%/(1=8(/$
0,5(<$5$026

0217 (57(

= LIKIBHFDGHVIRIMH [ SHUHQFH Q) TKH LA DHQLD DUNHHBULHULD LCQYHUKDLQP HQI OV D YRIG IR TKH
PDUNHISIDFHIRIHULQJDULVIVITIDEHIVISXELVKHIVIDQG RUDQGY D 2QHBIRSIBKRSIRUFKHIZDILQ
UHJIRQVIDQGB6 [H+VSDQLF CODUNHIIZ XUHDP D CPL[ CRICIQGXWINLYHIHUDQVLDQGIARXQJ
SDVVIRQDIHIPXVLFIRYHUVIIIVIERPLEHG ERIDULWIGHYHIRS PHQYDQGIKH MXFFHVVRIRXUBLHQW [T
$ [II6XSSRWITSMWITIODQDIHPHQUIMAUDQG, QHIUDIRQII&RQVXIQI [D&RQIHQI CI&UHDIRQL
&UHDILYHOGHUYLFRVITT™ 6 3[I3FKIQI TD ™ LIUDICODUNHILQJ TI6RFDICIOHGID IGIDIHINIILQGX VI
2XIHDFK [ODUNHILQJ O [(LIBUR PRILRQITOHGIDISHIDIRQY L [LIBXEIFINII6 SHFDILJHGLISDGIR
SHUYLFLQJIMB\QF [TTAIFHQVLQJI BBLIFKIQI TR XUIMDINHHQJI MY HVILYDIE3URPRITTE HECTHYHIRSPHQKT

SRQIUDVXIDIHVIBXUE (20 IDQDHBRGUIXH]

/$7.1132 = (5[3/$<(5









\

RESULTS DRIVEN




GINQ MUSIG
GONGRATULATES
RANGHO

HUMILDE

FOR ITS
NOMINATIONS
IN THE




CAMILL
MAR




PROMOTION

2022

billboard

E-NEWSLETTER

Billboard will publish its inaugural LATIN GRAMMY®
Voter Guide E-Newsletter,showcasing the music
and artist that made an impact during the eligibility
period for the 23rd Latin GRAMMY® Awards.

This special issue will highlight the artists,
producers and other creative professionals
whose work is in contention this year, including
for Record Of The Year, Aloum Of The Year,
Song Of The Year, and Best New Artist.

Take this opportunity to remind the industry
of the accomplished work that was released
between June 1, 2021 - May 31, 2022.

as the members of the Latin Recording
Academy® prepare to cast their ballots for
Latin’s Music’s Biggest Night®.

DISTRIBUTED 10/6
AD CLOSE 10/3
MATERIALS DUE 10/4

L 2R 2R 4

CONTACT:
Marcia Olival | marciaolival29@gmail.com
Hablo Espaiiol / Falo Portugués

*Special rates available for independent artists and companies.
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CELEBRATING MUSIC’S MOVERS _

2022 NEW AND RENOVATED
VENUES TO WATCH

Two years after touring and construction halted, companies are betting
big on innovative spaces to bring fans back to live events

F THERE'S ONE LESSON to glean from
Billboard’s 2022 New and Renovated
Venues list, it’s that thanks to their size and
adaptability, arenas remain the concert
industry’s top money makers.

According to Billboard’s midyear 2022
Boxscore report, arenas accounted for 11
of the 15 highest-grossing venues so far this year,
bringing in over $536 million in revenue. And when
it comes to 2022 arena development, no individual
matches the reach and impact of Oak View Group
chairman/CEO Tim Leiweke, the seasoned live-
entertainment executive who, as AEG president/
CEO from 1996 to 2013, played a key role in the
company’s construction of Los Angeles’ Staples
Center (now Crypto.com Arena).

Nine venues affiliated with Oak View Group,
which has become a key player in the venues busi-
ness since forming in 2015, appear on this year’s list,
including three arenas that have opened in the past

12 months — the Moody Center at the University of
Texas in Austin; the New York Islanders’ UBS Arena
in ElImont, N.Y.; and Enmarket Arena in Savannah,
Ga. — and a fourth, Acrisure Arena in Palm Springs,
Calif., that will debut soon. Those complement
another Oak View Group project, Seattle’s Climate
Pledge Arena, which opened in 2021.

[t's an incredible accomplishment for the rela-
tively young company, which has leaped ahead of
competitors. With interest rates rising, other devel-
opers will likely struggle to close the impressive gap
Leiweke has secured for Oak View Group.

But while arenas continue to secure the
biggest talent — and most substantial paydays
— developers also continue to invest heavily in
the next generation of amphitheaters and indoor
venues, with capacities ranging from 5,000 to 7,000
and providing the artists and fans who frequent
clubs and theaters coast to coast with cutting-edge
production. And, more than ever, the industry is

The exterior of the new
Moody Center in Austin.

opening high-caliber facilities in secondary and
tertiary markets, expanding the live reach beyond its
most frequented markets. ~DAVE BROOKS

713 Music Hall
Houston

Concert capacity: 5,000
Situated at POST, an entertainment and shopping
complex in downtown Houston that was
previously a U.S. Postal Service headquarters,
the 5,000-capacity 713 Music Hall features an
expansive general-admission floor and multiple
tiers of seating surrounding the stage. The venue,
which takes its name from its area code and
maintains the industrial aesthetic of the building’s
previous occupant, also has a series of bars,
lounges and VIP areas that rival nightclubs, such
as the Kashmere Lounge, a velvet-coated luxury
space that can be utilized for private events. In
November, Rifis Du Sol opened the Live Nation-
managed venue, which has since booked artists
such as Olivia Rodrigo, HAIM, Summer Walker,
Rosalia and Death Cab for Cutie.

Acrisure Arena
Palm Springs, Calif.

Concert capacity: 11,000
Acrisure Arena is slated to open in December in the
sunny desert of the Coachella Valley, roughly two
hours outside of Los Angeles. The 300,000-plus-
square-foot facility will host 150 events annually,
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according to owner and operator Oak View Group,
including the home games of the Coachella Valley
Firebirds, Acrisure Arena’s sports tenant and the
American Hockey League affiliate of the NHLs
Seattle Kraken. In addition to sports and entertain-
ment, the venue can host conventions, awards
shows and exhibitions. The arena has emphasized
sustainability with solar-covered parking canopies
providing power, a commitment to distributing
excess food to local food banks after events and a
goal of achieving total carbon neutrality by 2025.

Baltimore Arena (naming rights TBD)
Baltimore

Concert capacity: 15,000

Opened in 1961 as the Baltimore Civic Center, this
storied Maryland venue — which has hosted acts
from The Beatles to Prince — will reopen its doors
in February 2023 following a $200 million-plus ren-
ovation project by owner-operator Oak View Group
in partnership with Thirty Five Ventures, NBA star
Kevin Durant’s investment firm, and Pharrell Wil-
liams. The soon-to-be-15,000-capacity venue, most
recently known as Royal Farms Arena from 2014 to
2022, will sport a new name, along with modernized
acoustics, redeveloped suites, exclusive club levels,
reimagined concourses and high-end concessions.
Bruce Springsteen & The E Street Band are already
booked to play the arena in April.

Budweiser Stage At Ontario Place
Toronto
Concert capacity: 20,000 (outdoor), 9,000
(indoor)
For the last quarter-century, the partnership
between Live Nation and Ontario’s Ministry of Tour-
ism, Culture and Sport has garnered over 8 million
tickets sold by bringing acts such as Drake, The
Tragically Hip and David Bowie to Toronto’s Bud-
weiser Stage at Ontario Place. And the relationship
will continue to bear fruit in the years ahead, as Live

Nation Canada turns the 16,000-seat amphitheater
into a year-round venue that can alternate between
outdoor and indoor formats with capacities of
20,000 and 9,000, respectively. Fans and artists will
have to wait, though: The renovation isn’t expected
to be complete until 2030.

Capital One Hall
Tysons, Va.

Concert capacity: 1,600
The new 1,600-seat performance hall in the Ar-
lington suburbs just outside of Washington, D.C., is
designed for Broadway productions, comedy shows
and concerts. The Capital One Hall complex also in-
cludes a 225-seat black-box theater and The Perch,
a rooftop green space 11 stories high with a beer
garden, courtesy of local brewers Starr Hill, and the
mini golf course Perch Putt. The venue features ac-
cess to an extensive walkable ceiling grid, an adjust-
able proscenium stage and a multipurpose hydraulic
lift for its house grand piano, which is stored in a
chamber with controlled temperature and humidity
when not in use.

The Center At The

Del Mar Fairgrounds
Del Mar, Calif.

Concert capacity: 1,900

In April, the board managing the Del Mar Fair-
grounds, situated north of San Diego, approved
a contract valued at over $16 million to allow
Southern California venue Belly Up to manage
The Center, a 90,000-square-foot concert venue
that will be housed in a building on the campus
once reserved for satellite horse-race wagering.
The $13 million venue is expected to hold nearly
1,900 and host approximately 60 shows from
touring bands per year. The contract between
Del Mar Fairgrounds and Belly Up begins in April
2023, with options for renewals on a three-year
period at the discretion of the fairgrounds.

The Orion
Amphitheater in
Huntsville, Ala.

Echo Lounge & Music Hall
Dallas

Concert capacity: 1,000
The pandemic delayed the planned May 2020
launch of Echo Lounge & Music Hall, which Live
Nation developed in partnership with the NBA’s
Dallas Mavericks and team owner Mark Cuban, but
the 1,000-capacity club finally opened its doors in
November 2021. In the city’s burgeoning Design
District neighborhood, located just south of the
team’s practice facility on land purchased by Cuban,
the former warehouse and furniture store consists
of a main music hall, a lounge and an outdoor

patio and resides just across Interstate 35 from the
American Airlines Center, where the Mavericks play.

Enmarket Arena
Savannah, Ga.

Concert capacity: 9,500
Savannah’s new Enmarket Arena is the product of a
$165 million investment by the city for a venue in its
underdeveloped Canal District. Managed and oper-
ated by Oak View Group and booked in partnership
with Live Nation, the arena opened in February with
a performance by country artist Riley Green and has
already attracted big names to the tertiary Georgia
market, including Jason Aldean, Keith Urban, Wide-
spread Panic, Andrea Bocelli, the Eagles and Bon
Jovi. Between sets, patrons can enjoy the weather
thanks to the arena’s expansive terraces.

Epstein Family Amphitheater
San Diego

Concert capacity: 2,650
The state-of-the-art amphitheater on the campus of
the University of California, San Diego will open with
a San Diego Symphony performance on Oct. 21,
followed by a concert with Death Cab for Cutie
and Yo La Tengo the following night. Designed as
part of the university’s effort “to create a grand
entrance to the campus,” the 2,650-seat amphithe-
ater will showcase performing arts, featuring local
and international talent, as well as student, campus
and community events. The space will serve as an
informal gathering place and open park when it is
not hosting events.

FirstOntario Centre
Hamilton, Ontario

Concert capacity: 19,000
Oak View Group’s deal to renovate Hamilton’s
FirstOntario Centre marked the company’s entry
into Canada. Under a 49-year agreement with the
city, Oak View Group and the private consortium
Hamilton Urban Precinct Entertainment Group will
operate and maintain the FirstOntario Concert Hall,
Hamilton Convention Centre and FirstOntario Cen-
tre. The lattermost venue will undergo upgrades to
its exterior facade and video board, a comprehen-
sive transformation of the lower bowl, an expanded
concourse level and a new flexible curtaining
system for the upper-bowl balcony.

Hard Rock Live Sacramento
At Fire Mountain
Sacramento, Calif.
Concert capacity: 3,000
The Hard Rock Live brand continued its growth
in June when Maroon 5 performed at the grand
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opening of Hard Rock Live Sacramento at Fire
Mountain, the company’s new venue in the state
capital and its first in Northern California. Despite a
large general-admission capacity of 3,000 — 2,500
for seated audiences — the venue’s design ensures
that no fan is farther than 140 feet from the stage.
The club also offers a second-level mezzanine with
VIP skyboxes and balcony seating for premium
experiences and, in keeping with the Hard Rock’s
M.O., has more than 40 pieces of rock’n’roll memo-
rabilia displayed on its premises.

History
Toronto

Concert capacity: 2,553

Drake deepened his connection with his Toronto
hometown when he partnered with Live Nation to
open History, a club with a sleek, wood-paneled
exterior lit with LED lights and an adjustable capac-
ity for seated and general-admission events that
tops out at 2,553. With lyrics by Canadian artists
such as Avril Lavigne and The Tragically Hip adorn-
ing the building, the venue — as its name suggests
— pays homage to the country’s musical lineage.
(Likewise, one History staircase bears Drake’s iconic
line, “Started from the bottom now we're here.”)
Since opening in November 2021 with a show from
Bleachers, History has booked major touring acts
including Jack Harlow, Wizkid, Lil Nas X, Sebastian
Yatra and Muse.

Las Vegas Sports Arena &
Concert Venue
Las Vegas

Concert capacity: 20,000

Earlier this year, Oak View Group announced plans
to develop a $3 billion entertainment district south
of the Las Vegas Strip. To meet the city’s steep
venue competition — AEG’s T-Mobile Arena and
the NFLs Allegiant Stadium opened in 2016 and
2020, respectively — Oak View Group plans to
overhaul 25 acres with an 850,000-square-foot
arena, a new casino, a hotel and an additional
amphitheater. Marc Badain, former president of
the NFLs Las Vegas Raiders, has partnered with
Oak View Group to work on the location, which is
scheduled to open in 2026.

Legacy Arena At BJCC

Birmingham, Ala.

Concert capacity: 15,000

Thanks to a $125 million face-lift, the city-managed
Legacy Arena has been reimagined as a distinct, ret-
ro-style public area with brighter spaces and a more
contemporary interior design. Originally opened in
1976, the venue reopened in December following

a 20-month renovation with 15,000 replacement
seats and major updates to its main entrance,
lighting rig, audio and video systems, concessions,
bathrooms and loading dock. The revamped facility
also features a new club level and new suites for
audiences and artists alike. Legacy Arena is booked
by the BJCC staff.

Live Oak Bank Pavilion
Wilmington, N.C.

Concert capacity: 7,200

Located in downtown Wilmington alongside
the Cape Fear River, Live Oak Bank Pavilion

A rendering of
the upcoming
Baltimore
Arena.

at Riverfront Park marks Live Nation’s first
waterfront venue in the Carolinas. With one-third
of its 7,200-capacity seating on its lawn, the Live
Nation-managed facility is part of a multimillion-
dollar, 6.6-acre city park consisting of green
space, boardwalks, fountains and river views. The
amphitheater also features private event spaces
for conferences, corporate gatherings, fundraisers,
concerts and graduations. Since opening in July
2021, the venue has hosted such acts as Glass
Animals, Trey Anastasio and Widespread Panic.

Milwaukee Venues (name TBD)
Milwaukee

Concert capacity: 4,000 (indoor), 800 (outdoor)
Wisconsin’s largest concert promoter, FPC Live,
alongside parent company Frank Productions
and partner Live Nation, is slated to open two
music venues in Milwaukee’s Deer District in
2023. The development of the venues — one is
planned to hold 4,000 and the other 800 — is

a joint venture with the NBA’'s Milwaukee Bucks
and is estimated to cost $50 million, according
to FPC Live. The venues will also serve as the
promoter’s headquarters.

Moody Center
Austin

Concert capacity: 15,000
Austin’s Moody Center burst onto the Texas
scene with two nights from John Mayer, followed
by Bon Jovi, Justin Bieber and a show-stopping
opening night featuring George Strait and Willie
Nelson in April. The 17,000-seat arena is a joint
venture among Oak View Group, Live Nation and
the University of Texas that replaced the 45-year-
old Frank Erwin Center, the former home of the
University of Texas’ men’s and women’s basketball
teams. The arena, situated on UT’s campus, will
continue to serve the Texas Longhorns basketball
programs while also hosting shows from major
touring artists.

MSG Sphere Las Vegas
Las Vegas

Concert capacity: 20,000

U2 will open the MSG Sphere at The Venetian

in Las Vegas with a multinight residency when
the $1.8 billion facility opens in November 2023,
finally bringing to life the high-tech venue built by
Madison Square Garden Entertainment chairman
James Dolan. The multisensory experience of
sound and light can hold 20,000 standing specta-
tors or 17,500 seated guests. It will include 23 VIP
suites, 160,000 square feet of immersive video
viewing space, state-of-the-art spatial audio and
an exosphere that changes the building’s exterior
look with fully programmable LED technology.

MSG Sphere London
London

Concert capacity: 17,500

If London Mayor Sadiqg Khan approves the project
later this year, construction could soon begin on
the European counterpart to James Dolan’s Las
Vegas Sphere, creating two bedrocks of the model
that the Madison Square Garden Entertainment
chairman hopes will eventually upend how venues
shape touring. Recently given the green light by
the London City Council following an extended,
controversial approval process, the MSG Sphere’s
iconic exterior will serve as a digital showcase for
the venue, artists and partners. Inside, an adaptive
acoustics system will deliver crystal-clear audio to
guests, while a haptic sensory system allows the
audience to physically feel the experience.

Mullett Arena
Tempe, Ariz.

Concert capacity: 5,000

Arizona State University and Sun Devil Athletics
received the required approvals for this multipur-
pose arena earlier this year that will host commu-
nity events, concerts and educational opportunities
and serve as the future home for Sun Devil men’s
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ice hockey, wrestling and women’s gymnastics.
SCI Architects designed the arena, and Mortenson
Construction will serve as the design builder. The
arena includes 20 luxury suites, two group suites
and a large club lounge that runs along center ice
and can host up to 500 fans. Construction began
in January 2021 and is expected to be completed
by the end of the year.

Music Farm
Charleston, S.C.

Concert capacity: 650
This year, Live Nation and subsidiaries NS2 and

FPC Live reopened the famed Music Farm venue
in downtown Charleston for the first time since it
closed in 2020 due to the pandemic. Renovations
to the 30-year-old venue, which has hosted Run-
D.M.C., Wilco, Alison Krauss and Phish in its history,
included upgrading the bar, floors and sound system,
as well as its food and beverage options. The part-
nership with NS2 and FPC Live adds to Live Nation’s
growing portfolio of owned-and-operated venues
around the globe and the company’s roster of exclu-
sively booked venues in the Carolinas. (FPC Live and
NS2 also operate the storied Charleston Music Hall.)

Orion Amphitheater
Huntsville, Ala.

Concert capacity: 8,000
Within two months of its May opening, Ala-
bama’s 8,000-capacity Orion Amphitheater had
already welcomed 100,000 fans. The brainchild

of Mumford & Sons’ Ben Lovett (who also serves
as CEO of Orion developer The Venue Group),
the outdoor venue opened with The First Waltz, a
two-day extravaganza that featured Jason Isbell,
Brittany Howard, Mavis Staples, Emmylou Harris
and others, and has since hosted Jack White and
Dave Matthews Band. Outside the amphitheater is
Apollo Park, an outdoor space that will be open to
the public year-round, excluding event days.

Snapdragon Stadium
San Diego

Concert capacity: 35,000

Built for San Diego State University’s new Mission
Valley campus, Snapdragon Stadium is a flex-
ible venue able to host Aztec football games, the
National Women'’s Soccer League’s SD Wave and
concerts. The 35,000-seat football stadium will fea-
ture large outdoor concourses to provide spacious
and exciting experiences for fans, and its design
features a variety of premium seating options and
signature social decks with coveted field views. The
stadium opened in September with a calendar in-
cluding Aztec football, the SD Wave home opener
and a Jimmy Buffett concert in October.

Steelhouse Omaha
Omaha, Neb.

Concert capacity: 3,000

Omaha Performing Arts is opening its third venue,
the flexible, 1,500- to 3,000-capacity Steelhouse
Omaha, in May 2023. The all-genre concert space
will join OPA’s entertainment campus that includes

The Orpheum Theater and the Holland Perform-
ing Arts Center. The $104.1 million venue has been
funded with private support and $1.1 million from
the City of Omaha, and Live Nation will serve as its
exclusive promoter.

The Sunset
Colorado Springs, Colo.

Concert capacity: 8,000
The Sunset is the first in a series of a half-dozen
open-air amphitheaters being built throughout
the United States by Notes Live, the Colorado
Springs-based developer founded by businessman
J.W. Roth, that will soon add venues in Murfrees-
boro, Tenn., and Gainesville, Ga.,, to its portfolio.
Upon The Sunset’s planned opening in 2023, the
$40 million space will host touring acts near the
company’s current midsize music venue Boot
Barn Hall, offering an unparalleled view of the sun
setting over Pikes Peak and the Colorado Rockies
behind the stage as concerts begin.

Sunset Music Colosseum
Murfreesboro, Tenn.

Concert capacity: 4,500

In 2023, Notes Live will open an 18-acre complex
near downtown Murfreesboro on a parcel of
city-owned land. Already dubbed Bucket City,
the property will be home to The Sunset Music
Colosseum on the River, an outdoor venue with
room for 4,500 people. Notes Live’s plans for the
campus also include a 1,400-capacity indoor ven-
ue — which, like the company’s midsize Colorado
Springs club, will be named Boot Barn Hall — and
the upscale casual dining spot Bourbon Brothers
Smokehouse and Tavern.

The interior of
Capital One Hall
in Tysons, Va.

Tech Port Arena
San Antonio

Concert capacity: 3,100
The $70 million esports and music venue opened
in May and serves as an educational campus
with a state-of-the-art technology infrastructure
being built for the Port of San Antonio, a new hub
for over 80 private and public companies on the
former Kelly Air Force Base. The 3,100-capacity
space can be configured as an auditorium or
conference center for large meetings and training
programs in cybersecurity, virtual and augmented
reality, as well as other technologies. When not
hosting lectures or concerts by acts such as
Beach House, Halestorm and Julieta Venegas,
Tech Port Arena will also serve as an electronic
gaming arena.

UBS Arena
Elmont, N.Y.

Concert capacity: 19,000

In November, Harry Styles closed his 2021 tour
with the first-ever concert at UBS Arena in Elmont,
N.Y., the Long Island enclave that sits on Queens’
eastern border. Since then, the joint venture among
Oak View Group, Sterling Equities and the NHLs
New York Islanders has hosted Tool, Journey, John
Mayer, Roger Waters and others. In addition to
putting an emphasis on touring acts — the arena’s
slogan is “Made for music, built for hockey” — the
19,000-capacity venue’s design invokes art deco
architecture and was inspired by Big Apple desti-
nations like Central Park, Ebbets Field and Grand
Central Terminal. @

Additional reporting by Taylor Mims.
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Latin Power Player 2022

CONGRATULATIONS

DELIA ORJUELA

FROM CASSANDRA, ELIJAH & EDDIE

SMITH’S OLDE BAR ATLANTA, GA

NEWLY
MUSIC ROOM

We are back and better than ever!
Since opening in 1994 we have continued to be one of Atlanta's most historic music venues,
having hosted some of the most prominent names in music across all genres.
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SECTORS — STRAIGHT
TO YOUR INBOX

SIGN UP AT

NEW YORK CITY'S
PREMIERE VENUE IS
NEWLY RENOVATED
WITH STATE OF THE ART
SOUND AND LIGHT.
CELEBRATING 40 YEARS
OF LEGENDARY MUSIC.

EQUIPPED WITH ALL
L-ACOUSTICS SOUND. NEW
LED WALL, 4 SMART TV’S, 5
EPSON 535W PROJECTORS,
AND MARTIN LIGHTING.

PLEASE CONTACT
BOOKING@SOBS.COM
FOR ALL INQUIRIES.

L/ TN

BILLBOARD.COM/NEWSLETTERS

BILLBOARD.COM

SEPTEMBER 17,

2022



billboard

LATIN
MUSIC
WEEK

SEPT. 27TH 2022
The Faena Forum

MIAMI BEACH

ITALY'S
NSATION ACT

[ e ) OY=R 150 MILLIOMS STREAMS OV 84 MILLIONS TOUTUB= N=01S

HITWEEK



Youre photographed
by Yuri Hasegawa on
Aug. 19 at Nostalgia in
Santa Monica, Calif.



ASTRONAUT IN THE OCEAN

TYRON HAPI (APRA)
MASKED WOLF (APRA)
BMG Platinum Songs US
Warner-Tamerlane Publishing Corp.

B.S.
JHENE AIKO
H.ER.
MAC ROBINSON
Lil Bastards / Songs of Universal, Inc.
Warner-Tamerlane Publishing Corp.

BACK IN BLOOD

CHRISTOPHER “YC" PEARSON
MaeEvelyn Publishing
Warner-Tamerlane Publishing Corp.

BEST FRIEND
DOJA CAT
RANDALL “KAINE" HAMMERS
SAWEETIE
ASIA TICHUN RU SMITH
ROCCO “ROCCO DID IT AGAIN!" VALDES
All | Want Is Pub Pub LLC
Doja Cat Music / Raw Pop Publishing
Songs of Kobalt Music Publishing
Supakaine Publishing
Warner-Tamerlane Publishing Corp.
Where Da Kasz At?

BODY
JULIAN “LILJUMADEDABEAT" MASON
MEGAN THEE STALLION
CHRISTOPHE PETREL
CD Baby Beta / Hot Girl Music
Lil Ju Publishing / Songs of Universal, Inc.
Sony/ATV Songs LLC

CALLING MY PHONE
LUIS BORDEAUX
RYAN “G. RY” MARTINEZ
TIONE “LIL TIAY” MERRITT
HENOCK “LILH” SIYOUM
RICARDO “6LACK" VALENTINE
6lack Publishing / LVRN Repitoire
Songs of Universal, Inc. / Sony/ATV Songs LLC
Warner-Tamerlane Publishing Corp.

CRY BABY
MEGAN THEE STALLION
KATIE LAUREN SMITH

Hot Girl Music / Songs of Universal, Inc.
Warner-Tamerlane Publishing Corp.

DAMAGE
ANT CLEMONS
H.ER.
CARLE. “CARDIAK” MCCORMICK
TIARA THOMAS
Songs by A Blessing / Songs of Universal, Inc.
Tiara Thomas Music

ESSENCE
RICHARD P2J ISONG
TEMILADE OPENIYI (TEMS)

WIZKID (PRS)
BMG Platinum Songs US / Sony/ATV Songs LLC

EVERY CHANCE | GET
BRYTAVIOUS “TAY KEITH” CHAMBERS

DJ KHALED
BMG Platinum Songs US

Give Thanks Publishing / Lakeith Legacy Publishing

Warner-Tamerlane Publishing Corp.

GIRLS WANT GIRLS
AMBEZZA
Sony/ATV Songs LLC

GOOD DAYS
CARTER LANG
SZA
Songs of Universal, Inc.
Warner-Tamerlane Publishing Corp.

HEARTBREAK ANNIVERSARY
MANEESH BIDAYE (SOCAN)
GIVEON
Sony/ATV Songs LLC

HELLO
JASON AVALOS (L.3.G.1.0.N)
CASHMONEYAP
RICARDO “RICO BEATS” LAMARRE
POP SMOKE
L3G 10 N Publishing Global

Songs of Universal, Inc. / Sony/ATV Ballad
Sony/ATV Songs LLC / Victor Victor Music

Warner-Tamerlane Publishing Corp.

INDUSTRY BABY
DENZEL BAPTISTE “TAKE A DAYTRIP"
DAVID BIRAL “TAKE A DAYTRIP”
RAUL CUBINA
ROY LENZO
LILNAS X
KANYE WEST
MARK WILLIAMS
EMI-Blackwood Music, Inc.

Please Gimme My Publishing, Inc.
R.L.C. Volta Publishing
Songs of Kobalt Music Publishing
Songs of Universal, Inc.

ICON AWARD

BUSTA RHYMES

SONG OF THE YERAR

PEACHES
Daniel Caesar (SOCAN)
GIVEON
Bernard “"HARV" Harvey
Luis Manuel Martinez Jr. (Shndo)

Andrew Watt
Avex USA Hits / peermusic lll, Ltd.
Songs of Kobalt Music Publishing / Songs of Patriot Games
Songs of S10 Publishing / Sony/ATV Songs LLC
Visual Muziq Works / Warner-Tamerlane Publishing Corp.

SONGWRITERS OF THE YERAR

MEGAN THEE STALLION
Body / Cry Baby / Thot Shit

CHRISTOPHER “YC” PEARSON
Back in Blood / Time Today / Wockesha

Sony/ATV Songs LLC / Sup P
Warner-Tamerlane Publishing Corp.

LATE AT NIGHT
RODDY RICCH
Songs of Kobalt Music Publishing

LERVE THE DOOR OPEN
DERNST “D'MILE” EMILE Il
BMG Platinum Songs US
DIl Music LLC Global Publishing
Tailored4U Music

LEMONADE
DANIEL “BIRDMAN ZOE" DESIR
JOCELYN DONALD
GUNNA
ELIAS “E-TROU BEATS" IATROU
NICK MIRA
JOHN LATHROP MITCHELL
HENRY NICHOLS
TAZTAYLOR
DON TOLIVER
300 Rainwater Music / Artist 101 Publishing Group
Electric Feel Music / EMI-Blackwood Music, Inc.
ETrou Publishing / Gunna Music
Nick Mira Publishing / Pharaoh Vice Publishing
Reservoir 416 / Songs of Kobalt Music Publishing

Songs of TME Publishing / Songs of Universal, Inc.

Stellar Songs Limited / Taz Taylor Beats
Ultra Empire Music
Young Stoner Life Publishing LLC

PRODUCER OF THE YERAR

DERNST “D’MILE” EMILE 1I

PUBLISHER OF THE YEAR

SONY MUSIC PUBLISHING

TOP PRODUCERS
ATL JACOB
ROGET CHAHAYED
ISAAC “ZAC" DE BONI
CHARLIE HANDSOME
MICHAEL “FINATIK" MULE
KANYE WEST

MUSIC MOVES OUR WORLD

bmi.com/randbhiphop2022

ON ME
CHIDI “CHICHI” 0SONDU

Songs of Universal, Inc.

PEACHES
DANIEL CAESAR (SOCAN)
GIVEON
BERNARD "HARV” HARVEY
LUIS MANUEL MARTINEZ JR. (SHNDO)
ANDREW WATT
Avex USA Hits / peermusic Il, Ltd.
Songs of Kobalt Music Publishing
Songs of Patriot Games / Songs of S10 Publishing
Sony/ATV Songs LLC / Visual Muziq Works
Warner-Tamerlane Publishing Corp

QUICKSAND
HAGAN LANGE
MORRAY
Morray Music International / Songtrust Blvd.

RAPSTAR
EINER BANKZ
CHARLIE HANDSOME
ALEXANDER TSARNG-SHUEN WU
Annuity Songs / Create Digital Music
Music By Synco Productions Publishing
Sony/ATV Songs LLC

TAP IN
LUNCHMONEY LEWIS
LILJON
CRAIG D. LOVE
SAWEETIE
TOO SHORT
C’Amore Music / EMI-Blackwood Music, Inc.
Food Fight Music / Reservoir 416
Songs of Kobalt Music Publishing / Srand Music
Swizole Music / Universal Music-Z Songs
Where Da Kasz At?

THE BIGGER PICTURE
NOAH PETTIGREW
SECTION 8

Sony/ATV Songs LLC / Wamer-Tamerlane Publishing Corp.

THOT SHIT

SHAWN “SOURCE" JARRETT

JULIAN “LILJUMADEDABEAT" MASON

MEGAN THEE STALLION
Hot Girl Music / Lil Ju Publishing

Songs of Universal, Inc. / Sony/ATV Songs LLC

TIME TODAY
MONEYBAGG YO
JORRES “REALRED” NELSON
CHRISTOPHER "YC” PEARSON

Beatroot Bravo Songs / MaeEvelyn Publishing
RealRed Publishing Worldwide / Sony/ATV Songs LLC

Warner-Tamerlane Publishing Corp.

TRACK STAR

MOOSKI
Digital Royalty Distribution Worldwide
Moosik By Mooski

uP
JOSHUA BAKER
EDIS SELMANI

JORDEN “PARDISON FONTAINE" THORPE

Create Digital Music / Sony/ATV Ballad
Warner-Tamerlane Publishing Corp.

WAY 2 SEXY
FRED FAIRBRASS (PRS)
RICHARD FAIRBRASS (PRS)
FUTURE
ROB MANZOLI (PRS)
LESIDNEY “TOODOPE” RAGLAND
BRYAN LAMAR “TM88” SIMMONS

YOUNG THUG

300 Rainwater Music / Artist 101 Publishing Group

Atlantic Songs / Irving Music
Nayvadius Maximus Music
Songs of Kobalt Music Publishing
Songs of Universal, Inc.
Sony/ATV Songs LLC / Spirit One Music
Warner-Tamerlane Publishing Corp.
Young Stoner Life Publishing LLC

WE PAID
SECTION 8

Warner-Tamerlane Publishing Corp.

WHAT YOU KNOW BOUT LOVE
POP SMOKE
MALACHI “MALIWORLD” WILLIAMS
TASHIM “IAM TASH" ZENE
Concord / IAm Tash Publishing
These Are Pulse Songs
Warner-Tamerlane Publishing Corp.

WHAT’S NEXT
MANEESH BIDAYE (SOCAN)
JONATHAN DEMARIO PRIESTER
Sony/ATV Songs LLC

WHOOPTY
CHARALAMPOS ANTONIOU
[¥]

Beatstars Publishing Worldwide
Sony/ATV Songs LLC
Warner-Tamerlane Publishing Corp.

WILD SIDE
DAVE CAPPA
JONAH CHRISTIAN
KEYNON “KC" MOORE
NORMANI
JORDEN “PARDISON FONTAINE” THORPE
ABKCO Music, Inc. / Concord
Concord Road / EMI-Blackwood Music, Inc.
Jonah Christian Music / Purple Archives Music
Songs of NKH / Sony/ATV Ballad
Starrah, Inc. / Stellar Songs Limited
These Are Pulse Songs

WOCKESHA
DERRICK CARRINGTON GRAY
ETTERLENE JORDAN
MONEYBAGG YO
JORRES “REALRED" NELSON
CHRISTOPHER “YC" PEARSON
JAVAR ROCKAMORE
Artist 101 Publishing Group / Beatroot Bravo Songs
MaeEvelyn Publishing
RealRed Publishing Worldwide
Songs of Kobalt Music Publishing
Sony/ATV Songs LLC / Varsity Team Music Group
Warner-Tamerlane Publishing Corp.

YOU RIGHT
DOJA CAT

Doja Cat Music / Songs of Kobalt Music Publishing
Where Da Kasz At?

YOU'RE MINES STILL (REMIX)

BLEU
Empire Strikes First



BILLIONS OF WORLDWIDE STREAMS

#1 MEXICAN LABEL
HAS WON #1 LATIN LABEL ON BILLBOARD



