JASONALDEAN NAS SCORES LATIN RADIO

SETS ADIGITAL RECORD A SIXTHNO. 1 ALBUM A ABILINGUAL MOMENT

Influential
T'weeters
in the Biz

$6.99US SE.99CAN

Iu ?u‘ 9

UK £5.50




|l--.-:! |#um—'\- L

November 7-8 2012
sevelt Hotel III NYC 'J-

' _-I‘_I
1l t.;'lll BO0 RRD WOD NOUD RRD NRD NOD RBR HRD RDD I II' ill III m

& AW/

TR TTR TR TR TTRT TN TR ]

3

:J { W 3 J_) HIS (A I-Iow to Do it Better)

1 concert indufry professionals at this premier event.

NEW PROGRAMMING
JUST ANNOUNCED!

THE GRASS, THE PALMS, THE MUSIC:
INSIDE COACHELLA

The Goldenvoice/Coachella trio of

SKkip Paige, Bill Fold and Paul Tollett
discuss what makes Coachella a
one-of-a-kind experience.

PLUS
I‘ l,] L ] EXECUTIVE KEYNOTE Q&A
e .ﬂi’#ﬂ‘é"éﬁm ngr | with Live Nation Entertainment
III || AmeRicaN FESTIVAL ', Chairman/Front Line CEO
IRVING AZOFF
And So Much More!

LAST CHANCE FOR EARLY BIRD!
REGISTER TODAY!

www.Bl1llboardTouringConference.com

. - =
REGISTRATION: (212) 493.4263 Conferences@Billboard.com V 1 |.|J|.| "EI'ES
SPONSORSHIP: (646) 315.2961 Cebele.Marquez@Billboard.com Conference Sponsor: | CENTER

IRl IIRIIEIINIINIIBIINIINIINIINIINIINIINIINIINIINIINIINIINIINIINIIRIINIIEIINIIBIINIINIINIINIINIINIINIINIINIINIINIINIINIINIINIINIIRIINIINIINIINIY




@® ALBUMS

(%

Billeoard

ON THE CHARTS

ENFELDER/GETTY IMAGES: ILLUSTRATION: SCOTTY REIFENYLER

A b TIM MO5S

o

PaGE ARTIST [ 1I1LE
THE BILLBOARD 200 | 30 | M5/
HEATSEEKERS | 33 | [N SMENE/
TOP COUNTRY | 37 ﬁﬂ;ﬁ:ﬁ‘“" il
BLUEGRASS 17 E_EHEI:?:;H;ENHHE 3"““ /
TOP R&B/HIP-HOP || 38 | M8/
CHRISTIAN § 40 __-:.Eaiur & GLOAY
GOSPEL 1 40 | i s ooy
DANCE/ELECTRONIC [| 41 || ALORDA/
TRADITIONAL JAZZ | 41 | S atesor e s
CONTEMPORARY JAZZ || 41 | ESPERANZA SPALDING
TRADITIONAL CLASSICAL § 41 ﬁm".ﬂﬁ: ul:].'..q
CLASSICAL CROSSOVER f 41 | jcia
WORLD || 41 | Yamous mmsts,
TOP LATIN [ 42 | Mo YANDEL!
(») ARTISTS e RTHE
SOCIAL 50 | 32 || AHaNNA
UNCHARTED J| 32 | mapHic
@ SONGS PAGE  ARTIST / ITTLE
THE BILLBOARD HOT 100 || 34 § F170%
HOT 100 AIRPLAY Il 35 m?]ﬂ? & FEATURING WIT KHALIFA, [
HOT DIGITAL || 35 | CARLY RaE Jepsen,
ON-DEMAND | 32 | Fue souiome/
HEATSEEKERS | 33 || SROUPLOVE/
MAINSTREAMTOP 40 | 36 [| MAROONSFEATURING WZ KHALIFA
ADULT CONTEMPORARY § 36 ﬁ;:ﬁiﬁlﬁ':] [:Ill::::m'r WL o
ADULTTOP 40 [| 36 || MAROONS/
Rock 36 § oiiou
ALTERNATIVE [ 36 | DNM :"mﬂf !
TriPLEA || 36 | THELoMNEERS/
HOT COUNTRY | 37 | PF® SAmeY/
MAINSTREAM R&E/HIP-HOP || 38 | USHER FEATURING RICK ROSS |
RHYTHMIC | 38 Emﬂ?m: YOl BEEN
ADUITRER § 38 | o scrnasniin
rAp | 38 ﬁ::;f WEST, BIG SEAN, PUSHFLT |"
HOT R&B/HIP-HOP 39 ﬂnﬂf “‘EET Hlﬁ SEAN, FUEHﬁT !
cHRiSTIAN | a0 | T EEAY
CHRISTIAN AC [ 40 ﬁﬂ'nm”
CHRISTIAN CHR [| 40 || TOEYMAC/
GOSPEL ] 40 | CHARLES JENKINS{
paNce cLug § 41 | N
DANCE/MIX SHOW AIRPLAY || 47 || CALVINHARRIS FEATURING NE.YO
smooTH Jazz | 41 E::‘;tﬁﬁ RAHUL SHARMA |
HOT LATIN J| 42 || ROMEQ SANTOS/

THIS WEEK ON .biz

CATALOG ALBUMS

DIGITAL ALBUMS

FiMNCHIR 1l LEGEND: JEFF J MITCHELL/GETTY IMAGES

INTERNET ALBUMS
INDEPENDENT ALEUMS

Lo TaHLA

 ARTIST / T1TLE

PHIL GOLLING |
. HITS

NAS [
LIFE S5 G000

KIDZ BOF KIDZ /

KIDZ 50P 2%

SOUNDTRACK |
THE DA KNIGHT RISES

GLORIANA: KRISTIN BARLOWE. ALE

ALOELAN: JIAMES

RINGTONES

LITTLE BIG TOWN /
POMNTEEN

UPFRONT
BILINGUAL'RADIO: A
DUAL PROPOSITION
English playlists expand on
Latin radigestations, but-
Spanish-language purist®
are irritated.
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Forget #FollowFridays®

and simphy begin here with

Billbbard’s second annual
Twitter 140 roundup.

MUSIC

THREE THE HARD
WAY Gloriana
regroups after lineup

change and delivers
a new hit.

23 6 Questions: Joss
Stone

24 Reviews

26 Happening Now

29 Cwerﬂﬁ.(?cruntﬂr
29 MarketWatch
30 Charts

45 Backbeat

OB THE ECQNER: Hustrabion by
Andrae Horton

GO FOR THE GOLD

To celebrate the Olympics,

visit Billboard.com this
week for our gallery of
pop stars like John
Legend who've carried
the Olympic torch. Plus,
we go alobal with a look
at the biggest and best

artists from 40 countries.

FILM & TV MUSIC

This year’s conference is
set for Oct. 24-25in Los
Angeles and will feature
panels of decision-makers

from studio executives
to music supervisors to

producers. To register, go
to Billboardevents.com/

Filrmitw.

GLORIANA

JOME FRONI

TOURING

Registration is now open
for the Billboard Touring
Conference & Awards. Set
for Nov. 7-8 in New York,
the event's programming
will be announced soon.
For more details and to
register, go to Billboard
touringconference.com.
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English playlists expand on Latin stations, but Spanish-language purists are irritated

hat happens when
more songs with Eng-
lish lyrics are played
on radio en Espafiol than Spanish-
language tunes?

For Latin music executives, the
answer is pure frustration. Not anly
must they continue battling other
Latin labels for the few open slots on
station playlists, now they must also
compete against the biggest English-
language hits. But radio’s bilingual
trend isn't going away anytime soon,
insist industrv execs, with stations
currently driven by new generations
of young Hispanics who are eager to
hear Nicki Minaj as much as, if not
more than, Juan Magan,

During Univision Radio's inau-
gural H20 Music Festival on June
9 at the Cotton Bowl in Dallas, the

bilingual and bicultural reality of

young Hispanics was on full dis-
play. Many in the crowd of 22,000
sang in Spanish to regional Mexi
can hits from Intocable, moved eas
ily to rhyme in English with New
York rap-rock act Gym Class He-
roes and then returned to singing
in Spanish when Columbian rocker
Juanes hit the stage.

The event’s slogans—"We speak
music” and “Join the movement”"—
have since become positioning
statements for a new Dallas sta-
tion introduced at the festival.
KESS (Radio H20), which bowed
June 28, is decidedly Latin at its
core, but mostly programs English
pop for the market's “Hispanic 2.0"
audience. Three days before Radio
H20 launched, Spanish Broadcast-
ing System (S5BS) flipped Miami's
Latin romantic pop bastion WRMA
(Romance 106.7) to the new “bilin-
gual dance/rhythmic” DJ106.7, with
a music mix that’s about 65% Eng-
lish and just 35% Spanish.

The two stations aren't alone.
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Many Spanish outlets have peppered
playlists with English crossover hits
for years. The trend accelerated last
July, when five English tracks occu-
pied positions on the Hot

JUANES at June's
H20 Music Festival
in Dallas.

Latin Songs chart. As of
the July 28, 2012, chart,
there were seven cross-
over tunes on the list.

The trend 15 most
prominent in the coun-
try's largest Hispanic
population centers. Nearly
one-third of the top 20 at
Clear Channel’'s WMGE
(Mega 94.9) Miami and
one-quarter of the top
20 at co-owned WRLX (Mia 92.1)
West Palm Beach, Fla., are in Eng
lish. Halfof the top 20 at Univision's
KAMA Houston and nearly one-
third at CBS Radio’'s KMVK (Mega
107.5) Dallas are sung in English. In
May, SBS-owned KXOL Los Angeles
jettisoned its Latino 96.3 moniker
and became LA 96.3 with a 70/30
English/Spanish mix, considerably
up from 50/50 just a year ago.

Programmers claim they're
merely responding to evolving audi-
ence tastes, and the degree of Eng
lish content is dictated by the ac-
culturation in individual markets.
"It sounds very natural because
that's the way our audience is con-
suming entertainment, seamlessly
switching from English to Span-
ish,” Univision Radio executive VP
of content and entertainment Evan
Harrison says.

Based on population trends, bilin-
gual radio iz likely to keep spread-
ing. Hispanics are presently the
country's fastest-growing popula
tion segment, accounting for 16.7%
of the total population in 2011, ac-
cording to the U.S. Census Bureau.
Still, after four decades that brought
12 million new immigrants to the

United States, the net migration
flow from Mexico to the States has
practically stopped, according to the
Pew Hispanic Center. Today, native
births surpass immigration as the
main driver of U.5. Hispanic popu-
lation growth. American-born His-
panics currently comprise almost
one-half of Hispanic adults in the
country, with nearly all Hispanics
born to immigrant parents in the

States fluent in English, per Pew.

Veteran Spanish radio program-
mer/consultant Bill Tanner says
young Hispanics who have lived
most or all of their lives in the
United States often develop media
and musical behaviors similar to
Anglos. “Hispanics are assimilat-

SCREEN GREEN

Bilingual Radio: A Dual Proposition

ing faster than ever before,” Tanner
says. "And, if they're under 25, they
want to speak English.”

Hispanic radio operators are bet-
ting a smooth Spanish/English mix
will keep bilingual Latinos listening at
a time when Arbitron’s Portable Peo-
ple Meter has changed the way station

Hz MOBILE: For 24/7 news and analysis on your cellphone or maobile device

go to: mobile.billboard.biz.
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ratings are measured. In place of the
usual recall-based diary methodology,
in which listeners “voted” for their fa-
vorite stations, now the minute-by-min-
ute electronic measurements pinpoint
which specific songs keep listeners
engaged and which tunes make them
change stations. Playing the biggest
hits for the target audience has never
been more crucial to ratings success.

“Hispanics who speak English enjoy
both genres of music,” says pioneering
Spanglish morning personality D] Laz,
whao was lured from English-language
radio by SBS and is now heard in his
native Miami as well as Los Angeles.
“It’s their lifestyle, and now they don't
have to switch the dial.”

Obviously, the trend has struck a
sour chord in the established Latin
music community. Promotion execs,
already exasperated by tight playlists,
say the loss of music slots to English
artists is making an already difficult
situation worse. Warner Music Latin

marketing and promotions director
Miguel Garrocho says, “You're com-
peting with Latin and Anglo hits, and
most stations are afraid of trying out
new artists when they can fill the time
with proven acts.”

Keeping the Latin charts pureisan
issue for Don Omar manager Adam
Torres. “If you're a Latin music station,
you should play Latin music,” he says.
“Why should Latin artists that invest
their creativity, time and hard work
have to give up a slot to Katy Perry?”

Some smart Latin acts have scaled
the charts by recording with English-
language artists, trying to achieve the
best of both worlds. For instance,
starting last October, Romeo Santos
spent 10 weeks on Hot Latin Songs
with “Promise” featuring Usher,
which also helped raise the R&B
singer's profile in the Spanish com-
munity. Another hot mix, Wisin &
Yandel's collaboration with Jennifer
Lopez on “Follow the Leader,” hit the

pole position twice this July. “A lot
of our clients are recording bilingual
songs,” says Gabriel Buitrago, presi-
dent of Miami marketing and promo-
tion company Summa Entertainment.
*This is the way radio is going to be."

Still, managers and label execs
worty that an influx of English cross-
overs will further stifle airplay pros-
pects for new Latin acts and drive lis-
teners to Internet radio or other music
platforms. Both radio and labels are to
blame, say industry honchos—radio
for its tight playlists that change ata
snail's pace and labels for not doing
enough to break new acts.

"With the downsizing of labels,
they’re not as aggressive about de-
veloping new acts, and that’s contrib-
uting to a lot of Anglo acts breaking
through,” Buitrago says. “The Latin
market has artists going on three
decades still trying to connect with
a younger generation. In the Anglo
market, at least Celine Dion knew

when it was time to move on to the
AC market.”

Playing what an audience wants and
helping establish new talent doesn't
have to be mutually exclusive, Harri-
son says. Univision Radio “will play a
leadership role in exposing new art-
ists,” he says, promising more label
partnerships, such as June's deal with
Universal Music, in which 10 Univi-
sion stations premiered Spanish pop
star Alejandro Sanz’s new single, “No
Me Compares,” during morning drive
time, while also offering streams of
the track on demand through its vari-
ous websites.

Torres believes the use of English
crossovers is a “ratings crutch” and
predicts it will fade once a successful
new Latin genre comes along. Others
are working to adapt. “It's reality, and
we have to deal with it,” Garrocho says.
“But there is an urgency to find other
ways to break acts. We can't live on
the same artists year after year." «-s
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Warner Rocks Its Indie World

In a shifting market, WMG marries indie distribs and labels under one roof

THE WARNER Music Group is con-
tinuing to consolidate its independent
music business by combining two of
its indie subsidiaries into one concern,
with Warner's Alternative Distribu-
tion Alliance absorbing its sister com-
pany known as the Independent Label
Group. With this latest move, the ADA
will add radio promotion as wellas pub-
licity and marketing to its usual distri-
bution functions.

As part of the move, 1LG
GM Kenny Weagly be-
comes senior VP of A&R
andlabel servicesat ADA,
working with ADA GM
Sean Rutkowski and se-
nior VP of label develop-
ment and strategy Brandon
Squar, all of whom report to
ADA president David Orleans.

While WMG is touting the subsidiary
merger as “a unified and comprehen-
sive solution” for indie companies, to
outsiders it looks like ADA is getting a
needed shotin the arm. During the last
twoyears, its distribution staffhas been
considerably pared back, from some 90
emploveestoslightlymore than adozen,
with A DA relying onmajor-label distrib-
utor W EA for most backroom functions
as well as handling sales ina shared ser-
vices arrangement. The merger brings
ADA staff up to about 25 employees.
As aresult of the streamlining, dozens
of indie labels have left the distributor
looking tor greener pastures, with many
of the departures orchestrated by ADA,

ADA’s market share for U.S. album
sales (plus combined track equiva-
lents) has shrunk from 3.74% at the

end of 2010 to 3.34% at the end of

2011, dropping even further this year
to 3.02%, according to Nielsen Sound-
Scan. At the same time, the market
share of its main competitor, RED, has
jumped from 2.83% at the end of 2009
to 3.75% at the end of 2011, and it cur-
rently sits at 3.63%.

As ADA's market share has dimin-
ished, theindie distributionmarketplace
has almaost been completely recast, with

various plavers taking a larger
role in the business and oth-
ers consolidating. Earlier
this year, Fontana was
acquired by and merged
into INgrooves, creating
a distribution entity with
more than $100 million
in revenue and Univer-
sal Music Group retaining a
minority stake in the company.
Sony Music Entertainment has also
been making some major moves in the
marketplace. In addition to RED, Sony
has acquired the Independent Online
Distribution Alliance (I0DA), and this
vearitstepped upits gamebypickingup
bothamajority share ofindie distributor
the Orchard, aswell as purchasing indie
digital aggregator [RIS and combining
its various holdings to create a new com-
panywith about 1.1% in market share.

“ADA used tobe the gold standard for
independentdistribution, butlcan’tget
a sense of what it’s doing now,” a high-
ranking executive says. *
Warner is committed to the space.”

WMG executives contest that as-
sessment. Indeed, ADA’s Orleans
points out that, since the distributor
went into a shared-services arrange-
ment with WEA, the company had

[can't tell if

its first chart-topping albums on the
Billboard 200, with hits from Arcade
Fire, Cake and Vampire Weekend.
WMG execs acknowledge ADA has
“streamnlined” operations, including
paring back its roster, but also claim
they realized the move would sacrifice
market share in the short term. While
WMG and ADA executives decline to
reveal exactly how many labels have
departed, the company says its roster
is now much more manageable.

“Three years ago, the [size] of the
label roster threatened to over-extend
ourselves,” says Orleans, who reports to
WEA senior VP of strategy and develop-
ment Ari Taitz. “There may be fewer la-
bels here now, but weare having adeeper
relationship with our labels.”

That “deeper relationship” is the

mE = FHW
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result of services that the ILG now
brings to the table, Orleans says, add-
ing that it made sense to merge ILG
with ADA so that it can offer services
toits labels as well.

“By adding radio promotion to
our existing relationship with ADA,
it means we can run campaigns our
own way, but draw on a bigger team
whenneeded,” Epitaph GM Dave Han-
sen said in a statement. “We value that
flexibility and added strength.”

ADA, which is now said to be finan-
cially healthy, is poised to be far more
aggressive in the marketplace when it
comes to signing new labels and other
deals. Thanks tothe recent merger with
ILG, Orleans concludes, “the sum of the
parts will be much stronger than either
organization had beenalone.”
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>22>TICKETFLY
RAISES
ANOTHER

$22 MILLION
Ticketfly announced
July 25 it has raised
another $22 million in
funding, led by SAP
Ventures and with
the participation of
Northgate Capital,
Cross Creek Capital
and Mohr Davidow
Ventures. The com-
pany has raised $37
million to date. Ina
statement, Ticketfly
said it plans to use
the proceeds “to fur-
ther accelerate tech-
nology innovation
and drive expansion
in existing and new
vertical and geo-
graphic markets."

=>2>2> SOUND-
EXCHANGE
PARTNERS
WITH FOREIGN
SOCIETIES
SoundExchange,
which collects and
distributes digital
performance royal-
ties in the United
States, has signed
two groups of recip-
rocal agreements
with foreign col-
lecting societies in
Germany, Japan,
Sweden and Cyprus.
The deals relate to
the collection of
sound recording
royalties for digital
performances.

=>2>U.K. MUSIC
STARS CALL
FOR NEW
ANTI-PIRACY
LAWS

Elton John, Robert
Plant, Pete Townsh-
end and Simon Cowell
were among the ce-
lebrities who signed

a letter addressed to
British Prime Minister
David Cameron ask-
ing Google and other
search engines, Inter-
net service providers
and online advertisers
to "play their part in
protecting consumers
and creators from il-
legal sites,"” according
to the letter. “To con-
tinue to create world-
beating creative con-
tent, we need a little
bit of help.”

Reporting by Glenn
Peoples and
Billboard staff.



A New Way
Of Thinking

Execs offer innovative ideas on

how to boost Lati

As we pointed out last weel,
there's been a dismal fall in
Latin sales, according to mid-
year Nielsen SoundScan fig-
ures. While the entire industry
suffered, registeringan 11.8%
decline in album sales for the
first half of 2012 compared
with the previ-
ous yvear, Latin
music had it
EVEN Worse.

Latin
Notas

n album sales

problem. Something has to be
done to increase digital sales of
Latin music, which lags woe-
fully behind all other genres.
And because those sales are
suffering, Latin pundits must
be more vigilant about what
happens to physical CD sales.

“We need to
have phyvsical
CDs, and we
need good re-

Total Latin
album sales

LEILA
COBO

plummeted by
19.4%, from 6.2
million in 2011
to 5 million in
2012, even as
Latin digital album sales rose
from 545,000 in midyear 2011
to 673,000 in 2012,

This week, as promised, we
asked executives from differ-
ent areas in the business to
offer potential solutions to the

leases at reason-
able prices,” says
Johnny Phil-
lips, president
of indie distrib-
utor Select-O-

Pe’
ad
Hits. “One thing

really hurting us is the refusal

of publishing companies to re-
duce these rights. You're trying
to sell catalog titles for $5.99
and $6.99 and still paying .09
per track? Unless you get some
help from the publisher, those

Mariachi
Goes Majestic

Jose Hernandez realizes a longtime dream:
performing with a symphony orchestra

Mariachi veteran Jose Her-
nandez has performed with
some of the biggest names in
music. Last vear, for exam-
ple, he and Lady Gaga belted
out a heartfelt mariachi ver-
sion of “Born This Way" ina
little downtown L.A. night-
club where the pop singer
celebrated her birthday.

For Hernandez, the ex-
perience proved once again
that mariachi is one of the
most versatile genres of Latin
music. He hopes to take that
message across the globe
with his new album La Mu-
sica, featuring his renowned
band Mariachi Sol de Mexico.

“I'm hoping this record
will open doors for us inter-
nationally,” Hernandez says.
“I don’t see why it would be
impossible for a mariachi to
play a concert with the Mos-
cow Symphony or the Lon-
don Philharmonic.”

6 BILLEOARD |

Hernandez may soon get
his wish, especially since his
arrangements, compositions
and long-established record-
ings have made him one
of the most highly sought-
after producers of mariachi
music. On the album he also
performs with La Sinfonica
Nacional de las Americas, an
80-piece archestra, to produce
a sound he's been searching
for during the 30 years he's
been involved in Latin music.

“I grew up listening to
mariachi music my whole
life,” says regional Mexican
singer Jenni Rivera, who
worked with Hernandez on
the album La Gran Sefiora.
“Jose brings an elegance to
the music no one else does,
and that's why he's lasted in
the business for so many
years. He genuinely has love
for this music."

“It's really about a musical

AUGUST 4, 2012

Select-O-Hits'
JOHNNY PHILLIPS
stresses the need for
physical product.

CDs will be too high.”

Even if evervbody coop-
erates, however, fewer and
tewer outlets are selling
Latin music. “Obviously, if
it was viable to have more
points of sale, they wouldn’t
have closed in the first place,”
Warner Music Latin Amer-
ica marketing VP Gabriela
Martinez savs.

Martinez proposes an idea
that is far more prevalent in
mainstream music than
Latin: finding different sales
outlets outside of traditional
music stores and mass-mer-
chant accounts.

“I"d love to see more Latin
music sold by lifestyle retail-
ers, perhaps stores or chains

and cultural movement,” says
Alejandro Carballo, a trombon-
ist for Luis Miguel who partici-
pated on the new album. “Jose
is really good at coming up with
concepts, When you add a sym-
phony to the equation, it takes
it to a whole other level.”

On La Musica, Hernandez
produced 11 tracks—a mix
of such classics as Armando
Manzanero's "Te Extrano” (1
Miss You) and his own music
including “Mi Triste Violin®
(My Sad Violin). Balancing
the mariachi sound with a
symphony orchestra was a
tall order that Hernandez
hopes people will appreciate
for many years to come. One
way of guaranteeing that is
by introducing mariachi to
voung music students in
Los Angeles and New York,
among other major cities.

“I'm a mariachi, my fa-
ther was a mariachi, and my

that have high Latin traffic”
she says. “The reality is, Lat-
ins are not purchasing enough
digital music to make up for
the CDs thev're no longer
buying, so we need to expose
those CDs in more—and dif-
ferent—points of sale.”

While Phillips isn't targeting
the creation of different outlets
for his CDs, he is focused on in-
creasing his presence in major
retailers, not an easy task for
an independent. For example,
he emphasizes buying in-store
ads with the likes of Walmart,
Target, Best Buy and FYE and
also convincing his labels to
do innovative advertising, like
buying local cable TV spots for

their releases.

nephew is a sixth-generation
mariachi,” Hernandez says. “I
founded the Mariachi Heritage
Society in 1991, and through
the vears we've worked with
thousands of students.”

Al a recent album release
party, Hernandez plaved
his new album for friends,
family and industry insid-
ers. The marriage of mari-
achi with a full symphony
orchestra was a long time
coming, he concedes. But
it's just one of many chal-

Beyond retail strategies,
however, there is also the
core issue of the music it-
self. “We need to make
music for new generations,”
says Alberto del Cas-
tillo, founder of promeotion
and marketing company In-
Motion, whose clients include
chart-toppers 3BallMTY and
Larry Hernandez. “The
crackdown on immigration af-
fected young people who used
to come to the U.S. and bring
their Latin culture with them,
especially when it came to re-
gional Mexican music. Young
people who are raised here
aren't as familiar with that
music. They go to the Inter-
net. Sowe need to make music
for young people and promote
it among young people.”

3BallMTY is a prime ex-
ample. The group first rose in
popularity through its YouTube
videos, then radio and finally
TV. To date, its debut album,
Intentalo, has sold 69,000 cop-
ies, according to SoundScan.
Del Castillo says the survey
demonstrates “that voung Lati-
nos are buying CDs.”

For 24/7 Latin news
‘m and analysis, see
billboard.biz/latin.

lenges he's tackled. He
also operates a restaurant
(Cielito Lindo) in El Monte,
Calif.; manages several
bands; makes numerous TV
appearances; and maintains
a hectic touring schedule.
"I really dream big,” says
Hernandez, who will con-
tinue playing alongside sym-
phony orchestras whenever
possible. “Mariachi music
should be on the most impor-
tant stages in the world."
— Justino Aguila

EN ESPANOL: All the great Latin music coverage
vou've come to expect from Billboard—in Spanish.

Go to billboardenespanol.com.

TELEVISA LAUNCHES
PRODUCTION FIRM
Mexican media giant Televisa is
launching Televisa USA, a U.S.-
based production company set to
create English-language content
for American TV. The venture fol-
lows in the footsteps of Pantelion
Films, launched in 2010 by Lions-
gate and Televisa to create mov-
ies targeting U.5. Hispanic view-
ers, including “Casa de Mi Padre”
(starring Will Ferrell) and “Girl in
Progress™ (featuring Eva Mendes).
The new company will adapt Tele-
visa formats for U.S. audiences and
also create original content. Its first
project, a co-production with ABC
Studios titled “Devious Maids,”
is slated to air on Lifetime in 2013.
The company is also co-producing
a series with Sony Pictures Televi-
sion titled “Hollywood Heights" for
MNickelodeon, inspired by the Mexi-
can series "Alcanzar Una Estrella.”
—Leifla Cobo

PANDORA BOWS FIRST
ADDRIVE IN SPANISH
Oakland, Calif.-based Pandora
Media, operator of Pandora Inter-
net Radio, recently unveiled its first
ongoing video campaign entirely
in Spanish. Earlier this year the
campaign featured Puerto Rican
singer/songwriter Sie7e ina project
created to showcase recording art-
ists. According to a spokesperson,
the online series is a way to reach
the fast-growing Latino popula-
tion in the United States. Pandora
currently has more than 7,000
Latin artists in its database, as well
as 70,000-plus Latin songs and 18
Latin music stations.

—Justino Aguila

MUNZ2 PREMIERES

WEB SHORT

Digital platform Mun2.tv has pro-
duced “Naco, Pocho,” an original
Web documentary that explores
attitudes on class and accul-
turation among Mexicans and
Mexican-Americans. The short
features actor/director Edward
James Olmos, regional Mexi-
can singer Jenni Rivera, musical
group Tucanes de Tijuana and
Mexican pop group 3BallMTY,
among others. The program ex-
amines the controversial terms
“naco™ and “pocho.” “Naco” is
slang used to describe “bad-
mannered, poorly educated, but
sometimes wealthy Mexicans,”
while “pocho” describes an
“American of Mexican descent,
considered by Mexicans not to be
‘Mexican’ enough.” —JA



in Mashylll= Phona! £15-7235-0466

=2E81 Email: bob. alenfGillbonrd com. For research and oricing, call Bos 4Hen. FOR MORE BOXSCORES, GO TO BILLBOARD. BIE.

g 8 B NIBIH/RIBININ

Fax: G15-703

Copyrght 2012 Promethays Glabal Medin LLTC, Bosscores shoubd be qunmitied to Bab Allan

BOXS CO RE Concert Grosses

GROSS/ ARTIST(S) Attendance
fickel Prcalsh Venue, Date Capacity Promater
$7,195,799 MADONNA, MARTIN SOLVEIG
;ﬁfﬁﬁﬂm Stade de France, Parls, July14 52195 Live Nation Global Touring, Live Nation
$6,714,027
;ﬁgﬁ;ﬁ Hyde Park, Lendon, July 17 S Live Mation Global Touring, Live Natlen UK.
$4,974,73
S oty | Murrayfield Stadium, Edinburgh, 52,160 Live Nation Global Touring, Live Nation U.K.
Scotland, July 21 s&llnout

$4,401,805
L R R e
$3963039
Shaiisos | Anaestadium, Anahelm, Callf, 44832 The Messina Group/AEG Live
$3128,663
e O.co Collseum, Oakland, Callt, 41,245 The Messina Group/AEG Live
$2,658.416
§250/550 ggiggld Center, Chicago, July 2-.:-2: :_I?;'.;"_ r::juﬁ Ciraue du Solell
$1998,196
Ef%% Binona ncaor Alehe, tag | bod Live Nation Global Touring, Live Nation U.K.
$1,514,927
SEAD | Sitelons ren Seimnd 1 T5Z50  Grove s
$1,058,350 FLIGHT OF THE CONCHORDS, ARJ BARKER
fﬁﬁﬁ‘?;ﬁ“ﬁ Vector Arena, Auckland, New 24,400 25574 Brent Eccles Entertainment, Total

: . Zealand, June 29-30, July 1 threa shiws Entertalnment
$893,088 IRON MAIDEN, ALICE COOPER
SOlSH/ssal | Vo tupd APhbeal S8 LiveNation
$843,948
;n_gmg;?ig Bell Centre, Montreal, July 11 Hgﬂ, Evenko, Live Nation
$827913
oSz | Hubmitiatate, IS Uvebaton

| 3823015

$55/415 Cheyenne Frontier Days, 17,457 Romeo Entertainment Group

20,000
$797,483 IRON MAIDEN, ALICE COOPER

HE'EM?H'ED;'F Prudential Center, Newark, N.J. 9 929
$60.50 July 2 . ’ y oL EE] Metropolitan Talent Presents

$789,559 RASCAL FLATTS, LITTLE BIG TOWN, ELI YOUNG BAND, EDENS EDGE

Cheyenne, Wyo,, July 21

L R
$678,662 RASCAL FLATTS, LITTLE BIG TOWN, ELI YOUNG BAND, EDENS EDGE
$E/530 DTE Eneray Music Center, 15,115 m AARan

tan, Mich., Ju

IRON MAIDEN, ALICE COOPER

Jifty Lube Live, Bristow, Va., 1,692
une 21480

sellowuk

Live Mation

o
s 0
2 I
¥

STAR ACADEMIE

m&% Bell Centre, Montreal, July 20-21 11213 11470 Evenks, Praductions J

| s
SR S hasta 880 e tion
LV B SCORPIONS
$7429/54053 JieepaicinAntwerp, Belgium, G555 fija
se110
é‘é‘;ﬁﬁfgm Bell Centre, Montreal, July 16 e Evenko, Live Nation
$618,058
Saso/ios | SangjoemeciorAngeen  BSI LiveNaiion
(FARZTI ey Zedlarat) Vactor Arena, Auckland, New 1,525 Chugg Entertainment, Lunatic
$61.59 Zealand, May 28 11,554 Entertainmant, X1l Touring
$614,243
$N9/52950 ’J-Il.lmn-ﬁ Center, Anaheim, Calif., ?rfl"i’:ﬁ.' Goldenvolce/AEG Live
ZIVTHN IRON MAIDEN, ALICECOOPER
{imii?&msiﬂ Eﬁﬁ'& Peps, Quishec Sty :'J,'-'J?-_IEH:“,’., Evenko, Live Nation
$609,025
Sareisunss | HEELYES Cese  238,  sim Concerts
$608,558
ovee | msmtSlemeRAISI 17 uveatr
$605,688
$ies/ 12/ The Colosseum at Caesars 5,881 5272

Caesars Palace

kW shows

FNALOVEEZND.  palace, Las Vegas, July 20-21
RASCAL FLATTS, LITTLE BIG TOWN, ELI YOUNG BAND, EDENS EDGE

S Bangor Water! i
SER/539 | Emngg: Hait:E.rm; l?v on, ﬁf'.?qﬁr?.:. Live Nation
™ ssaama VANS WARPED TOUR
$42/52199 RARISE SR, Poai, €Al R Goldenvoice/AEG Live
$577.376 MICHAEL JACKSON THE IMMORTAL WORLD TOUR BY CIRGUE DU SOLEIL
§250/$50 S e A, Cineinnati, s.90 Ciraque du Salell
$563,553 JASON ALDEAN, LUKE BRYAN, LAUREN ALAINA
s
$562.231 IRON MAIDEN, ALICE COOPER
a5/ 525 Verizon Wireless Amphitheater, 12,501 Live Natian

Charlatte, N.C., June 21 17654

LMFAQ, SIDNEY SAMSON, EVA SIMONS, QUEST CREW, DVBBS, MATTHEW KOMA

{SE7TE] Canadian) Le Centre de la nature, Lawval 10,469
§E162 Quebec, July 7 Y ! 12 000 Evenko, Le Mondlal Loto-Guebec

The Inked Music
Tour (inset) with
ALESANA has 25
shows booked.

Tat’'s All, Folks ;

Inked Music Tour returns, with Alesana topping the bill

T he challenge for today’s concert promot-
ers is to reach fans where they live and
breathe, with the most successtul tours
tapping into a genuine community—whetherit’s
the skateboard kids at the Vans Warped tour, the
Ozzfestheadbangers, the Phish heads orthe surf
and-turf crowd that lines up for Kenny Chesney.

House of Blues Entertainment and Inked
magazine have again joined forces for the sec
ond Inked Music Tour, headlined this year by
screamo band Alesana. Steering the relatively
new endeavor is Kelly Kapp, VP of theater and
club programming at Live Nation, who has been
with the company for a decade and is known
throughout the industry as the daughter of the
late concert legend Bruce “It's
Gonna Be Huge™” Kapp.

Kapp has definitely inherited
the promoter gene, and she's
also definitely familiar with the
idiosyncrasies of the metal au-
dience, having cut her teeth on
Ozzfest with former Live Nation
VP Jane Holman. “Fans in this
genre can smell BS from a mile
away,” Kapp says. “Inked is part
of this community, and it makes a ton of sense
to be in the clubs and theaters with a band like
Alesana.” (The band is managed by Eric Rush-
ing at Artery Foundation and booked by the
Agency Group’s Jeremy Holgersen,)

Groups in Alesana's range are often hard to
describe to lay rockers, but Kapp takes a stab at
it. “Metalcore, emocore—that step below really
being a heavy, Cannibal Corpse-type band,”
she says. “There’s a wide demographic for acts
such as Asking Alexandria, Alesana and A
Day to Remember—these bands with heavy
breakdowns that the dudes can get behind, and
then have some nice melodic parts that girls like
to listen to as well.”

There's a specific audience for this tour, with
ink serving as the common denominator, “Tat-
toos used to be just for the guys in the band, but
now every lawyer and doctor you know has a full
sleeve of tattoos,” Kapp says. Still, she's correct
in saying that “in the past decade or so, [tattoos]
have gone from the great divider to a thing that
brings people together.”

The tour begins Oct. 10 at New York’s Irving
Paza and has 25 dates on the books, includ-

ing eight House of Blues venues and two Live
Nation-run Fillmore locations. Five acts will be
on the bill, but producers can’t announce the
full roster since bands are tied up with other
summer shows like Vans Warped or Mayhem
and contractually can't announce fall tours. Still,
Kapp promises “really cool surprises” that will
make this sophomore version of Inked “one of
the standouts in the fall.”

The pause before announcing the rest of the
bill also allows all involved to get some sense of
how much Alesana is worth in ticket sales, “Ale-
sana has had so many record releases, has done
so much strategic packaging and has appeared at
festivals including Bamboozle, we think they'l]
come out kicking and screaming,”
Kapp says.

Inked’s sponsorship isin media
only—no small consideration,
as Alesana will likely appear on
the magazine's cover like the
Damned Things did last year. A
hurricane brought an abrupt end
to the 2011 Inked tour, but the trek
still managed to average a healthy
70% business. Kapp is hoping for
an 80% cap average in 2012,

The tour also gets the House of Blues national
marketing on top of the local effort. “When we
get this many dates, we put together a national
marketing budget, we work with the band, the
agency, the manager, and ask them, "Where do
you see your fans living?’ So if they think their
fans are on Facebook or certain blogs, we'll put
[out] more money than just our local ad buy and
make sure we're flying the flag in the places the
band thinks their fans live, instead of just hap-
hazardly,” Kapp says.

She concedes that many sponsors “don’t want
to touch this music,” but notes that those who
do support the acts are amply rewarded. “Ifit's a
brand that's in line with their lifestyle, like Mon-
ster [Energy Drinld, they associate it—"Meonster
brought me that amazing experience!'—and they
pay it back tenfold. They're drinking that energy
drink for decades to come. Sponsors out there
would see lots of retention if they'd just dip their
toe in that market.” .

For 24/7 touring news and analysis,
. see billboard.biz/touring.
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Music Data Mining

Smaller, specialty firms emerge to make sense of analytics

espite a widely held
belief that the market
for music-based ana-
lytic tools is already overloaded
and has more than enough
companies servicing the in-
dustry, relatively few options
actually provide all the data

needed to cover the expansive
nature of the entire business,
which includes labels, pub-
lishers, managers, promot-
ers, agents, brands, film and
TV companies, and artists.

Sure, there are several es-
tablished players that provide
solid business intelligence to
major corporations, such as
Nielsen for sales and airplay
data and NPD Group for con-
sumer survey information.
Other cutting-edge firms,
meanwhile, have offered more specialized func-
Hons, such as BigChampagne, which came early
to peer-to-peer (P2P) data and later added account-
ing for social media and streaming.

Seeing opportunity in these more underde-
veloped areas, a growing crop of start-up com-
panies are bringing fresh approaches to data
mining and applying the research to music.
U.K.-based Musicmetric, for example, repre-
sents the new parade of services hoping to help
the U.S. music market make sense of the in-
credible amount of data now available. Such
music-focused analytics services mayv not know
the intimate details of consumers’ lives in the
same way as a large Internet marketing com-
pany like, say, Acxiom. But it does track and
archive mountains of social network activity,
online streams and, occasionally,
P2P downloading data.

In early July, Musicmetric an-
nounced the opening of its first
U.S. office, and people unfamil-
iar with the company might have
shrugged at the news. But Music-
metric co-founder/V? of business
development Maria-Alicia Chang
believes the company is well-suited
lo serve a diverse entertainment in-
dustry with a broad variety of genres.
room for us in the U.S.,"

“There's

she says.

Buzzdeck founder Kevin Bacon (and no, it's not
the actor of the same name) savs that today’s ana-
lytics services try to answer the “Whys?" behind
all of the different numbers, calculating gains
and losses in Facebook followers and Myspace
streams, as well as several music-specific web-
sites. His own firm, an independent company that
originally grew out of the reams of data gathered
by U.K.-based music distributor AWAL, charts
iTunes sales along with YouTube streams, Google
trends, Twitter mentions, Spotify streams and
other online services,

Providing actionable analysis means tailoring
products for specific situations. Bacon, whose
cormmpany has worked with Sony Music, Warner
Music Group and Cencord Music Group, says
Buzzdeck works to meet each client’s specific
demands and is “less interested in serving ev-
erybody at every level.”

Next Big Sound also works very closely with

8 | BILLBOARD | AUGUST 4, 2012

clients, integrating sales data into its database of

social activity and online streams that date back
to 2009. The company counts Sony Music En-
tertainment, Universal Music Group and WMG
among its clients.

The service's value comes down to putting the
proper information into context, A&M Octone
senior VP of sales and artist development Rome
Thomas says. He especially likes Next Big Sound's
visuals, including its dashboard, the way the data is
presented and the ability to export data to other for
mats like Excel. “You'll meet these start-up compa-
nies, and there's a great intent and vision,” Thomas
says, "but sormetimes they don't have the resources
to pull it off on an engineering level,”

MusicHype takes a different approach to big
data. The 2-month-old service tracks online ac-
tivity to connect clients with only
their most valuable fans. Mu-
sicHype tracks what its CEO
Kevin King calls the fan's “social
footprint™ that has been left on
the Internet, including plays on
streaming services, activity on so-
cial networks and photos uploaded
to various sites.

Based on a fan's online hab-
its—the most active listeners’ use
of strearming services, for example—MusicHype
will inform the client when the best time might
be to reach out to that fan, Connecting to actual
individuals requires some sort of opt-in, so Mu-
sicHype has created a system called “Grab Your
Fans” that lets fans join an artist's following on
either Facebook or a page at MusicHype.com. An-
other option is to match up MusicHype's data with
an artist's existing email list provided by the label
Or management company.

After just a few months, King says, the Musi-
cHype platform is being used by about 500 acts,
including Thievery Corporation, the Tragicallv Hip
and Dead Sara. “There's obviously a long way to
go, but we've been pleased with the sign-ups so
far,” he says.

“It's the wild west of social media,” Buzzdeck's
Bacon adds about the importance of today's ana-
Iytics services. “Everybody has been on a massive
learning curve.” .

Hz For 24/7 digital news and analysis, sea
billboard.biz/digital.
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Flicks Start Via Kickstarter

Indie music documentaries find much-needed financing online

Director KEITH
SHAPIRO (inset) used
Kickstarter to partially
fund his documentary:
about Rhino Records, .
a store popularwith
such musigians.as

THE RAMONES..

earlya year after actor-turned-filmmaker Colin Hanks
funded a documentary about the demise of legendary re-
tailer Tower Records through creative financing website
Kickstarter, the director of another indie film chronicling Los An-
geles’ reissue label Rhino Records launched his own Kickstarter
campaign to raise $22,000 in “finishing funds.”

The big difference between Keith Shapiro’s “Rhino Res-
urrected” and Hanks’ Tower project is that “Rhino” has already
plaved a handful of film festivals and won the best documentary
prize at February's Oxford Film Festival in Missis-
sippi. Meanwhile, “All Things Must Pass: The Rise
and Fall of Tower Records” has only occasionally
released information about its production progress

Sound
+Vision

taries about elderly Lithuanian folk singers, the Swedish drum-
mer Morgan Agren and the Bronx punk-funk band ESG, as
well as other docs about a big band trumpeter, a Cleveland street
musician, a woman with a rare skin disease who works the merch
table at her father's gigs and the legendary new wave group Devo.

While “Rhino Resurrected,” “Merch Girl” and “Pauly Cohen,
Trumpeter” were all singled out as “staff picks” by Kickstarter
employees, it was actually “Are We Not Men? The Devo Docu-
mentary” that received full funding on the website, with pledges
of more than twice the requested 525,000 coming in
nearly a month before the solicitation deadline, The
Devo doc's director, Tony Pemberton, intends
to use the excess funds to secure clips of early band

via Twitter, recently noting that editing sessions took
place in June and interviews with Tower founder
Russ Solomon were filmed in March.

Still, despite the fact it had never been publicly
screened, the Tower documentary raised a whopping
$92,025 in Kickstarter funds after Hanks' superstar
father Tom Hanks tweeted about it. Once word got
out about Hanks fils and pére both taking to the Internet for con-
tributions, there was some backlash about the audacity behind
people of means using a community funding site to raise cash
for a vanity project.

But the Tower film’s fund-raising success demonstrates that
music projects definitely strike a nerve with Kickstarter contributors.
Another docurnentary, “Music Man Murray,” about an 88-year-old
man and his massive Los Angeles record store, brought in more
than $3,000, even though director Richard Parks had only hoped
to raise $1,000. The finished film aired on the Documentary Chan-
nel during Record Store Day in April and screened again a month
later. It has also been streamed on NPR.org.

Amid other recently funded films on Kickstarter are documen-

FOR THE RECORD

In the July 28 issue, the article “Let's Get Small" should
have stated that the attendance numbers for the 201
and 2012 Camp Bisco gatherings (of nearly 20,000 and
13,000, respectively) were estimated figures and were not
confirmed by Camp Bisco organizers. The correct name
of the event promoter is MCP Presents. It also should not
have stated that fans stayed at the nearby Maple Ski Ridge,
or that Aphex Twin has ever performed at the event.

performances on “Saturday Night Live" and vari-
ous talk shows. The goal is to submit the finished
documentary—in development for three years—to
the Sundance Film Festival so it can have its world
premiere at the event in January.

“Rhino Resurrected” director Shapiro says that,
in hindsight, financing his film entirely through
Kickstarter rather than merely requesting finishing funds might
have been a more prudent move. “I resisted because | wanted to
do the whole thing behind the scenes,” Shapiro says. "But as |
spoke with respected documentarians, it kept coming back to me
that Kickstarter is really working for a lot of people.”

Shapiro already has parties interested in digital distribution
and a limited-edition DVD package for the Rhino documentary,
and suggests that special event screenings—along with eventual
availability via iTunes, Netflix and on-demand services—may
provide the means for his film to ultimately reach audiences.
“Kickstarter has been a great way to spread the word,” Shapiro
concludes. “It's been a pleasant, but nerve-racking, experience.”

(Full disclosure: | am among the music industry sources and
journalists interviewed in “Rhino Resurrected.”)

NOTES: After “The Voice” received four Emmy Award nomina-
tions, host/producer Carson Daly told Billbpard the nods “af-
firm our instincts in loving this form.” For the third season, he
says the coaches will perform more often, both together and with
the contestants, since “people really reacted well to thatin season
two.” ... Hans Zimmer and app developer RjDj have released
the app the Dark Knight Rises Z+ that plays parts of the film's
score based on the user's location, activities and time of day. Zim-
mer said in a statement that it lets users “be part of the filmina
way that goes beyond the movie screen.” .
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TENS OF MILLIONS OF ACCOUNTS. HUNDREDS OF
MILLIONS OF TWEETS, THE MAJORITY ABOUT MUSIC.
FORGET #FOLLOWFRIDAYS AND SIMPLY BEGIN HERE

FTHE QUESTION 1S, Where do people go to talk about music?, one answer is certainly Twitter. The San Francisco-based
micro-blogging service, launched in 2006 as a platform developed with so-called “dumb” phones in mind (which dictated the
140-character limit of all Twitter posts, or “tweets,” as that was the maximum capacity of a standard single text message), now
contains more than 140 millien accounts, logging some 340 million tweets per day. The most talked-about subject on the ser-
vice, according to Twitter's own internal metrics? Music, Twitter's five most-followed accounts? Lady Gaga (27.5 million), Jus-
tin Bieber {25.6 million), Katy Perry (23.4 million), Rihanna (23.2 million) and Britney Spears (19 million). And five of the top
10 trending topics (as in, the most discussed at any one time) on Twitter for all of last year? All music-related.
For our second annual Twitter 140, we turned to a panel of industry experts, musicians, digital trailblazers and Bill-
beoard's own staff to find out who they followed. We were looking for the voices who steer the conversation about the
music industry and digital culture, and also for music (and Twitter) obsessives who constantly share their discoveries. The musi-
cians included are not necessarily those with the most followers (we figure you already follow those), but those who have helped
shape the way Twitter works, or who move it along in the current moment. To be considered for this list, accounts had to be at
least relatively active at press time. Here, we present the 140 must-follow Twitter accounts in the music industry.
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DANIEL “DEE” AGUAYO

Business rff'ﬂf'f’np ment, OpenX

@hDannyDee

N Tweets tips and case studies on effective market-
ing in the social and digital space—everything from
how to look great in a Web video to explaining how
Sony uses Pinterest to drive traffic. Plus, he weighs
in with the occasional eternal truth: “There’s noth-
ing sexier than 2 turntables, a mic & a mixer.”

HHaEHR

OMID ASHTARI

Business .fff"tw."-rj-;.imr'm’, Tutler

@omid

M If you want to know what's going on at Twitter,
here’s a good place to start. Former agent at Cre-
ative Artists Agency and BD executive who set up
original Web video deals like Joss Whedon's “Dr.
Horrible’s Sing-Along Blog” dispenses spot-on
sports commentary (and retweets) and celebrates
bacon with carniverous glee.

HaaR

AUREO BAQUEIRO

Producer/composer

@aureobaqueiro

W His Twitter bio describes him appropriately as
“musicman.” The Latin Grammy Award-winning
producer/composer has worked with some of the
industry’s biggest names, such as Alejandro Fer-
nandez, Paulina Rubio and Natalia Lafourcade.
His Twitter feed serves up insights from around
the music business,

HitHY

BENNY BLANCO

Record producer/songwriter
@ItsBennyBlanco
W The pop impresario behind hits by Katy Perry,
Maroon 5 and Gym Class Heroes is as off-the-
cuff on Twitter as he is careful in crafting radio

hooks. Nestled in between “Old School” quotes
and a stream of social narration begging to be
turned into an HBO series are songwriting tips
like “Whenever writing a song and u at a loss
for words just chuck in a line about throwin ur
hands in the air or sky.”

#ERE

SCOOTER BRAUN

CEQ, Schoolboy Records and SB Praj-
ects; entreprencur in residence, Uni-
versal Music Group Global Creative
Investment Program

@scooterbraun

B All things Justin Bieber and 5B Projects, with a
healthy dose of industry philosophizing, inspira-
tional messaging and "I love my life” tweets, such
as: “Just got off the phone with @justinbieber while
he is in Japan - he asked me if people are liking
#BELIEVE - YES MAN! YESII”

wHRa

ELIZABETH BROOKS

Chief marketing officer, Buzz Media

@elizabrooks

M In-the-know digital and social posts from long-
standing digital expert (who worked at Napster baclk
in the day). Sample tweet: “My pick for a super-hot
company, @mixpanel, now has user-centric analytics
-will generate real insight into your app user base.”

I sEEd

Senior marketing manager, Sony Music Latin (U.8.)
! @jmaobull

i M Bull's tenure at Sony makes her one of the most

resourceful marketing managers in Latin music.
i Although she works with a diverse pool of talent
i from pop to rock, she has helped usher in such ris-

i 1ng stars of regional Mexican music as Gerardo

Ortiz (@gerardoortiznet), Martin Castillo {@Mar-
tinC_otficial) and @CuatesdeSinaloa.
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JIM BUTCHER

Head of communications, Spolify
@jimspotify

n [f you're into streaming (or soccer), vou've come
to the right place. Playlists (and retweets of art-

ist playlists), naturally, along with a steady flow of
Spotify news and “mythbusting.”

L

MIKE CAREN

President of worldwide AR, Warner Music Group;
ce :ﬁmurff'r', Artist Publishing (rroup

@mikecaren

1 Not the most prolific tweeter, but when he does
take to Twitter, Caren, a former D]/producer and
now recently president of worldwide A&R at War-
ner Music Group, calls the big records as he sees
them and gives credit where credit is due, even to
those on different teams.,

et

STEVEN "STEVE-0" CARLESS

L.f,l"r'.sfyi'r' marketing and pramolion director,
Island Def Jam Music Group

@SteveCarless

" Aside from his post at Def Jam, Carless is the
co-founder of Best of Both Offices, a lifestyle
blog that covers established and emerging art-
ists in hip-hop. On Twitter, Carless mixes Def
Jam promotional tidbits with weekly links to un-
signed artists worth spotlighting, aderned with
the hashtag #UnsignedTuesdays. Follow, and vou
might find a few gems.

N AHEs

BILLY CHASEN
Co-founder, Turntable fm
i@hillychasen

" Also the creator of real-time analytics service
Chartbeat and chat service Firefly, Chasen lives at
the nexus of music, tech and social. His Twitter
bio says it all: “I like to create art. Some things you
hang on the wall, others you log into.”

e

TED COHEN

Managing partner, TAG Strategic

@gpinaltap

" Formerly the senior VP of digital development
and distribution for EM1 Music, Cohen now leads
market intelligence firm TAG Strategic while also
serving as the chair of MidemNet, an international
music techneology conference. Cohen remains fas-
cinated with industry innovation, from app devel-
opment to Kickstarter campaigns, and retweets the
juiciest stories within the biz.
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KAREN CIVIL

Social media manager, Beats by Dr. Dre; owner, Al-

AESENEETE R N
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ANDY COHN

Pregident/publisher, the Fader

S SRR PRI RS RIS Rl L

ways Civil Enterprise and KarenCivil.com @andycohn
@KarenCivil % Heavy Fader talk yields news of some of
W Karen Civil got her start as an assistant to D] Funk- { today's most-hyped underground acts, and, :
master Flex, but made her name leading social media § often, tomorrow’s superstars. Media, sports

strategy for Lil Wayne through her own Always Civil
Enterprise. Today, she is a voice in the daily social
media loop of hip-hop news, talk and social media

AR EIE R A AR EE RN N AN B

and branding also factor in, but you're here to
hear what's got the Fader’s ears tuned in.

FOR MORE

sweepstakes (often tied to her core clients),

#REH
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CHRISTIAN CLANCY

Co-manacer, Odd Fulture
m

@ChristianClancy .
" The lone grown-up in the wolfpack that is Odd
Future, Clancy—who helped orchestrate the
iTunes early release of Frank Ocean’s Channel Or-
ange—Iis a big kid at heart. Sample tweet: “Neil

EEAENEEE RN

Young. Nas. Frank Ocean. Smashing Pumpkins.

Fiona Apple. Perfect shuffle.”

TOMAS COOKMAN

President/owner, Cookman International/
Nuacional Records

@Nacionalista

1 Curated news of the churning music industry
and guided listening from the owner of Manu
Chao and Nortec Collective’s label and presenter
of the Latin Alternative Music Conference. Sam-
ple tweet: “This is what sucks about the music
industry - majors fighting and beasting over
market share. Sad dinosaur behavior.”
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TWEETS IS WATCHING

Mapping the spread of ‘Call Me Maybe’

" How exactly does a song spread through the Twitterverse?
That's the question this heat map addresses. It shows how fans
shared links to Carly Rae Jepsen's “Call Me Maybe” (currently
inits seventh week at Mo. 1 on the Billboard Hot 100) on Twitter
during the last seven months. Using Monstro and Splash Analyt-
ics’ proprietary analysis and data from Twitter, we uncover what
drives social recommendations over time and the role music
services played in the rise of “Call Me Maybe."”

Monstro identifies the week of Feb. 20 as the track’s first

inflection point—two days after a video of Justin Bieber,
Selena Gomez, Ashley Tisdale and the guys in Big Time Rush
lip-syncing the song hit YouTube, and you can see the action
pick up on iTunes, Last.FM and SoundTracking. Viral videos
from Katy Perry (uploaded to YouTube on April 16) and James
Franco (April 17) continue to drive “Call Me"—Monstro's data
shows shares through streaming services and iTunes peak-
ing shortly after, the week of April 23. In the first two weeks
of June, the viral videos become a deluge: that's when the

THETWITTER

AMANDA PALMER
INTERVIEW, GO TO
BILLBOARD.BIZ/

. 20I2TWITTERIAD. :

#Ha

TONY DANDRADES

Reporter/anchor @ Primerimpacto { Univision)
@tdandrades

: BWThe Miami-based Dandrades is a smart and
savvy interviewer who charms viewers every
week with exclusive interviews with the fa-

i mous. From covering major awards shows

to the stories about the music and drug traf-

fe i rERd

ficking worlds, this fearless reporter keeps us
tuned in on the airwaves and on Twitter.
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DAVE DELANEY

Digital marke ling consy ltant

l 9. Edavedelaney

1 This Nashville digital thinker is a believer
in social networks, both virtual and real-life—
he founded Geek Breakfast. He tweets digital
business practices and links back to his
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New Networking blog, where he dispenses
practical advice.

NUMBER OF SHARES
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President Obama dub arrived, followed by the Miami Dolphins

cheerleaders’ cover, a stripped-down version performed by

Jepsen herself, Jimmy Fallon and the Roots performing it on

“Late Night,” the Colin Powell clip from “CBS This Morning”
and, finally, the Corgi Rae Jepsen parody.

On June 23, “Call Me Maybe” hit No.1on the Hot 100,
dethroning Gotye's “Somebody That | Used to Know,"
and iTunes sharing peaked again Just after, the week of
June 25. —Reporting by Hannah Gilman

JANUARY 2
EXFM
HYPE MACHINE
LAST.FM

ITUNES
SOUNDTRACKING
THISISMYJAM
GROOVESHARK
PANDORA

RDID

SLACKER
SPOTIFY
SHAZAM
SOUNDHOUND
SOUNDCLOUD

YOUTUBE

mbonstro

BASED ON MONSTRO AKD SPLASH ARMNALY TICS'
FROPRIETARY ANALYSIS ARND DATA FROM TWITTER.
ITUKNES KERE REFERS TO LINKS TO ITLAMES AND FiNG
ROT SALES THROUGH THE ITUKES STORE. SPLASKH
AMALYTICS 15 A DATA ANALYTICS COMPANY. MONSTRE

ﬁ SplashAnalytics

T il g e

FEBRUARY 18, 2012

MARCH 23, 2012
APRIL 16, 2012

JuLy 22

MAY 27,2012
“Call Me Mayha”
reaches No. laniTunes

JUNE 23, 2012
“CallMa" knocks

Jepsan makes her U5,
TVdabuten"TheEllan
DaGenares Show;” Biebaris
an-hand taintroducs har

Gatye's "Somehody
ThatlUsed to Know"
outoftha Mo, | spoton
the Billbeard Hat 100

JULY 10, 2012
TheCookic Manster
parody, "Shara It
Maybe,” arrivas

1S & REAL-TIME MLISEC NET'\WORE THAT CONKELTS
USERS TO SONGS SHARED OMN TWITTER AND OTHER
SOCIAL MEQIA PLATFORMS, AND ALSC PROVICED
REAL-TIME DEMOGRAPHIC AND PSYIHOGRAPHI|C
INFORMATION AND TREMDE ANMALYSES TO THE
ENTERTAINMEMT INDUSTRY AME ADVERTISERS

MAY 20,2012
Jepsen parforms on tha
Billboard Music Awards

Justin Bigber and company
upload theirlip-sync videno
toYouTube

Katy Parry's lip-sync hits
YouTube, then James
Franco's adaylater
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| EMILY DELMONT

Staffing, Square Inc.
@EmilyDelmont

" Former recruiter at SoundCloud and Google who

tweets about politics and music, though not neces-
sarily together. Sample tweet: “Look, Techno and
Tupac *do* have a lot in commeon. Like, the speak-
ers that were in my LA rental car.”

o g

COREY DENIS

Digital strategy and marketing, Toolshed Inc.
@coreythrace

" When she’s not working with Ani DiFranco, Kate
Bush, John Wesley Harding and others, Denis is
busy deploying a wry take on all things pop cul-
ture. Sample tweet: “i know everyl is sick of Some-

body That T Used 2 Know, but it's still fantastic. 1 <3

tragic lyric / happy hook dichotomy in pop songs”

HHHH

MIKE DOUGHERTY

Co-founder/CEQ, Jelli

@doughertym

" Co-founder/CEO of Jelli, the app that brings in-
teractivity to old-schoel radio, Dougherty tweets
a steady stream of digital business links, with an
emphasis on radic and startups, two places where
the action is constant,

#HHEH

JUSTIN ERDMAN

Senior manager of emerging :i'r',:r:r'mf technologies,
Universal Music Canada

@justinerdman

mWe'll let Erdman say it in his own words: “Spe-
cialties: music, tech and superb quips.” Sample
tweets: “DMB Concert Update 1: Just experi-
enced my first 8 minute flute solo + I found
Howard Jones ex-Killswitch Engage. He's sit-
ting just near me. ... DMB Update 2: not How-
ard. Threw up the horns at him; he looked at me
blankly. Also he's wearing what appears to be LL
Bean - dead giveaway"

Hppn

JAY FRANK
CEO, DigSin
L @Repojay

LESSORAH!

" Former CMT exec and current owner of a digital
label that gives free music to subscribers, Frank
believes in music digital strategy so much that he’s
written a book called “Hack Your Hit" and tweets
his analvsis of the DNA of hit songs.

s

LINDSAY GABLER

Social media specialist, the Recording Academy
@indsyghlr

" The social media guru for the Grammy Awards
is a self-admitted Twitter-holic, and finds time to

tweet choice pop cuts, celebrity insights, live show

—
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LUKASZ "DR. LUKE”
GOTTWALD

Record Producer, Songwriter
@TheDoctorLuke

M The good doctor of Top 40 fame clogs his Twitter with support for his network of pop stars and producer

(Katy Perry, Benny Blanco, Karmin) that have fresh material topping the charts, as well as hints at new ma-

terial coming from artists (Ke$ha, Diplo) currently in the studio. Whether tweeting about records old or
new, however, Gottwald abides by one rule: stay positive,

reports and intriguing social apps between moni-

toring analytics across the company's various
platforms. Mwost important, she knows how to

make her retweets—usually about breaking music

news—oacount,

HEHE

CLIVE GARDINER

Consultant

@elive_gardiner

M A leading figure in digital music and online
marketing, Gardiner's last U.K. music startup,
we7, became the biggest streaming app in the
country with personalized radio, ad-funded on-
demand streaming, subscriptions with mobile
apps and MP3 sales. Follow for startup and tech
news through a British lens.

&G

ERIC GARLAND

Co-founder, BigChampagne; Writer

@ericgarland

N Writer, BigChampagne co-founder and occa-
sional bassist Garland shares links to many of his
latest insights on his website {EricGarland.co) on
the music biz, global economy and guitars. And
sometimes all three at once: “1 just discovered that
Bain Capital owns Guitar Center stores. Do with
this information what you will.”
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PEPE GARZA

Singer/songwriter;

DJ, Que Buena (105.5) Los Angeles

@pepegarza

" Garza's Twitter bio reads, “When they talk to me

about destiny, | change the subject.” He's a low-key

L.A. radio executive, but he’s also a trailblazing en-
trepreneur known for introducing such regional
Mexican acts as Jenni Rivera and Espinoza Paz to
fans of the genre in a major way.

Hpp

MARK GHUNEIM
Founder/CEQ Wiredset, Trendrr
@MarkGhuneim

n Lots of fresh social media, tech and music
news links from the Trendrr founder, with a
particular focus on changes in consumer be-
havior. Must-follow for social-media marketers
and aspiring tech nerds ("Apple Mountain Lion
Twitter integration is impressive w/ the ability
to Tweet right from apps, Tweet sheet etc.”)

#EHH

SEAN GLASS

A&R rep, Glassnote Records
Wsdotglass
1 The A&R and social media guru for Glassnote

== AUGUST 4, 2012
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ANN POWERS
@AnnKPowers

MUSIC CRITIC/
CORRESPONDENT, PR

A passionate and elo-
quent chronicler of pop
music for nearly three
decades, Powers tweets
with taste and an utter
lack of snobbery. She
interacts with her fol-
lowers and chimesinon
everything from main-
stream pop fo Grimes
with heart and insight.
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NOAH
CALLAHAN-BEVER
@n_c_b

EDNTDR-IN-CHIEF, COMPLEX
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MARY HK CHOI
@choitotheworid
CONTRIBUTOR,
WIRED, MTV, AWL
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TONYDANDRADES
@rdandrades
ANCHOR, “PRIMERIMPACTD"

SASHA
FRERE-JONES
@sfj

POPCRITIC,

THE NEW YORKER

AR R

RYAN SCHREIBER

(@ryanpitchfork
FOUNDER/CED,PITCHFORK

WY YT

JULIANNE
ESCOBEDO
SHEPHERD
@jawnita
CONTRIBUTOR. SPIN, MTV
HIVE; CULTUREEDNTOR,
ALTERNET.ORG

o

TOURE

@Toure
CO-HDST, “THECYCLE"
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ELLIOTT WILSON
@ElliottWilson
FOUNDER/CED, RAPRADAR:
EDITOR-IN-CHIEF,
RESPECT MAGAZINE
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JEFF WEISS
@Passionweiss
COLUMNIST, LAWEEKLY;
STAFF WRITER, PITCHFORN
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Records (founded by papa Daniel Glass) is also :
an in-demand New York DJ. Lots of plugs for his |
own gigs, but frequent links to some choice cuts

and remixes, too. (Viceroy's “Jet Life” mix of Will
Smith's “Getting’ Jiggy With It" is a recent fave.) ;

HEAE

STEVE GREENBERG

Founder/CEQ, §-Curve Records
@steviegpro

HAHH

President, Rostrum Records

@Benjybenjy

n "'-flan.iger of both Wiz Khalifa and Mac Miller,
Grinberg is one of the coolest and hardest-working
label heads in the business. Follow him for a de-
mystifying behind-the-scenes glimpse. Sample:

“I texted a full-grown man today: ‘Can I call you
shorty,” instead of ‘Can | call you shortly.” One letter
t makes all the difference.”

BENJY GRINBERG

e

BAREEL N RS P B

m After helping launch the careers of acts like
Hanson and the Jonas Brothers, the S-Curve :
Records head oversees rising talents like Andy e
Grammer, We the Kings and Diane Birch while |
posting updates of his exploits on Twitter, For the
most part, Greenberg stays straight-faced online, |
be it his thoughts on airport food or praise of his
artist Joss Stone’s latest Soul Sessions release.

DEADMAUS

@deadmaus
8o i-bel Known almost as much for his outspoken tweets as his
EDM beats, Deadmaus took Twitter's social and business dia-
logue to a whole other level in March when he took a vocal track
tweeted at him by a follower and released it as a finished track,
“The Veldt.”

How did you end up collaborating with Chris James, a total
stranger, through Twitter?

| was finishing atrack and live-streaming the audio and video so
people could watch me do it. This one kid tweets that he had re-
corded his own vocals over the demo | was working on and then
posted it on Twitter.<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>