ADVERTISEMENT

We love youI

DECEMBER 10, 2011 ; e ) = B
www.billboard:com = . % (\:‘%‘ g- (- iy 4 V.
www.billboard.biz y - N AL e
T S s S ; d J : -7_" - |'- ..‘_', -._r': r WI
5 = - gl 4 .
¢ A D t

3 A
I I (AR5
o "M71894 ‘ .

4 205%"9 ‘




//@ 7,

Congratu]ations on being named Billboard Magazjne’s

Woman of the Year.

From our Kumble /ﬁffym/wig«i- and the dreams of a 74 f/m/a~r;[2,/ visOnGly - -
é A A

Through all of your amajing accogfgﬁfmaﬁf o

1./ oLl s
And e:fre’{\r,j/}z(}zjﬂ you er.'uf.' /E}’I.- in your (lally life...
Y/ Ch --'};'}

/ /
F 2 vl _J,; 2 f

You are an &sdpéralion, role model,

and agen/ of positive change for your generation...

I love you for thegéa{q{fﬁd&mmO/z. you are

and always have been. ..

(S 55




NANYE. ADELE. BON IVER. FOO FIGHTERS. BRUNO MARS. SKRILLEX. THE ROAD TO GRAMMYS 2012

. 2 DECEMBERT0 , 201
ga——— www.billboard.com
J - www.billboard biz
: o \.--
- .‘ e -»::-'
| \ 9.
]
' 4 ®
(9
a
want

Homen
In Music

e O e

INTHE MUSIC BUSINESS TODAY

Risir:g Star 3
Nicki
Minaj

PRINCESS OF THE NEW POP

\| =
Taylorge

Worman
syear




SURE, YOU COULD
CELEBRATE
FOR THE NIGHT.

Up

VisitLasVegas.com




Tk

ON THE CHARTS

ARTIST 11U
THE BILLBOARD 200 || 82 || MICHALL EUBLE/
HoLIDAY || 84 [| MICHALL BUBLE/
HEATSEEKERS [| 85 || ELEVANON WoRsie /
TOP COUNTRY | 89 || SEOITYMCcREcRY/
BLUEGRASS || 89 || YO Y0 MADUNCANMEVERTHILE /
TOP R&B/HIP-HOP | 90 | AL
CHRISTIAN [| 92 [| FASTING CROWNS/
cosreL § 92 | B e s
DANCE/ELECTRONIC | 93 !,J:r‘v?ﬂtr AT O
TRADITIONAL JAZZ [| 93 || AT BUBLE/
CONTEMPORARY JAZZ [| 93 | WAYMANTISDALE!
TRADITIONAL CLASSICAL || 893 :”?: ;'3\'? A
CLASSICAL CROSSOVER [l 93 | AMoReAsocey/
WORLD 93 ﬂ THUNOER /
TOP LATIN || 94 | For0 savTos/
() ARTISTS i amsy
SOCIAL 50 || 84 | JuSTIN BIEBER
PRl _A'"s' tmi

BIHANNA FEATURING CALVIN HARRIS /

as WE FOonn L O
Houpay | 87 | MRS
_HOT DIGITAL § 87 !
Heatseekens [l 85 | HE ARG AU
MAINSTREAMTOP 40 | 88 || AN FEATURING CALIN HARRIS /
ADULT CONTEMPORARY | 88 | MU oveter
ApbuLTToR 40 | 88 |l 8 L
nock § 88 | T L.
AcTive rock | 88 | EEVEL
HERITAGE ROCK | 88 || MOEieack
HOT COUNTRY | 89 | A% AiToeiioms
MAINSTREAM R&B/HIP-HOP © 90 n‘n”?m FEATTAMA pron=
RHYTHMIC | 90 | fMANNA FEATURING CAWIN HARRIS /
ADULTR&EB | 90| IMRest/
nap | 90 22 WA e
HOT RRB/HIPHOP | 91 | 12 MITEWEsT!
cHRisTIAN || 92 | EASTHS SRowNs!
chrisTIAN AC | 92 | SRS
CHRISTIAN CHR | 92 | MATKeARRET
GospeL || 92 || FAMGT R
DANCE CLUB | 93 || SEENAcomezs
DANGE/MIX SHOW AIRPLAY | 93 || [fIeiA FEATURIG CALYM HARRS
SMOOTH Jazz || 93 | oA Fot!
HOT LATIN | 94 | [INA RIS FENC, Ravee
ARTIST . 1106
CATALOG ALBUMS || #1 [| SUSANBAMLE!
DIGITAL ALBUMS [| #1 | SRAMAT
HOT 100 AIRPLAY || #1 ::','.‘Lf'“‘.;‘.'r:“"“‘“ ot
INDEPENDENT ALBUMS [| #1 [] JASON ALDEAN/
music vioeo sates | #1 | VENAL
ringTones | #1 ] A%
UNCHARTED || #1 | oseumo

UPFRONT

8 SOMEONE LIKE
HER Adele tops
Grammy noms in
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>>>SPOTIFY
OPENS APP
PLATFORM
Spotify is providing
third-party developers
access to its applica-
tion programming
interface to create
apps for the streaming
music service. To kick
offits new AP, Spotify
unvelled apps devel-
oped by TuneWiki,
Songkick, Last.fm and
other partner brands.
The apps are free and
aren't yet compatible
with mobile devices.
Billboard Is offering a
Spotify app that en-
ables users to stream
the top 10 entries on
five charts, including
the Hot 100.

>>>EPICTO
NAME STEWART
A&R HEAD

Eplc Records is ex-
pected to name Tricky
Stewart head of A&R
and is nearing a deal
to name former La-
Face Records execu-
tive Mark Shimmael to
a senior executive
post, sources say. In
another Sony Music
appointment, former
Interscope senior VP
of A&R Shawn Holiday
has been named both
senior VP of AER at
RCA, covering the
West Coast, and senior
VP at Sony/ATV Music
Publishing.

»>>>McGRAW
SCORES LEGAL
WIN CVER CURB
A Nashville judge ruled
that Tim McGraw Is
now free to record

for another label—or
on his own—without
Curb Records, which
has been his only label
home. On May 13, Curb
filed a breach of con-
tract suit against Mc-
Graw, claiming he had
recorded tracks for

his album Emotional
Traffic too long before
delivering them to the
label. McGraw filed a
countersuit on May 24
seeking advance pay-
ment and recording-
fund reimbursement,
unspecified damages
and ajury trial. A trial
for the suit's damages
portion Is set for July.

Reporting by Ed
Christman, David
Downs, Gall Mitchell
and Ray Waddell.

AT THE BOARDS COME FLY WITH ME JUST DANCE APPLE ARRIVES

AWARDS BY PHIL GALLO

Someone Like Her

Adele tops Grammy nominees in
marquee categories, Kanye leads
overall—and there are indie surprises

ith its nominations for the 54th annual Gramimy
Awards, the Recerding Academy has cemented
2011 as the year of a certain chart-topping Brit-
ish songstress, honored an electronic dance act
who's enjoying breakout success internationally, and provided an
indie-folk denizen of Eau Claire, Wis., with a surprising moment Who will win?
Artists up for

in the spotlight. Grammy Award
While Adele, Skrillex and Bon Iver each scored multiple nomi- in::aludeyBRUil'Os

nations (six. five and four, respectively), Kanye West topped them MARS, ADELE,

all with seven. albeit only one among the marquee categories for SKRILLEX and

. cgorie KANYE WEST
album, song and record of the year, with “All of the Lights” get- (clockwise from
ting a niod for song of the year. left).

The nominations found Grammy voters continuing lo steer
away from their previous proclivity for honering veteran artists
who have been overlooked in the past. To a certain extent, the new
conquering heroes are young artists—incuding Bruno Mars,
Lady Gaga, Katy Perry and Mumford & Sons—who helped make
the 53rd annual awards lelecast in February a ratings smash.

But the biggest winner of the evening was dlearly Adele, whose 21
has sold 4.7 million units in the United States, accarding to Nielsen
SoundScan, and has been lodged in the top 10 of the Billboard 200
ever since its debut in March, spending 13 weeks at No. 1.

“I'm really pleased for her.” says Richard Russell, co-founder
of Adele’s U.K. label, XL Recordings. (Columbia is her official
U.S. label) “It's been the Jatest in a long line of slightly unreal
events in connection to this record.”

Fighty-six artists received multiple nominations in 78 cat-
egories, a reduction from last year's 109, which was largely the

result of eliminating gender-based categories.

Nominations in the major categories were announced Nov.
30 during an hourlong concert at the Nokia Theater in Los
Angeles, which featured performances by Gaga. Rihanna, the
Band Perry, Jason Aldean and Ludacris; a tribute to the late
Nick Ashford and Jerry Leiber featuring Usher with Valerie
Simpson and Mike Stoller; and show host LL Codl |, Common
and Lupe Fiasco with Grandmaster Flash, Melle Mel and Scor-
pio for a special performance of “The Message.”

The telecast, the fourth year that the Academy has inserted
its nominatiens into a CBS concert special, was up 12% in total
viewers from the 2010 show, attracting an audience of 5.6 mil-
lion, according to preliminary data from Nielsen. The show was
also up 12% 1n the 18-49 demographic to 2.2 million viewers.
according to Nielsen figures supplied by CBS.

The night did net, however, showcase the rock and pop music
that stands to gain the most from the nominations. The Foo Fight-
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Their kinda party: JASON ALDEAN and LUDACRIS perform at the Grammy nominations concert at the Nokia

Theater In Los Angeles on Nov. 30

ers have five nominations besides album of the year. but their com-
petition comes rmore from their peers than their elders. At the last
cerernany, the solo rock vocal performance was four musiclans who
have been recording since the '60s (Paul McCartney, Neil Young,
Robert Plant and Eric Clapton) and John Mayer, In this year's re-
named rock perforrmance categery—and rock song as well—the Foos
join Coldplay, the Decemberists, Mumford & Sons and Radichead.

The lighter side of modern pop that Adele, Perry and Mars
represent was absent from the telecast as well, despite the fact
that the pop categories are particularly strong this year. Those
three are up for pop solo perforinance against PInk and Gaga. The
impressive pop vocal album categary features Adele’s 21, Cee Lo
Green's The Lady Killer, Gaga's Born This Way, Mars’ Doo-Wops &
Hooligans and Rihanna's Loud.

The recent prominence of country and hip-hop nominces in
the major categories receded this year, with the lone country act
being the Band Perry, which is up for best new artist, while West
and best new artist contender Nicki Minaj were the only rap nomi-
nees, Part of this owes to a rare duplication in the song and record
of the year categories, with four songs—Adele’s "Rolling in the
Deep.” Bon Iver's "Holocene,” Mars' “Grenade™ and Murnford &
Sons’ “The Cave”™—nominated in both. That overlap. which has
occurred five times between 1987 and 1994, has happened only
once—in 2007-—since the rules revamp in 1995 that put final
neminations in the hands of committees.

The Academy did reward some veteran artists with nominations.
Tony Bennett is up for popjduc group performance for his duet
with Amy Winehouse and traditional pop vocal, where his competi-

tion includes Barbra Streisand. Booker T. jones (pop instrumental
album). Betty Wright (traditional R&B performance). Sonny Rol-
lins {improvised jazz solo and jazz instrumental album) and Leven
Helm (Americana alburn) are among the legends who received nods.

Two question marks hang over the Academny as the Grammys'
Feb. 12 date at the Staples Center in Los Angeles approaches.
One is whether it can make pood en its announcentent in a press
release and on Twitter to present the reunited Van Halen, which
had been expected at the nominations show. Another is whether
Adele, who's recovering from throat surgery, will be in strong
enough health to sing on a night that pundits will undoubtedly
predict belongs to her.

“I think Adele will steal everything.” says Charlie Bagarozza,
senior store manager at J&R Music World in New York. “But Bon
Iver was nominated in a lot of categories and I think he will get
sorme attention as the underdeg.”

Who's likely to benefit the most saleswise in February?

“Depends on the performances.” says Mark Hudson. a buyer
at Trans Werld Entertainment. adding that “aside from who per-
forms, Adele will get a boost from winning a bunch of Gram-
mys—if there’s anyone left by February who doesni't already own
her album.” e

Additional reporting by Ed Christman and Gail Mitchell. For a
camplete list of naminess, go to Billboard. biz.

biz MOBILE: For 24/7 news and analysis on your cellphone or
mebile devics, ge ta moblle.billboard.biz.

360 DEGREES OF BILLBOARD

BILLBOARD REVAMPS
HOLIDAY CHART

Billboard debuts its first Hot 100 -style ranking of seasonal
favorites with this week’s launch of the Holiday Songs chart.
Like the Hot 100, the survey ranks tracks based on a for-
mula blending airplay, download sales and streaming data
as tracked by Nielsen Entertainment.

The 50-position chart will appear in print and on Billboard
.com and Billboard.biz during the holiday season.

Topping the inaugural ranking is Marah Carey’s 1994 Christ-
mas classic “All | Want for Christmas Is You.” Carey’s song also
appearsonthe list at No. 33 in arendition by Michael Bublé that’s

included on his No. 1 Billboard
200 album, Christmas.

In previous years, Bilt-
board’s holiday chart was
based solely on radio airplay
on aduit contemporary (and
a few adult top 40) stations,
most of which switch to all or
nearly all Chnistmas music fol-
lowing Thanksgiving.

Because radio gravitates
toward familiar songs, past holiday charts featured primar-~
ily classic Christmas tracks predating this century. With the
change in methodology to include downloads, streaming
and airplay from all monitored stations, the reconfigured
Holiday Songs survey presents a better balance of new
releases from artists like Justin Bieber (at No. 2) and tradi-
tional selections by Brenda Lee, Nat “King” Cole and Bobby
Helms (Nos. 3-5). ..
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UPERONT

COUNTRY B8Y TOM ROLAND

Nashville’s New Wave

A new generation of producers crash country’s tight-knit circle of hitmakers

hen Thompson Square reached No. 1 on Billboard's Hot
WCountry Songs chart with “Are You Gonna Kiss Me ot

Not" on April 9, the chart listing couldn’t have been more
appropriate, The producer credit went to NV, a two-letter acronym that
originally steed for New Voice Entertainment. And the preduction eam
was indeed a new voice, enjoying its first hit. But NV was just one of
several up-and-coming producers that made itinto the country chart’s
top 20 for the first time in a year that featured an unusual number of
new vaices behind the baards.

Historically, a handful of men have dominated the preduction
business in Nashville. In the "60s, label employees—such as Decca’s
Owen Bradley, RCA’s Chet Atkins, Epic’s Billy Sherrill and Capi-
tal's Ken Nelson—called the shots. In time. the central producers
were increasingly independents or label figures who hopped from
company to company. James Stroud. Jimmy Bowen, Tony Brown.
Scott Hendricks and Jim Ed Norman were among the select few
producers who held sway over Nashville, sometimes for 10-20 years.

But despite that backdrop, this year the upper tier of the country
chart had eight hit-making producers who just a few years ago were
handling other chores in the business. They were all engaged in music
in sorne fashion—as artists, songwrilers, engineers or even rock pro-
ducers—Dbut the volume of newcomers is unusual in a business circle
that has traditionally been hard to crack.

The fact that they're new to production is part of their appeal. “There
are 4 lat of very accomplished producers that we will continue to work
with,” Capitol/EMI Nashville president Mike Dungan says, “but we're
always looking for that next guy that's bringing something new and
fresh into the market.”

Jay Joyce was one of those people. He had already produced the demos
that got Eric Church signed to Capitol in the mid-"00s. The label stuck
with the Joyce-Church combeo through two albums that yielded mod-
erate chart success, This summer, their patience was rewarded when
the album Clicfdebuted at No. 1 en the Billboard 200.

“Capitel let us develop,” Joyce says. “Of course they were involved, but
we hadn't hung ourselves yet, so they let us do what we wanted to do.”

Taking chances is a big part of what this new production wave is about,
and it comes directly after a couple of other music-makers— Aldean pro-
ducer Michael Knox and Taylor Swift co-producer Nathan Chapman—
shot from obscurity to multiplatinum prominence with products that
defied conventional wisdem.

The four-man NV crew. which includes three Aldean band mem-
bers—drummer Rich Redmond, guitarist Kurt Allisen and bassist
Tully Kennedy—saw the importance of being different in their work
with Aldean and Knox. They helped Aldean develop hits with raw.
crunchy chords that pushed mainstream country’s stylistic boundar-
ies. Broken Bow owner Benny Brown signed Thompson Square after
hearing two tracks that NV produced for the married duo, Keifer and
Shawna Thompson, in a basement studio. NV's work on the project
resulted in a No. 1 single, though the duo sounds little like Aldean.
Thompson Square separated itself from the rest of the pack by record-
ing an album that’s feisty and energetic—a bit different from what one
might expect from a married couple.

NV, meanwhile, is cognizant that the production ranks are no lon-
ger as secure as they were when a small circle of men ran country’s

sessions. The team’s position is as tenuous as that of the artists with
which it works. “You're only as good as your next.” NV’s Kenrnedy says.
“Nothing’s taken for granted.”

Following is a list of the producers and production teams that, like
NV, were fairly new to the top ranks of the country chart in 2011, Two
of them—Joyce and Jeremy Stover—made their chart debuts as many
as five years ago. Bul in the context of country’s members-only past,
they rerain relative newcomers in their positions.
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JEREMY STOVER
Blggest hit: “If Heaven
Wasn't So Far Away.” Justin
Moore

Background: Staver left
Georgia to major in the
music business program at
Nashville’s Belmont Univer-
sity, signing his first publish-
ing deal in 2000 with Reba
McEntire's Starstruck Enter-
tainment. He laterwrote Em-
ersont Drive’s “Fall Into Me”
and Lonestar’s “You're Like
Comin’ Home." The quality
of his demos led to produc-
tion deals that yielded top 20
“ hits for Moore, Jack Ingram
and Danielle Peck.
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JAY JOYCE
Biggest hit: “Hell on the Heart," Eric Church

Background: [oyce was encouraged toleave Cleveland for Nashville
by older brother Mike, who played guitar for *70s hitmaker Gene
Cotton. Joyce worked as an engineer, guitaristand producer for such
rock acts as the Wallflowers, Tim Finn and Iggy Pop before being
introduced to Church, who wanted an edgy sound—which he got.

RODNEY CLAWSON
Biggest hit: “Barefoot Blue Jean Night.” Jake
Owen

Background: Raised on a ranch in the Texas
Panhandle, Clawson got his first songwriting deal
while working with fellow Texan John Rich. He
went on to co-author such hits as George Strait’s
“I Saw God Teday,” Big & Rich’s “Lost in This Me-
ment” and Jason Aldean’s “Johnny Cash.” Clawson
recently charted as a producer for Broken Bow art-
ist James Wesley.

CHUCK AINLAY
Biggest hit: "Baggage Claim,” Mirauda Lambert

Background: Anengineersince 1983, Ainlay has handled recording
and mixing for mainstrearn country albums by Vince Gill, George
Strait and the Dixie Chicks. He also produced rock and Americana
albums for Mark Knopfler and Emmiylou Harris, ameng other acts,
during the past decade

To the top: The NV produc-
tion team celebrates its
first No. 1single, Thompson
Square’s “Are You Gonna
Kiss Me or Not.” From

left are NV’s RICH RED-
MOND and TULLY KEN-
NEDY, Thompson Square’s
SHAWNA and KEIFER
THOMPSON, and NV's
DAVID FANNING and
KURT ALLISON.

DAVE BRAINARD
Biggest hit: “Lover. Lover.”
Jerrod Niemann
Background: A former gui-
tarist with a band at the Offutt
Air Force Base in Omaha, Neb..
Brainard moved to Nashville to
become a songwriter, working
with Dierks Bentley and Jamey
Johnson before their commer-
cizl breakthroughs. Recording
demaes led him into production,
and in 2006, he co-founded Mix
Dream Studios. where part of
Niemann's album was recorded.

JEFF STEVENS

Biggest hit: “Rain ls a Good
Thing.” Luke Bryan
Background: The West
Virginia-born singer fronted Jeff
Stevens & the Bullets, which
landed four titles on the Hot
Country Sengs chartin the lute
'80s. He later had a solo deal.
and also found success by writ-
ing hits for Tim McGraw (“Back
When"), Gearge Strait (*Car-
ried Away") and Tracy Byrd
(“Big Love™).

JOEY MOI

Biggest hit: "Barefoot Blue
Jean Night.” Jake Owen
Background: While studying
at the Center for Digital Imag-
ing and Sound in Vancouver,
Moi met Nickelback and rose to
prominence as a rock engineer
and producer before signing &
songwriting deal with Craig
Wiseman’s Big Loud Shirt,
which provided an openinginto
country. Before working with
Owen, Mol co-wrote the Tim
McGraw single “It's a Business
Doing Pleasure With You.”
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Swing along with me:
FRANK SINATRA, inset:
the deluxe edition of
Sinatra: Best of the Best.

In the two weeks after LeBron James tweeted a
link to the YouTube post of his latest Nike commer-
cial, more than 2.7 million people clicked on the
video of “LeBron Shine.” While the Miami Heat
star drives and dunks on an outdoor courtasacity

closes up shop for the night, the music playing in
the background shares little with the contempo-
rary hoops'n’hip-hep imagery.

The music is sweet. string-laden and slow.,
Frank Sinatra’s 1958 recording of Alan and Mari-
lyn Bergman and Lew Spence’s “Sleep Warm.”
The placement is one of the early steps by Sina-

tra rights-holders to prepare a new
audience for Ol Blue Eyes' 100th
birthday i late 2015,

“The young demo is interested.”
says Bill Gagnon. senior VP/GM of
catalog for EMI Music North Amer-
ica. "His relevance is impressive.”

The marriage of Sinatra and
visual media continues to grow.
*Ocean'’s Thirteen” revived his
1967 chestnut “This Town” four
years ago, "American ldol” held a
Sinatra week in 2010, and Twyla
Tharp’s dance show set Lo Sinatra'’s
music, "Come Fly Away,” began its
first national tour in August and
will hit 27 cities by June.

The groundswell of activity co-
incides with EM1 and Frank Sinatra Enterprises
merging for the first time his 1950s work for Capi-
tol Records with recordings for Reprise that started
in the 1960s. Sinatra: Best of the Best came out
Nov. 15. a 23-track collection available in a single
disc and a deluxe edition that EMI is targeting at
collectors and newcorners.

“When you have a catalog of over 2,000 songs,
your want to expose thern through a prime listen-
ing experience,” Frank Sinatra Estates co-chair-
marn Bob Finkelstein says. “Combing the best of
Capitol and Reprise helps to broaden kids” under-

standing of Frank Sinatra. This is a value proposi-

tion for older fans and a new generation. One of

the things Frank wanted to do was be important to
asecond generation.” Finkelstein believes Sinatra
would have been thrilled to hear Michael Bublé
and Rod Stewart sing standards asscciated with
him or to hear Justin Timberlake speak of him
as an influence.

The compilation will get a boost from an
American Public Television spe-
cial featuring classic TV perfor-
mances of more than a dozen of
the sengs. Gagnon and Finkelstein
say the sight of Sinatra singing has
a magnelic effect. not just for fans
whe saw him perform but newcorn-
ers as well. TV advertising will be
central to marketing the album in
the United Kingdom: in the United
States, a PBS pledge drive, Sinatra
playlists on Spotify and radio promotions will
lead the way.

“At PBS,” Gagnon says, “interest in Sinatra
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never seems to get old. We're seeing that a new
generation loves his style and swagger.”

Finding an actor who can carry over that style
and swagger will becorne important within the
next two years as casting begins on a biopic di-
rected by Martin Scorsese. Finkelstein says
there’s “no news at the moment. We're still work-

Sound
+Vision

« Ol Blue Eyes Is Back

As Frank Sinatra's centennial approaches in 2015,
TV, film and music projects abound

ing on a script”—but the plan remains to have the
{ilrm in theaters close to Sinatra’s 100th birthday
on Dec. 12, 2015.

Between now and then. the estate will continue
to leak for more opportunities to combine cata-
logs, including his Columbia recordings of the
‘305 and '40s. “The anniversary is ever-conscious
to us,” Finkelstein says. “We want to show the
depth of his career.”

NOTES: “Bride of Deluxe,” a song
from Cliff Martinez’s “Drive”
soundtrack, is being used in a Black-
Berry advertising campaign that
started recently in South Africa. It's
expected to go worldwide. Cutting
& Edge Group, which financed the
score's production, placed the track
...Ryan Adams is the next artist to
participate in CBS Interactive Music
Group's webcast series “Live on Letterman.” He
will perform live at New York's Ed Sullivan The-
aterat8 p.m. ETon Dec. 5... NBChas scheduled
an extra episode of “The Sing-Off” that will air
Dec. 5. The two-hour “A Sing-Oft Christmas”
will be broadcast live and feature previous win-
ners Committed and Nota, plus groups from
all three seasons. Flo Rida and judges Sara Ba-
reilles, Ben Folds and Shawn Stockman will
alse perform. .o

QUESTIONS

with SUROOSH ALVI

by ANDREW HAMPP

When Vice Music first approached its old colleagues at Warner Music Group about revisiting their
long-term distribution deal, the major demanded justice. Or rather, Justice—whose hotly antici-
pated Audio, Video, Disco was due from Vice Records but needed a major-label distributor to give

it the proper support it needed.

Soon, talk about Audio, Video, Disco evolved into a freshly signed three-year deal between Vice
and Warner Bros. Records that will encompass everything from distribution to marketing to live
events. The deal brings things full circle for Justice, whose debut album, Cross, was released under

Vice’s partnership with Atlantic Records, a deal that ended in 2007.

“We signed the deal with Warner Bros. and basically the next day we were talking to Elektra to
figure out how we could get involved with the Justicerelease,” says Vice Media co-founder Suroosh
Alvi, who aiso heads up Vice Music. “It’s a great way for us to come out of the gates.”

Under the deal, Vice will feature Warner artists on its growing slate of media properties, from
its Creators Project global events series to its MTV show "Vice Guide to Everything’” and music-
discovery platform Noisey.com. Inaninterview with Billboard, Alvi talks about how the partnership

came together and what's ahead.

Vice went indle lor a few
years after Its partnership
with Atlantic ended in 2007.
How was that period for you
as a label?

We did something we hadn’t
done before, which was running
alabel soup to nuts, When we left
Atlantic, they were handling all
the business atfairs stulf, roy-
altyaccounting, all these things
we'd taken for granted. It was
like. "Oh, shit, we haveto do this
stuff ourselves?” We realized
that our strengths are A&R and
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markeling—signing and build-
ing artists’ brands, that’s what
we should focus on.

What made you go back
to Wamaer?
We were being courted by all
the majors in some capacity,
and I had some friends over at
Warner, like [Warner Bros. co-
president/CEO] Todd Moscowitz
and |Warner Bros. co-president/
COO] Livia Tortella. She'd been
GM of Atlantic and we worked
with her closely over the years.

DECEMBER 10, 2011

We thought Warner Bros. was
really in line with us; they really
gotusand felt they were the right
major for us to partner with. The
merch, the touring. the Warner
afferings in thatkind of area are
the best bar none compared to
any of the majors. That's what
we needed help with.

Vice artists like Black
Lips, Chromeo and the Ra-
veonettes will benefit from
Warner's distribution reach.
What's in It for Warner acts?

We have had a meeting with
Warner to explain that Vice really
is more than just a magazine,
for people who didn't know how
we've expanded over five years
ago. Where there's a good fit to
work with artists on Noisey or
Creators Project, we're opentoit.

How will this affect the
artists you sign?
It definitely makes us more
competitive, It's a very compel-
ling offering, the Vice-Warner
Bros. combination. In terms of
signing advances and money
upfront, | can't compete with
Universal or Sony, though |
feel like we can beat them in
many other regards. But now
with Warner Bros.., we can
offer the best of both worlds

to arlists,

) Odd Future was one of
the acts Vice missed out on
slgning during its indle pe-
riod. Were there any other
missed opportunities?
Yeah, what XL paid for a one-
off, I can’t do that. There was
also No Age, whichwent to Sub
Pop, and Fucked Up. which
signed to Matador for | think
$60,000. Back then for the type
of band they were, it was too
much money. Not that we want
to getcaughtupinbidding wars
now—it's an unhealthy exer-
cise. You're just building debt.
always dealing with a situation
where you're trying to recoup.
We're interested in doing smart
deals. not going to chase and
spend money unnecessarily just
to get a band. If it doesn’t sell,
then you're screwed.

How's the Justice record
doing?
They had a strong first cou-
ple of weeks. They've sold
around [130,000 worldwide|
right now. and they're going
to have a big year all next
year when they start tour-
ing. The thing about Justice
is that last time it was a slow
build. Their success didn’t
happen before that, it came
from all the commercial
synchs and their touring.
I think the record’s amaz-
ing. and they took some risks
they're going to be rewarded
for artistically. They didn't
just rehash Cross and make
Cross 2. They developed as
artists, and probably sur-
prised some of their core
people out there. e
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Bound for Nashvillé:
ASSNECTAR
rforming at the
adium Ballroom
llas on Oct. 31
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"—Eectronic: The New

King Of The Road?

Even Music City will be Spin City this New Year’'s Eve

The electronicfdance;D] live business is argu-
ably the hottest sector of the live music business
today—and not just in terms of artist develop-
ment and mainstream and underground festi-
vals. What's really distinguishing the current
scene from previous beomlets is its impressive
hard-ticket sales.

After languishing as a niche genre in the
United States for years, electronica is now main-
stream, and the signs are everywhere. Electronic
music fests draw hundreds of thousands of fans
on a global basis. Once an underground scene,
its promoters, managers and agents are now
frontand center: Live Nation, the
world's largest concert prormoter,
recently launched its Electronic
Nation Canada division, while
venerable Washingten, D.C.. rock
room 9:30 Club just formed an al-
liance with U Street Music Hall
to foster artist developmentin the
genre. Perhaps most impressive,
Bassnectar’s New Year's Eve
show at Nashville's Bridgestone
Arena is already sold out.

That'sa particularly telling milestone. Brid ge-
stone Arena, under a variety of previous names,
has a history of selling out New Year's Eve
shows—with the likes of Toby Keith, Kenny
Chesney. Tim McGraw and Brooks & Dunn,
primarily booked by former promoter Steve
Moore. now CEO of the Country Music Assn,
For Bassnectar to play Music City on that night,
promoted by AC Entertainment, speaks volumes
about the artistand the scene, and blows up pre-
conceived notions about the market.

The sigrificance of Bassnectar (aka Lorin
Ashton) playing the biggest venue in the home
of country music on New Year’s Eve isn't lost
on C3 Presents partner Charlle Walker, who
wears his artist manager hat when discussing
Bassnectar, a client of C3’s management divi-
sion. “First, I think it's a statement that these
electronic acts can play arenas at all.” Walker
says. "Second, Nashville may not be known as
the most cutting-edge market, but this shows
that maybe it is; it's ahead of the curve in terms
of fallowing electronica. | don't think we'll see
a lot of cowboy hats on New Year's Eve in this
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arena, unless they're neon.”

Working with Bassnectar agent Jake Sch-
neider at Madison House, Walker and C3 are
building a DJ act by following rock rules, a trait
shared by cther hotartists in the scene like Pretty
Lights, Kaskade, Deadmau$ and Skrillex.
Theseare real headlining acts that matter beyond
just being house music for a party. “Bassnectar
has always concentrated on selling hard tickets
and developing like a rock band.” Walker says.
Playing more than 100 shows arinually in the
United States, Bassnectar has worked his way up
from small clubs to headlining 2,500- to 5.000-ca-

pacity rooms, plus a handful of

“event” shows he hosts known as
Bass Cernters that draw more than
10,000 paid attendees.

RAY A key factor driving this scene
is the heavy social engagement be-
tween artists and fans. “In terms
of sheer numbers, look at the Face-
book friends that Bassnectar, Skril-
lex or Pretty Lights have,” Walker
says. “These are hundreds of thou-
sands of fans that these guys are talking to—and
I mean literally talking to—-on a regular basis.”

While Walker may have had alearning curve
when it comes to the aesthetics of the music,
when it comes to artist development the basic
rulesapply. “From a traditional live, hard-ticket
development standpoint. the strategy is the
same: Dan't grow too fast, and try to maintain
a flatter curve so we can have some longevity,”
Walker says. “If we need to, we’ll under-play to
make sure wesell out so we can keep it growing,
as opposed to taking short roney and having
empty seats.”

In reality, the development of the electronic
scene is not unlike what happened with the jam
band scene in the early 905, “The fans are differ-
ent—they'reveryyoung—butit's similar.” Walker
says. “We'll see kids that follow Bassnectar for
10-15 shows, and I think the other guys see that
too. There's a stiong network, and the developing
technology has made that networking easier than
when the jarmn bands were at their height”  + «

= For 24/7 touring news and analysis,
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ITunes CloseTo South American Debut

Argentina and Brazil to follow Mexico as digital retailer expands

The imminent arrival of (Tunes in sev-
eral Latin countries sets the stage to fi-
naily break open the Latin online music
marketplace and radically change the
business landscape in countries where
music has been struggling during the
past decade.

Although iTanes declined to com-
ment, multiple sources have indicated in
recenit months that the retailer is finally
maoving in earnest into the Latin region.
While it's been widely commented that
iTunes plans to open shop in a hand-
ful of countries including Argentina by
first-quarter 2012, some sources say the
retailer plans to launch operations in
Brazil as early as Decemnber. What is
certain is that iTunes has been negotiat:
ing separately with labels and publish-
ers and now appears close to debuting.

In late 2009, the store tested the wa-
ters with the launch of iTunes Mexico,
where legal online music sales were
virtually nil. But in 2010 nearly 13 mil-
lion tracks were sold online, according
to Mexico’s association of record pro-
ducers (Amprofon)—a 116.3% increase
over 2009—with most of those numbers
corning from iTunes. The dent was sig:
nificant, since sales of physical CDs fell

11.3% and 8.8% in total value that year,
according to Amprofon.

For the first six months of 2011. digi-
tal sales— propelled in large part by the
iTunes store—helped turn the market
around. According to IFPL, the Mexican
music market grew 7.726 in the first half
of 2011 compared with 2010, even as
physical sales dropped 11%.

“Even though file sharing seemed to
have become a habit. iTunes has shown
that a significant amount of peple turn
to downloading legal music when given

that option,” EM[ Mexico managing di-
rector Robbie Lear says. “This is posi-
tively indicative that the more options
people have to access music legally on-
line [through downloads, streaming and
subscription services], the more they will
do so. The illegal file sharing will de-
crease and. if managed well. the true
value of music will grow.”

No other Latin American market
is as ripe for digital commerce as Bra-
zil, where there are al-
ready healthy online Latin
music sales from vari-
ous stores like Sonora,
There, online music sales
accounted for 58.7% of
all digital music sales
in 2009, surpassing mo-
bile sales—which repre-
sented 41.3% of the mar-
ket—for the first time.
That number is in sharp contrast to
2006, when mobile sales represented
96% of the digital music market, For
the first six menths of this year, digital
music sales have increased in Brazil by
2.2%. according to 1FPL.

Conversely, a whooping 96% of all
2010 digital musical sales in Argentina

LEILA
CoBO

Notas

came from cellphones. while only 496
were made online—a stark reminder
that, unlike Brazil, there aren’t any suc
cessful enline music stores.

“It’s 4 digital market that has
been consolidating, it's been grow-
ing. It generates interesting revenue
buris still very based on mobile de-
vices," says Alejandro Duque, di-
rector of sales and business devel-
opment for Universal Music in the
Southern Cone {Ar-
gentina. Chile, Para-
guay and Uruguay).

If iTunes were to
launch in these terri-
tories, he says, “things
would balance out be-
canse it would aim for
people who own digital
music devices and have
& culture of Apple and
of consuming music. Even if they buy
music enline already, they definitely
don’t do it with the frequency they
would if they had direct access to that
music on their device.” ..

o Far 24/7 Latin news

and analyuis, ses
billboard.biz/latin.

Beyond Bossa Nova

ARChive of Contemporary Music launches effort to catalog works of Brazilian artists

The recent donation of 20,000
albums of Brazilian music by a
collectorin S3o Paulois the first
major contribution to acam-
paign to catalog and celebrate
the sounds of Brazil.

The ARChive of Contempo-
rary Music in New York has de-
clared Sept. 7, 2012, Brazilian
World Music Day, and is call-
ing on fans around the world
to contribute to the project.
"Creating a world-class Bra-
zilian collection here in New
York is a goal that would exist
even if we never thought to
organize Brazilian World
Music Day,” ARC founder Bob
George says. "It is a happy ac-
cident that the two projects

Celebrationday: ARC foun
BOB GEQRGE (left} and pr
BECO DRANOFF

The anonymous S3o Paulo
record collector’s donation
came after Dranoff discussed
the event on a local TV pro-
gram. Individuals and organi-
zations can donate albums by
visting brazilianworldmusic-
day.wordpress.com.

Dranoff concedesthat “Bra-
zilian artists will never have
international attention like in
the bossa nova heyday.” But
contemporary artists and vet-
eran performers like Gilberto,
Sergio Mendes and Gilberto
Gil remain prominent on the
international stage. Even the
soundtrack to the animated
movie"Rio,” for which Mendes
served as executive musical

have come together and sup-
porteachother”

The nonprofit archive’s ef-
forts wili resemble those that
surrounded Muslim World
Music Day on Aprit 12, for which
it held live events to celebrate
the music and built an online
database to provide fans and
researchers a comprehensive
list of Muslim music recordings
available worldwide. ARC is
also planning similar effortsfor
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the music of India (2013), Scan-
dinavia (2014), Cuba (2015)
and China (2016).

For next year’s Brazilian
World Music Day, “the goal
is 500 seminars and lectures,
1,000 radio shows, 500 per-
formances around the world,”
says George, whose Lower
Manhattan offices house more
than 2 million records, includ-
ing about 5,000 Brazilian
music recordings. “Theideais
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that they will all take place on
oraround the same day.”
George, who produced
Laurie Anderson’s “O Super-
man,” founded ARC in 1996.
Since 2009, the archive has
been affiliated with Columbia
University, and is supported
by Gracenote and private do-
nors. OnDec. 10, ARCwillhold
one of its two biannual album
sales, with some proceeds
going toward Brazilian World

Music Day’s $150,000 budget.
The project’s director is Beco
Dranoff, producer of albums
by Bebel Gilberto and other
popular contemporary Brazil-
ian artists and co-producer of
“Beyond Ipanema,” a 2009
documentary about bossa
nova, the genre that took Bra-
zilian music around the world.

director, proves the music's
continued mainstream appeal
outside of Brazil.

“Through interest among
DJs and the conjunction of
social media,” Dranoff says,
“‘young people internation-
ally are very aware of current
Brazilian music.”

—Judy Cantor-Navas

EN ESPANOL: All the great Latin music covernge

you've coma to sxpect fram Blilboard—in Spanish

Go to blliboardenespanol.com.

BILLEOARD REVISES
RULES FOR AIRPLAY
CHARTS
Recurrent rules for the fol-
lowing audience-based Bill-
board airplay charts now dic-
tate that descending songs
are removed if they fall
below No. 15 after 20 chart
weeks or below No. 10 after
52 chart weeks. The new rule
affects the Latin Pop Airplay,
Latin Rhythm Airplay, Re-
gional Mexican Airplay and
Tropical Airplay charts. The
Hot Latin Songs chart isn’t
affected by the change.
—Leila Cobo

CALLE 13 JOINS ANTI-
HUMAN TRAFFICKING
CAMPAIGN
As part of their MTV EXIT
(End Exploitation and Traf-
ficking) campaign, MTV
Latin America and Tr3s will
feature Calle 13’s song “Pre-
parame la Cena" in public
service announcements
against human trafficking
that they’re running in part-
nership with UNICEF. The
Puerto Rican rap duo wiil
also host a documentary on
human trafficking titled *In-
visible Slaves” that will air
Nov. 29 on MTV Latin Amer-
icaand Tr3s. Calle 13 recently
won nine Latin Grammy
Awards, including trophies
for record of the year, best
urban music album and best
alternative song.

—Justino Aguila

MOBILE WEB USE
HIGH AMONG
HISPANICS

An estimated 52.9% of His-
panic mobile customers surf
the Web on their handset,
compared with 41% of atl
U.S. wireless users, accord-
ing to data from eMarketer.
The research company proj-
ects that mobile Web use
among Hispanic wireless
customers will reach 71.1%
by 2015, versus 60.9% for all
wireless users. But accord-
ing to the U.S. Department of
Commerce, broadband use
among Hispanic households
continues to lag behind that
of the overall U.S. popula-
tion. Only 57% of Hispanic
households subscribed to
high-speed Internet services
in 2010, compared with 68%
of all U.S. households.
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Ina reflection of their advocacy work on Capitol Hill, trade groups representing the interests
of entertainment industry rights-holders are often headed by former politicians or veteran
lobbyists. Ex-congressman Dan Glickman and former U.S. senator Christopher Dodd (the
former and current CEOs of the Motion Picture Assn. of Amenica) and longtime lobbyists Mitch
Bainwol and Hilary Rosen (former heads of the RIAA) are prime examples.

But asrecord labels faces new challenges to monetize and defend their intellectual prop-
erty, it's befitting that the RIAA is now headed by a seasoned copyright attorney: chairman/

CEO Cary Sherman.

Before joining the trade group as general counse! in 1997, Sherman was a senior partner at
the Washington, D.C., law firm of Arnold & Porter, where he headed the firm’s IP and technol-

Cary Sherman

While'the majors remain deeply
challenged, the RIAA chief sees

reasons for optimism.

ogy practice group and served as outside counsel to the RIAA.

Named RIAA president in 2001 and Bainwol's successor as chairman/CEOQ in September,
Sherman has coordinated the organization's key initiatives in such areas as technology, licens-
ing and enforcement and played a central role in brokering this year’s breakthrough agree-
ment with U.S. Internet service providers (ISPs) toimplement a graduated-response program

to combat online piracy.

At a time when U.S. music sales are rebounding, a new wave of digital services is coming to
market and the Stop Online Piracy Act in the House and the PROTECT IP Act in the Senate are
receiving bipartisan support but sparking controversy, Sherman takes stock of the terrainin

aninterview with Billboard.

The agreement with the [SPs
was In the works for three years
What finally led to all sides
reaching a deal?

It was slogging through the issues
that separated us one by one, point by
peint, to get to the sweet spot where
we both said that this could be help-
ful. They were looking at this as an
opportunity to do the right thing, but
their focus was clearly on education.
We also wanled it to have a little bit
of teeth. We wanted people to know
that when they see the [infringement]
notices. it meant something. We got
to a peint where we defined the miti-
galion measures, the timeline, how
many alerts and all kinds of details
where both sides felt, “OK. wecan do
this, we can make this work.”

[f we can change the behavier
of enough casual offenders—in-
fringers that think, “[ts just so
easy. so why not do it?” and then
realize, “You know, [ dor’t want to
get in trouble with my I1SP. [ don't
want to get in trouble with copy-
right owners”—that could make a
huge difference in the revenue of
this industry.

Bills in Congress targeting web-
sites that faciiitate copyright in-
fringement have sparked com-
plaints that they overreach
We've heard a lot of those criticisms
over the years for virtually every pro-
posal that has been made to address
piracy because there are some orga-
nizations that would just prefer to
allow people to profit from piracy
and for creators” rights to be stolen,
rather than do anything to interfere
with anything having to do with total
freedom on the Internet. I'm all for
Internet freedom. I'm not for Internet
anarchy. Rules have to apply online.
just as they do offline.

The issue of termination rights
for copyrights older than 35
years has become a contentious
issue for all rights-holders, in-
cluding labels and recording art-
ists. How big a risk does it pose
for major labels?

The biggest fear is interference with
the marketplace. Thisis nota risk to
music labels per se: this is a risk to
everybody who makes money by ex-
ploiting sound recordings. If a band

is worried that they're poing to wind
up with eight years of litigation with
no revenues in the meantime, then
they're going to look for another way
to solve this issue instead of looking
to evoke termination. So exactly how
this is going to play out in the mar-
ketplace has yet to be seen.

The RIAA and the National
Assn. of Broadcasters appeared
to reach a tentative agreement
last year on requiring terres-
trial radio stations to pay per-
formance royalties for their use
of sound recordings. Where do
things stand with that elfort?

That deal is now off the table and
there are no negotiations currently
under way. But wealso believe thatat
some point there will be discussions
again because radio stations are going
to face increasing competition from
digital musicservices. Radio stations
are going to want to be online in a
much bigger way than they are right
now, and as a result, they're going o
have an interest in negotiating roy-
alty rates for the full range of their
businesses. They're going to want to

rationalize their business and come
up with a royalty-based structure that
makes sense for them economically
and thatwill benefit us. There will be
market reasons in the future lor usto
figure this out and we're optimistic
that at some point we will,

How has the consclidation
of the recording industry af-
fected the RIAA's abllity to
linance its operations?
There's no way for the association
that represents record companies not
to feel the same thing record com-
panies are feeling themselves. They
have downsized very considerably
and we had to downsize our staft
and our budget accordingly. We all
have to do more with less. We can't
ask any more of curselves than the
record companies ask of themselves.
But having said that, we are feeling
more optimistic these days than we
have for a very long time. Sales are up
for the firsttime in a long time, there’s
a growing recognition of the piracy
problern and the need to address it by
the government und by major compa-
nies in the marketplace. We're seeing

a new energy in the music market-
place with new services coming in—
Spotify, Facebook and go on. There’s
just a lotof reasons o feel the situation
muay finally be improving.

If digital music services like
Spotify and Pandora succeed
in building thriving bu

sses,
will their success necessarily be
positive for the majors?

Anything that brings more music to
more people is a good thing forus. As
long as an appetite for music is there,
we'll ultimately find a way to mon-
etize it. Right now there are royalty

rates that are, in many ways, too low.

On the other hand, you dont expect
the rate to be perfect the very first
time you niegotiate it. It's evolving the
marketplace, it's evolving business
models. and therefore evolving rate
structures, We have some way to go
before we all learn enough from the
actual behavior of the marketplace to
figure out what the best rmodels and
rate structures are.

In the future, will consumers be
paying for access to music rather
than purchasing It directly?

Yes. When | say yes, | don't mean
exclusively in that direction, but that
a primary model will be an access
model rather than the unit-sales
madel that we've had for many de-
cades—actually for our entire history.

How soon do you think we'll
get there?

Whoknows. It'sinteresting—iTunes
is doing very, very well, People are
still very interested in augmenting
their music collections. But we have
a lot of contradictory behavior in
the marketplace. It's very hard o
tell what is a trend that's going to
completely change the marketplace
versus what willbe a trend that com-
plements the existing download and
sales marketplace. e

Sales areupfor thefirsttimeinalongtime. There’sagrowing
recognition of the piracy problem. We’re seeing anew energy
in the music marketplace with new services coming in.
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WE ARE HONORED
TO WORK WITH
THE "FEARLESS”
TAYLOR SWIFT
AND THE

BIG MACHINE
LABEL GROUP!

CONGRATULATIONS
ON BEING NAMED
BILLBOARD WOMAN
OF THE YEAR!

YOUR FAMILY

AT UNIVERSAL
REPUBLIG RECORDS
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Top beauty editors think Crest 3D White is the best.
We think you’” agree.

RADIANT MINT
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Crest 3D White is the #1 whitening brand recognized by top beauty
magazine editors. So transform your smile. And watch heads turn.

Visit 3DWhite.com/beauty-awards to learn more.
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FROM THE EDITOR

Now 1n its seventh year, Billboard's Women in Music list began as & simple notion: to
recognize the efforts, achievements and talents within the ranks of female executives in
the music business, at a time when boardrooms were overwhelmingly male. And while
that reality still has a ways to go. it has been delightful to watch the contributions women
are making to this business grow. even in the seven years we've been compiling this list.
What began as an honor for 20 women grew to 30. And this year, after seeing nominations
double from 2010, we've expanded to 40 positions. Billboard senior editors read and score
each nomination to produce this list, and believe me when [ say that we could extend it
to 60 or more and still have rain-making talent at every number.

Meanwhile, our incredible run ol honored artists, from past winners Reba McEntire, Lea
Michele, Deborah Harry and many more ta this year’s Woman of the Year Taylor Swift and
Rising Star Nicki Minaj only goes strength to strength. Has a more unique voice or style
emerged in recent years than Minaj? Is there a more bankable superstar with a more positive
message and better songs than Swift? 1n 2009 we honored Lady Gaga as our Riging Starand
Beyoncé as our Wornan of the Year, and the two women met and were sa impressed with one
another that they ended up performing the song “Telephone” together, I'm not guaranteeing
that history will be made at this vear's Dec. 2 event in New York. But you can all but bet that
ifitis, it'll be some of the very executives in the room that end up marketing it. promoting
it, creating the tour for it, breaking it on radio. digital services and social networks and, in
short, helping that talent be all it can be. A year from now, you can bet we'll tally the score,

—Bill Werde
Editerial Director, Billboard
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HOW SPARKS FLY

In an exclusive interview, Taylor Swift
speaks with Billboard Country Up-
date editor Tom Roland about the
role models that she has admired,
her new Speak Now World Tour Live
album and DVD and the spontaneity
of her Twitter feed.

SWIFT DISC FOR Q4 20127
The singer/songwriter tells us she's
"far alang” in the writing of her next
studio album.

MAKING RECORDS—AND
BREAKING RECORDS

An exclusive career recap aof Swift's

top 20 hits on the Billboard Hot 100,
and a look at the chart records that

she's been setting

TAYLOR'S TEAM

Talking with Big Machine and 12
Management about their support for
Swift's rise.

BEYOND BRANDING

Swift has a reputation as a creative
collaborator with cansumer brands,
carefully chosen for strategic
partnerships.

“A BORN HEADLINER”
Louis Messina, who has promaoted
all of Swift's concerts in the United
States, offers his perspective of her
“magic" as a performer.

TAYLOR GOES GLOBAL
Mare than any Nashville artist in
recent history, Swift is bullding a
global audience, and doing it in the
best way possible—by taking her
show on the road to international
fans. With reports from Europe, Asia
and Australia.

TAYLOR TALES

Country radio programmers, among
the first charmed by Swift, offer their
memories of an exceptional young
wormnar.

NICKI MINAJ RISING STAR | 47

WELCOME TO THE
DOLLHOUSE

Nicki Minaj and her tearn reflect an
the massive appeal of the
distinctive artist.

ROMAN’S EMPIRE
Micki Minaj brings branding
expertise to Mattel, MAC Cosmetics
and maore.

ON THE CHARTS
AND IN THE PINK

An exclusive analysis of
Nicki Minaj's rapid rise up the
Billboard charts.

WOMEN IN MUSIC | 53

BILLBOARD’S TOP WOMEN IN MUSIC

A doubling of the number of reader
nominations this year led to the ex-
pansion of our annual list to 41 hon-
orees—with one statistical tie. Scores
of nominations were ranked by Bill-
board’s editorial tearmn, who chase this

vear's list of the top female execu-
tives who are driving our

business forward with their vision,
dedication and hard work. Plus, a list
of all the wormen who were nominated
by their peers and calleagues.
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SPARKS
FLY

The youngest superstar ever chosen
as Billboard’s WOMAN OF THE YEAR,
Taylor Swifl has enchanled fans,
Jellow stars and the music business alike.
BY TOM ROLAND

AYLOR SWIFT MADE A rather large statement about her status in the music business during
2011 by simply placing a request. <+ Entranced by Nicki Minaj's hit single “Super Bass.” she in-
vited Minaj to come out to the Staples Centerin Los Angeles and perform the seng in a surprise
appearance during Swift's concert in August. -+ Inthe aftermath, Justin Bicber asked ifhe could
do a guest spot with Swift. In short order, thesingerfsongwriter was lining up musicians in many
of the major markets to add a little local flavor to the might: Jason Mraz in Los Angeles; Usher
and T.l. in Atlanta; Shawn Colvinin Austin: Jim Adkins of immy Eat World in Phoenix; Rennie
Dunn, Tim McGraw, Kenny Chesney and Paramore's Hayley Williams in Nashville: and Selena
Gomez and James Taylor at Madison Square Garden in New York, as her 2011 tour concluded.
“ “I'm just as shocked by it as all the fans are in the audience.” Swift says of her guest stars,
“the fact that they would spend their evening coming out and playing for free for my fans.” & That gesture, made by artists
across a variety of genres in numerous citles, speaks volumes about Swift's influence on pop culture in the five years since
she arrived with her self-titled debut album on Big Machine Records at the age of 16.

On Dec. 2, Swift will receive Billboard's Woman of the
Year award during Billboard's Women in Music event at
Capitale in New York. At 21, Swift is the youngest artist
ever to receive the honor.

The annual award celebrates the achievements of a trail-
blazing female recording artist during the past 12 months
and acknowledges her everall success and leadership in
the music business.

For Swift, the honor comies at the close of a year in which
she earned the entertainer of the year award from both
the Academy of Country Music in April and the Country
Music Assn. (CMA) in November. In May. Swift also won
Billboard Music Awards for top country album, top Bill-
board 200 artist and top country artist.

For most of the past year, Swift has been on a worldwide
tour supporting her 2010 aburn Speak Now, with dates in Asia,
Europe and tie United States. The trek has been captured on
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the newly released Speak Now World Towr Live album and DVD,
the former selling 28,000 copies, according to Nielsen Sound-
Scan. Her 2010 alburn Speak Now arrived with debut-week
sales of 1 million units and has sold more than 3.7 million.

Worldwide, Swift has achieved album sales of more
than 20 million and digital track sales of more than 40
million, according to Big Machine Records.

And Swiit has donated more than $1 million to char-
ity in the past year. Her efforts have raised money and
awareness for causes including clear water, literacy and
disaster relief.

The guest artists on Swift’s tour stops testify to both
her busiriess and personal achievements, On a business
level. they recognize the size of her audience and the media
splash a guest artist will enjoy by sharing the stage with her,

But those maorments are alse a testament to Swifl en a
personal level. While unideniably a superstar, she is lik-

|



able, inviting, savvy and talented. And she has
managed to grow up in public while rernain-
ing both sweet and classy.

In Octaber, when Alan Jackson was in-
ducted into the Nashville Songwriters Hall
ol Farne, Swilt was one of just two acts asked to
perform his material for the A-list music busi-
ness crowd. Swilt sang Jacksan's 9/11 memno-
rial ballad, “Where Were You (When the World
Stopped Turning),” in 2 manner that balanced
the song’s emotionalism with a perfectionist’s
attention to detail. With Garth Brooks, Lynn
Andersor

d Juhn Oates among the celebri-
ties in attendance. Swift rendered the song as
if it were her own, providing a dynamic arc to
many of the lines and coaxing a standing ova-
tion, [t was justone more moment whern Swift
proved how she makes sparks fly.

Swift, who turns 22 on Dec, 13, was in

the closing weeks of her current U.S. tour
when she took time on a day off to speak
with Billboard.

Congratulations on being Billboard’s
Woman of the Year.
Thank you. It is pretty cool.

Just a few weeks ago was the five-year
anniversary of your first album, released
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when you were 16. Now you’re Woman of
the Year. Where do you see yourself on that
scale of girl and woman?

Growing up in this pesition, making music,
writing songs and having everyone hear what
I'm going through since | was about 16 years
old, now I'm 21 about to be 22— wouldn't have
had it any other way. Ona scale of being a girl or
teenager or woman, | never tried to be the one to
label myselfwhich of those three I was. I've just
tried to grow up in the most natural and gradual
process that I possibly can and make choices |
feel are right for me and ray fans. Whether I'm
a woman now, or whatever, is up to my fans to
decide, not for me. [really haven't felt the nieed to
make some bold staterment of maturity or make
the “dark” record yet.

Given the Woman of the Year honor, what
women do you consider to be your role
models, and why?

I have alot of role models. Faith Hillis u big role
model. Reese Witherspeon is a role model of
mine—she’s not in music, but | love everything
she stands for. Shawn Colvin is a huge model
for me. Her writing has been consistently great
and thoughtful and wistful and beautiful. And
also—[he’s] not a girl—but Kris Kristofferson
has been a big role model for me. When | look

TAYLOR SWIFT’S TOP 20 HITS

Taylor Swift makes records—and

breaks them, too.

On the Billboard Hot 100, Swift has made history by charting i1 songs from her 2010 album,
Speak Now, In a single week—the greatest number of simultaneous entries to chart froma
single album. She also holds the Hot 100 record for the most top 10 debuts by an artist in the
53-year history of the chart. with seven such debuts to her cradit. On this recap of her 20
most successful singles on the Hot 100, the top spot is heid by “You Belong With Me.” And
that track also holds the record for the larcest overall racio audience for a song by a country-
based act. Most recently, Swift surpassed live other fernale superstars—Barbra Streisand,
Diana Ross, Mary J. Blige, Whitney Houston and Janet Jackson—to claim the No. 7 spot
amang the top 10 women with the most Hot 100 hits. This chart of Swift's 20 biggest Billboard
hits s based on actual performance on the weekly Hot 100, through the Nov. 19 chart. Songs are
ranked using an inverse point systerm, with weeks at No. Tearning the greatest value and weeks at

No. 100 earning the least.

Rank Title
1 YOU BELONG WITH ME
2 LOVE STORY
z MINE
4 TEARDROPS ON MY GUITAR
5 OUR SONG
6 BACK TO DECEMBER
7 TWO IS BETTER THAN ONE*
8 TODAY WAS A FAIRYTALE
] WHITE HORSE
10 FIFTEEN
n MEAN
12 TIM McGRAW
12 SHOULD'VE SAID NO
14 PICTURE TO BURN
15 SPARKS FLY
16 FEARLESS
7 SPEAK NOW
18 CHANGE
12 JUMP THEN FALL
20 CRAZIER
« Girly featuring Taylor Swilt
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Label
Big Machine/Universal Republic
Big Machine/Universal Republic
Blg Machine/Universal Republic
Big Machine/Universal Republic
Blg Machine/Universal Republic
Big Machine/Universal Republic
Columbla
Big Machine/Universal Republic
Big Machine
Big Machine/Universal Republic
Big Machine/Universal Republic
Big Machine
Big Machine
Big Machine
Big Machine
Big Machine
Big Machine
Big Machine
Big Machine
Walt Disney

A place in this world: In

her native Pennsyivania,
TAYLOR SWIFT sings
for 51,000 fans at
Philadelphia’s Lincoln
Financial Field,

at people who 1 feel have really lived their lives
and recorded their lives in music so beautifully,
those are my role models. They've all taught me
lessons just by example.

Are there people you look to on the busi-
ness side of what you do?

The business aspect is one of the most impor-
tant things about having a music career, because
every choice you make in a management meet-
ing affec
1 know exactly where I'm guing to be next year
at this time. T

those mana

s your lifi: a year-and-a-half from now.

cause I'm sitting there in
gement meetings every single week

and scheduling everythin
or not approving thin
right for my career at this point.

From a business standpoint. someone 1 look
up to, [because] he's gotten to a place where
he's orie of the only artists playing stadiums, is
Kenny Chesney. Seeing a live Kenny Chesney
show, you know what you're going to get. You
know it's going to be an all-day party. He loves

gand approving things,
sased on what [ feel is

to sing about things he’s passionate about, and
he’s made a brand without seeming like it's a
brand. [ love that he's gotten to a place where he
can play such huge stadiumns, and even when
he's supposedly taking downtime he's playing
stadiums. He's always been a huge hero of mine.

| saw the Speak Now tour In Des Moines,
lowa, then a truncated version of it at the
CMA Music Festival and then saw the show
again in Nashville. Even though it was a
production and certain things had to stay
the same, it felt like the show had evolved.
Thank you. One of my favorite things about
this tour—although it's a very theatrical show.
and it really reminds me a lot of my faverite
musical theater productions in its scenery,
costumes and production—there are a lot of
moments in the show that are very spontane-
ous. I'm singing a different cover song every
night on the B stage [at the other end of the
arenal. just me and my guitar. In those mo-
ments | can choose to play whatever the fans
are wanting to hear or whatever [ feel like
playing that night.

It's been tun to be able to vary up the show
so much, especially because you'll have a lot
of people who will come to more than one
show, and | want them to get a different ex-
Pt‘ri\.‘ll(h‘ every fime.

You've released a DVD of this tour. What
went into the decision to do that? Why was
it Important to document this tour?

I really wanted to make a DVD of this show be-
cause I felt this is ayear of my life that I'm going
to wanttoremember. Every single night | stand
on that stage and it teels like it's the best crowd
of the tour every night. They are 5o loud and
erctional and so passionate, and these crowds
that we've played for this year have been unlike
any crowd we've played foron any other tour, and
this show has been different than anything we've
everputon. | wanttolook back on this years from
now and show it to my kids and my grandkids.

Have you ever had a year you just wanted
to forget?

Notan entire year, but ['ve had a six-month period
I've wanted to forget—whether you're talking
about criticismm or an awiul breakup or whatever
trauma you happen to be going through. Every
single one of us has a few months here or there
that feel like dark months, For me, whathelps me
with sad times or frustralion or rejection is writ-
ingsongs about every one of those emotions, and
for some reason, after | dothat and I'm proud of
the song, things make a little more sense tome.

You said earlier that you already know what
you’re doing a year from now. Dolly Parton
has talked about mapping out her life in
seven-year plans. How far in the future do
you look? Do you have an idea where you
want to be in 2018?

[love that Dolly Parton plans cut herlife in seven-
year plans. I thought that wasbrilliant. There's so
rrch about Dolly Parton that every fernale artist
should look to, whether it’s reading her quotes or
reading her interviews or geing to one of her live
shows. She's been such an amazing example to
every fernale songwriter outthere, As faras in the
next seven years, I'll be 28 ar 29, 50 | don't know.
Itjust depends who [ meet. But I've always hoped
that 1 continue to write music for the rest of my
life. and the clearest future | see isalways my next
album because 'malways obsessed with thelatest
song I've written, my newest idea about the new-
est thing for my newest album. That's been my
obsession for the last six months to a year,

In country music, women were often mar-
ginalized, and Roy Acuff famously told

Kitty Wells’ manager continued on >>p26
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Inthe ’50s that a woman could never head-
line a tour. Clearly you’ve proven that’s
wrong. Do you feel those barrlers are bro-
ken down? Or is there still more work for
women to do in the business?

For me, ['ve never really thought about boys
versus girls. I've never thought about any kind
of prejudice about womern in country music be-
cause [ never felt like it affected me. I was for-
tunate enough to comne about in a tirme when [
didn’t fieel that kind of energy at all, and it was
always my theory that if you want te play in the
same ballgame as the boys, you've gut to work
as hard as them. | was ahways playing just as
many shows as they were and playing on the
same shows as they were. I was willing to pay
my dues as an opening act, playing in chubs and
bars and playing in tiny venues. The new male
artists were doing the same thing, so | never saw
an issue there.,

You have scores of teenage fans, and many
of them look to you as a leader and role
model. Do you feel like you are arole model?
How do you handle the Idea that your words
or actions may influence others?

Asyouenterdowna career path it becornes very

L WO

clearwhat that career path is going to ask of you.
One of the things that is a huge part of making
music and putting it out into the world is under-
standing thatyou now have a role in shaping the
lives of the next generation. And you can either
accept that role or you can deny it and ignore it
and say it's a parent’s job to raise their kids. But
the reality is what you wear matters. If you're a
singerand en TV and in the living room of some
12year-old girl. she's watching what you're wear-
ing and saying and doing.

For me, when Faith Hill performed on an
how. everything mattered—everything
did, wore, I tried to copy it. Th
little girls do, so there is a big responsibilily and
1 take it very seriously.

“s what

Big Machine Records founder Scott Bor-
chetta said that when you were starting
out, you'd take your guitar everywhere
and play for anyone to attract attention.
Now there’s so much demand it could over-
whelm you. Was there a moment when you
realized you had crossed that line?

I've always had a huge goal of never becoming
one of those guarded, semi-paranoid, privacy-
obsessed celebrity people. 1 don't feel comfort-

“One of the things thatis a

huge

part of maki ing music

is understanding you have a
role in shaping rihe lives of
the next generalion.
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Fearless: At Newark, N.J.'s
Prudential Center in July,
TAYLOR SWIFT makes her
nightly, midshow foray into
the heart of her audience.

able around prople who always think someone’s
trying to get something from them. | like hay-
ing friends, and 1 like having a lot of friends.
You end up with a very small group of people
that can be around you if you're very guarded,
so for me | like to hug my fans and talk to them
about their breakups and problems just like 1
did when [ was 16.

Alot has changed since then, but a lot hasn't
as well, T don’t want to be one of those people
that doesn’t trust anyone. How are people sup-
posed to trust you if you don't trust anyone?

You're known as a savvy user of soclal
medla, particularly in country music,
and there are days when you’ll tweet a
few times and then sometimes not at all.
There are many people who tweet more
than youdo, so it seems the messages you
send are pretty effective. In your view,
how often should an artist tweet, and
what do they need to be about?

I don’t want my Twitter page to turn into some-
thing that's operated by cther people, and I don't
ever want it to be like. “Tearn Taylor fans, atten-
tion! This will be happening,” from sorme sort of
webmaster, Sometimes | feel Twitter pages can
become very promotional in their nature, and |
don't want that. [ just want it to be where I can
tell them. “Thanks so much for the [American
Music Award] nomination,” or tell them what
I'm watching on TV at that moment. [ like for

it to be a little bit random and spontaneous. [
want it to be as hurnan as possible, because it's
just me sitting there with my phone deciding
what to tweet.

if you could go back to 2006 and offer
yourself any advice, what would it be?

I wouldn't offer myselfany advice, because |Hove
how this has gone. .

Swift Disc For

Q4 2012?
Artist says
she’s ‘far along’
in writing for
her next studio
album

BY TOM ROLAND

Taylor Swift has often said she wants to
issue albums every two years, and it ap-
pears her as-yet-unnamed fourth studio
record will meet that standard, giving
music retailers a bellwether title for the
holiday shopping seasonin 2012.

Swift says she is “twice as faralong,”
she says, in writing and recording ma-
terial for her next studio album, than
she had been at this point for previous
albums. She already has written 25
songs for her next release. Speak Now,
by comparison, had 14 titles on the
album'’s standard version and 17 tracks
on a Target-exclusive deluxe edition.

“During the first year of writing the
Speak Now album, | was really writing
songs that didn't end up on the record
because | didn't know what the record
was going to be,” she says. “Once |
kind of locked into what the record
was going to be, inthe second year |
wrote the songs that | was most proud
of, like ‘Back to December’ and ‘Mean’
and the first singie, ‘Mine,’ and asong
called ‘Ours.”

Nathan Chapman, who produced her
albums, is overseeing the next as well.

Swift wrote the songs on Speak Now
by herself, though the credits will likely
include afew collaborators the next
time out.

“I've had two co-writes, and I've writ-
ten the rest of it by myself,” she says.
“Co-writing is so much fun when you
have time to scheduleit in, but for me,
usually songs hit me in the middle of
the night and | end up writing it before
dawn, sothere’s no time to call some-
body. When there is time and you can
get inaroom and talk it out and work it
out with somebody,it's like the coolest
form of therapy.” i

Sonags hit

s reaming hits:
#he in the middle of the™
onight," TAYLOR SWIFT says.
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SunTrust congratulates Taylor Swift on being named Billboard’s Woman of the Year.
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accomplishments and contributions to the music industry.
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Big Machine and 13 Management support Swift's rise

BY CHUCK DAUPIIIN

IG MACHINE Label Group
president/CEQ Scott Borchetta
remembers the first time he
heard about a young singer
named Taylor Swift.
“My wife, Sandi, had
worked with Frank Bell, who was program di-
rector of WOGI in Pittsburgh.” he recalls, “Frank
was doing an independent label video, and he
was friends with the Swifts. He had played [her
music| for my wife,

“She came home and said she had heard an
interesting young girl. 1 asked her if she had
gotten the €D, and she said no, but I needed
to check it out.

“A couple of weeks later,” Borchetta says, “1
got a package in the mail. Frank had told the
Swifts to send me a package, but it was Sandi
who was actially the first one to hear hec”

What did he think upen listening to Swift's
music for the first time?

“I thought it was great,” he recalls. “You
could tell there was alet of thought [put] into it.”

Meeting this young performer only con-
firmed his impression.

“[ thought she was a rock star,” he says.
“From the first meeting we had. 1 wanted to
work with her. There was no doubt. She's funny.
She’s smart. She had a brilliant song sense. It
was immediate for me.”

Barchetta and his Big Machine Label Group,
along with Jim Weatherson and the 13 Man-
agement team, have helped the singer achieve

remarkahle success in the past five years.

Borchetta is particularly proud of the fact
that, from Swift’s 2006 debut single, “Tim
McGraw.” through the multimillion-selling
achievements of her studio albums. to this
bznner year and international tour, their rela-
tionship is much Like it was at the beginning
of her story,

“When you think of it. I've known her for
almast one-third of her life now.” he says.
“We still have that bond. | was with her yes-
terday, and she had just finished a new song.
She couldn’t wait to play it for me and her dad.
She said. ‘Come on out to the car. [ need to play

this for you.'

“It's so wondertul that when she fi
song. she thinks, ‘[ have to play this tor Scott.”
To have that through her becoming one of the
biggest stars in the world and us becorning a
very significant player in the record partof the
world, I'm proud we're still very friendly. A lot
af times, you don't see that. But it's still very

ishes a

similar to our earliest days.”
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One of the most significant career moves
for Swift this past year was the decision to go
ot tour in Asia and Europe.

“l always thought she would work interna-
tionally, in my earliest brainstorming sessions
with her and writing up plans,” Borchetta says,
“lalways thought she would do great in Japan,
Eurape. .. She has become a full-fledged head-
liner in Australia, New Zealand, and I think

Mama's pride a
|oy: AMDREA
(left) joins her
daughter at the,
annual Acade
of Country Mu
Awards in Apr

one of the next targets is South America. In
Asia. they love her. Her message and her music
resonate worldwide

Swift's popularity also has resounded in ¢y-
berspace. In the past five years. she has become
one of the higgest musical stars on the Internet,
with huge followings on Facebook, Twitter and
her website TaylorSwift.com.

While those sites have ne doubt been a part

of the Swift ascent. Borchetta doesn't believe
that Swift is a product af viral marketing. It's
simply a tool that she has been able to use, just
like any artist.

“Whatever the moment is. the biggest artists
in history did well in those spaces al how people
could get access to them,” he says. “When you
have something great, and you are something
great, people want to know who you are. They
wart to know more about you, and they want
to own a piece of you. I think the digital thing
is just because that's who we are now, in 2011,
Here’s an amazing artist that people love. |
don't think it’s a big digital phenomenon. It's
a Taylor phenomenon.”

Weatherson agrees with Borchetta, saying
that Swilt’s passion for connecting with her
fans is something that is very much real, and it
comes from a deep place.

“Forgetting the technology part af that, it goes
back to mom and dad. how she was raised as a
kid and what her core values are.” he says.,

“Early on. she felt it was critically impor-
tant for her to have a one-cn-one relationship
with all of her fans. Technology helped her do
that, but that's just who she is. | honestly be-
lieve in my heart that it was never driven by

the need to virally spread her name as much as

she just wanted continued on >>p30
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continued from >>p28

to find a way to reach out and
touch people individually. She
still operates that way and still
remains one of the better-fol-
lowed celebrities on Twitter or
Facebook. She doesn't want to
lose sight of who her fans are.
She's just tuned in.”

The next big thing for Team
Taylor is her Speak Now World
Tour Live album and DVD set.
“That was driven by the fact
that [the studio album| Speak
Now has =old 3.7 million in the United States,”
Weatherson says. “We followed that up with a
tour—arenas and stadiums that have sold 1.3
million tickets. We've sold out virtually every
show. It's such a fantastic production, and peo-
ple are coming to see her time and time again
when they can get the tickets. We know there's
ot to be a gap between 1.3 million tickets and
3.7 million albums. We felt we could create a

JIM WEATHERSON
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wonderful piece for people to
either relive the concert or ex-
perience what it was all about.”

That experience should en-
dure because Borchetta feels
the best is yet to come.

“She spends a lot of time on
her art.” he says. “The song she
played for me yesterday could
be the song of the year in 2013,
It's extraordinary. As long as
she's excited about it and feels
she has something to give. 1
think she'll do it. She's not going to be one of
thase artists who say, [ think [ need to put outa
record and go tour.” That's not who she is. When
she has something to say, she's going to say it,
and fortunately for us, she still has a lot to say.”

Weatherson agrees that the entertainment
world has only seen the beginning from the
singer, who will celebrate her 22nd birthday
on Dec. 13,

“T have never seen anyone
with the amount of talent
thal she has.”

—JIM WEATHERSON, 13 MANAGEMENT

“1 think that speaks to the enormous depth
of her talent,” he says. “Taylor continues to
create interesting new heights for herself,
and I think the world has just seen the tip of
the iceberg. In my career, I have never seen

The biggest fan:

Big Machine M

Group president/CEQ
SCOTT BORCHETTA
with his star artist at
the Academy of
Country Music
Honors in September.

anyone with the amount of talent that she
has, and the creativity, She’s just an unbe-
lievable creative force that | think people are
just beginning to see. and will see for many
years to corme,” e

Taylor,

Congratulations on being named
Billboard’s Woman of the Year.
We are so proud of you and

we have been from the very
beginning. You continue »

to amaze all of us.
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Love,
Nathan,
Stephanie,
Nathalie

and the musicians

and gngineers
§0 ){:nored to make
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_pécords with you.
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BRANDING *

Swifl credited with creative collaboration with business pariners

BY ANDREW HAMPP

UST MOMENTS after picking up
her trophy for entertainer of the
year at the Country Music Assn,
Awards in November, Taylor Swift
had some news to share with her
partners at Target.

“She told us she couldn’t wait to get back into
the studio, that she had a meeting at 8 a.m. and
had all these songs in her head that she couldn't
wait to get recorded,” Target VP of entertainment
John Butcher recalls, “She just had this really
exciting night, and that was the first thing she
teld us. She's prebably the hardest-working per-
son we've ever worked with.”

Swift's tireless work ethic has been shared
with a small but devoted group of major brands,
from a retail partnership with Target to a mul-
timillion-dollar ad campaign and tour sponsor-
ship with CoverGirl, to her own fragrance (Won-
derstruck) with Elizabeth Arden, to a long-term
relationship with Sony Electronics. She's also de-
signed her own L.¢.i, clothing line for Walmart,
appeared in ads for the National Hockey League
and co-created her own dell with Jakks Pacific.

But she’s more than just a spokeswoman,
Swift has a reputation as a true creative col-
laborator, contributing ideas for commercials,
names for products and—in the case of Ameri-
can Greetings—hundreds of unique greeting
card messages.

Elizabeth Arden executive VP of global fra-
grance marketing Ron Rolleston was invited to
Swift’s home in Nashville to help create the con-
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BEYOND

cept for the fragrance that eventually became
Wonderstruck. suggesting a word from her song
"Enchanted” as the preduct’s name.

“Taylor is such a committed artist—she was
actually writing songs when she was on a photo
shoot with us. So it only made sense that the
fragrance would be based on one of the songs
she created.” Rolleston says.

Swift was even hands-on with a recent cam-
paign for Sony’s Cyber Shot cameras. She sug-
gested ways for Sony to help activate its part-
nership at events and autograph signings, and
even had her signature engraved into a limited-
edition camera.

"She has a sense that exceeds her age about

what makes sense for a brand,” says Steve Som-
mers. VP of marketirg at Sony Electronics” home
products and digital imaging divisions. “I find
that really helpful in a partner.”

And she can move product, teo. Not only
have her own albums been wildly successful,
her branded products and exclusives have been
some of her partners’ biggest sellers.

Rolleston says the Wonderstruck fragrance
achieved a $1 million sales week within its first
manth on the market—no small feat for a product
that retails starting at $49.50. On Swift's Speak
Now tour, CoverGid was able to distribute more
than 230,000 product sarnples and host 16.000-
plus mini-makeovers {and counting). in addi-
tien to promotion of the successful NatureLuxe
collection.

CoverGirl marketing director Bruce Katsman

says the brand plans to work with Swift well into
2012. “Taylor’s fresh beauty and authentic style
make her a perfect CoverGirl.” he says. “She per-
sonifies the iconic image of the brand while rep-

resenting the next generation of bath inner and
outer beauty,”

Target's Butcher says Swift sold nearly 360,000
units of Speak Now in Target stores during its
first week alone and more than 1 millien copies
within its first six months of release, thanks toan
exclusive deluxe edition that featured three bonus
tracks and three remixes. "It just goes to show that
once you establish a relationship with an artist
that you know s key to your ewn demographic,
what they bring to the table can really work.”

Just in time for the holidays, Tarpet has re-
leased an exclusive DVD version of Speak Now
World Tour Live, featuring three additional per-
formances and behind-the-scenes footage.

Of course, there's more to Swift's marketing
savvy than just the singer hersell. American
Greetings VP of licensing Mike Brown credits
Scott Swift, Taylor's father, for presenting him
with the idea of a custom greeting card collec-
tion, and notes that her managers at 13 Manage-
ment sometimes write or approve some of the
cards’ messages using her voice. Seny Electron-
ics’ Sommers says Tearti Taylor “has a strong
idea for what they want to de and what they don't
want to do, what will enhance that fan experi-
ence versus interrupt it”

Swift has a fan base marketers dream about.
Brown saw this firsthand at a recent Speak Now

Enchanted:
TAYLOR
SWIFT
unveils her
Wonderstruck
fragrance,
marketed

by Elizabeth
Arden.

tour stap in Grand Rapids. Mich.

“There were tons of families, moms and
daughters. but right behind me was a dad and
two sons. No mior or sisters. That just shows how
she connects on all levels with people,” he says.
“That’s what really made our greeting card col-
lection su successful. It is nota niche. It appeals
to consumers of all sizes and shapes.”
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What Feels Right

A look at four Taylor-made

partnerships

BY CHUCK DAUPHIN

Thanks to her undeniable suc-
cess, Taylor Swift has been
courted by many companies
for endorsements.

Jim Weatherson at 13 Man-
agement, which represents
Swift, says that each of her
consumer brand partners has
played a part in her career
journey.

| BILLBOARD |

Apart from Swift's retail
relationship with Target, "“she
has four primary marketing
partnerships—CoverGirl, Eliz-
abeth Arden, American Greet-
ing cards and Sony Electron-
ics,” Weatherson says. “She’s
not going to hold a product
up just for the money. She’s
just in a place where she

DECEMBER 10, 201

will not do that. All of these
things have meant something
to her from an early age."
Weatherson offers quick
takes on Swift’s four primary
consumer brand partners.

COVERGIRL

“She wanted to be a CoverGirl.
That was something that was
always important to her, and
when the opportunity came
about, she jumped on that very
quickly. It's been a wonderful
relationship, and it’s been great
for both parties.”

ELIZABETH ARDEN
“Many celebrities have had
fragrances for years. She

wanted to have one of her
own. There were a couple

of companies that had ap-
proached her, but Elizabeth
Arden gave her the oppor-
tunity to be involved at the
ground level in helping to cre-
ate the fragrance [Wonder-
struck] and the packaging, as
well as the marketing around

it. That is what she is all about.

She does not just put her
name on something.”

AMERICAN GREETINGS
“They have a full line of greet-
ing cards from her, and she
has her hand involved in every
one of those cards. She’s very
personal and invoived with

them. They have done very
well.”

SONY ELECTRONICS
“That’s something we started
two years ago, and she helps
to promote some of the items
that she believes in.”
Weatherson adds, “We
have some of the biggest
brands approach us with
ideas, and many are very
compelling and very inter-
esting. We will not do any-
thing unless it is Taylor, and
the only one who can tell you
what is Taylor is Taylor. So,
she'll give us the nod when it
feels right, or if it’s not, we'll
put it on hold until then.” + .



Taylor,

Congratulations! You're well on your way
to being as famous and loved as | am.

Love,
Ellen and all your friends at The Ellen Show
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HEADLINER

Promoter Louis Messina on Swifl’s ‘Magic’ in concert

BY RAY WADDIELL

S AN OLD-SCHOOL
premoter, TMGJAEG
Live president Louis
Messina is no stranger
to hyperbole. And when
he talks about Billboard
Womin of the Year Tay-
lor Swift. whase tourshe
promotes in the United States, the superlatives
indeed flow freely. But it's not just the impre-
sario talking.

“What a year she has had,” Messina says.
“Woman of the Year? To me. she’s very deseryv-
ing. As I've told a lot of peaple for a long time,
I've never met a person like Taylor Swift before.
She's extraordinary as a human being, very giv-
ing. the way she embraces her fans at her meet-
and-greets, in her audience. The way she always
is sincere, and the work that she has put into her
career and her dedication to her art, They should
change the award to ‘Person of the Year.” They
should name the whale year after her. I'm really
proud of her. She’s that one-of*a-kind person.”

Messina first worked with Swift when she was
tapped as the opening act in 2007 for George
Strait, a longtime Messina client. They met on
the first night of that tour.

Even at 16 years old. Messina says, Swift had
an “aura” about her that made her seem instantly
accessible, which extends from back-of-house to

the concert stage.

“You feel like best friends with her in half a
second.” Messina says, “and it's real.”

From the first night of that tour, Messina says,
Swift connecied with Strait's audiences. most of
whom knew of Switt. if at all. only through her
first single. “Tim McGraw.” Yet Swift wasn't lost
amid Strait's massive 360-degree staging and
quickly had the audiences “in the palm of her
hand," Messina says.

Beyond her obvious ability to connect with
an audience, Messina also began to notice
Swift's work ethic, which he describes as “over
the top.” Those qualities, along with the in-
tangibles. prompted Messina to add Swiftto a
couple of dates on the stadium shows of Kenny
Chesney, another Messina client, Those dates
worked well. and Swift would've gone out for
the entire Chesney tour the following year had
her underage status not created a problem for
tour sponsor Corona beer.

By then, however, the Messina/Swilt con-
niection was solid and he began promoting her
headlining tours beginning with the Fearless
trek in 2009-10.

Swift's debut tour as an arena headliner was
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Tied together with a smile:
Promoter LOUIS MESSINA,
president of TMG/AEG Live,
has presented all of TAYLOR
SWIFT'S U.

an immediate success. with Fearless grossing
$63.7 million and selling more than 1 million
tickets, according to Billboard Boxscore. That
tour was a blockbuster on every level, particu-
larly considering Swift's relative youth and in-
experience as a headliner. But, as it turns out,
that was just first gear.

With her Speak Now tour, Swift and TMG/
AEG Live upped the ante considerably. As Swift's
2011 shows concluded with two nights at New
York’s Madison Square Garden {Now. 21-22), the
tour had reported $107.9 million in gross and
1.5 million tickets sald to Billboard Boxscare,
She tested the stadium waters, with two nights
at Gillette Stadium in Foxborough, Mass., gross-
ing mare than $8 million and moving 110,000-
plus tickets. And Swift has gone global. playing
19 dates this year in 14 countries in Asia and
Europe, with 12 dates next March in Australia
and New Zealand.

“She can play anywhere.” Messina says. “She's
a born headliner. She was a star from the begin-
ning—I knew it and she knew it. Her parents
sure knew it, because they uprooted their fam-

ily from Reading, Pa. [and moved to Nashville]
to follow Taylor’s drearmn.”

Based on new material Messina has heard,
new peaks await. “She gave me a small taste of
her new music—four songs—and [ about went
through the roof.” he says. “These four songs
alone will take her to another level, and [ know
her performance the next time out will go to
another level. I'm looking forward to the next
lime out.”

TMG/AEG Live works in coordination with 13
Management in routing the tours, negotialing
all the building deals and scaling the house in
North America. According to Messina, Swift is
very hands-on about ticket prices and keeping
them conservative.

“It’s all about the fans having the opportu-
nity to buy a ticket.” he says. “Depending on
the market—because we adjust every market
differently; Bossier City, La., isn't the same as
New York City—our ticket prices are normally
$59. $69 and $29.30. When we play Los Ange-
les and Madisen Square Garden in New York,
and other major, expensive markets to operate

in, our ticket prices increase. but not by much.”

The paint is. Switt could easily charge more
than she does and still sell tickets—in Mexsina's
view, miich mare, “She could charge double what
she’s charging.” he says. “We could easily be get-
ting $150-$200 a ticket, but we're not. She wants
it to be affordable for everyone.”

Swift will play more than 100 shows in
2011—a tough haul for a seasoned road warrior,
rmuch less a 21-year-old on anly her second head-
lining tour. While she may get fatigued. Messina
says it never spills over to her performances.

“She’s sold millions of records worldwide. 1.5
million people in U.S. went to see her, she sold
out multiple arenas, sold out stadiums—there's
nothing she didn't do. There’s not a person that
isn’t touched by Taylor in one way or another.
She’s the Woman of the Year, according to Bill-
board, and me, and her fans.”

Messina thinks the best is yet to come. “The
real Taylor Swift hasn’t even stoed up yet. She is
golng to be one of the biggest stars of all time. It
hasi't even started yet. You can put that in bold
letters. Taylor is magic.” e
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V for victory:
TAYLOR SWIFT
won over British
pop fans with her
2009 set at the
V Festival.

TAYLOR
TAKES ON
THE
WORLD
Touring makes

Swifl a ‘Global
Phenomenon’

BY RICHARD SMIRKE

ORE THAN ANY Nashville art-

istin recent history, Taylor Swift

is building a global audience.

and deingitin the best way pos-
sible—by taking her show on the road to in-
ternational fans.

Her Speak New world tour opened on Feb. 9in
Singapore, the first of 19 dates that Swift played
during 2011 in Asia and Eurepe. She will play
12 arena shows in Australia and New Zealand
next March,

David Levy, senicr agent at William Morris
Endeavor (WME) in London, has coordinated
Swift's global outreach with 13 Managementin
Nashville. “Along with her management team.”
he says, “we spent years planning for what’s
been going an the last 18 months, It's been a lot
of work for a long time by a lot of people. With
management, we've been tracking interest in
her on the Internet, through her websites and
her online presence.”

WME and 13 Management combined that
data with information frem local concert
promoters and affiliates of Universal Music
Group Internaticnal, which releases Swift's
albums from Big Muachine Label Group out-
36 |
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side the United States.

“We basically pieced together where in the
world to go and when, and have just taken a
very strategic approach every step of the way,”
Levy says. Swift can now sell “tens of thou-
sands of tickets in Asia and Australia. She has
sold out her last U.K. arena shows, as well as
arena dates in Europe. So she is something of
a global phenomenon.”

In the United Kingdom, theater dates in Lon-
don in May 2009 led to a V Festival showcase that
August. then headlining arena dates this year.
Despite the loyalty to her country music base in
the United Kingdom, Swift has moved beyond
her identity as a country artist in international
markets. Her performance at the V Festival was
astrategic move in that direction, Levy says, “to
make people aware of her ability to perform on
amainstream stage [so] that they shouldn't nec
essarily see the word ‘country” as something re-
strictive, She's a contemporary artist.”

After the United Kingdom. Levy says, “Austra-
lia was the second market that we took Taylor to.
She’s going back for her third visit to Australia
in March and we’ve already sold 130.000 tickets
there. In New Zealand, she is doing three nights
at the Vector Arena, which is almost unheard of.
[ think only three or four acts have ever managed
to pull that oft before in Auckland.”

During an early phase of her international
career, Swift also played the Surmmer Sonic fes-
tival in Japan, the country’s largest rock fest,
in August 2010 before returning to play arena
dates earlier this year.

On this year’s Speak Now tour, the musical
theater-style production enjoyed by fans in the
United States traveled with Swift.

"Atevery step of the way, management, Taylor,
everybody has been keen to try and give every fan
in the world the same exact concert experience.
So the fans who went to the show in Manila [in
the Philippines] saw the exact same show that
the fans who went to the show in Milan saw.”

Despite Swift's ambiticus international
agenda this year, Levy says, “we've yet to go to
sorne parts of the world, like Latin America, but

the demand for her is huge. We've yet to go to
Brazil, But hopefully on the next album cam-
paign we'll find some time. The demand down
there for her has been extraordinary.”
Reflecting on Swift's worldwide developmient,
Levy says. “It's really all about her relationship
with her fans and behind that a very good man-
agement team who have taken onboard all sorts
of information and have looked in a very progres-
sive way at how to develop someone on a global
basis. And we love working with them.”  « .

UK.,
EUROPE
EMBRACE
SWIFT
Taylor fills arenas
on firsl major
inlernational foray

NTHEUNITED KINGDOM, Taylor Swift

has rapidly climbed to the top tier of tour-

ing acts. Along the way, she has confirmed

herstatus as abona fide pop star who hap-
pens to hail from Nashyille.,

The U.K. dates in March on Swift’s Speak
Now world tour sold-out the O2 Arena in Lon-
don, Manchester Evening News Arena, the LG
Arena in Birmingham, and the Odyssey Arena
in Belfast,

After opening in Asia in February, the Speak
Now tour reached Europe for dates at the Forest
National in Brussels and the Ahoy in Rotterdarm.
the Netherlands, on March 6 and 7.

In Oberhausen, Germany, Swift played a sold-
out date at the Kénig-Pilsener Arena. In Paris,
she performed at the Zenith Theater. Other Eu-

ropean tour stops included the Osle Spektrum
in Norway, the Mediolanum Forum in Milan.,
the Palacio de los Deportes in Madrid and the
02 Dublin Arena in Dublin. Eurepean dates
averaged 7,000 fans per show with sellouts in
Belgium, Holland. Norway and Germany.

In the United Kingdom, Swift's arena achieve-
ment came after four years of development in
the market.

The singer’s first live date outside the United
States was in 2008 with a London industry show
case, followed the next year with two shows at
London's 2.000-capacity O2 Shepherd's Bush
Empire. An appearance at the V2 Festival in Au-
gust 2009 erased any question in the minds of
British fans about Swift's ability to win over a
rock or pop audience.

“While ‘country’ isn't a damaging title any-
more, (Swift's U.S. label] Big Machine was keen
to make sure that we pushed the boundaries and
explored all the options elsewhere.” says Luin
Snodgrass, VP of international marketing for
Universal Music Group in London. “The aim
was to o muinstream straight away and ernulate
what was alveady going on in the U.S”

Despite the stream of Swift's hits on the Bill-
board Hot 100, getting U.K. and European radio
suppert initially proved a hard task, Snodgrass
says. He notes that Swift's highly active social
networking presence allowed Universal to geo-
tag content posted by fans. “Through analyzing
the breakdown, by nationality, of Taylor Swift's
social networking followers,” Sniodgrass says,
“we could send them locally targeted messages
in their own language. about release dates,
awards. |fan] polls, tour dates [ard more].”

In fall 2010, Swift was one of the headlining
acts at BBC Radio 1% Teen Awards. Key Euro-
pean TV spots that helped Swift include “Later
... With Jools Holland.” “Paul O'Grady Live"
{both in the United Kingdom) and “Le Grand
Journal” in France.

Acknowledging Swift's dedication to her
fans, Snodgrass adds. “There is a werk ethic
that comes out of that area of the U.S, [thal] is
unparalieled.” —RS
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BY ROBSCHWARTZ

INCE FARLY 2010, Taylor Swift has at-
tracted a huge number of Japanese fans,
matnly young women ages 15-25, and
has sold more than 400,000 albwms in
the market, according to Universal Music Japan.
Swift’s ability to break through in Japan is dure to
insightful marketing from Unwersal, a strong
partnership with influential promater Creative-
man Productions and the singet’s talent.
Universal Music Group International (UMGI)
COO Max Hole says, “When [Big Machine
founder] Scott Borchetta and | agreed to the deal
for Universal Music to work with Taylor outside
North America, we felt that Japan would be one
of our priority markets.”
Eri Sasano, Swift's stateside product man-
ager at Universal Music, says, “She has every-

thing which is needed to become a big star in
Japan. She is very beautiful, her songs are very
catchy, and she has already achieved a strang
reputation, with record-breaking success, in
the States,”

Universal has taken these starting points and
created a strong brand, without a need for refer-

ifl invests time wilh Japanese fans

encing her U.S. country music roots. Rather, it
has stressed the romantic side of her material.

To promote Swift’s song “Love Story,” Uni-
versal in 2010 ran a mobile phone ringtone
campaign with mebile music stores Reco-
Choku and Music.jp in which young worren
suggested their ideal date. These campaigns
allowed fans to identify with Swifl, despite
the language barrier.

In 2011. to promote the release of the album
Speak Now, Universal ran another ringtone cam-
paign, this time based on the seng “Mine” Fans
were invited to upload photos of themselves that
were then used in a mosaic retail poster promot-
ing the release. The label also solicited fans' com-
ments for use on the in-store posters.

Universal International Japan president Kirni
Kato has previously noted that bringing Swift
to Japan at the right time (her first visit was in
February 2010) has been crucial.

For the release of Speak Now, Swilt traveled to
Japan in November 2010 and appeared on Fuji
TV'sinfluential variety show “SMAP x SMAP”
and TV Asahi’s music program "Music Station.”

LW
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The shows respectively garner approximately
1496 and 13% shares, according to Japanese TV
rating company Video Research.

Swift also appeared on the tasternaking NTV
variely show “Zoam In! Super” (viewership
10%), which chose “Mine” as its theme track, the

first time an international
artist’s song has been cho-
sen for a TV theme. Sasano
calls the coup the label's
biggest promotional hook.”

Swift also has bene-
fited from high-profile live
shows. Creativermnan Pro-
ductions president Naoki
Shimizu featured her as
the second headliner on
the main stage of Surmnmer
Sonic 2010, the biggest
music festival in Japan that
features international acts
and regularly draws 200,000
Shimizu says, “This has
made it possible for her
to appeal to a far broader
audience.”

Then, in February, Swift
brought her Speak Now
world lour to Asia, with
shows in Singapore. Seoul,

Manila, Hong Kong and
three dates in Japan
in Osaka and two at the
legendary Tokyo Budokar,
which drew more than 25,000 fans.

one

For Swill's success in Japan, the key was
"making it personal so everything fell into place
when Taylor undertook her first visit to the coun-
try,” UMGI's Hole says. “She loved Japan, and
Japan loved her.” .o

SATOUWIREA

-
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AUSTRALIA
AWAITS
TAYLOR'S
RETURN

Swifl laps counlry
and pop fans
Down Under

BY LARS BRANDLE

AYLOR SWIFT'S star shines particu-
larly bright in Australia, where the
platinum-plus success of her three
studio albums, aleng with prior visits,
have set the stage for a major arena tour nextyear.

Swift will be one of the “biggest-selling pop
artists to tour Australia,” says promoter Michael
Coppel of Michael Coppel Presents. MCP will
promote Swift's March arena tour, which will
feature a dozen shows and the artist’s first visit
to New Zealand.

“She will sell more tickets than Beyonceé, Ri-
hanna, Lady Gaga and Katy Perry have on any
ot their Australian tours,” Coppel predicts. (He
previously presented Plnk’s record-smashing 58-

L WOMEN IN - = - ALUSIC 201]

date arena tour of Australia in 2009.)
Australia has a rich heritage in coun-
try music. And it's a huge market for pop.
Swift has found her success between the
two genres, and she’s a hit with her young,
online-savvy fan base in Australia.
Keeping a close eye on Swift’s achieve-
ments in the United States, Universal Music
Australia released Fearless in November 2008,
coinciding with the American release, as part
of Big Machine's global deal with Universal
Music International. “We knew there was a
strong Ausiralian following online.” Univer-
sal Music Australia GM of marketing Tim
Kelly says. “We just needed her in-market
to cement the relationship with the fans.”
That connection came in March 2009
with a deliberately low-key visit that in-
cluded roots- and country-flavored festival
CMC Rocks the Snowys (now CMC Rocks
the Hunter), presented by the Country Music
Channel; concerts in Sydney, Melbourne and
Brisbane: and a high-profile slot on the Syd-
ney leg of the Sound Reliel charity show.
Fearless took off, selling 400,000 units, and
is close to six-times platinum, according to her
label. Universal Music Australia then backed up
and released Swift's selftitled debut U.S. album.
Upon its release in October 2010, Speak Now
opened at No. T on the Australian Recording [n-
dustry Assn, albums chart and is now double-
platinum (140,000).
Swifl's biggest media outlet Down Under con-
tinues to be her fans online. "Cumulatively, they

have rore reach than most media, and they were
the ones who drove her success,” Kelly says.

MCP also promoted Swift's previous tour
in February 2010, which sold out seven arena
dates on Australia’s east coast, with sales top-
ping 80,000 tickets.

Coppel says sales for the Australasian leg of
the Speak Now tour are again “very strong”—
upwards of 130,000—and most shows are al-

Helping out Down
Under: TAYLOR

SWIFT played the
2009 Sound Religl
concert in Sydney ko
help flood d#
brushfire victims,

ready sold out five maonths in advance. With
three sellouts at Auckland’s 12.000-capacity
Vector Arena, Swift is behind only Justin Tim
berlake in arena ticket sales by a pop artist in
New Zealand.

“She’s truly a pop crossover phenom-
enen.” Coppel says, “and she'll only get
stronger and stronger in this country and
in New Zealand.” -
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TAYLOR

TALLES

Alongwith the impact of her music, Taylor
Swift’s open, engaging personality has left
a keen impression on many in the music
industry. Country radio programmers
were among the first towitness Swift’s rise
and Billboard invited a few to share their
most memorable tales of Taylor.

My most memorable encounter with Taylor was, actually, my first.
[Big Machine Label Group president/CEQ] Scott Borchetta was
bringing her in to introduce her to us at dinner and then to a listener
conference room lunch performance the next day. All we knew was
this young 15-year-old had a song out about Tim McGraw. We did
hear she was somewhat of a prolific songwriter for her young age.

“We met at one of Virginia Beach’s best local seafood restau-
rants. Taylor was accompanied by Scott, regional rep Erik Powell
and her mom, Andrea.

“Two things stand out about that night. How Taylor was so ner-
vous about making up for her parents selling their Christmas tree
farm in Pennsylvania to move to Nashville to help her fulfill her
dream. I'd say that worked. The second thing—and Taylor and my
wife and | still joke about it when we see each other—Taylor or-
dered shrimp and was baffled by its look when the order arrived.
You see, she had never peeled shrimp before in her life. That night
she learned.

“The whole night we noticed the enthusiasm and dogged de-
termination Taylor had to make it in Nashville as a country singer/
songwriter. We still see that same combination today whenever we
meet her at one of her concerts.”

mby, PD, WGH Norfolk, Va.

“Honestly, every single encounter with Taylor Swift is memorable.
Always very personable, makes time for backstage visits, is very
thankful in person and always makes people feel so very, very spe-
cial. The backstage experience is the best in the industry. It con-

tinues the fairy-tale theme she creates onstage.  continued on >>pa4
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Congratulations

Taylor!

You‘ve been our

Woman of the Year

since you were

15.

MILOM JOYCE

HORSNELL CROW 2
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continued from >>p42
Not to mention the handwritten thank-you notes that arrive in
the mail days after the concert.

“l don’t think anyone has done this kind of personal attention
to detail since the height of the Garth Brooks days. She is a spe-
cial young lady, with a huge heart, who just happens to be the
biggest s

—Bruce [

“My favorite Taylor moment was back in February of 2009, when
I drove to San Antonio to see her perform at the San Antonio
Rodeo. Keep in mind that the San Antonio Rodeo holds around
15,000 people, which of course was sold out for the Taylor show.
However, Taylor was scheduled to play the Houston Rodeo the
next month, where she sold out 73,000 seats in less than 10
minutes.

“Backstage in San Antonio, she was bright-eyed, nervous and
genuinely surprised at how many people were in the arena wait-
ing for her to perform. When she expressed her feelings to me,
| told her she'd better get used to it, because a crowd over four
times larger will be waiting for her in Houston in just a couple of
weeks. | thought she was going to faint.”

—JJohnny Chiang, OM, Cox Media Group/Houstor

“My most memorable encounters with Taylor Swift are always
the first and last. The first: CRS Nashville. She was a kid making
the rounds and holding court. She was enthusiastic, friendly and
working very hard. She was in the upstairs lobby of the conven-
tion center, and she filled the room.

“The [most recent encounter] is always the best. It’s always
compared to the first time, and all the growth in between.
[From] the lobby of Nashville Convention Center to center stage
at Gillette Stadium [in Foxborough, Mass.]. And she’s still en-
thusiastic, friendly and working very hard—the talent more sea-
soned, and hardly a kid. How could anyone want anything but
the best for this young woman?”

—Mike Brophey, PD, WKLEB Boston

“"When Taylor was on tour here in September, | told my 13-year-
old son that, if he had a couple of friends at school that he wanted
to impress, | would take them to see Taylor Swift. We agreed it
would have to be girls and he came up with two names. | was also
able to come up with backstage passes.

“One of the girls has always been head and shoulders taller
than everybody else in her class and it has always been some-
thing that made her feel self-conscious, those feelings having
been magnified since she started middle school.

“We get to the meet-and-greet for Taylor and there were prob-
ably 100-125 people in line to meet her. So there | am with this
girl and her friend, and | stayed in the back of the room since I've
met Taylor many times and didn’t want to add to the throng.

“As the girls get through the line, | realize that Taylor said
something to the tall girl, then | realize, to my horror, that the girl
is crying. The girls make their way to where I'm standing and |
gently ask, ‘What happened?’

“My son’s friend, through her tears, chokes out, “She said | was
pretty.” That still brings tears to my eyes.

“Taylor has a way of making her fans feel like they are the most
special person in the room, when the truth is, that honor belongs
to Taylor.”

., PD, KRTY 5an Jose, Calif.

Quotes compiled by Wade Jessen.
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live shows
TAYLOR SWIFT’S
Congratulations,
TQp BOXSC@R ES Taylor!
In just four years, Swift has joined the
elite ranks of arena headliners both in
the United States and abroad
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As an MC, she can Al I (
hold her own with | B ¢
the best of them.
As a fashion icon,
she has limitless
potential. As a
pop star, she’s just
getting warmed up.
Playtime is over.
Meet Young Money/
Cash Money’s
Nicki Minay,
BILLBOARD'S
RISING STAR
BY KEITH MURPHY
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or Cortez Bryant, the scerie was a revelation.

Itwas in early November whern the Bryant Manage-
ment principal/ Young Money Fntertainment chief
visionary officer was invited to dinner by 28-year-old
“it” girl Onika Tanya Maraj, aka Nicki Mina). There

was much to celebrate.

Her genre-shifting, chart-topping album debut. Pink Friday—
released Nev. 19, 2010, and bowing at No. 2 on the BRillboard
200—had racked up sales of 1.6 million copies (according to
Nielsen SoundScan), single-handedly reviving the dormant “fe-
male rapper” format from a decade-long commercial drought.

The one-time hardcore Queens mixtape favorite had garmered
mammoth crossover appeal. Her “Super Bass™ became & viral
phenomenon—earning Minaj a memarable visit to “The Ellen
DeGeneres Show.” Fven Madonna recognized Minaj's blazing
cultural ascendancy, requesting that she appear on her forthcom-
ing single, “Give Me All Your Love,” alongside M.LA.

But as Bryant (@coctezbryant) walked into the posh New York
West Caribbean restaurant, he noticed something a bit of . *I get
to the table and there are 16-20 teenagers sitting with Nicki,” says
the affable power broker who manages Minaj, as well as Drake
and Lil Wayne. “My first impression was, ‘Well, we are in New
York . .. this has to be famnily.’ But there was too wide of a demo-
graphic there. So | asked Nicki, Yo, who are these people?” And
she tells me, ‘I just went on Twitter and invited some of my fans
to come out and eat dinner with me.” I'm like, ‘You actually do
that>” The connection she has with her fans is amazing.”

For Minaj, however, the gesture is as natural as breathing.

“Ido that all the time.” she says, “They're my family. .. When-
ever | can, | try to spend quality time with thern. They make me
happy. give me life. They're my litde bugs. They inspire me to
work harder—held me up when I'm down. | wouldn’t be here
without them. I'm still in shock, to be honest. I'm truly grate-
ful for my supporters. I could never have predicted any of this.”

Yes, it all sounds like a cliché from some dusty Celebrity 101
handbook. But Minaj, whose Twitter (@@ nickiminaj) has close to
7.5 million followers, is dead serious. After all, it's the same de-
voted followers who she proudly nicknarned " Barbies” that have
propelled the provocative star to glorious heights. Billboard has
also taken notice, naming Minaj its Rising Star of 2011, Minaj
was set to receive the award at Billboard's Women in Music event
on Dec. 2 in New York, joining Woman of the Year recipient
Taylor Swifi.

“I am deeply honored to be recognized by Billboard,” Minaj said
in a statement, which follows her triumph at the recent American
Music Awards where she beat out rap alpha males Wayne, Kanye
West and Jay-Z in the favorite alburm and favorite artist in rap/
hip-hop music categories. “My nation of Barbz and | have come
a mighty long way—yet we are nowhere close to where God will
take us. Sit back and enjoy the ride.”

So how did it all happen? How did an ambitious Trinidadian
girl with a sassy attitude go from an underground also-ran to open-
ing for Britney Spears® A glimpse back shows a serious-minded
artist who was already platting her record-breaking takeover.

“When I started rapping, people were trying to make me like
the typical New York rapper, but I'm not that.” Minaj teld Bill-
board in 2010 when she became the first fermale MC to rack up
seven entries on the Billboard Hot 100. “No disrespect to New
York rappers, but | don't want people to hear mie and know exactly
where I'm from. | wanted the album to be universal and versatile.”

Perez Hilton (@ perezhilton) agrees that Minaj's striking ver-
satility has been her biggest weapon—a skill set that has allowed
her to go from making a scathing diss response to veteran nem-
esis Lil Kim on the merciless track “Did [t on”Em” o effortlessly
anchoring the David Guetta Euro-techno dance romp “Where
Them Girls At.” But he goes a step further.

“She's arguably becoming the greatest fernale hip-hop artist of
all tine,” Hilton says of Minaj. “When you meet a star you know
it. And Nicki has that true star quality. [ love Lil Kim. [love Missy
Elliott. I love Queen Latifah and Salt-N-Pepa. And | love Lauryn
Hill. But in terms of sheer all-around talent, creativity of flows.
deliveries and powerful image, 1 think Nicki's untouchable.”
¢ fyoulisten to Nicki's verses on Kanye West's ‘Monster’ and
Drake's‘Make Me Proud’ or her [chyming] with Erninemon
‘Roman’s Revenge,” you can't really say she’s not a real rap-
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per,” says Tyler “T-Minus” Williams (@ producertminus), producer
of Minaj's breakout 2010 single “Moment 4 Life,” which peaked
at No. 13 on the Hot 100. “She's rapping better than a ot of dudes
doing it today. She touches into the R&B realm, and she goes into
the pop realm as well, but she manages to serve something lyrical
and maintain her ability to be a great rapper.”

Angela Yee, co-host of morning show “The Breakfast Club”
on R&B/hip-hop WWPR {Power 105.1) New York, believes
Minaj has already added an indelible mark on both the look
and sound of hip-hop. Yee (@ angelayee) points to the risk-
taking MC’s penchant for unleashing wacky alter egos like
the demented man-with-a-mic Roman, and stern British pa-
triarch Martha Zolanski. And then there are Minaj's fashion
statements: a neon-dress decorated with stuffed animals, a
metallic tuty, a skirt resernbling an umbrella, an assortment
of Technicolor wigs. And many more,

things and have people criticize her.” Yee says of Minaj. who
seemns to get just as much enjoyment from playing up her
goofy cartoon persona as she does her sexy pin-up girl at-
tributes, “She raps and dresses so wild sometimes, But it
works for her even when people are saying, ‘Oh. my God,
what does she have on?' That's the point of being an artist
... taking chances.”

D] Guetta (godavidguetta) even envisions Minaj’s surging
fame extending across the pond. The influential French pro-
ducer says that the success of “Where Them Girls At™ has
opened up the feisty rapper to even riskier material, such
as the duo’s Lady Gaga-esque collaboration “Turn Me On."

“1 wanted to try something different with her because
obviously people know her as a rapper, but | could see that
she could also sing,” he says of the electro-synth cut. “Not
enough people know that about Nicki. This “Turn Me On’

“The thing I like about Nicki is she’s not scared to do crazy
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record 1s going to kill it. She's going

Minaj’s rapid ascent to the top of the charts

BY KEITH CAULFIELD

Wasitreally just a little more than two
years ago that Nicki Minaj made her
Billboard chart debut? With somany
hits racked up in such littie time, it cer-
tainly seems like she’s beenkilling it on
our tallies longer than that.

Minaj made her Billboard chart
bow on Aug. 29, 2009, entering at
No. 8 on the Bubbling Under Hot
R&B/