 ADVERTISEMENT

FROM HER DESIRE FOR SELF EXPRESSION
CAME HER POEMS. FROM HER POEMS
CAME THE MUSIC

THESE ARE GOOGOOSHA'S LIFE EXPERIENCES...
LISTEN, DANCE, CELEBRATE AND REFLECT

SELF-TITLED DEBUT ALBUM
FEATURING “ROUND RUN"

@

LISTEN TO THE ALBUM @
REALGOOGOOSHA.COM
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Ah, the good old days — back when cruising was king and tweeting was strictly for the
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THE PRINCE OF POP &s Justin Bieber racks up the year's biggest
digital single, sells out his LS. tour in 60 minutes and looks to the release of
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From stoplight
TO SPOTLIGHT.

For years, Chevy has been ingrained in the music industry,
always keeping an eye out for the next great artist. Last year
we found it in Chelsea Williams. Discovered performing at

the Santa Monica Pier, she was soon cast in a Chevy
commercial. Next thing you know, she’s on TV,

touring and dropping a new album all while

never losing that personal connection she

has with her fans.

We wanted to capture that personal
connection by offering available
Bluetooth® wireless technology for
select phones' and an available

USB port?in our Chevy Cruze,

so you can stay connected

to what you love.

For more about Chelsea and
Chevy, visit chevy.com/chelsea.
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LEGIeN  BY ED CHRISTMAN

OH YEAH

SKIN IN THE GAME

Rethinking Radio

Clear Channel, Big Machine strike landmark performance royalty pact

ecording executives
applauded Clear
Channel Media and

Entertainment’s breakthrough
decision to pay artist royalties
for terrestrial radio airplay in
a new agreement with coun-
try music label Big Machine,
but a congressional hearing
this week also illustrated how
the deal miay turn out to be a
double-edged sword for the
music industry.

For about 80 years, labels have
tried to get a sound recording
royalty paid to performers
songwriters and publishers have
long received royalties whenever
their tunes are played on the
radio—Dbut the National Assn. of
Broadcasters has so far thwarted
every proposed legislative move.
The NAB won't even call the new
potential cost a “royalty,” instead
referring to it as a “tax.”

Clear Channel's concession to
pay a sound recording royalty for
terrestrial radio is a huge win for
the record industry since Clear
Channel is radio’s largest opera-
tor. Previously, radio broadcast-
ers have refused to budge, ar-
guing that the airplay promotes
music and results in album or
single sales that directly com-
pensate artists.

While Clear Channel signed
the sound recording perfor-
mance royalty, split 50/50 be-
tween the label and the artist,
the rest of the U.S. radio indus-
try appears to be digging in its
heels on the issue. The NAB
even notes that, since the Big
Machine/Clear Channel deal
is a market deal, it proves that
Congress shouldn’t enact legis-
lation to mandate such a royalty.

RIAA chairman/CEO Cary

8 | BILLBOARD |

Sherman approved the Clear
Channel deal in concept, re-
serving any full endorsement
until he understands its spe-
cific terms. “I am delighted to
hear that [CEO] Bob Pittman
and Clear Channel [are] stat-
ing that artist and record com-
panies deserve to be paid, and
that promotion isn’t enough,” he

says, adding, “We don’t know if

other radio groups will follow, so
it doesn’t solve the problem. We
need an industry-wide solution.”

At the House Subcommittee
on Communications and Tech-
nology, the NAB’s political action
commiittee trustee Steven New-
bury laid out the radio industry’s
case against the performance
royalty in testimony submitted
before the hearing. According to
Newbury, radio doesn’t replace
sales, it promotes them; the
digital radio performance right
carved out in 1995 addresses
piracy concerns, a factor that
doesn't happen with terrestrial
radio; and there isn’t a sound re-
cording performance right for
any music played in stores, bars,
restaurants, clubs and sports
arenas. Finally, he argued that
digital radio services don't have
amandate to provide public ser-
vice to local communities, and
those services aren't subjected to
FCC restrictions or obligations.

The Clear Channel/Big Ma-
chine deal has also unleashed a
fresh round of cries from radio
and some new-tech music ser-
vice providers for lower digital
radio rates as well as pricing
parity between digital radio and
music services.

Tim Westergren, founder/
chief strategy officer of online
radio provider Pandora, sup-
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ports fair artist compensation
through sound recording per-
formance fees, but he also calls
for payment parity between vari-
ous competing digital radio and
service segments. “This lack ofa
level playing field is fundamen-
tally unfair and indefensible,”
he says.

Currently, different forms of
radio and digital services pay dif
ferent rates. Last year, satellite
broadcaster SiriusXM paid 7.5%
of revenue, while this year that
rate comes out to 8%. Pandora,
under what'’s called a pure-play
model, is stuck with whichever
is greater: 25% of revenue or a
0.102 cents pay-per-play formula,
which last year came out to 50%
of revenue. Likewise, Clear
Channel’s iHeartRadio Web
platform pays 0.2 cents per play.

“I can’t build a business

TIME WELL '"WASTED'

space based on paying money
for every time I play a song, but
I can build a business by saying
1 will give a percentage of rev-
enue that 1 bring in.” Pittman
says. “What we are really trying
to do is come up with a predict-
able model.”

While Clear Channel and Big
Machine won'’t disclose terms,
sources say Pittman agreed toa
deal conceived by Big Machine
president/CEO Scott Borchetta
that will have the radio company
pay 1% of music advertising rev-
enue for terrestrial radio and 3%
of digital radio music advertis-
ing revenue for Web simulcast-
ing; and for its small iHeartRa-
dio listener playlist service, the
same rates as Pandora.

CURTAIN CALL

Last year, Clear Channel
Media and Entertainment pro-
duced $1.2 billion in earnings
before interest, taxes, depre-
ciation and amortization on
revenue of almost $3 billion.
While the percentage of revenue
from music advertising hasn’t
been disclosed, Clear Channel
would have paid labels and art-
ists $31.2 million if the new deal
had been in effect last year and
offered to all labels based on its
total revenue.

Pittman says he can't yet af-
ford to try and make an overall
deal with the entire record indus-
try. He claims he’s starting small
to see how the new payment
scheme works and whether it'll
help digital radio grow.

biz MOBILE: For 24/7 news and analysis on your callphone or
. mablle device go Lo: mobile.biliboard.biz.
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>>>SILLERMAN
RETURNS TO
LIVE BIZ, EYES
EDM EVENTS
Media mogul Rob-

ert F. X, Sillerman,
who in the "90s con-
solidated regional
concert promoters
into what eventually
became Live Nation,
is reportedly planning
to invest in numer-
ous electronic dance
music events, His first
acquisition is Disco
Productions, founded
by rave promoter
Donnie Estopinal,
and he has tentative
agreements with
about 15 other com-
panies. Additionally,
he intends to revive
SFX Entertainment
and spend $1 billien
on acquisitions within
ayear.

>>>ENGINEER
GEORGE
MARINO DEAD
George Marino, an en-
gineer who mastered
such classic albums as
Stevie Wonder’s In-
nervisfons, John Len-
non and Yoko Ono's
Double Fantasy, Guns
N' Roses' Appetite
for Destruction and
AC/DC’s Highway to
Heil, died June 4 after
alengthy bout with
lung cancer. A three-
time Grammy Award
winner, Marino joined
Sterling Sound in 1973
and had worked at the
New York mastering
facility for his entire
career.

>>>CMA
UNVEILS DATA
ON COUNTRY
MUSIC FANS
Country music fans
are faring well fi-
nancially, optimistic
about the future and
engaged with popular
digital technologies,
according to a survey
by the Country Music
Assn. Forty-eight per-
cent of country fans
are male, 57% are mar-
ried, and 37 million—
or 42% of the total—
have a household
income of $75,000-
plus. Other findings:
89% are on Facebook,
and 58% have a Twit-
ter account.

Reporting by Mike
Barnes and Glenn
Peoples.
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EVANSVILLE, INDIANA KALAMAZOO, MICHIGAN MADISON, WISCONSIN

march 20 march 21 march 22

COLISEUM AT
ATTENDANCE GROSS ATTENDANCE GROSS ATTENDANCE GROSS
10,088 $950,995.00 6,298 $650,757.00 8,674 $644,996.00
NEW RECORD GROSS NEW RECORD GROSS & NEW RECORD FOR NEW RECORD GROSS
FASTEST SELLOUT (20 MINUTES)
FORT WAYNE, INDIANA MANKATO, MINNESOTA
april 21 april 22
ALLEN COUNTY VERIZON WIRELESS
WAR MEMORIAL COLISEUM CENTER
ATTENDANCE GROSS ATTENDANCE GROSS
11959 $1,050,140.00 7136 $776,917.00
NEW ATTENDANCE RECORD NEW RECORD GROSS & NEW RECORD
& NEW RECORD GROSS FOR FASTEST SELLOUT

thanks for five unforgettable, record-breaking evenings.
from all of us at the venues & frank productions.

PRODUCTIONS




TOURING BY MITCHELL PETERS

A Ghostly Presence

Dead stars’ estates ready new ‘holographic’ resurrections
of Elvis, Hendrix, Monroe and the Doors

T he King may have left the build-
ing, but a virtually resurrected
Elvis Presley will soon return to
a concert venue near you.

With estates of deceased musical acts
exploring the revenue possibilities of vir-
tual live performances, the visual effects
company that created the Tupac Shakur
“hologram” seen at this year’s Coachella
Valley Music and Arts Festival is leading
the charge. The company, Digital Do-
main Media Group, recently signed an
exclusive deal with Core Media Group
(formerly CKx) to jointly produce a series
of “virtual” Elvis likenesses for various
entertainment projects.

Digital Domain chairman/CEQ John
Textor says the virtual Elvis project will
cost millions and is still in the early
stages of development. Jack Soden,
president/CEO of the Core Media di-
vision known as Elvis Presley Enter-
prises, sees massive potential for the
Presley project. “We'll own these im-
ages,” Soden says, adding that the con-
certs—which might range from trav-

eling tours to residencies—would be
unlike anything Elvis fans have previ-
ously witnessed.

“This is not repurposing old footage
that the world has already seen,” Digi-
tal Domain chief creative officer Ed Ul-
brich says, referencing how the recent
Tupac projection was also built from
scratch. “We’re making totally original
and exclusive performances so that fans
can have new experiences.”

The estates for other artists includ-
ing Jim Morrison, Jimi Hendrix and
Marilyn Monroe have also been consid-
ering the jdea of holographic live perfor-
mances following the Tupac hologram’s
appearances with Dr. Dre and Snoop
Dogg at Coachella in April.

Jeff Jampol, who manages the Doors
as well as the estates of Morrison, Otis
Redding, Janis Joplin, Peter Tosh and
Rick James, hopes to eventually create
amultimedia experience featuring the
band. The show might take place in ei-
ther a tent or a freestanding building,
with the walls pixilated like a large TV

screen and utilizing lasers, lights, high-
quality sound, vibrations, projected im-
agery and the 3-D figures, he says.

“We're trying to get to a point where
3-D characters will walk around,” Jam-
pol says, noting that he’s been explor-
ing the idea for about eight years with
British music video/commercial direc-
tor Jake Nava. “Hopefully, ‘Jim Morri-
son’ will be able to walk right up to you,
look you in the eye, sing right at you
and then turn around and walk away.”

Janie Hendrix, the rock legend’s sis-
ter and Experience Hendrix president/
CEO, has been working with London-
based company Musion Systems for
about a year to create a virtual version
of her late brother. “For us, of course,
it’s about keeping Jimi authentically
correct,” she says. “There are no abso-
lutes at this point.”

Plans for a virtual Monroe concert is
also in the works. The upcoming 50th
anniversary of her death in August
brought word of a “live” concert by the
late sex symbol from a firm called Digi-

ELVIS PRESLEY,
pictured here
performing in
Miami in 1956,
could be the next
virtual performer.

con Media. However, the company’s rep
told the Hollywood Reporter it isn’t
working with Montroe's estate since it
already holds “certain copyrights” on
the starlet’s name and likeness.

Some concert promoters believe such
virtual “live” performances from de-
ceased acts could develop into a larger
trend, but the concept would likely work
best as cameos during a more con-
temporary show—much like Tupac’s

“guest spot” at Coachella—instead of
prerecorded full-length concerts.
“There are plenty of opportunities
to use it as an extra piece of entertain-
ment,” says Nederlander Concerts CEO
Alex Hodges, who promotes concerts in
California. “It has to be done creatively,
and there are limitations to that before
it wears people out.” ors

:Addilional reporting by Gail Mitchell.

BY PHIL GALLO

Home’ls Where The Cash s

‘Idol’ song opens doors for once-in-a-lifetime writing partners Holden and Pearson

Two days before Phillip Phillips sang
“Home” on the “American [dol” 11th-
season finale, one of the song’s writers had
heard some rumblings, buthe still wasn’t sure his
worl would get massive exposure.

“I didn't believe it would happen,” says Greg
Holden, who co-wrote the song with a virtual
stranger, Drew Pearson. “As soon as Ryan Seacrest
said, ‘And now performing the song, “Home,” |
said, ‘Holy shit, and cracked open a beer. Phillip
did such a great job bringing the song to life.”

Fans of Phillips and “Idol” responded by mak-
ing “Home” the second-biggest seller of any “Idol”
coronation song. That version of “Home” sold
278,000 copies in its first week, second only to
Ruben Studdard’s “Flying Without Wings,” which
moved 286,000 copies in its first full week—all of
them physical sales, according to Nielsen Sound-
Scan. (David Cook’s “The Time of My Life” is
the biggest seller overall, moving 1.5 million
downloads and peaking at No. 3 on the Billboard
Hot 100.) During its second week, “Home” sold
102,000 copies, bringing its total to 380,000.

More than formats have changed since Stud-
dard won the second season of “Idol,” particu-
larly in the area of coronation songs. Studdard’s
cover, for example, was his version of a British
and lrish chart-topper by U.K. boy band Westlife;
Fantasia Barrino’s “I Believe” was a number co-
written by former “Idol” contestant Tamyra Gray
and sung by several finalists; Cook’s “The Time
of My Life” was the winner of the show’s own
songwriting competition; and Scotty McCreery's
10 |
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rendition of “I Love You This Big” came from a
well-respected team of R&B producer Lil’ Ronnie,
pop singer/songwriter Esther Dean and country
singer/songwriter Brett James.

Pearson is an engineer and writer who co-wrote
Zac Brown’s track (“Where the River Goes”) in
the 2011 film remake of “Footloose.” His unlikely
partner, Holden, is a British singer/songwriter
based in Brooklyn whose previous success came
from a hit charity single called “The Lost Boy”
that scored the No. 2 spot in the Netherlands. The

The victory song sung

by “American Idol”
winner PHILLIP PHILLIPS
(left) was co-written by
GREG HOLDEN.

combo’s huge success with “Home” suggests a
new chapter in “Idol” coronation song history—
suddenly, the opportunity to write an “Idol” smash
is now being offered to relatively unknown song-
writers published by independent companies.
Holden (inked to Razor & Tie Music Pub-
lishing) and Pearson (published by Check Your
Pulse, administered by Downtown) were brought
together for a single songwriting session six
months ago after Peter Lloyd, the A&R executive
who set up Razor & Tie's Los Angeles operation,

moved over to Pulse and proposed pairing the
two tunesmiths.

The duio’s lone composition was “Home,” which
primary lyricist Holden says was written in three
hours one day and recorded as a demo later in
the afternoon. Exactly where “Home” might land
was anyone’s guess—it only wound up as part of
Holden’s own live shows in Europe this spring
because it provided an uptempo contrast to the
abundance of slower ballad material from his two
solo albums.

While Holden was performing “Home”
throughout Europe—and charting with “The
Lost Boy” in Holland—Kat Kim at Pulse was
plugging the upbeat song for other placements.
Somehow it was heard by Interscope Geffen A&M
chairman and “Idol” in-house “mentor” Jimmy
Tovine, who took an instant liking to the track.
As a result, Phillips selected the song for his
final performance.

While Phillips will undoubtably be singing
“Home” on the American Idols Live! tour this
summer, Holden is returning to Los Angeles in
July for more co-writing sessions. He has also re-
ceived offers to work in Nashville this fall, accord-
ing to Razor & Tie Music Publishing VP Sharon
Tapper, who signed Holden shortly after she joined
the company last year.

Holden does have his limitations, however.
No matter how much he is begged, he absolutely
refuses to release his own recording of “Home”
anytime soon. “I'm still going to keep playing it
in my shows,” says Holden, who also performs
the song in several YouTube videos.

Right now, however, he’s content to let Phillips
have the spotlight, at least for that particular tune.
“I don’t want to step on anybody’s toes,” Holden
says. “I've got plenty of other songs to push.”« «

NEL BECKER/FOX
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Salsa’s Saviors

Ruben Blades and Cheo Feliciano create a salsa
concept album—by recording each other’s tunes

Nearlya decade ago, salsagreats
Cheo Feliciano and Ruben
Blades were chatting with flut-
ist Bobby Valentin and radio
programmer Pedro Arroyo at
Valentin’s home in Puerto Rico.
Anideabegan to brew: Feliciano
and Blades would record a new
album together, with a spicy
twist. Blades would sing mate-
rial originally popularized by
Felicianoandvice versa. Glasses
wereraised,and a
deal was sealed.
As it turned
out, however,
Blades took up
a political post
as Panama’s
Minister of Cul-
ture and, for the
next seven years,
the project sim-
mered. But on May 29, the
album—Eba Say Aja (a play on
“Everybody say yeah,” a Spang-
lish phrase used by Blades and
Feliciano in their shows)—fi-
nally saw the light of day.
Released just weeks after Ar-
royo died on April 14, the 12-
track album is a moving and
exciting testament to the power

Latin

LEILA
COBO

Notas

of salsa, as embodied by two of
the most emblematic voices of
the genre. It bows this week at
No. 14 on Billboard’s Top Latin
Albums chart.

“Cheo Feliciano was a pow-
erful influence in my develop-
ment as a singer,” Blades says.
“I always wanted to thank him
publicly, recognizing his art
and my admiration for him.”

For Feliciano, 76, who still
performs regu-
larly but who
hasn’t recorded
an album in
more than a
decade, the
work’s impor-
tance is both
professional and
personal.

“I'm honored
that he says [ influenced him,”
Feliciano says of Blades. “But
Ruben was also good friends
with my parents, and [ with
his. He even wrote a song for
my mother, ‘Chenchita’—and
I recorded it.”

“Chenchita” isn’t on this set,
but other classics like “Si Te
Dicen” and “Juana Mayo” are

included. The artists hope to ap-
peal to hardcore salsa fans who
still love the music, but hear less
of it these days on tropical sta-
tions overtaken by more popular
reggaetén and bachata.

Among the clever market-
ing strategies for the album is
distribution through individual
fans. “We often get calls from
people around the world who
can’t find salsa albums, so I'll
give them a low distributor
price for them to resell it any-
where they want,” says album
producer Ariel Rivas, who re-
leased the set on his own Ariel
Rivas Music label, a partner-
ship with Ruben Blades Pro-
ductions. The minimum order
is 10 albums, but, this week,
one fan ordered 200 copies of
Eba Say Aja to be sent to Japan.

In the United States, the
album is distributed through
Select-O-Hits. Blades, long
signed to Sony, went indie sev-
eral years ago and released his
last album, Cantares del Subde-
sarrollo, with Rivas, who also
books his tours.

“Our infrastructure is hum-
ble, but we have the passion to

Eba Say Aja, the collaborative album from RUBEN BLADES
(left) and CHEO FELICIANO, debuts in the top 20 on the

Latin albums chart.

produce the albums,” Rivas
says. “And because | work with
[Ruben] in other areas, we can
do business globally.”

Just how many copies a pur-
ist salsa album can sell in this
business climate remains to
be seen. But in the live concert
arena, there’s still strong de-
mand. Feliciano, for example,
says many of his annual perfor-
mances take place at salsa con-
gresses worldwide, “with thou-
sands of young dancers who
understand the music compet-
ing from different countries.”

The genre’s endurance
is even more palpable for
Blades, whose previous Todos
Vuelven show toured 30-plus

cities and sold 1 million tick-
ets, according to Rivas. This
year, Blades is playing more
than 50 shows across Europe,
the United States, Mexico and
South America.

“We just played at the Boca
del Rio Festival in Veracruz,
Mexico,” Blades says. “There
were over 130,000 people on
the closing day, where we played
with Luis Enrique. The festi-
val had an average of 100,000
attendees per show. That tells
you reports about the demise of
salsa’s popularity are exagger-
ated and inaccurate.” .o

bi For 24/7 Latin news

and analysis, see
billboard.biz/latin

Fresh Mex Sound

‘Tribal guarachero’ DJs 3BallIMTY explode with ‘Intentalo’

Last year, Erick Rincon of Mex-
ican DJ collective 3BallIMTY
was putting some finishing
touches on an album with
sound-savvy friends Sergio
Zavala (aka Sheeqo Beat) and
Alberto Presenda (DJ Otto).
Though the trio knew the un-
usual music it was creating
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might catch on, nothing pre-
pared it for what happened
next: Its new work, known
as “tribal guarachero” after
the long, pointy-toed fashion
boots worn south of the bor-
der, exploded on the scene.
The DJs, all in their late
teens and living in Mexico’s

3BALLMTY has sold
65,000 copies ofifs
Intentalo album.
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capital city of Monterrey,
were creating beats years
ago. But it’s tribal guarachero
that helped them establish a
fresh sound within regional
Mexican music. “At first,
people were wondering what
we were doing musically,”
Rincon says. “But people are
finally understanding.”

The new album, /ntentalo
(Try), was released in late De-
cember, and the catchy title
track quickly became an an-
them played at nightclubs, on
the radio and even as the score
for a Pepsi commercial that
aired in California and Texas.
The song’s fast-paced beats
are laced with electronica,
cumbia and African rhythms.

3BallMTY’s music turned
into a signature move-
ment that began taking off
after Mexico-based label
Latin Power Music signed
the DJs. The act received
another major boost after
signing with Universal Music
Latin Entertainment, which

helped push 3BallMTY even
further with a marketing
campaign that included
getting airplay on Mexican
radio stations everywhere in
the United States, from New
York to Los Angeles.

“The sound didn’t exist
[before now],” UMLE presi-
dent Victor Gonzalez says.
“It’s different and unique.”

Intentalo peaked at No. 2
on Billboard’s Top Latin Al-
bums chart and has spent 26
weeks on the tally. It has sold
more than 65,000 copies,
according to Nielsen Sound-
Scan. In addition, the title
track has sold 142,000 down-
loads and spent two weeks at
No.1on Hot Latin Songs.

While regional Mexican
stations initially opened the
door, Gonzalez says, the
song was also crossing over
to other outlets. “Suddenly,”
he recalls, “we began realiz-
ing that the world of regional
Mexican music was expand-
ingto the pop side.”

The next phase to parlay
the trio’s success is releasing

the album’s second single,
“Besos al Aire” (Kisses in the
Air), which has already be-
come a hit in Mexico. In Au-
gust, a deluxe CD/DVD ver-
sion of Intentalo that contains
two new songs and music
videos will be released.
3BallMTY expects that its
versatility as a recording act
will eventually expand into
other genres. The DJs, for ex-
ample, have already worked
on individual projects with
such established artists as
Paulina Rubio, while another
project featuring their music
along with tracks from other
DJsisdue laterin the summer.
“The only pressure now
really is finding more time in
the studio,” says Toy Selec-
tah, the veteran DJ/producer
who discovered 3BallMTY
and mentored the trio. “It
means something when guys
like Diplo, Skrillex and A-Trak
know about 3BallMTY. The
sound of these Mexican kids
is now on both sides of the
border, and it’s expanding.”
—Justino Aguila

... ENESPANOL: All the great Latin music coverage
,bl you've come to expect from Blllbeard—in Spanish.
Go to billboardenespanol.com.

UNIVISION AMERICA
RADIO BOWS

Univision Radio is launching on
July 4 anew AMradio network
covering nine U.S. markets
and featuring local, national
and international news in ad-
dition to entertainment items,
traffic and weather updates.
Programming on the newly
launched Univision America
network will also spotlight
politics, health, family matters
and education. The network
will be available in Miami, Chi-
cago, Las Vegas, Los Angeles
and Texas cities Houston, Dal-
las, San Antonio, McAllen and
El Paso.

MYRIAM HERNANDEZ
SETTOTOUR

Starting June 9, Chilean pop
singer Myriam Hernandez will
perform in 20 cities across
South America and the United
States. Her Seduccion tour will
coincide with the release of the
single “Todo en Tu Vida,” aduet
with Mexican singer Cristian
Castro. Considered one of the
top-selling artists in her native
country, the songstress also ap-
pears on the TV show “El Mejor
de Chile.” Hernandez’s album
Seduccion (Universal Music) re-
ceived a Latin Grammy Award
nomination last year.

INDIES ADDED TO
LATIN CONTENT
SERVICE

Photo service Getty Images
and MuuseMe.com, a digital
platform showcasing Latin
music for commercial place-
ments, are partnering to cre-
ate a Hispanic music division
with a roster of 3,000 Span-
ish-language indie acts that
can be licensed in the United
States, Latin America and
Spain. MuuseMe will curate
content for Getty, according
to officials, who say that most
acts in the new division are
“smaller, lesser-known indie
bands” looking to expand their
reach through distribution
outlets ranging from ad agen-
cies to broadcast producers.
MuuseMe co-founder Robert
Filomena says his company’s
role is to provide Getty with
music that didn’t previously
exist in its portfolio. Artists, he
adds, will receive 50% of the
licensing fees, with the other
half split between Getty and
MuuseMe.  —Justino Aguila

BLADES. TAYLOR HILL/GETTY IMAGES; FELICIANO: MICHAEL BUCKN
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Digital Savvy

Artists and labels are jumping on the tech bandwagon
with investments and creative input

Musicians no longer want to
merely build their careers on
other people’s digital products—
now they want to help build the
products, too.

Many artists have invested
some of their wealth in tech-
nology companies of varying
popularity. Bono and the Edge
invested in cloud storage com-
pany Dropbox, while Bono is
also a high-level investor in El-
evation Partners, a private eq-
uity firm with interests in Face-
book, dubbing firm SDI Media
and Yelp. Lady Gaga was
an early investor in Spo-
tify and co-founded so-
cial startup Backplane
with her manager,
Troy Carter, and a host
of venture capital firms.
Fellow Spotify investor
Justin Bieber has put
money into social game

LITTLE MONSHERS RS
GAGA RULES THE WORLD!

4 s G o Tamry v
e Cham b Mo

company Sojo Studios,
among other holdings. And
Justin Timberlake has a stake
in Specific Media’s $35 million
acquisition of Myspace.

Now large music companies
are also getting into the action.
In mid-May, Universal Music
Group (UMG) announced a
new global creative investment
program and named Bieber
manager Scooter Braun as the
program’s first entrepreneur-in-
residence. Live Nation has also
established a fund to put money
into aspiring startups.

Part of the attraction could be
the rock-star status enjoyed by
tech entrepreneurs. Late Apple
co-founder Steve Jobs achieved
a level of fandom equitable to
that of cultural icons like the
Beatles or Bob Dylan. Napster
co-founder and early Facebook
executive Sean Parker enjoys
the kind of celebrity usually re-
served for young pop stars and,
in fact, was portrayed by Timber-

lake in the film “The Social Net-
work.” PayPal co-founder Peter
Thiel was recently featured on
“60 Minutes.” Another PayPal co-
founder, Elon Musk, is celebrated
for his two high-profile ventures,
electric car company Tesla Mo-
tors and Space Exploration Tech-
nologies, also known as SpaceX.
But music companies aren’t
exactly new to strategic invest-
ments. Years ago, the major la-
bels acquired CD manufactur-
ing plants when the disc format
boomed (and divested their in-
terests after the format started its
downward slide). More recently,
labels have picked up various
merchandise companies, con-
cert promotion firms and small
digital ventures to diversify and
build around the now-common
multirights artist contracts.
Universal will invest for stra-
tegic reasons rather than to score
a quick profit, a UMG executive
tells Billboard. Rather than look

GTAR GOD

Some of the coolest ideas in
music technology can found at
Kickstarter, the funding platform
for creative projects in various stages of completion.
One of the latest is gTar (pronounced "gee-tar"), a guitar
that creates sounds through an iPhone docked directly
In the body of the Instrument. The gTar app has several
difficulty levels that allow a user to play along with open
tuning (just hit the strings) or learn to play songs by fol-
lowing llluminated lights on the guitar's fretboard

A preorder of a white gTar will cost $399, and the unit
will eventually retail for $499. A preproduction package
with a software development kit costs $499.

—GP
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Lady Gaga's fan site, Little Monsters (above and inset), was
developed by Backplane, a company the artist co-founded

atinternal rates of return and how
to make a profitable exit, the ex-
ecutive says, Universal wants to
use the global creative investment
program to build new products
and services that will keep its core
business moving forward.

“Just like with musicians, we
need to reinvest in the business,”
the UMG exec says. Universal
executives seem to understand
their limitations.
The company has
entrusted the tech-
savvy Braun—
and others, even-
tually—to help
locate and fund
good ideas.

Live Nation is
using in-house
entrepreneurs
to dip its toes into the startup
waters. The Live Nation Labs
Fund was set up to make stra-
tegic investments in technol-
ogy that will improve the cus-
tomer experience. The fund is
an outgrowth of the promotion
giant’s acquisition of Los Ange-
les-based media measurement
firm BigChampagne in Decem-
ber. BigChampagne’s core busi-
ness remains the same, but the
division is tasked with creating
new digital products and im-
provements to LiveNation.com.

Artists aren’t necessarily
investing because they want
to emulate Musk and Parker.
Backplane co-founder/CEQ
Matthew Michelsen says the
company is hardly a vanity
project, and only exists be-
cause Lady Gaga and her team
needed a particular kind of

technology. Launched in Jan-
uary 2011, it now has 16 em-
ployees and backing from such
Silicon Valley heavyweights as
Google Ventures, Menlo Ven-
tures and Founders Fund.

“We recognized the platform
where we could aggregate and
bring people together around
interests, affinity or a move-
ment,” Michelsen says. “We
recognized that
because we were
using all the cur-
rent platforms
in existence, we
wanted some-
thing that could
actually help us
center on our
fans. Our goal
was to build it
for our community and then
offer it to others.”

There’s a chance Carter and
Gaga could be outliers. The pair
has shown a rare ability to un-
derstand and use technology
to connect with fans and pro-
pel her career. Others might
not be able to duplicate their
mix of music, networks and
entrepreneurship.

But Gaga may demonstrate
that music and startups are a
good combination. Michelsen
says the singer had the idea for
a translation tool to communi-
cate with foreign fans who speak
different languages. “It’s one of
the most popular parts of our
product,” he says, “and that was
Gaga’s intuition.” e

biz

For 24/7 digital news
and analysis, see
billboard.biz/digital.

CISCO: 4.5 BILLION
MOBILE USERS BY
2016

Cisco predicts there will be
3.4 billion Internet users—
45% of the world’s projected
population—with half of all
Internet traffic coming from
Wi-Fi connections by 2016.
The company believes the
Asia Pacific region will gen-
erate the most traffic, while
the Middle East and Africa
will experience the most
Internet growth. Countries
with the fastest Web growth
will be India and Brazil. Mo-
bile will be crucial: Cisco
projects global mobile Inter-
net data traffic will increase
18times from 2011to 2016, as
the number of mobile con-
sumers grows to 4.5 billion.

TWITTER USAGE
GROWING AMONG
ADULTS

As Twitter usage surges, its
fastest growth comes from
people who use the service
daily. Twitter is used by 15%
of online adults in the United
States, while 8% of them use
it daily, according to a new
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Pew Internet & American Life
Project study. The percent-
age of adults using Twitter
has grown to 15% from 8%
since Pew first studied the
service in November 2010.
The faster growth, however,
is in the percentage of peo-
ple who use the service on
a given day—jumping from
just 2% in November 2010 to
8% in February.

SLACKER NOW
AVAILABLE ON

ROKU BOXES

Slacker Radio, an Internet
radio service available in the
United States and Canada,
can now be accessed on
Roku set-top boxes through
free and paid subscription
plans. The Roku connects
TVs to the Internet and al-
lows consumers to use on-
line services like Netflix,
Huluand Rdio. The boxes are
available online and at vari-
ous electronics retailers. In
addition to playing personal-
ized and programmed radio
stations, Slacker streams
news clips from ABC News
and ESPN.
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The Son Also Rises

Willie Nelson’s son Lukas is a

songon Willie Nel-

son’s superb new

album Heroes, “No
Place to Fly,” was written by
his son, Lukas Nelson, and
it contains the lyric, “The
road is like a river that sings
when I'm alone/I'm sitting
beside a window of light that
floods in my eyes and keeps
me from finding my way/And
if [ stayed home I'd only wish
[was gone.”

These are the words of a
traveling musician, and the
younger Nelson confirms
that he wrote the lyrics to
that song while crisscross-
ing the nation’s highways—
or, as his dad memorably put
it, on the road again. “That
was where my head was at,”
Nelson says. “I was on the
road at the time, in an RV. Be-
fore then, we were on a bus.
And before that, we were in
avan. And I've enjoyed every
minute of it.”

Calling from New York after playing a New
England show the previous night, Nelson seems
in a good place. Raised on a tour bus—his father
is one of the hardest-touring musicians of all
time—Nelson has been playing with his crack
collective Promise of the Real for more than
three years, releasing two albums and an EP, the
most recent being the stellar Wasted, on which
the band takes a quantum leap for-
ward in both chemistry and con-
fidence. The unifying spirit, Nel-
son says, comes from the lengthy
time spent in cramped quarters
together. “How could it not?” he
asks rhetorically.

Wise beyond his 23 years, Nel- ]
son learned early on that the ro-
mantic image of touring life is a
myth. “You're not always playing
for 100,000 people or even for 100 people, es-
pecially as a young, struggling artist,” he says.
“The most important thing to learn is: Enjoy the
struggle, every part of it.”

Managed by Matt Charkow at POTR Music
and booked by the Parallel 49 Agency, Nelson
already knows what some artists never learn.

“There are two types of bands: the ones that
get famous really quickly and then fade out, and
the bands that get famous slowly and learn how
to deal with the road,” he says. “Learning how
to live on the road is what helps you survive in
the industry.”

That's just where Nelson and Promise of the
Real are now, touring a circuit of small clubs and
large theaters and festivals of all sorts. Frequently,
the smaller venues prove more beneficial than
the larger halls.

“Even though sometimes we play for just 10
people, those 10 people enjoy the hell out of it,”
he says. “They become fans, and it builds slowly
from there.” One place that is slowly but surely

LUKAS
NELSON
performing
at Farm Aid
201 in Kansas |
City, Kan.

16 | BILLBOARD | JUNE 16, 2012

OnThe
Road

road-rugged rocker

building is Boston, where Nelson and Promise
of the Real played Upstairs at the Middle East, a
popular room that holds 200 patrons, the night
before speaking to On the Road.

“We haven’t been hitting the East Coast very
hard, and not many people know us yet,” he says.
“Last night in Boston, only about 100 people saw
us. But those 100 people had a great time.” Far
better markets for Nelson and Promise of the
Real are Colorado, California,
Utah and the Pacific Northwest,
as well as his home state of Ha-
waii, where he pit stops about one
month out of the year.

Sometimes it feels like an act is
on the verge of getting more trac-
tion, which is the case with Nel-
son and Promise of the Real. But
he admits it’s difficult to notice
any breakthrough in the midst of
the current East Coast run.

“It’s hard to see day to day, because we’ll play
some places and nobody will come,” he says.
“But I enjoy the struggle, and I'm not looking
for anything except to be able to play another
night somewhere and make a living.”

Nelson recalls a salient quote from Eddie
Vedder of Pearl Jam, a favorite band whose
2009 song “Just Breathe” was covered eloquently
on Heroes.

“Vedder said something on a video | saw, about
how all these little dates you play give you the
tools so when you do have success you don’t im-
plode,” Nelson recalls. “I'm becoming closer with
my band, and I have time to write a lot as we're
riding down the road. I'm reading, I'm learning,
I'm volunteering in Haiti next month. I'm living
my life, 'm happy, and I'm already a success in
my own eyes.” e

RAY
WADDELL

ey For 24/7 touring news and analysis,
. see billboard.biz/touring.

EHET ROBERTS/REDFERNS/GETTY IMAGES

Concert Grosses

GROSS/
$7,182,190
B Austiilar)
454 26/699.94

$6,705,970 JAY-Z & KANYE WEST
LEA.225515)

§79% 4942360 O2 Arena, London, May 18-22

$6,692,818 BRUCE SPRINGSTEEN & THE E STREET BAND
LEEFS9E541 g stadio Olimpico Liuis 7 o
U5 E /I Companys, Barcelona, May 17-18  :

$3,786,222 BRUCE SPRINGSTEEN & THE E STREET BAND

(£2860567) phelnEnergleStadian, Colo:
St , Cologne, 40,417
SIESAYEHE . Germany, May 27 Sailout LA LT

$3,759,361 BRUCE SPRINGSTEEN & THE E STREET BAND

VE2977,582) -
P 5:1;|fzréarzbnnh Arena, Frankfurt, ;3{.2‘9 MLK Concerts

33‘541'?6:'20 JLS, STARBOY NATHAN, NVS, VIDA

(E2236,284) E
€t LD 2g’ﬁlrze‘na, London, March 23-25, SJM Concerts
$3,212,670
{1 ZETE LS Brisbane Entertainment Centre,
436 79/$9899  Bichans, Australia, May 18, 26

ARTIST(S)

Attendance
Venue, Date o

Capacity Promater

ﬁl‘lﬁhgges Arena, Sydney, May 39,827 447 Garry Van Egmond Enterprises,

t Chugg Entertainment
THY Live Nation
e

Doctor Music Productions

17,798 20 026

Ewie show

Garry Van Egmond Enterprises,
Chugg Entertainment

$2,936,250 WESTLIFE
(ELA230a0
';yc;,gvﬁgszm 02 Arena, London, May 12, 23-24 199 4€ 559 Live Nation

(YRECREVN |LE RETOUR DE NOS IDOLES
47455230 Ctien)

15 4554 24 ﬁg;s:sr’epd, Quebec City, 39, 725: 4B600  Mysicor Spectacles

$2,128,570 DRAKE, KENDRICK LAMAR, A$AP ROCKY

LE1341582) -
02 Arena, London, March 26-27  34:573 55000 | jve Nation

SELEHSATED
$1,883,730 BARRY MA ow

$205S0/85.50/" " pagio Cit
y Music Hall, New York, 16,020 1
FEOSONELS5D April 30-May 2 thego The Bowery Presents, MSG Entertainment

$1,861,267 BRUCE SPRINGSTEEN & THE E STREET BAND

LETAA6 7215 "y
i Estadio de Gran Canaria, Las 23,908 i
SU008/57722  Palmas, Canary Islands, May 15 30000 Bapseniuiclpredutiions

$1,798,678 BRUCE SPRINGSTEEN & THE E STREET BAND

(€1.391,673) "
$i0338/89555 Elsa!;?;o Olimpico, Sevilla, Spain, 3\%"?8455 DBoctor Music Productions

$1,754,830 STEPS, SHOCKOLADY, KAMALIYA
26,926 3

(ETCBIZE
& 02 Arena, London, April 19-20 i Live Nation

£158.60/858 1)
NKOTESB

31,741_5,440
ETQTLETO) -
S 02 Arena, London, April 28-20 24894 2 AEG Live

THE BLACK KEYS, ARCTIC MONKEYS

Madison Square Garden, New 30,218
York, March 12, 22 b ot The Bowery Presents

BRUCE SPRINGSTEEN & THE E STREET BEAND

£B9G/§33.42

$1.631125
$60/845/835

$1,516,758
$98/168 a’;’;’gn"al ESIRTASr NG 16,034 Devil's Arena Entertainment
$1,252,339 VAN HALEN, KOOL & THE GANG
ilj}sﬁfl;sn S)Jnaglg Arena, Oakland, Calif., 117.1;' Live Nation
$1163,140 EASON CHAN DUO
LE721582) g 1,159 i i
4G HL/E5R 42 O2 Arena, London, April 23 17163 Orientouch Entertainment
$1,148,040 CHANNEL 4’5 COMEDY GALA
A EriiRaestl 02 Arera, London, May M R Off The Kerb Productions
$1,146,230 BARRY MANILOW
73 870, rr=
$IE0.77/84079 02 Arena, London, May 15 4 Kennedy Street Enterprises

$1,124,420
I T S s
SIEINICITS

$1,099,613
BIGAT7E/E597S

$890,636
(EBFABI0)
£15106/84587

$875,595
$H2.50/54250

JOHN FOGERTY

Brisbane Entertainment Centre, 8,543
Brisbane, Australia, Aoril 5 8502 Ehuaantertainniznt

DRAKE, J. COLE, WAKA FLOCKA FLAME
Verizon Center, Washington, 1,147
D. lav 25

Live Nation
DAVID GARRETT
02 World, Hamburg, April 12 Jo.en River Concerts

RED HOT CHILI PEPPERS, SLEIGH BELLS

Verizan Center, Washington, 14,502 L.M.P.
D.C., May 10 T

., May saflout

RED HOT CHILI PEPPERS, LITTLE DRAGON

Alistate Arena, Rosemont, Ill., 14,587
May 28 Jam Productions

$839,447
SFSU/BIBE0

sellou

$751,065

ERASLICE) 5,361

2065 48/4R1 s O2 Arena, London, April 30 ) Magic Sound Entertainment
$742131 THE BEACH BOYS

2T/ 5147857 -~
35 g:v_izczago Theatre, Chicago, May ﬁ:ffg“‘c A Jam Productions

$741,770 IL DIVO

(§756.420 Carain)
Sii0tioes  Alr Canada Centre, Toronto, 7883

Q'VIVA! THE CHOSEN LIVE
Mandal:{ Bay Events Center, Las 8,571
Veagas, May 26

sallait

AEG Live

$729,940

SRE/895/85 Concerts West/AEG Live

$707,598 BRAD PAISLEY, THE BAND PERRY, EASTON CORBIN
71

/SAG Nikon at Jones Beach Theater, 12,233
Wantagh, N.Y,, June 1 £

RED HOT CHILI PEPPERS, LITTLE DRAGON

Scottrade Center, 5t. Louis, 12,831
May 25 13800 Beaver Productions

IL DIVO

g;asc_lon Theatre, New York, May 131 6.5 AEG Live

EXAMPLE

Live Nation

$704,945
859,60/ 53950

$679,595
$13850/$6550

$646,128
{£358.3355

$A0.45 02 Arena, London, April 27 (has SJM Concerts
643,350 PULP, CHROMATICS, JEFFREY LEWIS
$H0/SER/SA0/
& DA Natret) 1000 . The Bowery Presents, MSG Entertainment

cill Bob Allen. FOR MORE BOXSCORES, GO TO BILLBOARD.BIZ.

%
8
3
2
@
H
S
H
S
€
¥
2
El
H
2
g
4
2
o

LLC. Borsc

Fax 615-793-2891 Email bob allani billbosrd corm

Copyright 2012 Promatheus Global Mo



com

<
E

Billeoard

EDITORIAL DIRECTAOR
BILL WERDE

EDITORIAL

EDITOR: JOELEVY /12

MUSIC EDITOR: Ben]amln Meadows Ing m )

MANAGING EDITOR: Chris Woods

BILLBOARD.BIZ EDITOR: Jem Aswad

SPECIAL FEATURES EDITOR: Thom Duffy . 4

EXECUTIVE DIRECTOR OF CONTENT AND PRDGRAMMING

FOR LATIN MUSIC AND ENTE RTAINMENT Leila Cobo (! ) 305-36)-5279

EXECUTIVE DIRECTOR OF CONTENT

PROGRAMMING FOR TOURING AND LIVE ENTERTAINMENT Ray Waddell (i e 6545

EXECUTIVE DIRECTOR OF CONTENT AND

SENIOR ‘CORRESPONDENTS: Ed Chnxtman 4
Andrew Ham, Bre

Phil Gallo
Y 432.655

SENIOR EDITORIAL ANALYST: Glenn Penple
CORRESPONDENT: Mitchell Peters 3 5
BILLBOARD EN ESPANOL EDITOR: Juuy Camor Navas
COPY EDITOR: Christa Thtus
ASSOCIATE EDITOR OF LATIN AND SPECIAL FEATURES: Justino Agulla 22
EXECUTIVE ASSISTANT TO THE EDITORIAL DIRECTOR: Emily Llchlenbelg Far
CONTRIBUTING EDITOR, BILLBOARD BIZ: Andy Gensler 94
INTERNATIONAL: Lars Brandle : / 1141 Rob Schwartz (; wollgangSnahr Trmary
CONTRIBUTORS: Paul Heine, Juliana Koranteng, Ke"! Mason, Deborah Evans Price, Tom
Roland, Paul Sexton, Richard Smirke, Mikael Woor

BILLEOARD.COM

EDITOR: M. TYE COMER 217107 .+
MANAGING EDITOR: Jessica Letkemann .
NEWS EDITOR: Marc Schnelder 212495
ARTIST RELATIONS: Lisa Binkert
ASSOCIATE EDITOR: Erika Ramirez
ASSISTANT EDITOR: Jason Lipshutz 2
EDITORIAL ASSISTANT: Sarah Maloy 21 7- 4974170
VIDEO EDITORS: Matt Campbell, Hanon Rosenthal
ASSISTANT VIDEO EDITOR: Alex Blumberg
COUNTRY NEWS EDITOR: Chuck Dauphin
FASHION EDITOR: Gregory DelliCarpini Jr.

DESIGH & FHOTOGRARKY
CREATIVE DIRECTOR: ANDREW HORTON !
PHOTO EDITOR: Amelia Halverson  SENIOR DESIG NEk Sandle Burke
CREATIVE DIRECTOR, BILLBOARD.COM: Rachel Been 212 49% 4172

CHARTS & RESEARCH

DIRECTOR OF CHARTS: SILVIO PIETROLUONGO 27-#55-4135
ASSOCIATE DIRECTOR OF CHARTS/RETAIL: Keith Caulfield
ASSOCIATE DIRECTOR OF CHARTS/RADIO'Galy Trust
SENIOR CHART MANAGER: Wade Jessen
CHART MANAGERS; Bob Allen 20 ’

A, wullam Grugw

Alex Vitouls
(B ol W
CHART PRODUCTION MANAGER: Michael Cusson
ASSOCIATE CHART PRODUCTION MANAGER: Alex Vitoulis
BILLBOARD RESEARCH MANAGER: Gordon Murray 212 457 4023
PUBLISHER

TOMMY PAGE

ADVERTISING & SPONSQRSHIP
DIRECTOR, BUSINESS DEVELOPMENT & EAST COAST SALES: Christopher Robbins 7.
EAST COAST ACCOUNT MANAGER: Caleb Hannabuvy 34381

ACCOUNT MANAGER: Alexandra Hartz 21,4054
SPONSORSHIP/BUSINESS DEVELOPMENT MANAGER: Cebele Marquez 2
SPONSORSHIP SALES MANAGER: Ed Plum 2'2 2%
MIDWEST SALES DIRECTOR: Chauncle Burton 112
DIRECTOR, SPECIAL FEATURES & WEST COAST SALE! Akl Kaneko £23-325-7209
WEST COAST SALES DIRECTOR: Onnalee MacDonald 525 555 2
NASHVILLE: Lee Ann Photoglo £ 15 © 3 10%); Cynthia Mellow
EUROPE: Frederic Fenueel (1144 g

MANAGING DIRECTOR/LATIN: Gene Smith
LATIN AMERICA/MIAML: Marcia Olival 30
ASIA-PACIFIC/AUSTRALIA: Linda Matich
CLASSIFIEDS/PRO SMALL SPACE SALES: Jeff Serrette
JAPAN: Akl Kaneko 42 7-°
MANAGER OF SALES ANALYTICS: Mirna Gomez
EXECUTIVE ASSISTANT/ADVERTISING COORDINATOR: Peter Lodola
DIGITAL SALES ASSOCIATES: Alyssa Convertini, Mandy Evans

GENERAL MANAGER: STEVEN C. TOY 21
DIRECTOR, PRODUCT DEVELOPMENT: Caryn Rose
DIGITAL PROJECT MANAGER: Joseph Bell
MANAGER, SOCIAL MARKETING: Katle Morse
MANAGER, AD OPS: Donna Delmas

MARKETING & CREATIVE SERVH
SENIOR MARKETING DIRECTOR: LILA GERSON
SENIOR MARKETING MANAGER: Kerrl Bergmai
MARKETING MANAGER: Mark Khamsakul 212
MARKETING DESIGN MANAGER: KIm Grasing
MARKETING COORDINATOR: Julle Cotton

CIRCULATION

Wagas Arif
SUBSCRIPTIONS:

COMFERE

DIRECTOR: NICOLE CARBONE
MARKETING MANAGER: Andrea Martin ;-
OPERATIONS MANAGERS: Elizabeth Hurst, Coulmey Marks

LICENSING
VICE PRESIDENT, BUSINESS DEVELOPMENT & LICENSING: ANDREW MIN 212
DIRECTOR, LICENSING & CUSTOM MEDIA: Diane Driscoll . 193-411Q

DIRECTOR, BUSINESS DEVELOPMENT & LICENSING: Susan Peterse
MANAGER, INTERNATIONAL LIC| &SALES: Angeline
MAGAZINE REPRINTS: Wright's Medla £77 £52 5245 or pusr
FRODUCTION
PRODUCTION DIRECTOR: TERRENCE C. SANDERS
ASSOCIATE PRODUCTION DIRECTOR: Anthony T. Stallings
ASSOCIATE PRODUCTION MANAGER: Rodger Leonard
GRAPHIC PRODUCTION ARTIST: Gene Willlams
QPERATIONS
GROUP FINANCIAL DIRECTOR: Barbara Grieninger
PERMISSIONS COORDINATOR: Dana Parra /1. 107
BILLBOARD OFF
LOS ANGELES:

PI?O/\/\ETH EUS

med.i

CMIEF EXECUTIVE OFFICER

HARD D. BECKM
JEFFREY WILBUR: CHIEF FINANCIAL OFFICER; DANA MILLER: SENIOR VICE PRESIDENT,
CREATIVE SERVICES; Doug Bachelis: VICE PRESIDENT, MARKETING; Madeline Krakowsky:
VICE PRESIDENT, CIRCULATION; Rory McCafferty: VICE PRESIDENT, DIGITAL;
Meghan Milkowski: CORPORATE PRODUCTION DIRECTOR; Sarah Studley: GLOBAL MEDIA
CONTROLLER; Rob Schoorl: VICE PRESIDENT, HUMAN RESOURCES Andrew Min: VIC
PRESIDENT, LICENSING

CHAIRMAN
JAMES A. FINKELSTEIN

¥)

Pulling Back

Grammys’ Curtain

Recording Academy’s first ‘making of’ documentary

focuses on McCartney, Houston

lenty of stories surrounded

the 2012 Grammy Awards:

the sudden death of Whit-
ney Houston, Adele’s first pub-
lic performance in months, Katy
Perry’s first appearance since her
split from Russell Brand, the all-
star salute to Paul McCartney
and much more. But when the
telecast’s executive producer, Ken
Ehrlich, decided to create a short
documentary about the ceremony,
he focused squarely on the two
most legendary names: Houston
and McCartney.

“A Death in the Family: The
Show Must Go On,” a 26-minute
film from Ehrlich, marks the first
time the Recording Academy has
presented an extensive look at the
backstage process of assembling
the awards show. It mostly covers
the 48 hours that began on a Fri-
day with McCartney revising his
show-closing plans and ended with
a prayer and a song for Houston
that opened the Sunday telecast, a
segment that came together mere
hours before airtime.

“Can you imagine being
the host of a live TV show and
[going to bed] having no idea
what you're going to do the next
morning?” show host LL Cool J
says in the film. “We were giving
people permission in the midst
[of a tragedy] to enjoy themselves . .. That was the toughest.”

Originally, there weren’t any plans to shoot a documen-
tary that pulls back the curtain on the awards show process.
The idea was presented in mid-March and Ehrlich started
interviewing talent and executives in April, catching up with
McCartney's “sidemen” Bruce Springsteen and Joe Walsh
at the New Orleans Jazz & Heritage Festival.

Much of the project was culled from rehearsal footage and
various other material. “We had some B-roll, and
we lucked out that a film crew was following Paul
McCartney,” Ehrlich says.

McCartney changed his performance on Fri-
day afternoon, dropping his original plans to
play Wings’ “Nineteen Hundred and Eighty Five”
from Band on the Run and substituting the suite
of songs closing the Beatles’ Abbey Road. Not
only did his revised plans require a string sec-
tion, but the more that McCartney thought about
the presentation, the larger it grew in musical
personnel as Walsh and Foo Fighters’ Dave Grohl joined
for a jam on “The End.” Then, to up the stakes, Springsteen
entered the picture.

In his interview, Springsteen recounts the call he received from
his manager, Jon Landau. “Paul McCartney—isn't he one of
the Beatles? So, then you say, ‘Yes!”” Springsteen says, before ex-
plaining how he had been anxious to perform with McCartney
ever since 1964, when he bought his first copy of Meet the Beatles.

1f McCartney’s performance illustrated the first part of the
documentary’s title, “The Show Must Go On,” then “Death in the
Family” obviously refers to Houston’s death the day before the
ceremony. Perhaps the most poignant part of the film examines

PAUL McCARTNEY
Awards on Feb. 12.

Sound
+Vision

performing at the Grammy

what went into the rewriting of the script and the last-minute re-
hearsals for the musical tribute led by Jennifer Hudson.

Ehrlich had Hudson rehearse Houston's signature tune, “I Will
Always Love You,” in a private room before taking the stage at
the Staples Center. Once she emerged, she was asked to perform
the song twice, which rarely happens during dress rehearsals.

“Ken came over after the first rehearsal and said it’s not a per-
formance—you're singing to Whitney,” Hudson recalls in the
film. “I knew exactly what he meant. The second
time around, I could not get through the song.” In-
deed, Hudson’s voice quivers as she begins to cry
toward the song’s conclusion.

“There were so many stories that night,” Ehrlich
says of the Grammy telecast watched by 39.9 mil-
lion viewers (according to Nielsen), the second-larg-
est audience for a Grammy show. After Houston’s
death forced a reworking of the opening, LL Cool
] came up with the notion of starting the evening
with a prayer. “How fortuitous, if I can call it that,
that we had a host in LL Cool ] after not having one for eight
years,” Ehrlich says.

The film will receive its world premiere on June 11 at the Acad-
emy of Television Arts & Sciences in North Hollywood, with Eh-
rlich, Grohl, LL Cool ], Recording Academy president/CEO Neil
Portnow, co-producer Terry Lickona and others participating in
a Q&A after the screening. The documentary will also be posted
on Grammy.com, and plans are afoot to screen it regularly at the
Grammy Museum.

“Maybe we've learned something in this process,” Ehrlich
says of the film. “Maybe we ought to think about doing this
every year.” .
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As Justin Bieber racks up the year’s biggest digital single, sells out
his U.S. tour in 60 minutes and looks to the release of “Believe,”
the challenge isn’t commercial—it’s growing up in public
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HE FIRST TIME WE MEET, on the set around,” says Mike Posner, the producer who helmed the al-
for his Billboard cover shoot, Justin buns first single, “Boyfriend,” the fastest-selling digital track
Bieber accidentally moonwalks, Mi- of the year so far (2.3 million downloads, according to Nielsen
chael Jackson-style, right back into SoundScan, in 10 weeks). Approaching this new body of work
me. [t's a moment of youthful spon- (for which Bieber co-wrote every single track), the goal—ac-
taneity that at once confirms he’s cording to Karen Kwak, Island Def Jam Music Group (IDJMG)
not kidding around about his King executive VP and head of A&R—"“was him transitioning from
of Pop obsession and inadvertently being a teen phenomenon to a real adult artist.”
upends the narrative that’s being Almost everyone interviewed for this piece got the memo
woven about his impending release, Believe, due out June 19: about a more mature Bieber. The most recognizable teenager
that this is the debut of a new, mature Bieber. in the world turned 18 on March 1, after all, and this is a piv-
“We're clearly seeing a more mature record this time otal moment as he aims to make the leap from tween heart-
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“Michael
Jackson is my
inspiration.
For me, he’s
the greatest—
he’s the King
of Pop—and
everything I
do,Idotobe
the greatest.”
—JUSTIN BIEBER
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throb to enduring icon.

One key person, however, bristles when asked about
that transition—his manager, Scott “Scooter” Braun, the
maverick who famously found Bieber on the Internet at
age 13 and, together with Usher, signed him to a joint deal
through Raymond Braun Media Group. “Adult artist? Just
because he’s legal now doesn’t mean he’s an adult,” Braun
says. “He still needs guidance; he’s still finding his way.
He’s no longer a boy, but he’s definitely not yet a man.” And
his music, image and how he carries himself—spontaneous
bursts of moonwalking and all—reflect that, Braun says.

Backstage in his dressing room at the MGM Grand
Garden Arena in Las Vegas for rehearsals at the Billboard
Music Awards, brandishing a glistening new rose gold
Rolex on one arm, a pair of gold chains around his neck
(one with a gold whistle charm dangling from it), Bieber
is clad all in black the second time we meet for a sitdown
interview—black slouchy jeans, T-shirt and ski cap fully
covering that famous hair, only a red bandana in his left
back pocket adding a pop of color to the ensemble. Later
this evening he’ll be practicing his high-jumping choreo-
graphed performance of “Boyfriend” that will ultimately
net him a “most exhilarating performance” award from
fans who voted online during the actual show—it’s also
the first taste of what's to come on his upcoming 125-
date world tour, for which he’s guaranteed a cool $80 mil-
lion. And not without cause: Two weeks after we talk, all
49 North American dates will sell out within one hour,
with two nights at New York’s Madison Square Garden
going in less than a minute. But right now he’s here to
talk up his highly anticipated (by more than 43.9 million
Facebook fans, at least) album, Believe.

His debut release, 2010's My World 2.0, and subsequent
remix album Never Say Never: The Remixes and 2011’s holi-
day set Under the Mistletoe, all debuted at No. 1. Embark-
ing on his all-important proper sophomore album, he had
some formidable goals—not just branching out to new
markets and age brackets, but reaching for the unparal-

JUSTIN

BIEBER

performifig

“Boyfriend" at

the Billboard

J Music Awards
- b on May 20 in

" 4 Las Vegas.
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leled artistry of one of pop’s all-time legends: “Michael

Jackson is my inspiration,” Bieber says between bites of
a Big Mac. “For me, he’s the greatest—he’s the King of

Pop—and everything I do, I do to be the greatest.”

To help him fulfill those aspirations, he enlisted several
edgy hitmakers, including Posner, Diplo and Zedd—along
with pop stalwarts like Max Martin—and settled into the
recording studio for four tracks with the man who produced
Jackson’s last No. 1 hit, “Rock My World,” Rodney Jerkins.

The first thing Jerkins did was show his new wunder-
kind never-released footage of Jackson in action in the
studio. “l wanted him to see Michael’s passion in the stu-
dio—we all know he had that passion onstage in front of
60,000 people, but he also had it alone in the booth. I've
been fortunate enough to work with a few greats that had
that passion, so [ know what it is when I see it. And Justin
has what it takes, absolutely.”

Bieber’s directive was clear to Jerkins: pop with urban
elements. “Because he’s also a drummer, he wanted to
make sure that the rhythms were there as well as the pop
melodies on top. We really focused on those combina-
tions,” Jerkins says.

“As Long As You Love Me”—Bieber’s personal favorite
track on Believe—is a perfect example of a song that will
speak to his core fans with its indelible melodies, and has
the ability to reach new listeners, says Jerkins, who added
dubstep sonics to the production on Bieber’s urging.
“There’s nothing like it,” says Bieber, who got hooked on
dubstep on a trip to London, where it was all over the air-
waves. And from the global dance beats pulsing through-
out many of the album’s tracks, it sounds like his mentor
Usher’s recent work has also left an imprint on Bieber.

But for Jerkins, the most significant of their collabora-
tions is “Die in Your Arms,” which clearly evokes a young
Jackson and focuses on Bieber’s voice. “The mission on that
one was to have Justin make a statement vocally,” Jerkins
says. “In making this transition, the one thing he has to
prove to people is, ‘Listen, I'm a real singer.’ This isn’t about




three notes here; this is about him showcasing his voice. It’s
not the easiest song to sing—it’s a real singer’s song with
Sam Cooke-style melodies in the chorus. And he nailed it.”

HILE MAKING THIS LEAP, under-
standably there are going to be some
growing pains along the way. Bieber
and his team smartly got ahead of the
game by allowing him to be shown
having taken a physical beating in a Complex magazine cover
that featured the squeaky clean singer with a black eye, rav-
aged to a highly stylized pulp in a boxing match. In a recent
GQ profile he took a different kind of drumming, the maga-
zine using the pop star as a bit of a punching bag. But it’s all
par for the course for a guy whose career was birthed online.

“No one in the history of the world has ever grown up
with the pressure that he has, being a solo artist that young,
that famous, in a world with technology that exposes us
24-7,” Braun says, noting that unlike Jackson, who had
his brothers behind him, or Justin Timberlake, who could
rely on the support of his fellow "N Syncers, Bieber went it
alone—in an unprecedented era of Twitter, Facebook and
camera phones. “He was literally going through puberty
in front of the entire world, with everyone expecting some-
thing from him and a lot people waiting for him to screw
up. He's a fighter. I'm proud of him—how’s he’s stayed true
to himselfand taken control of the entire situation.”

Even the coolest of heads can lose it when confronted
with the paparazzi, though. Bieber made news on May 27
when he got into a scuffle with a photographer who report-
edly blocked his way as he and girlfriend Selena Gomez
were exiting a shopping mall parking lot in Calabasas,
Calif. Still, Bieber remains steadfastly appreciative on the
pros and cons of growing up in this hyper-digital era.

“Your life is out there a lot more, especially nowadays when
everybody has a HD camera phone on them at all times,”
Bieber says. “But my whole career launched from the Inter-
net, so without it, [ feel like I wouldn’t even be here. I owe a
lot of my success to social media, to Twitter, to YouTube and
Facebook. It is also a great way to interact with fans.”

And, by this point, he’s a pro at it, on the front lines himself
in rallying the Beliebers for the launch of Believe. With more
than 22.3 million followers on Twitter, it’s no surprise he
took home the gold trophy for top social artist at the Billboard
Music Awards. “For Justin in particular, it really all starts with
the fans,” IDJMG VP of marketing David Grant says. “He en-
gages with them on a daily basis through his social media.”

That’s been extremely useful to the label, says IDJMG
president/COO Steve Bartels, who points out that the fans
have been integral in the marketing of this album since be-
fore the first single was even available.

“Justin’s fan base is very loyal and it is about giving
them the opportunity to be involved in the social media
campaigns,” Bartels says. “For example, we encour-
aged the fans to choose Justin’s single artwork for ‘Boy-
friend.’ [They voted on two options through Twitter using
hashtags.] This is one small example of how we keep the
fans very involved in many aspects of the campaign. Their
opinions matter to Justin, and to us.” (Those opinions
matter to Billboard as well—Bieber fans chose which cover
image adorns this issue through Facebook.)

The label plans to continue to stoke fan excitement right
up through the week of release. The Believe: All Around
the World campaign will see the global phenomenon jet
set from Oslo, Paris and London to Mexico City and New
York—in addition to stops in [taly, Spain and Germany—
on a promotional and unannounced live concert tour that’s
being documented for an NBC TV special of behind-the-
scenes and concert footage, airing June 21. Beliebers get
a front-row seat throughout the journey: Through social
media “he’ll be able to take them on tour with him,” Grant
says. “He’ll be in constant communication with his fans via
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How Island Def Jam Reunited
‘Boyfriend’ With Top 40

adio’s relationship with Justin Bieber’s
“Boyfriend” is back on track.
Nine weeks ago, the song debuted

on Billboard’s Nielsen BDS-based

Mainstream Top 40 chart at No. 20

with 3,961 first-week plays, marking
the best first-week sum for a song by a male artist in
the chart’s almost 20-year history. Just three weeks
later, “Boyfriend” became Bieber’s first format top 10
(after eight prior chart entries).

During the next four weeks, however, “Boyfriend”
registered decreases in plays, falling out of the top
10. Similar drops showed on Billboard’s all-format
audience-based Hot 100 Airplay chart, where the
song slipped from a No. 13 peak (57 million listener
impressions) to No. 19 (45 million) from the beginning
to the end of May.

Island Def Jam Music Group (IDJMG) president/COO
Steve Bartels says that the song’s fast start was powered
by programmers’ excitement over a big-name release.
After playing itin heavy rotation initially, once early
listener research revealed unfamiliarity, some stations
eased off airplay, resulting in chart retreats.

How did the tide turn back in Bieber’s favor?

“Radio needs to allow star artists the time to con-
nect. Justin Bieber is one of those,” Bartels says. “I
went back with my staff and our friends at radio and
promoted belief. All the signs were there: video views,
huge single sales, monster streaming and requests.”

To date, the official video for “Boyfriend,” which
didn’t premiere until early May, has garnered 63 million
YouTube views. The song has sold 2.3 million down-
loads, according to Nielsen SoundScan, and registered
6.1 million on-demand streams, according to BDS.

The label’sresolve is paying off. For the second week
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Twitter and [new video sharing service] Viddy.”

It turns out, Bieber’s not just an avid user of social
media, he’s also a savvy stakeholder. Only in 2012 would
part of the marketing of an 18-year-old pop star involve
publicizing his investments. Forbes trumpeted his success
behind the scenes as a new breed of celebrity venture capi-
talist on the cover of its Celebrity 100 issue. Having raked
in $108 million in the past two years, Bieber ranked third
for the second year in a row, edged out only by Oprah Win-
frey at No. 2 and Jennifer Lopez in the top slot. As for that
venture capitalist tag added to his résumé, the quintuple
threat (singer, songwriter, dancer, actor and budding busi-
ness dynamo) is reinvesting a chunk of his earnings in the
sectors that made him: in music and social media compa-
nies, such as Viddy, Tinychat, Stamped, Sojo Studios (the
company behind the WeTopia game) and Spotify.

“Spotify was something that I got involved with really
early,” Bieber says. “My manager Scooter talked to me
about it from the beginning and I thought it was a good
tool because you get almost every song ever made on there
and you can buy it whenever you want, [ invested mainly
because I liked the product.” Recent reports that it’s val-
ued at $4 billion elicit an age-appropriate response from
Bieber: “I think that’s crazy—that’s awesome, right?”

Those kinds of numbers can’t really phase Bieber all

in arow, “Boyfriend” boasts a bullet, ranking at No. 9 on
the Mainstream Top 40 tally, up by 533 plays, a 9% gain.
On Hot 100 Airplay, it rises from 53 million to 55 million
audience impressions (up 6%). Three weeks earlier, the
song had collapsed from 51 million to 45 million.

Notably, the song has turned around its radio for-
tunes without the aid of modern traditional aids like
a TV commercial synch or a cover by the cast of Fox’s
“Glee.” Bieber did perform “Boyfriend” on the season
finale of NBC’s “The Voice” (May 8) and at the Billboard
Music Awards (May 20). Still, IDJMG cites radio’s faith
as the main driver for the song’s renewed momentum.

“Everyone [at radio] believed in the song and pro-
grammed this song to win,” IDJMG executive VP of
promotion Rick Sackheim says. “When early callout
looked shaky and confidence seemed to be ques-
tioned, we dug in and found a new positive story each
day. The staff took each story and spread it through-
out the country to rebuild our drive.”

That “Boyfriend” is reapproaching its highest na-
tional audience reachis “due to the hard work, com-
mitment and belief in the song and Bieber from both
our staff and radio,” Sackheim says.

Radio gatekeepers agree.

“Programmers underestimate the power of Bieber
and his following,” says Pattie Moreno, PD of KHHM
Sacramento, Calif., who notes the song’s popular-
ity from “schools [to] clubs.” That the song reveals a
more adult-sounding vibe than Bieber’s earlier efforts
may also be adding to its staying power.

“[“Boyfriend”] was co-written by Mike Posner and
was sung to me by Mike himself the day before selling
it to Bieber,” Morenorecalls. “This song is passionate,
pop, catchy and has street cred all in one. Give him a hit
and it will soar no matter what.” —Gary Trust
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that much, though. This is an artist who has more than
2.7 billion YouTube views—including the record-breaking
most views in a single day of his “Boyfriend” video with 8
million first-day views (and 63 million views and count-
ing since). In honor of that, a big initiative called Certi-
fied with Vevo is being planned for the week his album is
released. The campaign will “be the first time an artist is
honored for all of his video views,” Grant says.

To keep fans engaged in the weeks prior to that point,
IDJMG is enacting a “complete my album” campaign on
iTunes, rolling out three new tracks in the weeks before re-
lease, the first of which, “Die in Your Arms,” hit May 29.
(When the song “All Around the World,” featuring Lud-
acris, leaked days before it was meant to, loyal Bieber fans
launched their own campaign on Twitter to rally others not
to listen to it until its official release.)

There are several incentives put in place for fans to buy
early. The first 10,000 people to preorder the direct-to-con-
sumer album bundles can upload a photo online, which will
be included in a poster they will receive that's a mosaic of
Bieber with all of the fan photos. Preorder bundles will in-
clude a T-shirt—the design of which fans voted on as well.
Consumers who preorder the album when purchasing con-
cert tickets will also get a bonus track, “Hey Girl.”

On top of all of that, each album comes with a “Golden
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Ticket”—an insert with a code on it that fans enter online
(though purchase is not necessary) for a chance to win
multiple prizes. In addition to autographed guitars and
posters, the top two prizes are plum for the true Belieber:
“One lucky fan will be able to fly to a Justin Bieber concert
and be the ‘one less lonely girl’ he sings to onstage,” Grant
says. Another top winner will have the opportunity to be
in a Bieber video. (Those less lucky can always get a whiff
of Bieber when his new scent, Girlfriend, debuts around
the album’s release week.)

F COURSE, THE MAIN DRAW is the actual
music. And the 13 tracks, and three ex-
tras on the deluxe album, are very ac-
complished, dotted with high-profile col-
laborations, with features from Big Sean,
Drake, Ludacris and Nicki Minaj. The process allowed
Bieber to stretch his wings, and have some fun while at it.

Watching him in action, Jerkins says, was a revela-
tion. “Two hundred percent, he’s a career artist. And it’s
not just because he can sing and has charisma. It's the
fact that he’s actually really creative—he can sit at the
keyboard, pick up a guitar, get behind the drums, he can
write lyrics and raps. He's very, very creative.”

Bieber, Jerkins says, is constantly dreaming up ideas—
often sending Jerkins voice notes over the phone to be
worked on. When he’s in recording mode, his routine is
fairly low maintenance, Bieber says. “The studio’s filled
with people [ like and trust. Sometimes the lights in the
booth have to be dimmed and [ have a few candles”—Le La-
bo’s Santal 26, to be exact—"but other than that, that’s it.”
(Does Bieber get a kickback for the shout-out? “He should,”
his rep chimes in. “Those candles are expensive.”)

The first single, “Boyfriend,” which debuted at No. 2 on
the Billboard Hot 100, was cut during two evenings at At-
lantic Studios in Los Angeles. Producer Posner echoes Jer-
kins in describing Bieber as somewhat of a pop savant.

“We'd put a beat on, and Justin hops in the booth and
we just let him freestyle. If T left the room to go to the
bathroom and came back, he’d be on my laptop, making
a beat on all of my equipment.” To that end, Posner says,
it's “just a matter of time” until Bieber makes an album
on his own. “He’s learning more and more about writing,
and he’s already dope at making beats. Maybe not the next
album, but there’s going to be an album where Justin’s
keeping all of that publishing for himself.”

As for the rap on “Boyfriend,” it was a no-brainer for Posner.
“Justin’s a crazy rapper,” he says. “He’ll do four vocal takes at
the beginning of the session of ideas, and the fourth one, al-
ways, is all rap,” he recalls with a laugh. “He loves to rap, and
he’s really good at it. There was no hesitation. It was just kind
of what the song called for. We weren't scared to take a risk.”

[t paid off. “‘Boyfriend’ widened his base as well as his
format—it gets R&B/hip-hop play, rhythmic, pop, and it’s
widened his audience in age, too,” IDJMG’s Kwak says.
“This is a record that plays in the clubs.” Jerkins adds, “You
want to keep your fan base, those 13- to 18-year-old girls,
but you also want the college crew and the guys to appreci-
ate what you're doing and know that you're cool as well.” Or
as Posner, 24, who rose to fame with his own urban/dance/
pop hybrid, “Cooler Than Me,” in 2010, assesses: “I can ride
in the car with my homies who are my age and put on ‘Boy-
friend’ and nobody thinks of Justin’s early stuff.”

While sonically he's in new territory, ultimately the
sentiment of the song is classic Bieber, Braun says: “Lyr-
ics like ‘I will be a gentleman/Give you anything you
need’—that truly goes to the romantic Justin Bieber of the
past. I believe in natural progression.”

He’s clearly still got his core target audience in mind in
one pop nugget after the next. Yes, there are certainly new
textures (swirly electronic dance music flourishes, a touch of
dubstep, some heavier hip-hop beats), but lyrically the appeal
is fairly uniform and consistent: dewy-eyed love letters pro-
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the Tribeca Disruptive
Innovation Awards at
New York's Tribeca Fill
Festival on April 27.

fessing faith, chivalry, reassurance and undying devotion.

In one extra track on the deluxe edition, “Maria,” Bieber
makes a lyrically bold move, writing about Maria Yeater, the
woman who accused him of fathering her child last year.
“That’s my ‘Billie Jean,” he says, again referencing his idol.
Not only does the song thematically echo the Jackson clas-
sic, it has the sonic hallmarks to match, right down to the
high-pitched Jackson “hoos” that punctuate the music. “It
also has those ‘Liberian Girl’ type of harmonies and ‘Dirty
Diana’ type of progressions,” Jerkins says. “To me, it comes
off as the 2012 version of ‘Billie Jean.’ [ told Justin that in
order to make this transijtion you're trying to make, you
have to be truthful—just say what’s in your heart.”

The writing was particularly cathartic for Bieber, who
was just 17 when the paternity suit came down. “It was
something [ wanted to get off my chest,” Bieber says, “and
[ could just say it in a song and get my point across without
having to worry about the words I'm using in an interview.”

While he was a co-writer on every song on the album, at
least one track, “Be Alright,” he wrote (almost) entirely by
himself—in a hotel room in Japan while on his last world
tour. The sentiment in the song is one that resonates deeply
for Bieber. “That song is really special to me,” he says. “Lis-
teners will be able to get where ['m coming from, because
long-distance relationships are hard—being overseas, or in
a different place in general, and having to maintain a rela-
tionship is tough. In the song, I'm letting the other person
know that everything’s going to be alright.”

The title track, a soaring thank you to his faithful
followers featuring a full choir—which Braun describes
as “his ‘[ Believe I Can Fly’ moment” and “the kind of re-
cord that makes people believe in him”—is another song
close to Bieber’s heart.

“That song is important because I'm able to talk about how
much my fans mean to me and how much they’ve helped me
on this journey,” Bieber says of the track that sounds tailor-
made for an installment of “Glee.” [n it, he sings of some
despairing days on the road, when he nearly called it quits.
“There were nights during the middle of my first world
tour, when [ was away from my friends and family, where [
doubted myself and didn’t want to do this anymore. Knowing
1 had my fans’ support helped me push through.”

Near the end of our time together, when his publicist
gives the “five minutes left” signal, Bieber makes the
same (bratty) joke as he did on our prior meeting: “Two
minutes!” More than anyone, he’s well aware that every
minute of his time is valuable, coveted—and, most likely,
already spoken for. Besides, he’s got a world of Beliebers
out there waiting for him.

INNOVATION
AWARDS

“Noone in
history has
ever grown
up with the
pressure that
he has, being
that young,
that famous,
in a world with
technology
that exposes
us 24-7.

—SCOOTER BRAUN,
MANAGER
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“People will always “There were long-haired cowboys lT
love music. How we and short-haired cowboys, and
will sell itand how the air smelled different.
we’ll consume And | noticed that everyone “We’ve got a
it 10 years from now - was getting along.” weird job as
I have no idea.” Y songwriters,

grown men
sitting around
singing
love songs
to each other
all day.”

JIM COLLINS

h

“| wanted to feel
about music again the
way | did at 16, with
reckless abandon
and emotionally
charged.”
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COUNTRY’
GOOD VIBRATIONS

. K Whether it was Luke Bryan touting the importance of forgoing short-term rewards to
With the genre outperforming the market, the invest in breaking new markets, Willie Nelson speaking up for artistic (and personal) free-
Billboard Country Summit marks an upbeat moment dom or Dwight Yoakam connecting the dots between the legacy of Ralph Stanley and the

. " immediacy of the Internet, the general tone of the summit was overwhelmingly upbeat.
STORY BY ; Ray Waddell PHOTOGRAPHY BY : Michael Seto The dialogue alternated between sophisticated multimedia strategies and financial
discourse and old-fashioned woodshedding and sweat equity. While always a work in
T THE THIRD ANNUAL BILLBOARD COUNTRY SUMMIT, held June 4-5 in Nash-  progress, the recent track record shows that country music is a genre that has, in mul-

ville, there was a marked departure from the grousing that has dominated tiple ways, cracked the code.

music business gatherings of all stripes for the past decade. Positive energy That includes artist development at a time when conditions make that difficult. Country

bounced off the brick walls of the Cannery Ballroom. The reason? While music is breaking new headliners and hitmakers at a rapid pace, and not at the expense of
country certainly faces the same challenges as the rest of the music business, the genre is established artists. On the first of two touring panels, Live Nation Country Music president
outperforming the general market by several measures. Brian O’Connell pointed out that country is fielding 11 arena-level contemporary headlin-
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ers this year, the most anyone can recall, ever.
And next year, with artists like Bryan stepping
out on his own and Tim McGraw and Kenny
Chesney—now touring together—returning to
their normal touring schedules, country will trot
out 18 headliners, according to O’Connell.

That many headliners means, based on
O’Connell’s math, up to 54 supporting slots, and
he says the country talent pool is deep enough to
deliver that many meaningful artists. He added,
though, that 55 would be a tougher nut to crack.

And for those developing acts that don’t snag
one of those supporting slots on a major tour—
a difficult get, especially for artists on the
fringes like panelist Shooter Jennings—touring
can be tough sledding. [ennings talked about
the financial strains of touring in the absence
of label support, telling one talent-seeking
small-venue operator in the audience, “$1,000
and a ham sandwich and I'm there.”

Country has weathered an industry-wide slump
in 2012 by pricing conservatively and packaging
synergistically, both longtime staples of the genre.
Country “packages better than anybody,” said Rob
Light—Creative Artists Agency partner/manag-
ing director/head of the music department—in
one keynote Q&A. “Country has done better than
any genre at being really sensitive to ticket prices
and packaging and allowing the consumer to go
out three, four, five or six times a year because
they are getting value and can afford to go,” said
Light, whose agency unveiled new Nashville of-
fices during the summit. “Other genres of music
just push the envelope way too far.”

One factor that helps country keep ticket prices
in check is a heavy and growing involvement of
corporate brands in country tours and events.
Brand reps and marketers peppered the audience,
and the sponsorship panel featured heavy-hitters
that are increasingly seeking to align with coun-
try music—Dblue chippers like Clorox, Chevrolet,
ConAgra and Shell Oil (whose Pennzoil brand is
in the midst of a campaign with McGraw).

Not only is country attracting the attention of
brands, but also investors. A session on capital
investment in music featured Y Entertainment
Group CEO Rick Stevens, whose company was
in the mix of those kicking the tires of Warner
Music Group and EMI and ultimately ignited its
foray into music by acquiring booking agency
Artist Group International. Stevens made it
clear, if his presence at the summit did not, that
Y was very interested in Nashville. As an invest-
ment, country hits on all cylinders: publishing,
record sales, touring and merch revenue, brand-
ing and sponsorships. “It’s got legs,” Stevens
said of the country music business.

The rare dissatisfaction expressed at the sum-
mit was generally directed at radio, specifically
around short playlists and slow chart develop-
ment. [t was noted during Bryan's “Artist Devel-
opment Case Study” that his debut single took
39 weeks to top out at No. 5 on Billboard’s Hot
Country Songs chart (“a nightmare,” according to
Bryan), and the topic popped up with frequency.

“When you have a record taking sometimes
35-50 weeks to get up the charts, you really slow
down the process,” Vector Management presi-
dent Ken Levitan said during the “Manager
Roundtable” that opened the summit. “It hurts
breaking new acts. [t hurts a lot of things.”

24 | BILLBOARD | JUNE 16, 2012

“Country has
done better
than any genre
at being sensitive
to ticket prices

and packaging.”

[can's|

Still, radio is king in country, and reflective
of that clout was an entire final afternoon dedi-
cated to radio content (sponsored by Sony Music
Nashville), including an in-depth look at the
role of radio consultants, and a Q&A with Clear
Channel Media and Entertainment chairman/
CEO John Hogan, who sat with Billboard senior
chart manager Wade Jessen on a day when his
company announced a Jandmark royalty deal
with Big Machine Label Group (see story, page
8). Yoakam, who in his session with Billboard
Country Update editor Tom Roland, eloquently
and frequently displayed his encyclopedic knowl-
edge of music history, also recognized that the
Clear Channel/Big Machine announcement was
a critical development, saying, “I think that may
be good news and maybe a sign of music having
[found] a way to maintain itself financially.”

As in this town at large, songs and songwrit-
ers cast a long shadow at the summit, most
captivatingly in the “Journey of a Song” ses-
sion, also moderated by Roland. That session
re-traced the convoluted path of Thompson
Square chart-topper “Are You Gonna Kiss Me
or Not?” While Bryan’s story was another one
of an artist’s path to stardom beginning with
publishing, hard-touring artists must be pre-
pared to go outside their own notebook for ma-
terial. “You've got 30,000 registered songwriters
in [Nashville’s] Davidson County,” Thompson
Square’s Keifer Thompson said. “While you're
out touring, they are writing your next hit.”

While decades apart on the career arc, Bryan
and Nelson both exemplified the kind of work
ethic that turns art into commerce. And every
single panel addressed in some way the power
of the country music fan, even as thousands of
them began pouring into town for the Country
Music Assn. Music Festival to begin later in the
week. Singer Mike Farris has parlayed his fan
support into financial backing, raising $14,000
to fund an album through Kickstarter. “It was
extremely humbling to think that blue-collar
people put down their money just so I could
have a chance to be heard,” he said on the in-
vestment panel. “The fans are the investors.” « «

LIE NELSON signs

autographs for fans
during the summit.

- Riding With Willie

BY RAY WADDELL

end hasn’t taken much of a toll on Willie Nelson, as he was sharp, fo-

T HE JOURNEY FROM BROKE songwriter to genre-busting Outlaw to leg-

cused, funny and candid for arare sit-down Q&A session, titled “One
Hell of a Ride,” at the Billboard Country Music Summit on June 5. Arriving

late, a black-clad Nelson literally stepped off the Cannery’s backstage freight
elevator and onto the stage in typically nonchalant fashion, taking his seat
and taking off his hat while the audience stood and applauded in respect. His
eyes were bright and his smile was epic.

Nelson’s version of what amounts to country music history is remarkably
uncomplicated. He came to Nashville from Texas in the first place because
“this is where the music folks are, and if you had something to sell, these folks
here might buy it.” Buy it they did, as artists like Patsy Cline, Faron Young, Roy
Orbison and Ray Price made hits out of Nelson’s songs.

But success as arecording artist eluded Nelson, so much so that hog farm-
ing in nearby Ridgetop, Tenn., was a necessity, not a hobby. Nelson recounted
how Nashville producers “watered down’ demos he felt were finished
products, and he upped and took his act back to Texas where longhairs and
shorthairs got along and “the air was kind of smelling different.” That’s when
the Outlaw tag was laid on Nelson and his scruffy compadres, and the journey
into legend began in earnest. At the summit, Nelson embodied the title of his
stellar new album, Heroes, and ultimately revealed that his greatest joy today
comes from watching his children blossom artistically, notably 23-year-old
Lukas, a force on the new album (see story, page 16).

“Pm just glad for the moment,” Nelson said. “That’s about all | have time

for now.”

Billboard Country Update editor

Tom Roland with Country Music
Assn. senior director of market
research Karen Stump.

Dwight Yoakam (left) with

SunTrust Bank managing
director Andrew Kintz (center) and
client adviser Earle Simmons.

Creative Artists Agency’s

Rob Light (left) and Billboard
executive director of content and
programming for touring and live
entertainment Ray Waddell call
their Q&A session a wrap before
Light headed off to check the grill

at CAA’s barbecue at the firm’s
brand-new Nashville offices.

The social networking panel

gathers for aphoto. From
left: Warner Music Nashville VP
of consumer and interactive
marketing Jeremy Holley, Thrillcall
co-founder Jonathan Leone,
Sony Music Nashville VP of artist
development/marketing and
Web initiatives Heather McBee,
BubbleUp Interactive VP of
brand strategy Pinky Gonzales,
“Country Music Chat” (#cmchat)
host/creator Jessica Northey and
RootMusic founder J Sider.



From: Willie Nelson
Date: Wed, 6 Jun 2012

To: Ray Waddell

Subject: Re: Keynote QNA at
Billboard Country Summit

On 6/6/12 12:56 PM, Willie Nelson wrote:

Hey ray

Thatwas fun
Thanks

Willie

Sent from my iPhone
OnJun 6, 2012, at 1:07 PM, Ray Waddell wrote:
I need your economy with words!
thanks

rw

If | wrote more | would need a melody
Thanks again
Willie

Sent from my iPhone
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SUMMIT TALK

“Go be16.”

—Luke Bryantoa
16-year-old aspiring
artist.

“$1,000 and a ham
sandwich and I'm
there.”

—Shooter Jennings
to a venue manager
seeking talent.

“It’s OK to be aware
that what you do
can be branded,

but to have that

be something that
makes you do what
you do is dangerous.
To pick a song based
onyour ‘brand’is a
caricature instead of
really exploring.”
—Dwight Yoakam

“l remember one
night in particular
writing [with Hank
Cochran] at my house
out in Ridgetop
[Tenn.], and we wrote
sevensongs...The
last song that we
wrote was ‘What Can
You Do to Me Now,’
and the next day my
house burned down.”
—Willie Nelson

“To continue to tour
without perspective
orgame planisa
recipe for disaster.”
—Rob Light, partner/
managing director/
head of the music
department, Creative
Artists Agency
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Enjoying themselves at the summit
are (from left) Clear Channel Media
and Entertainment chairman/CEO John
Hogan, Big Machine Label Group presi-
dent/CEO Scott Borchetta and Clear
Channel VP of country programming

Clay Hunnicutt.

Y Entertainment Group CEO Rick
Stevens (left) clinches a bet with
singer Mike Farris (right) as Billboard’s Ray
Waddell looks on.

Talking shop on the managers panel

are (from left) Spalding Entertainment
president Clarence Spalding, ROAR
partner Will Ward and Vector Management
president Ken Levitan.

Live Nation Country Music president

Brian O’Connell (left) visually
demonstrates why he prefers bus travel
over flying for Global Spectrum VP of
booking Brock Jones (center) and Conway
Entertainment Group CEO Tony Conway.

-> Are You Ready For The Country?

Billboard publisher Tommy Page (right)
and BMI Nashville VP of writer/publisher
relations Jody Williams.

TMG/AEG Live senior VP Ali Harnell

admits she watches “Dancing With
the Stars” on the tour bus. The men are
(from left) Shooter Jennings, Conway
Entertainment Group CEO Tony Conway,
Global Spectrum VP of booking Brock
Jones, RodeoHouston managing director of
entertainment Jason Kane and Live Nation
Country Music president Brian O’Connell.

Creative Artists Agency sponsorship
agent Laura Hutfless (left) caught up
beforehand with Country Music Assn. senior
VP of marketing and communications

Sheri Warnke.

From left: Country Music Assn. CEO

Steve Moore and Billboard’s Ray
Waddell (center) and editorial director Bill
Werde wonder behind their smiles, “What
would Willie do?”



Luke Bryan at the “Artist
Development Case Study'™
doing what he does—
connecting with people—
while his manager, Kerri
Edwards of Red Light
Management, looks on.

- The Gospel Of Luke

BY VERNELL HACKETT

his team narrated the story of how he went from a 25-year-old

who sat in his apartment all day writing songs to a 35-year-old
poised to be country’s next superstar. Along the way, Bryan survived
rejection from every label in Nashville and learned a few things, which
he summed up in his advice to an aspiring 16-year-old in the audience as
the panel concluded: “Play every day, work on songs,” Bryan said. “Fate,
luck, working hard and being good to people are all important. Most im-
portantly, enjoy your life now.”

Panelist Jay Williams, from William Morris Endeavor, went to see
Bryan early on and immediately recognized his strength as a live act.
Before the singer released his first single and album, Williams contin-
ued to promote him on a regional level, especially in college towns, as

a T A JUNE 4 “Artist Development Case Study,” Luke Bryan and

well as in cities outside the South. At the same time, Bryan continued a
tradition he had started early in his career—handing out free CDs of his
demos in clubs when he played.

“If  handed out 500 CDs, then the next time | went into that town
those CDs would have morphed onto iPhones and iPads and more peo-
ple would come to see me,” Bryan said.

He continued building that following as he opened tour after tour,
and though Williams admitted considering sending Bryan out as a
headliner this year, that will wait until 2013. This summer, he heads out
with Jason Aldean. “When we are not playing with Jason, we are sell-
ing out 6,0000- to 7,000-seat auditoriums,” Williams said. Bryan has
moved through the ranks from clubs to auditoriums and amphithe-
aters—a true case study in development. s
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“Pride can send you
right back to Kinko’s.”
—Keifer Thompson
of Thompson Square
(above with wife/
bandmate Shawna
Thompson) on
recording his songs
over great tunes from
other writers.

“We had 278 pieces
of luggage.”
—Willie Nelson

on touring with
Johnny Cash, Kris
Kristofferson and
Waylon Jennings as
the Highwaymen.

“There’s alot of
those years I’d like to
forget.”

—Clear Channel
Media and
Entertainment
chairman/CEO

John Hogan on
consolidation.

“If a program director
or music director

is struggling and
they have a great
relationship with
their label rep, but
feel they can’t play a
song because it’s not
right for their market
or it doesn’t fit with
what they are doing
at the station, it’s
easier to say, ‘Well,
my consultant is not
recommending that
songd right now.”
—Becky Brenner, VP/
consulting partner,
Albright & O’Malley
Consulting
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Marketing, music and the LGBT
community’s mainstream clout

BY ANDREW HAMPP

hen the Wanted was
looking to book its
firstmajor U.S. gigs
in January, the Brit-
ish pop groupdidn’t
just call up Live Na-
tion or AEG to reach
the tween- and teen-girl fan base courted by the
generations of boy bands that had come before
them. Sandwiched in between 10 midsize-club
dates, the group made a quintet of special ap-
pearances booked by a boutique PR and events
company called the Karpel Group to help reach
what has arguably become an even more pow-
erful audience when it comes to modern pop
stardom: the gays.

Stops at bars like New York’s Splash, Chicago