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Ah, the good old days ~ back when cruising was king and tweeting was strictly for the
birds. Back then, looking cool was hip. Nowadays, is a low 1.99% APR
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you may be eligible for immediate approval. New or used, it’s okay with us — rates
for both, as low as 1.99% APR. And talk about true-blue commitment — with 100%
financing and terms up to 60 months, everyone’s sure to think we’ve flipped over
each other. But listen Daddy-o, like all good things, this offer is here for a limited time.

gake the llebate and finance with us. Did you know, it often makes

more sense to take the manufacturer’s rebate over their insanely low interest rate?
See how your payment is lower AND you pay less for the vehicle over the life of the
loan — talk about cool! Visit www.firstent.org, call 888.800.3328 or stop by a
. branch now before this rate is Hiéfory.
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are among the reasons why spoken-word radio

has migrated to the FM dial.
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16 SO YOU THINK YOU CAN DANCE? After
a year of explosive growth, the EDM industry will test its
market potential with a summer packed with big-name
acts, festivals and collaborations. How will it stand up?

22 THE IDOL (RE)MAKER After a near-platinum
debut, Adam Lambert has seized control of his career and
hit the reset button. He’s tapped the biggest hitmakers in
pop, but can he escape the shadow of “American Idol"?

24 THE GLEEFUL DEAD How PJ Bloom—the
music supervisor known for “Glee”—aligned with
peermusic to start a publishing company that landed
Dead Sara, one of rock’s hottest unsigned acts.
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new hits, tour plans and more.
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BILLBOARD AWARDS
Pals Justin Bieber and
Usher were as cool as ever
at the cover shoot for the
Billboard Music Awards
special-edition magazine.
Visit Billboard.com/BBMA
to see exclusive video of
the pair behind the scenes.

ADAM LAMBERT
“American ldol” alum
Adam Lambert swung
by for a live Q&A to
chat about new album
Trespassing, summer
dates with Queen and

to answer fan questions.

Watch all of the action
again at Billboard.com.

40 UNDER 40
Biilboard’s 40 Under 40
report will recognize
executives who are
driving our business
forward. Readers may
submit nominations
through May 25 at
billboard.biz/40under40.
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Walkin
The Tal

Revenue, sound and reach are among
the reasons why spoken-word radio
has migrated to the FM dial

and startling, new trend

in radio: Spoken-word for-
mats including sports, talk
and all-news are migrating
from their traditional sites on
the AM band to reside on FM.
Among the factors fueling this
move are revenue concerns,
sound-quality issues, con-
tent ownership matters and,
perhaps most important, the
sheer size of the available au-
dience on the FM band, which
is far greater than AM.

The most recent illustration
of the trend was a decision by
Emmis Communications to
shut down 30-year adult R&B
station WRKS New York and
lease its 98.7 signal to ESPN
for an FM sports-talk outlet
(see story, opposite page). The
switch came as a surprise to
many, but it's clearly a sign
of more major changeovers
to come.

“It’s like moving your store

I t's become a growing,

from a small shopping center
to a big mall where there are
more people overall, includ-
ing more younger people and
more women,” says Jim Far-
ley, VP of news and program-
ming at Hubbard’s all-news
WTOP-FM Washington, D.C.
“It's a matter of location, loca-
tion, location.”

Initially an AM-only sta-

6 | BILLBOARD |

tion, WTOP added an FM si-
mulcast in 1997 to enhance
the station’s reach in an out-
lying area of the market not
covered by the weaker sig-
nal. Farley says the differ-
ence in demographics was
immediately apparent. “The
audience listening to the FM
was 10 years younger, with a
lot more women,” he recalls.
“It proved the case that talk
product on FM would attract
a fresh audience.”

ESPN has seen similar
results for its sports content
with FM affiliates across the
country. ESPN Audio senior
VP Mo Davenport says the
company saw an opportunity
for moving its programming
onto FM about five years ago,
when issues about digital
distribution and music li-
censing fees started to crop
up for FM radio.

Since then, the company
has added FM affiliates at a
fast pace, growing from 62 FM
stations in fall 2009 to a whop-
ping 138 today. With the ad-
dition of the New York station
through its recent leasing deal
with Emmis, ESPN program-
ming is now on FM outlets in
seven of the top 10 markets
and 12 of the top 30.

ESPN VP of integrated
media research Glenn Enoch

MAY 19, 2012
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THAT'S A WRAP
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compared AM and FM sports
station audiences, finding the
median FM sports listener’s
age is 40, five years younger
than its AM counterpart.
Those five years mark a sig-
nificant difference, especially
since many advertisers using
the medium specifically seek
ad buys that target the 25-54
demographic.

For markets rated by Arbi-
tron’s Portable People Meter
(PPM) methodology, Enoch
found 83 AM sports stations

and 25 FM outlets. Compar-
ing the ratings, the FM sta-
tions averaged more than
twice the listeners for the
AM stations. In 16 markets
where there are sports sta-
tions on both bands, the FM
station was the higher-rated
outletin 11 of those markets.

The ratings success for spo-
ken-word formats in general,
and especially on FM, can be
traced to the unique content
offered, especially compared
with music stations that often

play the same songs that may
also be accessed from other

sources. “Music stations are
working with stuff anyone can
get on Pandora or their iPod,”
WTOP’s Farley says.

Aside from the important
ratings successes, there are
other financial benefits ac-
counting for talk station mi-
gration. Since WTOP went
from an AM/FM simulcast
to exclusively FM, not only is
the station perennially first or
second in its market for total

audience, but it’s also been the
top billing station in the coun-
try for two years running, ac-
cording to financial firm BIA/
Kelsey. And it has made that
achievement while operating
in the eighth-largest radio
market in the country.

Some of that success can be
attributed to consistent ratings,
but other factors also come
into play. “Being on FM is a
distinct advantage for sales,”
Farley says, explaining that ad
agency radio buyers “tend to

ILLUSTRATIONS BY PETER HOEY



be 20-somethings who don’t
even know what AM radio is.”

Another factor figuring
into the migration of talk
to FM is the distinct differ-
ence in sound quality, a cru-
cial factor for stations hoping
to hook audiences that grew
up with digital-quality sound
from iPods and other elec-
tronic devices.

Fred jacobs of Detroit
area-based radio consulting
firm Jacobs Media says auto-
makers focusing on enhanc-
ing a consumer’s in-car ex-
perience “will tell you a big
part of their focus is consis-
tent sound quality across dif-
ferent sources. AM radio is
just inferior.”

In addition to working with
rock stations across the coun-
try, for the last 15 years Jacobs
has consulted NPR, which ar-
guably pioneered the concept
of programming spoken-word
content on FM stations.

The impact of these sta-
tions became more notice-
able to commercial broad-
casters when Arbitron began
using its PPM ratings ser-
vice. As a result, ratings

for noncommercial stations
were added to regular reports
alongside commercial sta-
tions when previously they
had only been available by
special request.

Jacobs points to KQED San
Francisco, WHYY Philadel-
phia and WBUR Boston as

Obviously, spoken-word
programming on FM doesn’t
necessarily mean the end of
music radio. In fact, Jacobs
thinks quite the opposite
could be true, and the growth
of talk FM may lead to better
overall music offerings.

“ln many markets, too

® @

“FM is an advantage
for sales. Most ad agency
radio buyers are
20-somethings who don’t
even know what AM is.”

—JIM FARLEY, WTOP-FM,
WASHINGTON, D.C,

just a few public stations that
made a huge impact on their
local market.

“Public radio really led
the way for talk on FM,” Ja-
cobs says. “You can see the
impact public radio has on
mainstream ratings, and how
many stations have leader-
ship positions among 25- to
54-year-old adults.”

many music stations have
gone after the same listen-
ers,” Jacobs says. “This [AM-
to-FM migration] process is
healthy, because it will win-
now out the lame stations
that broadcasters haven’t
taken seriously. What we're
going to be left with are
fewer but better music sta-
tions than before.” .

The End Of AM?

Despite a rich heritage, the AM radic band
may soon be empty. With a whale new
generation streaming audio—and possi-
bly not even understanding the concept
of breadcast towers and transmitters—the
crackly mono sound of the AM band is be-
coming a true anachronism, and even the
long-term future of FM radioc Is considered

alittle shaky

Fred Jacobs of consulting firm Jacobs
Media says the problem really bolls down

to demographics. "Most
young people don't know
what AM is,” Jacobs says.
That isn't just hyperbole,
according to Arbitron, the
company that’s long been
overseeing audience rat-
ings for radio. Arbitron re-
cently took a survey of 15
markets across the coun-
try and found that, on av-
erage, 65% of consumers
in those cities age 6 and
older listened exclusively
to FM and never even
tuned to the AM band.

Percentages varied across the markets,
of course, But even in a Midwestern city like
Chicage, where Tribune news-talk WGN and
CBS all-news WBBM-AM perennially land
near the top of the ratings, 56% of listen-
ers never tune to AM. In cities with younger,

mere transient populations, percentages are
even higher. In Washington, D.C., for exam-
ple, 78% of listeners never tune to AM, and
the same holds true for Orlando, Fla. (76%)
and Phoenix (73%).

While Arbitron didn't elaborate on the
ages of AM radio fans, it's a fairly safe bet
that the majority of AM listening is being

driven by older audiences. This, of course,

. -
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begs the question: What will become of the
AM band if everyone stops listening?

Jim Farley, VP of news and
programming at Hubbard’s
all-news station WTOP
Washington, D.C., which suc-
cessfully migrated from an
AM station to the FM band,
says the futura might include
highly specialized niche pro-
gramming focused on spe-
cific local business interests
or ethnic populations.

But perhaps the migra-
tion situation could lead to
a whoele new renaissance
In broadcasting. Hopefully
it will *somehow usher ina

new era of experimentation driven by fledg-
ling broadcasters who haven't been able to
afford a freqguency,” Jacobs says. "If you
lower the barrier to entry so anyone could
afford to buy a station, you never know
what could happen.”

—MS

Showing
Its Age

Adult R&B radio stations face
challenges from changes in
ratings system and audience tastes

henEmmisCom-
munications
changed the for-

mat of Jegendary adult R&B
WRKS (Kiss 98.7) New York
to sports talk, it came as a big
surprise to local listeners and
fans of the format nationwide.
But for industry insiders, the
move was indicative of a for-
mat facing new challenges.

“It’s a huge loss in terms of
reach and listenership,” says
Richard Nash, senior VP of
urban promotion for EMI/
Capitol Records. “Beyond the
industry, it’s a big loss for the
community and the listener.”

A number of factors prob-
ably played into Emmis’ deci-
sion, starting with Arbitron, the
company that provides radio rat-
ings, moving to the electronic
Personal People Meter (PPM)
system. “Recent changes in
the way radio ratings are mea-
sured made it very difficult for
us to find success with Kiss
FM,” Emmis chairman/CEO
Jeff Smulyan says.

The new system monitors lis-
tening on a minute-by-minute
basis. It replaced a paper diary in
which people recorded their lis-
tening habits by hand. The results
tend to show listeners punching
around more and spending less
time with individual stations. The
changeover has made it tough for
adult R&B outlets that tradition-
ally relied on a smaller but loyal
audience reporting long periods
of listening to generate ratings.

“I'm not surprised about the
change because of work I've
been doing with a number of
PPM markets,” says Doc Wyn-
ter, senior VP of urban program-
ming for Clear Channel Media
and Entertainment. “In cer-
tain markets now, you struggle
to have two or three urban sta-
tions in the top 10 [among adults
ages 25-54]. It's totally different
from what we were accustomed
to with the diary.”

The format is also facing a
fundamental shift in audience

tastes. Wynter explains that the
format gained a foothold in the
'90s as older listeners looked for
a haven from the influx of hip-
hop and rap appearing on main-
stream R&B stations. Today, 20
years later, listeners have grown
up with hip-hop and don’t have
the same negative reaction. As
aresult, adult R&B stations are
sharing more listening with
straight-ahead R&B outlets.

That mingling not only di-
Jutes the audience, but it also
puts adult R&B programmers
in an interesting position when
selecting new music—they can
play either less-familiar tracks
from format-exclusive artists or
“a song that's already been played
1,000 times on the mainstream
station that’s instantly popular
with the audience,” Wynter says.

The combination of losing a
station like WRKS and an in-
flux of mainstream titles onto
adult R&B playlists “makes the
format more competitive,” says
Michael Paran, president of
Jabel/management company P
Music Group. “There are only so
many records we can get on the
chartatany given time. If there
were more stations and every-
thing was wide open, the music
could broaden out.”

For many artists, adult R&B
remains a viable option to sell
their music. The format “still
reaches an active consumer that
will purchase new music—even
a new artist,” Nash says. On the
adult R&B chart, “you’ll see a
wide variety of heritage artists
with long, storied careers next
to newcomers.”

In the long run, if program-
mers like Wynter remain in-
volved, the format will continue
to break new artists of its own.
“I think about it every week
when I look at my new music
category,” he says. “I could sim-
ply grab five songs from [the
mainstream R&t chart], but I
believe it’s important these art-
ists have an avenue to expose
their music.” —MS

MOBILE: For 24/7 news and analysis on your celiphone or
mobile device go to: mobile.billboard.biz
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>>>LIVE NATION
Q1: TICKET SALES,
NET LOSS UP
Through April 30, Live
Nation concert ticket
sales are up 23% in
volume over the same
period in the prior year,
with North America up
25% and international

up 19%, according to fi-
nancial reports. Overall,
Live Nation Entertain-
ment, which includes the
concert division Ticket-
master and management
firm Front Line, reports a
2% revenue gain to $868
million and a net loss of
$70 million, up from a
loss of $54 millien last
year.

>>>FRENCHKISS’
FIRST DISTRIB
DEALS

Frenchkiss, which an-
nounced the formation
of the Frenchkiss Label
Group earlier this year,
has revealed the first
nine |labels that are join-
ing the foid: ATP Re-
cordings, Cavity Search,
Cult, God Made, Holiday
Friends, JAXART, Pendu
Sound, Underwater Peo-
ples and White Iris. The
announcements follow
the company's depar-
ture from Sony-owned
RED late last year to
fully join forces with the
Orchard.

>>>FACEBOOK
ANNOUNCES NEW
APP CENTER

©On May 9, Facebook
announced a new App
Center on jts Developer
Blog, which it describes
as a place to discover
social apps and a ve-
hicle for developers to
promote and build upon
their apps. The post,
written by Facebook
engineer Aaron Brady,
mentioned by name such
"greatapps" as Draw
Something, Pinterest
and Spotify as examples
of apps Facebook's 900
million users could dis-
cover in the center that's
expected to launchina
few weeks. The new area
will for the first time
allow developers to offer
paid apps, which will sell
for a flat fee. A mobile
version of the App Cen-
ter will also be launched.

Reporting by Jem
Aswad, Ray Waddell and
Billboard staff.



AdamYauch
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BY GAIL MITCHELL

he first rap album—Licensed to Ill—to hit
No. 1 on the Billboard 200. The first white
crossover act to bring rap to the suburbs.
Music video revolutionaries. Intrepid ex-
perimenters whose insightful lyrics and
ear-wallopping beats, coupled with skillful
sampling, knew no boundaries.

Beastie Boy Adam “MCA” Yauch’s death on May 4 triggered a
torrent of tributes and stories about the groundbreaking group’s
impactand legacy. In the two full days of sales after Yauch’s pass-
ing, Beastie Boys'albums collectively sold 55,000, up 1,235% from
4,000 the week previous, according to Nielsen SoundScan. All of
which propelled the trio’s seminal 1986 album, Licensed to Ill, toa
top 20 return (No. 18) on the Billboard 200.

“Their saving grace was that they were always unique,” says Bill
Adler, DefJam’s founding publicistwho worked with Beastie Boys dur-
ing their first run-in with success. “These were white guys in a black
idiom, which could beverydifficult then. Butnothingaboutthem was
imitative. They weren't trying to be the white version of Grandmaster
Flash & the Furious Five. They had this very selfmocking sense of
humor that defined them as punk rockers and then as rappers.”

Paralleling Beasties Boys’ mainstream accomplishments, how-
ever, is another set of lesser-hyped achievements. Like being one of
the first rmajor-label acts to refocus its sound and energy on DIY, im-
plementing practices that have became standard today. Bringing LL
Cool]'s demo to Rick Rubin’s attention and co-signing early on such
rapactsas Public Enemy. Using hip-hoptoelevate humanitarianism
stateside and overseas. And at the center of it all was Yauch: rapper,
musician, video auteur and social activist.

“Adam must be remembered for all of the things he did out of
respect for the culture and humanity,” says Darrell McNeil), asso-
ciate producer of music programming for the Brooklyn Academy
of Music. “Hewasalways championing the old-school guys in hip-
hop when the press ignored them—ask Run-D.M.C. He single-
handedly brought Bad Brains back from the brink of their own
self-implosion. He brought humanitarianism into hip-hop when
most cats were steady on their Elmer |. Fudd ‘mansionand ayacht
and a seven-year set before the repo man’ mission. Adam was one
of the good guys, straight up.”

UponlearningofYauch’sdeath, Public Enemy’s Chuck D noted
inastatement, “Adamandthe Boys putusonour firsttour 25 years
and 79 tours ago. They were essential to our beginning, middle
and today. Adam especially was unbelievable in our support from
then 'til now.” Chuck D and former Def Jam rapper LL Cool ] in-
ducted Beastie Boys into the Rock and Roll Hall of Fame on April
14. Owing to Yauch’s failing health, he wasn’table to join Ad-Rock
and Mike D at the ceremony.

“Adam was incredibly sweet and the most sensitive artist; I
was always inspired by his work,” Def Jam co-founder Russell
Simmons said.

Born in Brooklyn on Aug. 5, 1964, Yauch co-founded Beastie
Boys—Boys Entering Anarchistic States Towards Internal Excel-
lence—in 1979 with bandmates John Berry, Michael Diamond (Mike
D) and Kate Schellenbach. The then-hardcore punk band rehearsed
in Yauch’s parents’ house in Brooklyn and opened for such acts as
Bad Brains and the Dead Kennedys. Adam “Ad-Rock” Horovitz re-
placed Berry in 1983, and Schellenbach departed in 1984, by which
time Beastie Boys had already been become obsessed with the hip-
ADAM YAUCH in 2006, hop they'd been hearing for several years in New York’s club scene.
After enjoying underground success with their first hip-hop
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GLEN E FRIEDMAN

SUNNY BAK BOTTOM, RIGHT

MICHAEL WONG/CORBIS Ou/TLINE, TOP, RIGHT

track, “Cooky Puss”—essentially a prank phone call set to an elec-
tro beat that anticipated the Jerky Boys by 10 years—Beastie Boys
released several singles with upstart label Def Jam, co-founded by
entrepreneurs Rubinand Simmons. Though these set the stage for
the group’s debutalbum (the Beasties’ first DefJamrelease, “Rock
Hard,” sampled AC/DC), they in no way prepared anyone for the
impactof License to Il

Produced by Rubin, the album spawned the iconic guitar-driven
singles “(You Gotta) Fight for Your Right (To Party!)” and “No Sleep
Till Brooklyn,” as well as more straight-ahead hip-hop tracks like
“Paul Revere” and “New Style.” License to Ill became the first rap
album to reach No. 1 on the Billboard 200, and the multiplatinum
seteventually spent seven straight weeks atop the chart. Along with
Run-D.M.C’s Rasing Hell—released just four months earlier—itan-
nounced that hip-hop had conquered American culture.

“Itwasn’thardtolove the Beastie Boysatthebeginningoftheirrap
career,” Adler says. “Their rap records were magnificent: a sense of
humor, tremendous exuberance, teenage guysonalarkwhoalsohad
the extreme good luck to team up with Rick Rubin asa producer and
Russell Simmons as a marketer.”

ADAM YAUCH hangs on
to the marquee of the
Hollywood Palladium.

Beastie Boys played the

venue with Run-D.M.C.
and Grandmaster

Flash & the Furious Five

on Feb. 7,1987.

the Milarepa Fundin 1994 toraiseawareness of Tibetanhumanrights
issues. Thatled twoyears later to his organizing the Tibetan Freedom
Concerts,aseriesof fund-raising rock festivals thatran between 1996
and 2001. The group also organized and headlined the New Yorkers

Against Violence Concert in October 2001 in the wake of 9/11.
Providing a template for the shiftto self-reliance and self-branding
that’s become standard practice today for bands both established and
new, Beastie Boys fully embraced their punk DIY roots with their
third album, 1992’s Check Your Head. The album title referenced a
crucial release on the fiercely independent Washington, D.C., label
Dischord, Flex Your Head. Itwas recorded at the Beasties’ own studio
and released on their own Grand Royal label, which later signed such
acts as Luscious Jackson and Sean Lennon. From there, the group
spun off its own Grand Royal magazine and later became one of the
firstbands tomake MP3 downloads available ontheirwebsite forfans.
“The Beastie Boys were born out of a whole cross-fertilization of
culturesthatwas happening inthe’80s,” McNeill says. “Theyalways
retained an allegiance to the roots they came from, driven by a DIY
culture that wouldn’texist now except for whathappened then. And
they drew from so many different refer-

Three years later, the group abruptly
switched labels—to Capitol—and fur-
ther experimented with its sound. The
Beasties’ 1989criticallyacclaimedsecond
album, Paul’s Boutique, reflected a more
sample-heavy, multilayered psychedelic
vibe with production from the then-un-
known Dust Brothers. Created before
the legal system had caught upwith sam-
pling technology, Paul’s Boutique had a
sound thatwould be impossible tore-cre-
ate ona commercial release today, as the
Beatles samiples woven through tracks
like “The Sounds of Science” attest.

Theensuing23yearsyielded five more
albumes, including the 2007 instrumen-
tal foray The Mix-Up. Six of the group’s
albums landed in the top 10, with three
more claiming No. 1 after Licensed to
I, including [l Communication (1994),

as a

“He served
great
example of what
determination,
faith, focus and
humility coupled
with a sense of
humor can
accomplish.”

—MIKE D

ences sonically and politically that they
couldn’t be compressed with one box.
They coveredalot of ground.”

That mind-setextended tothe group’s
pioneeringvideos. Directors RicMenello
and Spike Jonze helmed two of the
group’s most memorable, “(You Gotta)
Fight for Your Right (To Party!)” and
“Sabotage,” respectively, which were
MTV staples. Butequally as compelling
were Yauch’s own visual efforts. Under
the moniker Nathanial Hornblower, he
directed many of the group’s clips, in-
cluding “So What'cha Want” and “In-
tergalactic,” photographed the cover of
Paul’s Boutigueand designed the package
for Tothe 5 Boroughs. Healsodirected last
year’s shortfilm “Make Some Noise,” fea-
turing Elijah Wood, Seth Rogenand Jack
Black,amongother stars, as Beastie Boys

Hello Nasty (1998) and To the 5 Boroughs
(2004). Beastie Boys' latest release, 2011’s Hot Sauce Comntittee Part
Two, debuted and peaked at No. 2.

Since Nielsen SoundScan began tracking sales in 1991, Beas-
tie Boys have sold 20 million albums, making them the biggest-
selling rap group in that span of time. In addition to the Hot 100
and Rap charts, the genre-crossing trio placed hit singles on the
Mainstream Top 40, Alternative, Mainstream Rock, Dance/Club
Songs and R&B/Hip-Hop charts. Their top five Hot 100 hits are
“(YouGotta) Fight for Your Right (To Party!),” “Intergalactic,” “Hey
Ladies,” “Brass Monkey” and “Ch-Check It Out.”

“I thought it was absolutely brilliant that they wanted to evolve
anddidn’tstay stagnant,” says Lyor Cohen, the Warner Music Group
chairman/CEO of recorded music who formerly worked with Sim-
mons in the intertwined companies of Rush Management and Def
Jam. “[Yauch| understood the possibilities the most and was inter-
ested in the possibilities the most.”

Busy incorporating different sounds into theireclectic music mix,
Beastie Boys integrated otherelementsaswell, namely political activ-
ism. Yauch,adevout BuddhistandasupporterofafreeTibet, founded

pastand future.

In 2008, Yauch established Oscilloscope Laboratories to acquire,
produce and distribute independent films. The company has been
involved in more than 50 movies, among them the acclaimed 2010
documentary “Exit Through the Gift Shop,” directed by British street
artsensation Banksy,and the upcoming “Shut Upand Play the Hits,”
achronicle of the final days of LCD Soundsystem. Yauch’s filmmak-
ing credits also include the high school basketball documentary
“Gunnin’ for That#1 Shot” and the concert film “Free Tibet.”

Diagnosed in2009 with acancerous tumor on hissalivary gland,
Yauch battled the disease for the next three years. The 47-year-old
lost that fight on May 4 in New York. He is survived by his wife,
Dechen Wangdu, and their daughter Tenzin Losel.

“[Adam] served as a great example . . . of what determination,
faith, focus and humility coupled with a sense of humor can ac-
complish,” Beastie Boy Mike D posted on the band’s Facebook
page. “The world is in need of many more like him.” e

Additional reporting by Jem Aswad, Keith Caulfield, Phil Gallo, Jason
Lipshutz and Marc Schneider.

|- N
A Life In Music

Adam Yauch was 22 ycars old when
Beastie Boys first hit the Billboard 200.
Here, the pioneering MC’s legacy on the

charts. Sales totals reference Nielsen

SoundScan unless otherwise noted.

Licensed to lll (Def Jam/UMe)
Billboard 200 debut: No. 92, Nov. 29, 1986

Peak position: No. 1, March 7,1987
(7 weeks)

Current position: No. 18

Total sold: 9 million

(according to the RIAA)

Paul’s Boutique (Capitol)

Billboard 200 debut: No. 42, Aug. 12,1989

Peak position: No. 14, Sept. 2,1989 (2)
Current position: No. 56

Total sold: 2 million
(according to the RIAA)

Check Your Head

(Grand Royal/Capitol)
Billboard 200 debut/peak: No. 10,
May 9,1992

Current position: No. 124

Total sold: 2.2 million

1ll Communication
(Grand Royal/Capitol)
Billboard 200 debut/peak: No. 1,
June 18,1994

Current position: No. 109

Total sold: 2.3 million

Hello Nasty

(Grand Royal/Capitol)
Billboard 200 debut/peak: No. 1,
Aug. 1,1998 (3)

Current position: N/A

Total sold: 3.9 million

To the 5 Boroughs
(Grand Royal/Capitol)
Billboard 200 debut/peak: No. 1,
July 3,2004

Current position: N/A

Total sold: 1.1 million

The Mix-Up

(Brooklyn Dust/Capitol)
Billboard 200 debut/peak: No. 15,
July 14, 2007

Current position: N/A

Total sold: 180,000

BEASTIE
BOYSinLos
Angelesin
1985.

Hot Sauce Committee Part Two

(Brooklyn Dust/Capitol)
Billboard 200 debut/peak: No. 2,
May 21,2011

Current position: N/A

Total sold: 350,000
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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
commerclal. 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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BuyingP
Nielsen report says Hispanic consumers
are ‘fundamental’ to business success

When Cuban-American rapper
Pitbull was asked about work-
ing on the theme song to “Men
in Black I11,” “Back in Time,”
he praised the film’s star, will
Smith, as an important cultural
icon. Then, he stressed the im-
portance of Latino audiences to
the movie’s ultimate success.
“Men in Black” “is a mul-
timillion-dol-
lar franchise,”
he said at the
Billboard Latin
Music Confer-
ence in Miami
last month. “But
even big movies
need Latins, and

Latin

LEILA
CoOBO

we are a very
big part of their
campaigns. It’s about us show-
ing the power we have, and we
have to understand that power.”
U.S. Latinos number more
than 52 million, according to
the just-released Nielsen report,
“State of the Hispanic Con-
sumer: The Hispanic Market
Imperative.” If that population
segment was contained in its
own country, its buying power
would make it one of the top 20

‘Notas

Wi

economies in the world. Nev-
ertheless, the financial power
of Latinos in the United States
has long been misunderstood.
The number of U.S. Latinos is
growing, their consumer hab-
its skew younger than the av-
erage, and they’re far more
visible than before in the pub-
lic eye. For anyone doubting
these figures,
the 2011 Cen-
sus confirmed
such data. But
just what Lati-
nos can do with
their valuable
clout has never
been clear.

The report de-
tails the power
of the Latino consumer and pro-
vides insight about how compa-
nies can influence their buying
habits. “It has become increas-
ingly important to challenge
commonly held misconceptions
about the Latino market that un-
dermine the importance of its
size, uniqueness and value,”
the report states. “Latinos are
a fundamental component to
business success, and not a

passing niche on the sideline.”

While 29% of Latins had a
household income of less than
$25,000in 2011-—more than the
mainstrearm—their growth in the
ranks of those making $75,000-
plus per year far outpaced that of
non-Latins (see chart).

The U.S. Latin population
is unique because it’s the larg-
est immigrant group to exhibit
“significant cultural sustainabil-
ity.” Though most U.S. Latinos
speak English and have assimi-
lated into the culture, they in-
creasingly identify themselves
as Latinos, and their use of tech-
nology and media, along with
their buying patterns, have
unique characteristics.

According to estimates
based on Nielsen’s “TV uni-
verse” (households with atJeast

one working TV), 56% of adult
Latinos speak mostly Spanish
at home, compared with 40%
who speak primarily English.
Even young, bilingual Latinos
react to language inducements.
According to Nielsen’s TV
Brand Effect, which measures
the impact of advertisements,
Latinos recall English-language
ads as well as mainstream non-
Latinos, but the same ad shown
in Spanish burmps up recall
31% among Latinos.

At the same time, Lati-
nos are avid media users and
often early adopters of tech-
nology. They spend 68% more
time watching Internet videos
and 20% more time watching
them on mobile phones than
non-Latinos. While they’re less
likely to have [nternet access at

home, Latinos outpace all other
ethnic groups in mobile data
consumption, including music.

In music and entertain-

ment, reaching Latinos has
finally become a top priority,
as evidenced by such efforts as
Marc Anthony and Jennifer
Lopez’s show “Q’Viva,” which
aired in English and Spanish;
Enrique Iglesias’ upcoming
tour with Lopez and Wisin &
Yandel; and the omnipresence
of actress Sofia Vergara, who
has served as a spokeswoman
for such brands as Pepsi, Cov-
erGirl and Burger King.

As Pitbull put it, “Now, ev-
eryone’s trying to figure out
how to market to us.” vee

o 4 For 24/7 Latin news

and analysis, see
billboard.biz/latin.

Hispanic Vs. Total Market Income Growth

Household 20Mm 2000-201
Income Income Percent Income Growth
Total Hispanic Total Hispanic

Less than $25,000 24% 29% -17% -19%
$25,000-34,999 Nn% 14% -13% -10%
$35,000-49,999 15% 17% -13% -10%
$50,000-74,999 19% 19% 0% 10%
$75,000-99,999 12% 10% 16% 31%
More than $100,000 18% 1% 49% 7%

SOURCES: MIELSEN, LI§. CENSUS

Feel The‘Love’

Mun2 attracting audiences with reality shows like
‘| Love Jenni’ as other Latin cable networks emerge

For more than a decade, bilin-
gual cable/satellite network
mun2 has attempted to build
a slate of Latino program-
ming, but from its earliest
days many critics brushed its
efforts aside.

“At first, people thought we
were crazy,” mun2 GM Diana
Mogollon says. “it’s only been

*| Love Jenni," |
starring JENNI
RIVERA (foreground))

is one of mun2's
hit shows.

12 | BILLBOARD |

inthe last couple of years that
people are finally realizing the
power of the marketplace and
the audience.”

As part of Telemundo
Media and a division of NBC
Universal (which is majority-
owned by Comcast), the net-
work is finally seeing a shift,
with mun2 deemed much

MAY 19, 2012

more culturally relevant and
considered a major commod-
ity among advertisers seeking
to tap into the booming U.S.
Latino population.

Among the network’s big-
gest success stories is singer
Jenni Rivera’s “l Love Jenni”
reality series, which has
proved popular with Latinos
in the coveted 18-49 demo-
graphic. (Rivera signed a lu-
crative deal late last year for
asecondseason of the show.)

Companies from Toyota
to T-Mobile are now eagerly
partnering with Latin net-
works including mun2. This
summer and fall, mun2 willin-
troduce other music-inspired
reality shows, including re-
gional Mexican crooner Larry
Hernandez’s “Larrymania,”
which will follow the usually
private entertainer through
his career and personal life.
Today, slightly more than half
of mun2’s programming is
music-oriented. The schedule

alsoincludes soap operas and
reality programming.

Much has changed since
2001 when NBC bought Tel-
emundo, which gave mun2
new leverage and resources
that early on focused on the
bilingual audience while the
country’s largest Spanish-
language network, Univision,
was targeting Spanish speak-
ers exclusively.

Today, according to
Nielsen’s report “State of the
Hispanic Consumer: The His-
panic Market Imperative,” U.S.
Latinos number more than 52
million and are expected to
have a buying power of about
$1.5 trillion by 2015. Adver-
tising, according to Nielsen,
grew 11% in 2011 across all
platforms with most of the
revenue going to TV. Among
young Latin Americans, mun2
was the No. 1Latino cable net-
work for a fourth consecutive
week at the end of April.

Mun2 senior VP of program-
ming and production Flavio
Morales credits the larger con-
text of recent Spanish cross-

over talent with helping mun2
finally take off. “From William
Levy on ‘Dancing With the
Stars’ to Eva Longoria produc-
ing new series and Sofia Ver-
gara hosting ‘Saturday Night
Live,” Latinos are front and
center—and advertisers are
responding,” Morales says.
Mun2isn’t the only network
hoping to capture a hip bicul-
tural experience. At MTV’s
Tr3s, programming also aims
to fuse Latin music with other
topics to reach younger, bi-
lingual audiences, its sched-
ule filled out with wrestling,
sitcoms, cooking shows and
reality programming. There’s
also Univision’s long-estab-
lished Telefutura, and Univi-
sion News and ABC News
have just announced they are
creating a multiplatform pro-
gramming service targeting
U.S. Hispanics. Additionally,
Foxis entering the market with
MundoFox, and film director
Robert Rodriguez and Com-
cast are teaming to launch El
Rey Network.
—Justino Aguila

EN ESPANOL: All the great Latin music coverage

you've came to axpect from Billboard—in Spanish.

Go to billboardenespanol.com.

LAMC CONFAB
RETURNS IN JULY

Now inits 13th year, the four-
day Latin Alternative Music
Conference returns to New
York July 11-14 featuring several
bicultural panels, showcases
and concerts. This year’s acts
include DJ collective 3Ball MTY,
pop singer Ximena Sarifiana,
DJ Raff, Mexican band Kinky,
Spanish hip-hop artist Mala Ro-
driguez and Argentine group
Los Autenticos Decadentes.
LAMC registration is currently
set at $99, but rates increase
after May 31. The conference
takes place at the New Yorker
Hotel, with free concerts set for
Central Park’s SummerStage.
For more information, go to
latinalternative.com.

KAISER KICKS OFF
MEDICAL/MUSIC SITE
Healthcare company Kaiser
Permanente has launched Mu-
sica Es Salud (Music IsHealth),a
Spanish-language website fea-
turing music that can be used
toimprove listeners’ health. The
idea behind the free service is
toallow music to boost a user’s
mood for various activities
ranging from working out to
sleeping. According to Kaiser,
Latinos adopt new technolo-
gies at a faster rate than other
ethnic segments of the popu-
lation. Some categories on the
site include vive (live), muevete
(move) and relajate (relax), giv-
ing users the option to create
motivational playlists that'll en-
hance their daily activities. The
tracks can be downloaded or
streamed, with featured acts
including Omar Alexander, Nu
Brazand Riber Ore.

MARIO LOPEZ

LAUNCHES RADIO SHOW
TV personality Mario Lopez
has expanded his résumé
with the nationally syndicated
radio show “On With Mario
Lopez.” The program features
entertainment news, celebrity
interviews and music in four-
hour blocks that air Monday
through Friday between 3 p.m.
and midnight (local time). The
show began airing in January
on KBIG (104.3 MYfm) Los
Angeles. Lopez’s new series
is handled by Premiere Net-
works, a subsidiary of Clear
Channel Media and Entertain-
ment, which syndicates 90
radio programs and reaches
more than 190 million listeners
eachweek. —Justino Aguila

ON MUZEL/MUN 2

ROBS



. FOR MORE BOXSCORES, GO TO BILLBOARD.BIZ.

@
b
3
2
)
@
§
2
&
z
<
3
<
2
8
a
&

44 Bob Allar

BOXSC_O_RE Concert Grosses

GROSS/

ket Price(s)

ARTIST(S)

Venue, Date Promoter

$12,512,600 W:lelci RN N 043

{ 22689 755 rew) =
e 9‘8/39&‘] o E;(ﬂldlo do Morumbi, S50 Paulo, ?? 869 10752 T4F-Time For Fun

$3,942.250 MANA

£300/459 Staples Center, Los Angeles,
April 18-19, 25 Goldenvoice/AEG Live

sellouts
$2,086,549 MICHAEL JACKSON THE IMMORTAL WORLD TOUR BY CIRQUE DU SOLEIL

$250/850 1st Mariner Arena, Baltimore, 17,81 =
May 5-6 Cirque du Sofeil

RED HOT CHILI PEPPERS, SLEIGH BELLS

Attendance
Capaaity

$1,683,612

263 Prudentlal Center, Newark, N.J., Metropolitan Talent Presents

$1,571,574 MiCH.ﬂEL JACKSON THE IMMORTA WORLD TOUR BY CIRQUE DU SOLEIL
£250/550 xL Cenler. Hartford, Conn., * cirque du Soleil

$1,247,740 THE X FACTOR LIVE

Sl 92 prena, London, March 38,560 19500 3 Entertainment

$1129,460 BOB DYLAN

(224217 12319 cyedicard Hall, S&o Paulo,

Latr < 6,845 7706
SATESAEIONE  April 21-22 s

T4F-Time For Fun

39}16 G|72 DEMI LOVATO
mf .z 323[;1&;7) g:’e'ﬁkam Hall, Sao Paulo, 2, TaF-Time For Fun
$824,600 RED HOT CHILI PEPPER LEIGH BELLS
£62/542 TD Garden, Boston, May 7 Frank Productions, MassConcerts
$769,160 THE X FACTOR LIVE
;2‘;‘?&32;; - [ SR 16,400 1600 34 Entertainment
2;27:,5975 JERRY SEINFELD

e 312 fwo
BORECA ROl oo It Tas 8 Do iwe [ chesard Helace
$719,848 TOM PETTY & THE HEARTEREAKERS, REGINA SPEKTOR
SOTS0/E57.50 :‘r:)r’vlé Erwin Center, Austin, }g.;tfes Live Nation
5640,1316 PAUL WELLER, BAXTER DRURY
fE404
;fgq(w‘f";gm Roundhouse, London, March 18-22 z it 3A Entertainment
$SB§,2§2 KYLIE MINOGUE
Pzl iy, Hammersmith Apoilo 5059 3A Entertainment
$586,652 EOQOB DYLAN

(1080580 a0 Ginasio Nilson Nelson, Brasilia,
SENAZ/EE038 . Bragi, ARl TaF-Time For Fun

ERYAN ADAMS

6,447

5563,498

Seavssom| fohioLabau centre, London, 8571 Live Nation

g s oYL ,

SIEELS ] S O Ty PorteAlelie T (8.028 T4F-Time For Fun

?‘ggff:,m
SHIE/GIE AT ril ’ £ T4F-Time For Fun

$492.748

SHZE0/53475 Bndgeslone Arena, Nashville, Frank Productions, NS2

J f

sasiie2
e Brighton Centrs, Brighton, 86005560 3 Entertainment

$418,716 LUIS MIGUEL

'97? fﬁ? f;“fg’ﬂ citibank Hall Rio de Janeiro, TaF-Time For Fun

‘347:-1—65';6:* m OB DYLAN

SRindoady  Gheviolet Hall BeloHorizonte, 5350 TAF-Time For Fun

$413754
s?g&i;?hnm) xs&;’:’éﬁ"“ Melboume, Soundwave Touring

$411,754 MORRISSEY, KRISTEEN YOUNG

;Ei%ﬁﬁ;;g;’u ‘;‘.’.‘;’1",.,“ ';',%2’3‘” de 838 Evenpro/Water Brother/XYZ Live

$410876
‘5!20.0‘7;5&0 oz ﬁailﬁ.mzy, Manchester, England, 4,000 3A Entertainment

$410762
$49.75/525 o llngse‘M gﬁg heoal hekacany 1 Police Productions

$408,660 OLLY MURS

Ciiatitgs  omishExhibtiondConference 8,826 34 Entertainment, Live Nation

$401067
e Horder Pavilion, Sydney, 5,206 FatureThirs

$399204

$60.50/55550/
V355507 chesapeake E 72 Jam Productions, Outback Concerts, PM Group

341/52 Okiahoma City, 631’.:':5‘21 26 S‘éoo

$398,278 MIRANDA LAMBERT, CHRIS YOUNG, JERROD NIEMANN
£49.75/63675 '\';;rﬁleg gen(er, Minneapolis, Zg{g Police Productions
$396,625

(SISE750 potow)| = 4 ry =
uditorio Nacional, Mexico City, 4
£45.31 March 18 Lo Mas Volumen

$396,328 GIPSY KINGS
670

(72) 056 resis) =
sicageinall | CredicarHal, Sio padl, T4F-Time For Fun

$394.455 ATZE SCHRODER

(€285.742) 11,503

23420 02 World, Hamburg, March 31 1750 River Concerts
$390,951 ROMEO SANTOS

$82.80/539.50

E $389,789
381850

Patriot Center, Fairfax, Va., 06 AEG Live
March 9

JERRY SEINFELD, CHUCK MARTIN

Broward Center, Fort I
Lauderdale, Fla., March 31 JS Touring, in-house

Linkin Park production manager JIM DIGBY —Fflanked here by the band's CHESTER
BENNINGTON (left) and DAVE “PHOENIX" FARRELL—says the group was the first
one to put “contractual responsibifity” language into its tour contracts

Keeping Shows Safe

The Event Safety Alliance seeks to set guidelines
following last year’s deadly festival season

side from consumer interest in the tal-

ent, the biggest wild card in the grow-

ingoutdoor concert business has always
been the weather. And last year’s run of storm-re-
lated incidents at outdoor shows—including stage
collapses atthe [ndiana State Fair and Belgium’s
Pukkelpop Festival, resulting in 11 deaths—has
brought the industry much more scrutiny.

Working to improve concert conditions is Linkin
Park production manager Jim Digby. A touring
professional for 22 years, Digby is also executive
director of the Event Safety Alliance, a group of
industry insiders that includes temporary struc-
ture manufacturers. engineers, event security di-
rectors, equipment manufacturers, event riggers,
venue managers, insurance writers and attorneys.
The group hopes to “raise the level of discussion
about live safety across the industry

.. 50 nobody else dies at an enter-
tainment event,” Digby says.

One area in which the ESA is
making progress: raising contrac-
tual responsibility once a promoter
purchases an act to establish the
chain of accountability and ensure
production standards. Digby says
Linkin Park was the first band to
put such language into its tour
contracts “so that the conversation of, ‘Hey, you
have to prove to me that your stage is up to snuff;
can be happening at the on-sale.”

Since standards vary from state to state and
are often driven by manufacturer regulations,
the entire industry needs to follow a single
model. The ESA believes the United King-
dom’s purple-covered Event Safety Guide (aka
the Purple Guide)—a 200-page document of
best practices in use since the late 1990s—
may be the best start until similar guidelines
exist in the United States.

“The Purple Guide js usable today in the U.S.,”
Digby says. “Reading it as an event producer,
you’ll be more easily able to produce your own
checklist to make sure you're not putting people
in harm’s way.” The ESA has formed commit-
tees to review specific Purple Guide chapters and
align them with domestic standards and regula-
tions, with hopes to ready an entire North Ameri-
can version for peer review by October.

Back to the weather: “What’s currently hap-
pening in the industry—and, as of last year, |
was guilty of this myself—is that guys like me
are watching radar screens, assuming we know

what we're looking at, and advising crews on the
threat of bad weather,” Digby says. Thankfully,
he adds, that leve] of amateur—and downright
dangerous—prognostication is changing.

The ESA linked with private meteorological
services company Weather Decision Technolo-
gies (WDT) to provide artists and venues with
weather data based on their specific needs. If
bad weather becomes a risk at an event, the
show’s “decider” can get a professional mete-
orologist on the phone to provide information
on what’s coming within two hours’—or even
a half-hour’s—notice.

“For severe weather cases, they can give you, at
minimum, 30-minute notice, and 30 minutes is
enough to clear any field and get people to shel-
ter,” Digby says. “With two hours, certainly you
can do the right thing.”

Delaying or canceling at the
last minute is always a tough deci-
sion for event producers. The con-
nection with WDT could surely
help, including in the “cover your
ass” area.

“We're having discussions so
anyone who has to make the criti-
cal decision as to whether to delay
or pull the plug on a show can do
it with the support of their insurance providers
and a Ph.D.-level meteorologist,” Digby says, add-
ing that Linkin Park frequently uses WDT on its
worldwide tours. “If I have [bad weather| coming
my way, these guys will help me make the deci-
sion to pull the plug or delay,” he says. “I can take
proactive action with our audiences prior to the
storm being on top of us, or anybody getting hurt.”

Having up-to-the-minute data doesn’t neces-
sarily mean canceling or holding an event, how-
ever. If conditions warrant, “you can also carry
on,” Digby says. “[A storm| may look nasty as
hell, but maybe it’s not coming your way. With
the insurance company looking at the same real-
time data I am [while| I'm making the decision,
they’re not going to tell me what to do—clearly,
they don’t want to take on that responsibility.
But they're going to know pre-event that I have
to make that call, I have the technical data to
back up my decision, and therefore there won't
be along, drawn-out argument or lawsuit about
who's paying what.” w

For 24/7 touring news and analysis,
sea billboard.biz/touring.
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Power Ballad

B.o.B and O.A.R.’s ‘Champions’ anthem part of
Duracell parent P&G’s $250 million Olympics pact

ven the world’s biggest marketers have to
E think small sometimes. That’s certainly

the case for consumer products giant
Procter & Gamble, which is preparing what’s
arguably the biggest Olympics sponsorship to
date, covering 22 different brands—including
teeny-tiny Duracell batteries.

The $250 million P&G pact is spread out over
five Olympic Games, beginning with London
2012 and extending through 2020, that not only
promotes Duracell but also Pampers, Tide, Crest,
Olay and Pantene, among other popular house-
hold items.

As part of the Duracell deal, the
extensive arrangement includes an
original Olympics anthem, “Cham-
pions,” featuring B.o.B and O.A.R.
The song premiered last week on
Duracell’s Facebook page and
made its TV debut during a May
8 performance on “The Tonight
Show With Jay Leno” by both acts. 5\ E

The song’s genesis sparked )
from a visit that Duracell executives made to the
Olympics training center in Colorado Springs,
Colo., to see how athletes utilize batteries and
music. The company dubbed its initiative “Rely
on Copper to Go for the Gold,” and found Dura-
cell products used in everything from athletes’
heart monitors to scoring machines. Music/
sports agency Platinum Rye was enlisted to cre-
ate a theme for P&G’s sponsored teams that com-
pete in activities ranging from tae kwon do and
fencing to basketball and track.

The Brand

“Music is a huge motivator” for Olympic ath-
letes, Duracell global external relations manager
Kurt Iverson says. “They put in hours training
each day, and if they didn’t have something moti-
vating them, whether it’s music playing on screens
or through headphones, it wouldn’t be as easy.”

“Champions” had existed in embryonic form for
an entire year as a rough demo for O.A.R., but it
didn’t take shape until triathlon sportsman Hunter
Kemper and sibling tae kwon do athletes Mark
and Diana Lopez visited the Columbus, Ohio, act
in the studio. “We had never seen Olympic medals,

and we got to wear them and hear
With how they got them,” O.A.R. lead
singer Marc Roberge says. “We
were asking them more questions
than they were asking us.”

The experience also confirmed
the old adage that every athlete
wants to be a rock star, and vice
versa. The two professions share “a
common level of respect, a mutual
understanding,” B.o.B says. “What
you have to sacrifice to be a musician or an athlete
is very similar.”

Obviously, Duracell isn’t the only brand taking
original music to the London Games. The Interna-
tional Olympic Committee has yet to unveil this
year’s official theme, which in recent years has
been performed by artists ranging from Gloria
Estefan (“Reach,” Atlanta 1996) to Bjérk (“Ocea-
nia,” Athens 2004). But Coca-Cola is promoting
its Mark Ronson-helmed anthem, “Anywhere
in the World,” in more than 20 territories. And

ANDREW
HAMPP

Uratell tapped B.O.B (fop)
aficho.A.R. for the theme song
StoltS0lympics campaign.

other products are also tying in musically with
the games as much as possible.

“Music plays an essential role in all these
brands’ strategies,” Platinum Rye CEO Ryan
Schinman says. “Whether you're watching on
TV or mobile devices, music has always been used
to enhance the sports experience.”

360 DEGREES OF BILLBOARD

Justin Bieber, Linkin Park,
Carrie Underwood To Perform
At Billboard Music Awards

As Duracell looks to branch out beyond its
core battery products, so will its music partners.
Earlier this year, Jay-Z was named the global
spokesman for Duracell’s new joint venture with
Powermat Technologies, a line of wireless char-
gers and other energy products. Iverson says the
first collaboration will launch this summer. «

BRITNEY !
SPEARS and

; view their highly anticipated new
albums, Looking 4 Myself and Be-
lieve, respectively, with separate,
high-octane performances. Fresh
faces like Khalifa, Foster the People
and Scotty McCreery will battle
it out for the top new artist prize.
And legendary singer/songwriter/
producer Stevie Wonder will receive
this year’s Billboard Icon Award,
after Neil Diamond was presented

The Billboard Music Awards will
bring the biggest stars in music to
Las Vegas for the second straight
year, as the 2012 ceremony airs live
May 20 on ABC at 8 p.m.ET from the
MGM Grand Arena.

Hosted by Julie Bowen and Ty
Burrell of the ABC hit comedy “Mod-
ern Family,” the 2012 Billboard Music
Awards will feature performances
from Justin Bieber, Carrie Under-
wood, Usher, LMFAQO, Kelly Clarkson,
Linkin Park, Cee Lo Green and many
more. The show’s star-studded list of
presenters includes Taio Cruz, Wiz
Khalifa, Gavin DeGraw, Lil Wayne
and Brandy and Monica.

The awards will reflect Billboard’s
chart rankings based on key faninter-
actions with music, including album
sales and downloads, track down-
loads, radio airplay and touring, as
well as streaming and social interac-
14 |
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tions on Facebook, Twitter, Vevo,
YouTube, Spotify and other popular
online destinations for music. Adele,
LMFAO, Rihanna, Lady Gaga and
Lil Wayne lead the finalists for the
awards, with placements in catego-
ries like top artist, top Billboard 200
artist and top Hot 100 artist.

“The Billboard Music Awards
are unique in that they give a voice
to the consumer,” says Richard
D. Beckman, CEO of Prometheus
Global Media, which publishes Bill-
board, and co-executive producer
of this year’s ceremony. “More than
any other awards show, our honor-
ees are determined by a holistic for-
mula that measures what music the
fans are listening to, across all differ-
ent platforms.”

Broadcast yearly from 1989 to
2006, the Billboard Music Awards
franchise returned in grand fashion

in 2011, with the revived ceremony
airing live on ABC for the first time.
A show-stopping performance from
Beyoncé, a surprise appearance from
Britney Spears and major award wins
for Bieber, Eminem and Taylor Swift
helped the 2011 ceremony dominate
the ratings across the board in key

demographics, drawing a 2.9 share
among adults ages 18-49, translating
to more than 3.8 million viewers, ac-
cording to Nielsen.

This year’s ceremony, to be seen
in 120 countries across the globe,
promises to be another must-watch
event. Usher and Bieber will pre-

with the honor last year. Behind all
the glitz and glamour are co-exec-
utive producers Beckman and Don
Mischer, a15-time Emmy Award win-
ner and one of the world’s most ac-
claimed TV producers.

“We have some very memorable
moments, from a tribute to Stevie
Wonder to posthumously honor-
ing Whitney Houston,” Beckman
says. “Don Mischer and | have put
together an all-star lineup of some
of the greatest artists in music, some
extraordinary performances and, of
course, a few surprises as well.”

Tickets for the 2012 Billboard
Music Awards are now on sale at
Ticketmaster.com and MGMGrand.
com. Follow all the up-to-the-min-
ute updates about the upcoming
ceremony at Billboard.com/BBMA,
Billboard’s microsite for this year’s
event, and hashtag #bbma. .
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ORDAN

5
I
b
o

LTER/WIREIMAGE

o

LED ZEFPELIN

Billeoard

EOITORIAL DIRECTOR

BILL WERDE

EDITOR: JOELEVY 21040

MUSIC EDITOR: Benjamin Meadow:

MANAGING EDITOR: Chris Woods

BILLBOARD.BIZ EDITOR: Jem Aswad 2!

SPECIAL FEATURES EDITOR: Thom Dufty

EXECUTIVE DIRECTOR OF CONTENT AND PROGRAMMING

FOR LATIN MUSIC AND ENTERTAINMENT: Leila Cobo (M wriy, JU5- T LA

EXECUTIVE DIRECTOR OF CONTENT AND

PROGRAMMING FOR TOURING AND LIVE ENTERTAINMENT: Ray Waddell | *}3=- il 9 £15 431 044

EXECUTIVE DIRECTOR OF CONTENT AND

SENIOR CORRESPONDENTS: Ed cmlslman
i i

PR

SENIOR EDITOPIAL ANALYST: Glenn Peoples A
CORRESPONDENT: Mitchell Peters 2E-2522
BILLBOARD EN ESPAROL EDITOR: Judy Can(or Navas
COPY EDITOR: Christa Titus
ASSOCIATE EDITOR OF LATIN AND SPECIAL FEATURES: Justino Agulla =2 =
EXECUTIVE ASSISTANT TO THE EDITORIAL DIRECTOR: Emily Llcmenberg 2
CONTRIBUTING EDITOR, BILLBOARD.BIZ: Andy Gensler
INTERNATIONAL: Lars Brandle (/i 2. Wolfgang Spahr (-
CONTRIBUTORS: Paul Helne, Jullana Koranteng, Knnl Mason, Deborah Evans Price, Tom
Roland, Paul Sexton, Richard Smirke, Mikael Woo

._w.n.nmn.n.ﬂh

EDITOR: M, TYE COMER (/- 485417
MANAGING EDITOR: Jessica Letkemann
NEWS EDITOR: Marc Schnelder 212 .|
ARTIST RELATIONS: Lisa Binkert =
ASSOCIATE EDITOR: Erika Ramirez 217
ASSISTANT EDITOR: Jason Lipshutz 12 i°
EDITORIAL ASSISTANT: Sarah Maloy 7'
VIDEO EDITORS: Matt Campbell, Hanon Rosemhal
ASSISTANT VIDEO EDITOR: Alex Blumberg
COUNTRY NEWS EDITOR: Chuck Dauphin
FASHION EDITOR: Gregory DelliCarplni Jr.
GN & mimospnrm
CREATIVE DIRECTOR: ANDREW HORTON 2724
PHOTO EDITOR: Amella Halverson SENIOR DESIGNER: Sandle Burke
CREATIVE DIRECTOR, BILLBOARD.COM: Rachel Been .. 405 d177
CHARTS & RESEARCH
DIRECTOR OF CHARTS: SILVIO PIETROLUONGO ./ - 400
ASSOCIATE DIRECTOR OF CHARTS/RETAIL: Kelth Caulfield
ASSOCIATE DIRECTOR OF CHARTS/RADIO: Gary Tvusl
SENIOR CHART MANAGER: Wade Jessen i7}.inur
CHART MANAGERS th Allen (. 5

- Kellh Caulfleld ¢
de

ordon M

). Silvio Dlelvoluongo\

mic) GalyTrus!

o Ale)( Vitoulls

CHART PRODUCTION MANAGER: Michae! Cusson
ASSOCIATE CHART PRODUCTION MANAGER: Alex Vitoulls
BILLBOARD RESEARCH MANAGER: Gordon Murray 2/

PUBLISHER

TOMMY PAGE

ADVERTISING 8 SPONSQRSHIP
DIRECTOR, BUSINESS DEVELOPMENT & EAST COAST SALE!
EAST COAST ACCOUNT MANAGER: Caleb Hannabury 2 2-47¢ 21
ACCOUNT MANAGER: Alexandra Hartz /1.~
SPONSORSHIP/BUSINESS DEVELOPMENT MANAGES
SPONSORSHIP SALES MANAGER: Ed Plum
MIDWEST SALES DIRECTOR: Chauncle Burtol

WEST COAST SALES DIRECTOR: Onnalee MacDonald *... .
NASHVILLE: Lee Ann Photoglo -1
EUROPE: Frederic Fenucci (1] 44
MANAGING DIRECTOR/LATIN: Gene Smith <
LATIN AMERICA/MIAML: Marcla Ollval (-
ASIA-PACIFIC/AUSTRALIA: Linda Matich &
CLASSIFIEDS/PRO SMALL SPACE SALES: Jeff Serrette 2
JAPAN: AKiKaneko 3.5 =2
MANAGER OF SALES ANALYTICS: Mirna Gomez 21
EXECUTIVE ASSISTANT/ADVERTISING COORDINATOR: Pelev Lodofa. 1
DIGITAL SALES ASSOCIATES: Alyssa Convertini, Mandy Evans
DIGITAL

GENERAL MANAGER: STEVEN C. TOY 212 111/ B
DIRECTOR, PRODUCT DEVELOPMENT: Caryn Roas
DIGITAL PROJECT MANAGER: Joseph Bell
MANAGER, SOCIAL MARKETING: Katie Morse
MANAGER, AD OPS: Donna Delmas

MAR
SENIOR MARKETING DIRECTOR! 2
SENIOR MARKETING MANAGER: Kerrl Bergman
MARKETING MANAGER: Mark Khamsakul 212 4:
MARKETING DESIGN MANAGER: Kim Grasing
MARKETING COORDINATOR: Julie Cotton

MCULATION

7 Cynthla Mellow

Wagqas Arif
SUBSCRIPTIONS: G017 £58-2572 (11

EXECUTIVE DIRECTOR: NICOLE PURCELL
SENIOR MANAGER, CONFERENCE MARKETING: Nicole Carbone 71246
CONFERENCE MARKETING MANAGERS: Brooke Barasch, Andrea Martin
OPERATIONS MANAGERS: Elizabeth Hurst, Courtney Marks
LICEMSING
VICE PRESIDENT, BUSINESS DEVELOPMENT & LICENSING:
DIRECTOR, LICENSING & CUSTOM MEDIA: Diane Driscs
DIRECTOR, BUSINESS DEVELOPMENT & LICENSING: Susan Petersen =i 4114
MANAGER, INTERNATIONAL LIC & SALE I
MAGAZINE REPRINTS: Wright's Medla 177 7525267
PRODUCTION
PRODUCTION DIRECTOR: TERRENCE C. SANDERS
ASSOCIATE PRODUCTION DIRECTOR: Anthony T. Stailings.
ASSOCIATE PRODUCTION MANAGER: Rodger Leonard
GRAPHIC PRODUCTION ARTIST: Gene Willlams
QPERATIONS
GROUP FINANCIAL OIRECTOR: Barbara Grieninger
PERMISSIONS COORDINATOR: Dana Parra 1 4

PROMETH EUS

med.i

ER

global

CHIEF EXECUTIVE OF

RICHARD D. BECKMAN
DANA MILLER: SENIOR VICE PRESIDENT, CREATIVE SERVICES; Doug Bachells: VICE
PRESIDENT, MARKETING; Madeine Krakowsky: VICE PRESIDENT, CIRCULATION;
Rory McCafferty: VICE PRESIDENT, DIGITAL; Meghan Milkowski: CORPORATE
PRODUCTION DIRECTOR; Richard Tang: VICE PRESIDENT, FINANCE; Sarah Studtey:
GLOBAL MEDIA CONTROLLER: Rob Schoori: VICE PRESIDENT, HUMAN RESOURCES;
Andrew Min: VICE PRESIDENT, LICENSING

CHAIRMAN

JAMES A. FINKELSTEIN

hristopher Robbins 212 3 4107

Swan Songs

Some TV season-finale synchs give newcomers exposure,

while others go with superstars

liffhangers and

surprise endings

are staples of TV
season finales. But what
about the music? “Glee”
is again turning to rock
and pop’s big names for its
May shows, while a couple
of long-running dramatic
series departing the net-
works, “Grey’s Anatomy”
and “House,” are staying on
track with theirusualarray
of quirky music choices.

Hospital workers on
ABC’s “Grey’s Anatomy”
and the NBC Universal-
produced “House” airing
on Fox will hang up their
lab coats this season, end-
ing two of the most con-
sistent shows for song
placements. In its heyday, “Grey’s Anatomy” helped promote
music from the Fray and Brandi Carlile, though more recently
it's provided a nice payday for younger acts including Brit musi-
cian Birdy and Iceland’s Of Monsters and Men, both featured
in the first episode of the current sweeps period.

The absence of “House” and “Grey’s Anatomy” next season
may create a void for singerfsongwriters whose music isn’t
heard outside of adult-oriented, hourlong TV dramas. Will
“The Good Wife” pick up the slack?

“We used songs that weren’t used on other shows—melan-
choly, uplifting material,” “House” co-music supervisor Gary
Calamar says while finishing work on his final two episodes,
matching tunes to scenes and sending them to
producers for input. “Budget isn't a factor—the
rates don’t change—but the finales are always a big
priority on the production side. They work hard to
find what they need, creatively speaking.”

Calamar, whose work with colleague Lynn
Grossman placed key tracks near the episode’s
conclusion, often puts an extended play high in
the sound mix. Though major artists were fre-
quently featured in the series—James Taylor
covered the classic “Games People Play” for one
finale and Peter Gabriel’s version of Arcade Fire’s “My Body
Is a Cage” appeared in another episode—the key slots have
mostly gone to much younger singer/songwriters. Kathleen
Edwards and the Wellspring benefited from placements
this season, while Josh Ritter and A.A. Bondy landed songs
the previous year.

The use of music in “House” isn’t revolutionary, but the show
did provide a weekly network slot for synch licensing. While the
sheer number of songs used on “House” and “Glee” is vastly

FORTHE RECORD
HintheMay 5
misstated Ricky Martin's role. He portrays a character

‘Evita" revi

sue, a story on Broadway'

named Che who is a personification of Eva Peron's con-
science and not Argentine revolutionary Che Guevara,

M In the May 5 issue, a story on Coca-Cola and PepsiCo
misstated the involvement of DJs Skrillex, Diplo and A-Trak
in Pepsi's campaign for the rerelease of Michael Jackson's
Bad. The artists mentioned have been in discussion, but

aren't confirmed to be involved with the project

Sound
+Vision

LED ZEPPELIN'S * Dazed
and Confused.”

different, each show has sparked interest in lesser-known acts.

The third season of “Glee” provided sales boosts for Gotye,
fun. and Givers. May episodes will feature songs from superstar
acts—the Who, Bruce Springsteen, Green Day, Beyoncé
and Madonna—Dbut the show will also get behind an unknown
independent act, Nashville’s So Manys.

The So Manys’ song “Not the End” was released on iTunes
in late April with little fanfare, but all that will change May 22
when a huge Sony-ATV/“Glee” promotion kicks in as part of
Columbia’s Glee: The Music: The Graduation Album.

“Glee” music supervisor PJ Bloom says, “We always go big
in the season opener and end the season with some of the big-
gest names. I’'m most excited about the chance
to work again with an indie act and a song we all
fell in Jove with.”

For anyone who tracks the business of synch
licenses, this season’s end heard two major mind-
blowers in the clearance department: Led Zeppe-
lin’s “Dazed and Confused” and Jeff Beck’s in-
strumental version of Lennon & McCartney’s “A
Day in the Life” on Showtime’s “Californication.”

Executive producer Tom Kapinos expressed
interest in guitarist Beck’s version of the Beatles
classic a couple of seasons ago, which prompted a wild goose
chase by music supervisor Nora Felder. The track was part
of an out-of-print George Martin project called In My Life that
featured various artists covering Beatles songs, and Felder
found a copy on eBay.

Rounds of calls and emails to various U.S. and U.K. labels
proved fruitless, but, eventually, someone suggested contacting
Chrysalis Publishing. After four months of research, Chrysalis
discovered it owned the actual master. Kapinos suggested they
use the track in this season’s finale. “It felt like kismet,” Felder
says. “No other song was going to work as well.”

“Dazed and Confused,” however, was Felder’s own sug-
gestion after she read the script. When the opening scene
set in a bar was shot, the tune worked even better. Unfor-
tunately, Zeppelin clearances are among the most diffi-
cult to secure.

“We sent footage and detailed scene descriptions—I felt like I
was writing a term paper for an English class,” Felder says. “As
I got closer and closer to the mix we were trying other songs,
but they weren't doing it. Two days before the final mix, we
got the OK. Hands down, it was the hardest clearance in the
show’s history.” .
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““wAfterayear of explosive

- growth, EDMisready for

abreakout summer—more"
festivals than ever, w
York debut of Electric
Carnivalanda45-date _

% Kaskadg tour that willmake
him the first DJ to headline the
Staples Center. Anin-depthlook
at the state of EDM inthe U.S.A.
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IT WAS JUSTAFTER 11 P.M. on April 14, the first
weekend of Coachella, and the Sahara Tent was ina rare
momentofrepose. The festival's dance-dedicated hangar
had its lights up and its mammoth sound system turned
low, in the midst of a 40-minute changeover between
David Guetta, the king of top 40 pop-dance fodder, and
Kaskade, the American-born champion of angel-voiced,
electronic singalongs.

Over on the main stage, Radiohead was launching
into the night’s headlining set, and Stephanie LaFera, Kaskade’s longtime
manager, was anxious. “I wasn't sure if there were enough people to go
around to five stages when someone like Radiohead was on,” she says.

But then the lights went down, and the dancers who had been quietly
claiming their spots let out a roar that quickly turned into a chant: “Kaskade!”
A deep bass hum and electric blue light washed over the throng, as the stage
curtains parted to reveal the beaming DJ in an almost crowd-leve] booth—
a far less imposing sight than the sky-high structures of some of the fest’s
other EDM acts. Folk singer Mindy Gledhill’s fairy-sweet voice floated into
the darkness a cappella, holding the audience momentarily silent and rapt.
When the drop in “Eyes,” the first single from Kaskade’s latest album, Fire &
Ice (Ultra), arrived—a surge of synth chords and arpeggios; of harmony and
bass—the entire tent put its hands in the air and jumped in unison. “It was
chaos, rammed,” LaFera says. “The tent was overflowing. It blew my mind.”

The next day, bloggers named Kaskade’s set one of the day’s best. One
even called it “an anti-Radiohead dance party.” For many Coachella-goers,
beats had bested guitars. Again.

AS THE CONCERT SEASONREVS UP for the summerof 2012, EDM
is poised to have a breakout year on the road in the United States. After a
year that’s seen unprecedented success—like Tiésto filling Home Depot
Center in Carson, Calif,, on Oct. 8 and Swedish House Mafia selling out
a Dec. 16 show at New York’s Madison Square Garden in nine minutes—
and with several marquee events on the calendar, including the first New
York installment of Electric Daisy Carnival (EDC), in addition to individual
tours by actslike Avicii, Afrojack and Porter Robinson, the youth of America
has never had more opportunities to discover the culture of dance music.

“This summer is the tipping point. It’s like the clutch was dropped and
everything’s in gear; everything connected,” says Kaskade’s agent, Joel
Zimmerman of William Morris Electronic (WME). “(EDM has| histori-
cally been a Euro-centric agenda, but America caught up. All the artists
are investing their time over here now.”

Smack in the middle of it all is Ryan Raddon, aka Kaskade, the 41-year-
old DJ/producer (and father of three) who's gearing up for what could be
the biggest summer of his career. In addition to Coachella, Kaskade will
headline EDC in Las Vegas and Lollapalooza’s dance stage on Aug. S. He
also has his ongoing monthly residency at Vegas’ Marquee at the Cosmo-
politan, and his seventh studio effort, the double-album Fire & Ice—fea-
turing collaborations with diverse acts from Neon Trees to Skrillex—is his
best-selling album to date, with 47,000 copies sold since its Oct. 25, 2011,
release, according to Nielsen SoundScan.

But EDM isn't about album sales, and it’s through his upcoming Freaks
of Nature tour that Kaskade will really leave his mark on the summer of
2012. Produced in partnership with Disco Donnie Presents (the new com-
pany of veteran dance promoter Donnie Estinopal, who recently parted ways
with EDC producer Insomniac Events) and Live Nation, Freaks of Nature
is Kaskade’s largest U.S. tour to date.

The tour deepens his relationship with Live Nation, which tapped him
last year to headline the inaugural Identity Festival, the concert giant’s
multi-act EDM experiment that sold 150,000 tickets to 19 dates, according
to Live Nation. Identity will return this year—with Eric Prydz and Wolfgang
Gartner as headliners, tickets are reportedly moving steadily, and the New
York date at Nikon at Jones Beach Theater is already sold out—but Kaskade
will go back out on his own.

MAY 19, 2012 | www.billboard.biz | 17



1. ELECTRIC DAISY

“For the first year out, Live Nation was very aware that they
needed to have an artist who could guarantee hard tickets, com-
mand a huge audience and put on a show,” LaFera says. “That’s
something we were able to deliver to them.”

This year, Kaskade will only need to pull his own weight. Kick-
ing off May 26, the 45-date Freaks of Nature tour will take him
and his video-, laser- and confetti-loaded show from major ven-
ues like Red Rocks Amphitheater in Denver and the Bill Graham
Civic Auditorium in San Francisco to underserved markets like
Boise, Idaho, and Saskatoon, Saskatchewan. In the middle is a
milestone: A July 27 gig at the 18,000-capacity Staples Center in
Los Angeles, that venue’s first-ever D] show.

“Kaskade has been at the forefront of the electronic dance music
scene, laying the groundwork over the past 10 years, gaining mo-
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menturn and exposure for himselfand the EDM scene overall,” Live
Nation Entertainment president/CEO Michael Rapino says. “Heis
an incredible talent, and we hope to be partners for years to come.”

UNLIKE MANY OF HIS EDM contemporaries, the road to
arena-packing success was a long one for Kaskade. He released his
debutalbum, It's You, It's Me,in 2003 on San Francisco deep-house
label Om. The effort showcased the uniqueness of his sound: West
Coast-style house music, with its four-on-the-floor beat, vocals
and roots in soul, but with an additional, ethereal shimmer. His
music had ingénues instead of divas, acoustic guitars instead of
jackhammers, and melodies that stuck. Armed with such gems, he
traveled the world, everywhere from Korea to Brazil to California
{which adopted him as its own, despite the fact that he was born

—

-

KASKADE performing at the
2012 Coachella festival.

in Chicago). In 2006, he signed to dance-dedicated indie Ultra
Records and released four artist albums during the next six years.
To date, he’s sold 263,000-plus albums and 1.4 million tracks as
alead, co-billed or featured artist, according to SoundScan. That
number doesn’t include remixes for acts like Usher (including
one of latest hit “Climax”), Lady Gaga and Justin Timberlake.

According to his team, the slow burn was strategic. “We didn’t
skip any steps,” say LaFera, Kaskade and WME’s Zimmerman, in
separate conversations. LaFera says, “We've had our eye on that Sat-
urday night headlining slot since he first played Coachella in 2006.”

Now, the team js focused on remaining loyal to the fans and
promoters who have supported him since the beginning. “It’s
absolutely possible to work with an entity like Live Nation and
be able to connect to your core audience, as long as you remain
involved and continue to use the promoters you built it with,” says
LaFera, who last year launched Atom Empire, an EDM division of
Troy Carter’s Atom Factory management company. “When we'd
look at a routing, we'd say, ‘Who can we bring in to make sure
we're speaking to our fans and also reaching out to the mass mar-
ket?’ Take Atlanta: That date [at Live Nation venue Tabernacle] is
co-promoted by Liquified, [a local promotion team)] that has been
bringing Kaskade to Atlanta for the last eight years.”

Back then, Kaskade was still struggling to define himselfas a
live act, pigeonholed by the polished sound of his recorded music,
which was in stark contrast to the darker, harder dance sound that
was popular at the time. “The perception in the beginning was
that he was a small-room DJ who made really cool house music.
But he had a cult core following and was packing those venues,”
Zimmerman says. “When I met him [in 2008], he was banging
his head against the wall, wanting to grow.”

It was around that time that Kaskade reached out to an upstart
Niagara Falls, N.Y.-based producer named Deadmaus5, who was
just beginning to make some noise on EDM-focused digital store
Beatport. Working remotely, they created the tracks “I Remember”
(which appeared on Deadmau5'’s debut album, Random Album
Title, and Kaskade’s Strobelite Seduction) and “Move for Me” (on
Kaskade’s only). The combination of Deadmau5’s muscle-deep
sonics and Kaskade’s way with vocals made them hits, each top-
ping Billboard’s Dance/Mix Show Airplay chart and selling a
combined 370,000 singles, according to SoundScan. The suc-
cess helped gain even more momentum for the young producer
(pre-mouse head) and gave Kaskade access to a fresh audience.

WME's Zimmerman parlayed the Deadmau$ tracks’ popularity
into growth on the road. “We played bigger venues—not hard-
ticket venues right away, but outside the same low-ceiling-type
places. We kept his fees reasonable to not gouge promoters and to
get more people in front of him. When the shows started selling
out, we realized he had a lot bigger following than we thought.”

In just a few years, Kaskade went from traveling solo (even
without a road manager) to touring with three buses of audiovi-
sual gear and a crew of 20. Now, Zimmerman is focused on fill-
ing the five lanes that he says are the foundation to his client’s
success. “Playing to the core audience in nightclubs, a younger-
skewing demo in traditional concert venues, getting big looks
at mainstream festivals, headlining electronic festivals and his
Vegas residency,” he says. “We check those boxes every year, re-
fine what we’re doing and grow the core fan base.”

Meanwhile, Kaskade, who says he has no desire to link up with
a giant pop act to make a giant pop record like so many of his
contemporaries, keeps his focus exactly where it’s always been:
on the music. “I always seemed a little vanilla. | wasn’t the Fer-
rari, | wasn’t the import,” he says. “But that went well with my
whole MO. I just quietly did my thing in the background, wait-
ing for people to discover my music.” e

BDM IN THB u- S-A- A look at some of the major festival stops during the summer season

2. MOVEMENT
CARNIVAL NEW YORK ELECTRONIC

East Rutherford, N.J., MetLife

Detroit, Hart Plaza, May 26-28

Stadium, May 18-20
Promoters: Insomniac Events,
Pacha New York

Headliners: Armin van Buuren,
Avicii, Afrojack, Pendulum,
Steve Angello, Nero

Daily capacity: 30,000
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Promoter: Paxahau Event
Productions

Headliners: Public Enemy,

Major Lazer, SBTRKT, Claude

VonStroke, Dillon Francis,

Josh Wink, Maya Jane Coles,

Zeds Dead
Daily capacity: 40,000

Promoter: Insomniac Events
Headliners: Tiésto, David
Guetta, Will.i.am, Kaskade,
Afrojack, Alesso, Laidback Luke,
Steve Angello, Steve Aoki

Daily capacity: 100,000

3.ELECTRIC DAISY 4.5PRING 5.CAMPBISCO
CARNIVAL LAS VEGAS AWAKENING Mariaville Lake, NY., Indian
Las Vegas Motor Speedway, Chicago, Soldier Field, Lookout Country Club, July 12-14
June 8-10 June 16-17

Promotar: React Presents
Headliners: Skrillex,
Afrojack, Benny Benassi,
Moby, Flux Pavilion,

Carl Cox

Dally capacity: N/A

Promoter: MCP Presents

Headliners: Disco Biscuits,
Skrillex, Bassnectar, A-Trak,
Simian Mobile Disco, Porter
Robinson, Dada Life, Mord
Fustang

Daily capacity: 25,000



SURTESY OF BEATPORT

RIGHT: CO

LEFT. MARKOWENSPHOTO.COM

6.

LETTHEBEAT
BUILD (AND BUILD,

ANDBUILD)

Beatport CEO |

N2004,ITWAS AREVOLUTIONARY,if not crazy,

idea: Create an online market for digital dance

tracks that would provide a global platform for the

disconnected array of tiny labels, then pressing and
shipping their releases—predominantly in the form of heavy,
expensive 12-inch vinyl records—worldwide.

But together, nightclub promoter Bradley Roulier, designer
Jonas Tempel and business school grad Eloy Lopez did just
that, bringing the idea to life as Beatport, an EDM-dedicated
destination site that’s now the world’s largest music store for
DJs, stocking millions of tracks from more than 20,000 labels.
Sinceits launch in 2004, Beatport has sold in excess of 90 mil-
lion downloads and distributed upwards of $100 million to la-
bels and artists, according to the company, and what was once
alocal business has grown into a multinational operation, with
80 employees and offices in San Francisco and Berlin.

In 2009, the founders brought on Matthew Adell, a digital
music veteran who had worked at Napster, Amazon and Mu-
sicNow, to serve as COO. When Tempel left in 2010 to focus
on his design business and his own DJ career, Adell was ele-
vated to CEO. Under his watch, Beatport has launched Base-
ware, a distribution company that enables artists and labels
to sell their music on platforms like Amazon and iTunes, and
Beatport DJs, a platform within the site that lets DJs claim a
custom URL, create charts, list events and connect to other
social networks. Beatport DJs is a free service, and 36,000~
plus profiles—ranging from David Guetta and Porter Robin-
son to unknown residents at venues all over the world—have
been created since it launched in beta on April 13.

Here, Adell, the former owner of dance label Organico,
talks track prices, gender gaps, Beatport’s ongoing discus-
sion with SoundScan and more.

Tens of millions of those people come to our site every
month, and there are opportunities for us. But the way we
view that prism is that it’s our job to connect DJs with those
people, DJs who are performing or producing. Our job is to
help them grow their businesses. We have an opportunity to
do business with the fan, but our focus is growing the busi-

ness for the DJ. And revenue will come as a result.

We just launched Beatport DJ profile pages, helping DJs ag-
gregate other media. It’s in beta right now; there aren’t a lot
of features. But we’re going to be adding some really cool
stuff in the next couple of months. We're saving the exciting
stuff for once the platformis moving.

IDENTITY

Various locations,
July 19-Aug. 19

7.HARD
SUMMERFEST

Aug. 3-4

talks digital retail, going
social and SoundScan BY KERRI MASON

Los Angeles Historic Park,

Well, we wouldn’t compete with those
platforms. Those are really necessary. But
if they want to reach their core audience, if
they want to reach the most highly qualified
people who may buy tickets in the future—
hint, hint—our audience is that. We have an
incredible conversion rate at Beatport. Our
e-commerce numbers are such that almost
everyone who sees them says, “Is this true?”

Actually, because we have sucha large audi-
ence, it's first purchase to forever purchase
where our conversionis incredibly high. Our
average single transaction is higher than
the average annual transaction on iTunes,
and that’s largely because we serve the DJ.
I don’t want to be in a 69 cent music busi-
ness. Google and Amazon are loss lead-
ers. Apple [iTunes is] a loss leader to sell
[iPhones]. I love [my iPhone], but I'm not re-
ally interested in relegating artists to being
loss leaders for other people’s businesses.
That really started with Best Buy—market-
ing CDs below wholesale price—10 or 15
years ago. They just wanted the foot traffic
... That model is everywhere now, and I'm
notinterested in participating inthat model.
It’s funny. That’s what comScore says. Compete says some-
thing a little different. Google says something different. But
it is important that Beatport be a reflection of who the com-
munity wants to be, more than who it is. And actually, half the
people on our home page with the DJ profiles are ladies right
now. Like, 20% of the signups have been ladies, which is excit-
ing. When | became interested in this community, it was really,
well, first off, it came from gay black folks.

No, no. The crowds were always really diverse, and now we're
seeing sort of more of a bifurcation by genre, lifestyle, ethnic-
ity. That’s disappointing to me. But unfortunately, that’s life.
That seems to be the way people behave.

8.ELECTRIC ZOO

Randall’s Island, NY.,
Aug. 31-Sept. 2

9. COUNTERPOINT

Fairburn, Ga., Chattahoochee
Hills Farm, Sept. 27-29

Our prices in the U.S. are $1.49-$2.49. It varies a little bit de-
pending on the product. We make money selling music, and
you’re comparing us to people who don’t. We generate more
revenue on a per-track basis for the record companies and the
artists than the other services. Also, the company was based
on the idea that it's for DJs, and DJs require a high-quality
audio file. So way before iTunes went to high-quality audio,
Beatport was offering WAV files and high-quality MP3s, and
they’re more expensive to store and to manage.

But additionally, most of what we sell came out in the last
eight weeks. Il mean, I've never seen anything like it, and I've
been selling records my whole life. | worked in a DJ shop in
San Francisco inthe ’80s and I've still never seen this kind of
consumption pattern. We employ a whole bunch of people

10. PARADISO FESTIVAL,
SEATTLE

Seattle, Gorge Amphitheater,
June 23

Promoter: Made Event

Headliners: David Guetta,
Pretty Lights, Skrillex, Luciano,
Axwell, Above & Beyond,
Wolfgang Gartner, Tiésto, Knife
Party, Bloody Beetroots

Daily capacity: 40,000

Promoter: Live Nation

Headliners: Eric Prydz,
Wolfgang Gartner, Nero,
Excision

Dally capacity: 20,000

Promoters: C3, MCP

Headliners: Skrillex, M83.,
Bassnectar, Steve Angello,
Laidback Luke, Zeds Dead,
A-Trak, Feed Me, Zed, R3hab,
M Machine

Dally capacity: N/A

Promoter: USC Events

Headliners: Avicii, Afrojack,
Above & Beyond, Knife Party,
Excision

Daily capacity: 25,000

Promoter: Hard Events
Headliners: Skrillex, Bloc
Party, Boys Noize, Miike
Snow, Nero, Chromeo

Dally capacity: 30,000 —KM

Additional reporting by Lauren Lipsay.
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Since the Beatport site launched in 2004, the company
says it has sold more than 90 million downloads.

to get that music really early. At other services I've worked at,
where we’ve had 10 million-12 million tracks in our subscription
streaming environments, we only had 700 suppliers. And most
of the business or usage was the top five suppliers, right? You
can picture who they are.

At Beatport, no one supplier is more than 2.5% of our busi-
ness. And so in order to manage that, | have seven times the
people doing that work at Beatport than I've had at other much
bigger companies. We had the first three Deadmau5 records
before he was on alabel. It takes time and energy to be inthe
right place at the right time when someone like [Deadmau5]
makes a record. It’s like A&R.

We would like to report to SoundScan. The day we do, [Bill-
board’s] printed charts will be 100% different. There will be
no such thing as Mariah Carey in the dance charts ever again. |
know what numbers it takes to drive that kind of stuff, and we
will eclipse it instantaneously. It’s just been a matter of time.
Honestly, doing the SoundScan work takes some time. It's on
our list of things to do. People didn’t really have an appetite for
instrumental music until this year, commercially.

We are so much bigger than anyone else doing dance music.
But labels can make their own choices. We have labels that we
work with who aren’t exclusive and | understand why. But the
peoplethat go exclusive with us, we charge more for the tracks,
so they earn more on the track. It’s arevenue opportunity.

But really, the most important thing is, charting on Beatport
breaks records and it breaks artists. And that’s what Beatport
is about—breaking records and talent. So if you want to do
that, you start where you can have the most impact. The shift
we’re seeing is pressure from above now, in a way we never
have before. ITunes wishes they had some of the exclusives
we have. But that’s life too. We'll continue to be focused on ex-
clusive content for DJs. And you're going to see us continue
to break acts who then move on to do really big album things
with iTunes. Hopefully, we're participating as the distributor,
but that’s the nature of retail now.

| come from a punk rock background. And the reason dance
music is taking off the way it is now is that kids with no money,
just a laptop that’s probably already in the house, can partici-
pate. What we're witnessing is the end of the guitar and the
beginning of the laptop. So our job is to inspire more people to
participate, and that’s good for the community. aee
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EVERYBODY MOVE,
NOBODY GETSHURT?

As the EDM revolution rolls on, the events get bigger and the crowds get
youngder. For promoters, it’s all about minimizing risk

HE SUMMER OF 2012 presents the
biggest opportunity in history for EDM
to go mainstream, with giant outdoor
festivals planned in major cities and
smaller markets across the country. But along with the
potential rewards comerisks: EDMis predominantly a
young person’s genre, one that frequently goes hand
in hand with overindulgence, be it alcohol or illicit
drugs—which can lead to things like medical distress,
fights and even, as at this year’s Ultra Music Festivalin
Miami, tree-climbing.

EDM “is awfully popular, and getting younger and
younger, and that can present a real problem,” says
attorney Ed McPherson of McPherson Rane, who rep-
resented the band Great White in litigation regarding
the 2003 nightclub fire at the Station in Rhode Island
that sparked while the act performed and claimed 100
lives. “There’s lots of bad stuff going on that you just
can't stop. [Promoters and venues] have a duty to pro-
tect [the audience] to some extent from themselves.
The best thing they can do is minimize the risk.”

Dance culture is no stranger to tragedy: In June
2010, 15-year-old Sasha Rodriguez died from causes
related to ecstasy use, after attending Electric Daisy
Carnival(EDC)in Los Angeles. And in 1995, when the
United Kingdom was in the midst of an EDM revolu-
tion like the United States is currently experiencing,
18-year-old Leah Betts died from similar causes, kick-
ing off a nationwide moral panic that helped secure
the passage of the Public Entertainments Licences
(Drug Misuse) Act, which allowed venues and pro-
moters to be prosecuted if drugs were available on
their premises.

For Mike Bindra, executive producer of Electric Zoo
Festival and founder of Made Event, which produces
and promotes the annual Electric Zoo on New York’s
Randall’s Island (Aug. 31-Sept. 2), safety comes first.
“Putting together the safest electronic music festival
possible is of the utmost importance to us, and we
work side by side with the NYPD and FDNY, as well as
several safety experts, in order to ensure the safety of

ping it
at workduring,
CoacHellaf,

our festival-goers,” he says. “From medical staff and
facilities to security, we consistently staff well above
and beyond what isrecommended.”

While EDM has some specific safety concerns,
Bindra notes that festival safety should be universal:
“We'd like to see all festivals, from electronic music to
country, focus on the safety of their patrons as prior-
ity No. 1.” For McPherson, there are four elements on
which promoters of any large-scale event—particularly
where drugs are known to be common—should focus.
1. WATER “Because drugs like ecstasy and other
substances can severely dehydrate, you have to
have a lot of water available,” McPherson says. Bin-
dra agrees: “Every festival should be providing free
water at multiple locations.”

2. AGE RESTRICTIONS “Their parents shouldn’t ei-
ther, but you definitely should not allow kids under18,”
McPherson says. But the industry doesn’t necessarily
agree: Electric Zoo is all-ages (those younger than 5
even get in free), as is Kaskade’s upcoming Freaks of
Nature tour. “We want to create a show that a parent
would feel comfortable bringing their kid to,” says
Stephanie LaFera, Kaskade’s manager. But those who
have tasted conflict are more wary: EDC promoter In-
somniac Events went 18-plus for all of its events after
the 2010 incident.

3. SECURITY “Security has to keep calm, act profes-
sionally and keep their hands off,” McPherson says.
“From the top down, [promoters] have to be careful
about who they hire.” At Electric Zoo last year, secu-
rity guards handed out water and directly engaged
with partiers in a friendly way, keeping a firm but
approachable presence across the grounds. “We
make sure that each member of our security team is
thoroughly vetted and briefed on the task at hand,”
Bindra says.

4. ACCESSIBLE HELP “Not only do you need a ton
of medical personnel, they should be very [visible] so
that people can find them from anywhere,” McPher-
son says. Bindra adds: “No festival-goer should ever
be too far from a medical tent.” —KM
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they all shuttered when the craze faded, leaving the genre to the network of tiny,
singles-based indies dotting the globe. Now that EDM is back so are the majors,
but infiltrating a scene that prides itself on its independence and is marked by its
insularity can be tricky business. Meet the three major players who’ve pulled it off.

Formorethana decade, electronic dance music has been anindie label’s business. In
the mid-tolate '90s, when acts like Fatboy Slim, the Chemical Brothers and Prodigy
surged, the majors launched boutique in-house imprints: Warner had F-111, Reprise
had Kinetic, Atlantic acquired then-college graduate Craig Kallman’s Big Beat. But

EDM roster

Biggest success
of the past 12 months

Biggest success
of the past 12 days

How I describe
my business philosophy

How my boss describes
my business performance

Must-see tour
of the summer

First exposure to EDM

Why is EDM
having amoment?

How has your label
supported you or shifted
its thinking about

the space?

In 2015, EDM will be...

CRAIG KALLMAN, 47
Chairman/CEO, Atlantic Records
Group; founder, Big Beat imprint

Skrillex, Martin Solveig, Duck Sauce, DJ
Chuckie, Flux Pavilion, Doctor P, Chromeo,
Teddybears, Justice, Metronomy

“Skrillex has been a glorious story.”

“The launch of B.0.B’s Strange Clouds aloum;
it just came out and it looks like it's going to
be a tremendous showing. And an act that
continues to explode, fun., with ‘We Are
Young.”

“Finding the best talent in the world and
helping them shape the most significant and
important music.”

“Ahmet [Ertegun] would be proud. Enough
said.” —Lyor Cohen, chairman/CEO of recorded
music, Warner Music Group

Electric Daisy Carnival

“Falling in love with Kraftwerk at age 13.”

“Because, truly, the newest wave of innovation
in music production is coming from the
electronic dance music producers. We're in
the midst of a new sonic revolution that in my
mind very much mirrors—in a good way —the
ushering in of the disco era; an avalanche of
sound that moves a dancefloor and creates an
important musical movement.”

“One hundred percent support. When | asked
Lyor and my partner Julie Greenwald about
investing in staffing up my Big Beat imprint a
few years ago, because | really believed it was
time to activate Atlantic Records into the EDM
business, | got a resounding “yes.” | told them
there was a wealth of opportunity for first
movers to sign some great stuff. Fortunately
it was a year before any of this sensation
happened, and because we got a [year-long
head start] we were able to sign guys like
Skrillex, Solveig and Chuckie, and really build
an important roster.”

“Bigger than ever. It's going to continue to
grow and blossom because there are too many
talented people coming into the space. We'll
continue to see a run of tremendous musical
innovation there.”

GLENN MENDLINGER, 43
GM/senior VP, Astralwerks (EMI)

David Guetta, Swedish House Mafia, Eric Prydz,
Nervo

“David Guetta, 7 million singles and counting.”

“Swedish House Mafia on the Coachella main
stage. Not 100% Astralwerks' doing, but we
were involved in creating a winning campaign
for SHM that helped them conquer the world.”

“Artist first, trust your gut, work collaboratively
with your team, know the numbers, and be
decisive.”

“Glenn’s performance has an exceptionally
high BPM.” —Greg Thompson, executive VP
of marketing and promotion, EMI Music North
America

Identity Festival, Electric Daisy Carnival,
Electric Zoo

“Purchasing the Telex album Neurovision in
1980 and ‘Warm Leatherette' by the Normal
in1978; immersing myself into New York and
Staten Island rave culture in the late ’80s. Thank
you, Frankie Bones.”

“Pop music is dance music now. David Guetta
was a major catalyst in making this happen. The
success of festivals like EDC, and club culture,
quietly became absolutely massive ... Main-
stream media has now embraced it in a much
more credible and serious way. It's very different
from the electronica movement of the late '90s,
and the genre has now infiltrated pop culture.”

“Over the past few years Astralwerks and EM|
have evolved significantly in order to support
our artists. Depending on the artist, our deals
may be structured differently: We are more
deeply involved in planning and integrating
into touring activity, and we offer a suite

of new and enhanced services that include
merch and more robust grass-roots marketing.
Additionally we have just formed the EMI
Dance Network, which reflects our goal to have
the best in class in the EDM space globally, and
for that team to be as agile and fast-reacting as
the genre dictates.”

“A firmly established genre. The music has
finally crossed over and is now well-entrenched
in popular culture. We've seen the coming and
going of electronica three times in the last
decade or so, but all signs now lead to a very
different story.”

BY KERRI MASON

DAVE RENE, 35

A&R Representative, Interscope

Nero, Zedd, Eva Simons, Sebastian Ingrasso
& Alesso

“Getting my own office; signing Nero.”

“Zedd opening for Lady Gaga on the first
date of her Born This Way Ball tour in Seoul’s
Olympic Stadium.”

“Always remain teachable, and surround
yourself with good people, good times.”

“I love record producers. | built a company on
them, and Dave has an affinity for young record
producers; a feel for finding them. It's rare. He’s
really helping me in this whole EDM world.”
—Jimmy lovine, chairman, Interscope Geffen
A&M

Squarepusher

“When my best friend Rich Bologna played me
the Permutation album by Amon Tobin in 1998.”

“Because the guitar is dead.”

“Slowly but surely. In addition to letting me
sign acts | believe in, we're launching the
Shaving Kit, a blog that will position me as
the personality of the label; a tastemaker
for all things electronic music. I'm free to do
with it what | will, reflecting the opinions of
Interscope, or not.”

“No longer called ‘EDM.’ As people’s ears
become more and more open, it won't have to
be partitioned off like that.”
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After a near-platinum debut, Adam Lambert has
d control of his career and hit the reset button.

He’s tapped the biggest hitmakers in pop, but can he
escape the shadow of “American Idol”?

R. LUKE. BRUNO MARS. PHARRELL WILLIAMS.

These are just a few of the hitmakers who appear in the production and
songwriter credits of Adam Lambert’s sophomore album, Trespassing. But it’s
not the impressive roster of collaborators that makes the boldest statement in
the credits. [t’s the forthcoming set’s executive producer: Lambert himself.

While it is rare for an artist to executive-produce his or her own release,
Lambert, the flamboyant season eight “American Idol” runner-up, insisted on having full creative
control of what he admits could be the decisive album of his career, his monient to prove himself
as more than a TV-fueled seasonal sensation. “That’s why ['ve been so obsessed and neurotic about
it and why I wanted to be the executive producer and co-write a lot of it,” he says of Trespassing, due
May 15 on RCA Records/19 Recordings.

“This is a big make-or-break thing for me, especially for someone who comes off of “Idol,”” he
says. “I did have a hit, which was great. That was one big step. Now what? [s that going to be it?
Am I a one-hit wonder? So I wanted to get really involved in the process to rmake sure I was doing
everything I could to create a great album.” He pauses. “And I think I did.”

It's a drastic change from the approach taken with the singer’s 2009 debut, For Your Entertain-
ment, which was hastily recorded during an “American Idol” summer tour in the months follow-
ing his appearance on the TV show. Despite reaching No. 3 on the Billboard 200, selling 838,000
copies (according to Nielsen SoundScan) and nabbing a top 10 single on the Billboard Hot 100 with
“Whataya Want From Me,” the release felt rushed and was mostly a “guessing game” in terms of
choosing songs that would properly portray his musical style and connect with fans, Lambert says.

This time around, Lambert, who turned 30 earlier this year, doesn’t have to deal with the

times in one song.””

RCA’s promotional cam-
paign for Trespassing includes
a heavy push at mainstream
and adult top 40 radio, nu-
merous summer radio station
concert bookings and a May
17 perforinance of Lambert’s
newest single, “Never Close
Our Eyes” (co-written by Mars
and produced by Dr. Luke),
on “American Idol.” To su-
perserve Lambert’s hardcore
fans, known as Glamberts,
the label offered preorder de-
luxe packages of Trespassing
exclusively through his web-
site, AdamOfficial.com. The
most expensive of them—
a limited-edition $274.99
boxed set that includes six
lithographs, a deluxe version

pressure of churning out an album quickly to capitalize on the
promotional momentum of “Idol.” He's spent more than a year
writing new material and working closely with RCA senior
VP of A&R Rani Hancock to bring on other collaborators, in-
cluding Benny Blanco, Bonnie McKee, Nile Rodgers and Samn
Sparro. The result is a 12-song set (the deluxe edition features
three bonus tracks) of electro-dance-funk and dark emotional
ballads that display a more contemporary pop sound and move
away from the theatrical glam-rock and vocal showboating of
Lambert’s full-length debut.

“He's really made a record that’s different than what he made
coming offof ‘Idol,” says Dana Collins, one of six artist managers
working with Lambert at Los Angeles-based Direct Management
Group, which also helms the career of Katy Perry. “You get off
that, you're on the treadmill and you jump into the studio and
get presented with four dozen songs. You choose the ones you
like, record them and tour at the same time. Then you go out
and promote that record.”

Lambert says the subject matter of Trespassing is much more
personal than For Your Entertainment. “1 wanted it to reflect my
social scene, not just what I knew my fans were going through,”
he says. “So I'm writing about my gay friends—you know, going
out and getting laid. I'm in a relationship right now, so I'm ex-
ploring monogamy and a serious thing, which is really cool. But I
was single before that and there’s a lot of joy in that, too. So there
are songs about going out and getting freaky.”

Lambert also feels the new album showcases his maturity as
an artist. “Going into album two, [ know who I am as an artist
now,” he says. “The last time I felt like I had to do all this stuffto
prove something. With [Trespassing] it’s a bit more like, ‘Oh, that’s
a dope song. That's a cool melody. That’s a cool groove. That's
a cool song.” Not, ‘Look how high [ can sing that note 30 or 40

of the CD, a vinyl copy of the
album and a behind-the-scenes DVD of Lambert in the stu-
dio—sold out the 100 available copies in minutes.

But even with a fan base that reaches many parts of the world,
Lambert and his team say that it'll be a challenge releasing a
second album without the benefit of having 20 million people
seeing him on “American Idol” twice per week for three months.
“I'm sure it's going to reflect in things. It’s a different climb right
now,” Lambert says. “It’s through the music that I'l] have to get
on people’s radar. Not based on the TV show.”

Direct Management Group's Martin Kirkup, whose firm began
working with Lambert last summer after the singer's departure
from 19 Entertainment, says the process of reintroducing the
artist to the marketplace will simply revolve around getting as
many eyeballs on him as possible and then allowing the music to
speak for itself. That started earlier this year with performances
on “The Ellen DeGeneres Show,” “The Tonight Show With Jay
Leno,” Logo's NewNowNext Awards and “Jimmy Kimmel Live!”

“We feel he has good recognition because of ‘American Idol,’
but really when you get to your second record everything is start-
ing off fresh. Whatever audience you brought with you from
‘Idol,” whatever the perception you have—sorne of that remains,”
Kirkup says. “But basically you're now going to thrive or fail based
on your own talent or skills. The most important thing we can
be doing is getting people to see Adam, whether that's on TV,
live or on video.”

RCA VP of marketing Nick Pirovano says that Lambert is still
very much in the artist development stage. “We're breaking an
artist,” he says. “We want him to be more than just an ‘American
Idol, and that takes time.”

But there’s still the matter of where Lambert fits into the cur-
rent musical landscape. Although he performed classic rock songs
from Led Zeppelin, U2 and others during his stint on “Idol” and

will front upcoming international dates with Queen, the artist
mostly identifies himself as a pop act. It’s been challenging find-
ing his place in the female-dominated genre, he says.

“There’s not a blueprint for me to follow,” Lambert says, refer-
encing how Justin Bieber seems to be following a path mapped
by Justin Timberlake. “There are fernale artists I can look at that
find more in common with than the male artists, because they’re
blending the pop, dance and theatricality . .. but currently there
aren’t a lot of guys who go there.”

RCA hopes to expand on Lambert’s pop appeal through radio.
Senior VP of promotion Adrian Moreira says the singer’s stron-
gest format is adult top 40, whose listeners tend to be females
age 18-34. To build on that demographic, Lambert visited main-
stream and adult top 40 stations across the country in March
to meet with programmers and music directors and perform
acoustically for listeners.

“With the first album you're committed so much to stuff
around ‘Idol’ that there wasn’t really an opportunity to get him
into these stations,” Moreira says. Additionally, Lambert will re-
cord a live performance in New York on May 15 that will later
stream on more than 100 Clear Channel station websites.

The promotional campaign for Trespassing began in December
with the release of first single “Better Than | Know Myself.” De-
spite some national TV performances that followed the release,
the single failed to garner much attention at radio, peaking at
No. 18 on the Adult Top 40 chart in late April. Moreira believes
the label will have more success with the uptempo “Never Close
Our Eyes,” which will be supported by performances on “Good
Morning America” (May 14) and “American Idol” (May 17). The
single goes to stations on May 28.

In lieu of immediately touring behind Trespassing, Lambert’s
summer plans include eight North American radio station con-
certs and six overseas shows singing for Queen. Direct Manage-
ment Group’s Kirkup says the management team wanted to keep
the artist's schedule open as press and media opportunities arise
in global markets. Lambert cites the Philippines, Japan, Australia,
New Zealand, Germany, the United Kingdom and parts of Scan-
dinavia as international markets where he’s had the most success.
A proper tour will likely occur at the end of this year or in early
2013. The singer’s last North American tour of primarily clubs
and theaters in 2010 grossed $2.7 million from 30 concerts that
attracted nearly 65,000 people, according to Billboard Boxscore.

Kirkup hopes that the upcoming Queen performances in
Russia and Europe expose Lambert to an audience that might
not discover him as immediately a pop artist. Lambert notes
that there aren’t any plans to perform additional concerts with
Queen but says he’s open to any type of collaboration with
the rock band, including recording an album together like
Queen + Paul Rodgers’ The Cosmos Rocks in 2008.

For now, Lambert is focusing on pushing his career forward
with Trespassing. “There are people in the industry or fans who
will look at that statement and say, ‘But it's Queen!"” he says. “I
know that, and I know it’s a big honor. But the most important
thing for me is to be authentic. And I'll be the most authentic
doing the music I wrote.”
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ed meat and red wine filled the table at
West Hollywood steakhouse BOA, and
the mood was festive. Music supervisor
P| Bloom and peermusic executives
were confident they had secured their
first client for their new music publish-
ingjointventure: Los Angeles rock band
Dead Sara had agreed to a deal that had
been in the courtship stage for a year.

Moving from courtship to consummation demanded a cel-
ebration, and more corks popped. But Bloom noticed that Dead
Sara’s lead singer, Emily Armstrong, 24 years old and a veg-
etarian, was sticking with a plate of vegetables and hot tea. A
good sign, he thought. “I saw this singer taking care of herself,
concerned about her voice and well-being,” recalls Bloom, best-
known for his work on Fox TV series “Glee.” “I saw someone
who was in this for the long haul—15, 20 years.”

Bloom—who likes to joke that “Glee” made him an overnight
sensation after 15 years as a music supervisor—sees publishing
as a key to his future in the music business. His first publish-
ing success came with Far*East Movement, which he signed
long before it penned “Like a G6”; with Dead Sara, he made
his move long before anyone else was talking about the band.

“I didn’t want to do anything until [ had something that
was right for peer,” he says. “They had been looking for a rock
band, as they were trying to change their reputation. They
heard Dead Sara and they completely flipped.”

During the first week of May, lawyers were hammering out
final details of the contract among Bloom’s Black Magnetic,
peermusic’s SESAC arm and Dead Sara; signatures are ex-
pected by the end of the month.

Venturing into publishing after establishing a music su-
pervision empire at Neophonic, the company he co-founded
with Evyen Klean, is a largely uncharted path. While many
music supervisors work as radio DJs, producers and manag-
ers, publishing is as rare as Alexandra Patsavas’ Chop Shop
label housed at Atlantic.

As unsigned bands go, Dead Sara is as hot a rock group as
there is in 2012. Armstrong and guitarist Siouxsie Medley
have been in the band since they were teenagers; Chris Null
and Sean Friday—the bassist and drummer in Skrillex’s band
when he was a rock artist using his real name, Sonny Moore—
came onboard almost three years ago. Their self-titled debut
album, the recording of which consumed much of last year, has
sold 3,600 copies since it was released on April 10, according
to Nielsen SoundScan. Thanks to their booking agent, Cre-
ative Artists Agency’s Ryan Harlacher, their year will be spent
opening for Chevelle and the Used, playing the Vans Warped
tour and, fingers crossed, headlining U.S. and European gigs
in the fourth quarter. They have kept publishers and labels
at arms length during the last nine months, but the demand
for their attention has become furious since thejr six shows
at South by Southwest (SXSW) in March.

“The plan was to take time and build a base,” says Michael
Goldberg of Leverage Management, who has managed the band
for two-and-a-half years with Isaac Heymann. “It had been a two-
year process of building the band. They wanted to release their
first record on their own, and [Fontana president| Ron Spauld-
ing put some teams together. We hired online marketing and
coordinated everything. They were not looking for any deals.”

Dead Sara didn’t have a demo tape making the rounds at
labels. It shot a video for the track “The Weatherman,” but
otherwise was playing Southern California clubs, building its
chops. Bloom’s call to management was the first one it received.

In Dead Sara, Bloom saw a band that fit some essential crite-
ria: “Be wildly entertaining and be dynamic, create an energy
that runs through the room. They have the whole package.
Seeing a female singer who brings together Grace Slick and

Janis Joplin—it’s everything dear to my heart.”

“PJ is on the cutting edge. He sees sooner than many oth-
ers and can react faster,” peermusic VP of A&R and film/TV
Sam Kling says. “We offer stability and marketing opportuni-
ties, and he has platforms and contacts to offer. We felt pretty
confident going into this that it looks] tremendously different
than anything another publisher would offer. They’re now a
top priority at peer.”

Kling and Bloom began talking in February 2011 about
creating the joint venture through the SESAC arm of peer.
Bloom, whose previous publishing partnerships hadn’t borne
fruit, said he would wait until he found an act worth signing
before setting up the Blank Magnetic/peermusic company.
How he came to find Dead Sara, he says, “is one of those sto-
ries that used to happen a lot in the music industry, but don’t
anymore. This is very unusual.”

He was working on “CSI: Miami” when an assistant editor
told him that the band he saw in a club was like no other band
he had ever seen before. No stranger to receiving tips of this
nature, Bloom took down its name and said he would check it
out. A few weeks later, when he had time to sift through CDs
and online links to new bands, he landed on Dead Sara’s video
for “The Weatherman.” He was both hooked and confused.

“It was so effing good,” he says. “I was confused by the fact
that I didn’t know about it, that it wasn’t big already and that
it wasn’t a music industry insider who tipped me to them. |
watched them again and I got goose bumps.” Searching for

“They have the whole
package. Seeing a female
singer who brings together
GRACE SLICK and JANIS
JOPLIN=it’s everything
dear to my heart.”

—PJBLOOM

contact information he wound up on the band’s Myspace page,
found the name of its management company and cold-called its
office. “I couldn’t remember the last time I did that,” he adds.

It turns out Bloom knew Goldberg, a former A&R executive at
Maverick Records who worked at Three Ring Management be-
fore moving over to Stephen Levinson’s Leverage Management,
where he started a music division with Heymann. (Leverage is
developing a label with producer/label executive Rick Rubin.)

“They were over the moon that I was into [Dead Sara] because
one thing they wanted to focus on was film and TV,” Bloom
says of their initial conversation.

Then the courtship began.

“What freaked me out was that he was so passionate about
them,” Goldberg says. “It was a six-month process of him
showing us how passionate he was—and we wanted to work
with the most passionate people. With PJ and peer there were
obvious benefits. They were bringing things to the table that,
without their involvement, wouldn’t happen.”

Dead Sara played shows late Jast year and early this year at
venues like the Viper Room on the Sunset Strip. Management
and the band were focused on connecting with local fans, de-
veloping a following before branching out geographically and
as recording artists.

Bloom, however, had a timetable. He and Kling made a for-
mal offer to Goldberg and Heymann early this year hoping
to close the deal prior to the start of SXSW. It didn’t happen.
“They had an incredible showing at SXSW—six shows and
all of the publishers were there,” Bloom says. “They were one
of the most talked-about bands at SXSW and all of a sudden
publishers and labels were kicking the tires,” not to mention
pulling out checkbooks.

Bloom and Kling wouldn’t provide financial details, but it's
widely agreed that their offer wasn’t the largest of the ones
received. “We didn’t think we’d do this 100% on our own,”
Heymann says, “but we would wait for the right people to show
up at the right moment. PJ has proven he is the best at what
he does and peer made sense because they’re very passionate
and believe in this band.”

While this courtship was occurring, Bloom was expanding
the reach of “Glee” as a music supervisor. In December, for the
first time in the show’s history, it broke a record: fun.’s “We
Are Young.” For an encore Bloom placed Nashville band the So
Manys’ “Not the End” in this season’s finale (see story, page 15).

Bloom also music-supervised the film “Any Day Now,” about
a gay couple who take in a teenage boy with Down syndrome
whose drug addict mother had abandoned him. Bloom’s father,
George Arthur Bloom, wrote the script in the '70s. “He spent
about 10 years trying to get it made and then put it in the closet,”
P| Bloom says. Actor/director/writer Travis Fine was looking
for material to direct, and Bloom suggested that his father dust
off the script, which he did with Fine. Alan Cumming stars in
the film, which won the Heineken Audience Award for a nar-
rative feature at the 11th annual Tribeca Film Festival in April.

While Bloom was at the New York film festival, Dead Sara re-
turned home to perform with Chevelle at Club Nokia. It delivered
an intense 35-minute set that concluded, as usual, with Arm-
strong jumping off Null’s bass amp. Afterward, Armstrong was
soaking her ankle in ice, having misjudged her landing, while
her management team was reviewing her upcoming schedule: It
flies home on June 7 to make its late-night TV debut on “|immy
Kimmel Live!,” heads to the Pacific Northwest to finish its run
with the Used and then plays the Warped tour (June 16-Aug. 5).

“They’re very much a developing band,” Kling says. “I see
them really paying their dues [this year] and they're already
differentiating themselves from the pack. They are hard, wall-
to-wall rock. There’s a rock resurgence now and this is the
band that could be the tipping point, the one that culturally
moves the needle.” .
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Romeo Santos’
Secrel ‘Formula’

ANTHONY “ROMED” SANTOS' first
solo album, Formula Vol. 1, features
contributions from stars in various

musical genres.

STEPPING OUT FROM AVENTURA, THE BACHATA STAR SCORES
WITHNEW HITS, TOUR PLANS AND MORE

BY ANTONIO MEJIAS-RENTAS a
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Romeo

| am sure that when the history of music is

penned down, your name will go down invit.

You have found the perfect “formula” that
has already placed you as one of the most

respected artists in the industry.

With your “formula” of discipline and talent,

you have managed to break records in album
sales and concerts, thanks to the well deserved
space you have attained in the hearts of millions

of fans around the globe.

| wish God Almighty will enlighten you so that
you will keep harvesting success in your career

and the rest of your life.

Your friend,

s —

Félix Cabrera
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SEAN “DIDDY”
COMBS and ROMEO
SANTOS performing
at Madison Square
Gardenon Feb. 24;
below: Santos with
PAULA FERNANDES
at the 12th annual
Latin Grammy
Awards in Las Vegas
onNowv. 10, 2011,

nstage he’s
“Romeo,” the
tall, dark and
handsome
crooner with the
sweet falsetto
that melts the
ladies’ hearts.

Offstage,
he’s one of
the hardest-working artists in the
Latin music industry, with a hand
in every piece of his rapidly grow-
ing career, rightfully claiming his
steady climb to the top.

One of the top-selling Latin acts in
the United States this year, Santos has
spent 22 weeks at No. 1 on Billboard’s
Tropical Albums chart and 17 weeks
ruling Top Latin Albums with his debut

solo album, Formula Vol. 1, since its re-
lease in November (when it bowed at
No. 9 on the Billboard 200). So Anthony
“Romeo” Santos is anything butan
overnight sensation.

“He’s one of the most talented artists
I've ever encountered, and I've worked
with everybody,” says veteran New York
promoter Felix Cabrera, who began
working with Santos when he was the
frontman for Aventura.
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Cabrera is one of a handful of associ-
ates who have helped Santos mold an
unparalleled career during the last 15
years. It all started when Santos joined
three other young musicians from the
Bronx and formed Aventura, the group
that took the traditional Dominican
sound of bachata and transformed it
into a worldwide sensation by mixing in
touches of pop, hip-hop and R&B. Santos
wrote, produced and arranged all of the
group’s songs. And he performed with
his high-pitched voice and unique style
developed from hours of listening to old-
school crooners Jike Camilo Sesto and
Julio Iglesias.

Another of Santos’ associates, Johnny
Marines was still a New York cop in 2002
when he met Santos, then a “20-year-old
skinny kid” who hired Marines as a secu-

The “king of bachata” has
ahandineverypiece ofhis
rapidly growing career.

rity guard for Aventura.

“The one thing that I noticed from
him almost immediately was that he was
determined to make it and that he was
willing to work as hard as he had to to as-
sure that he made it,” says Marines, who
hit it of f with Santos on a drive from the
Bronx to Philadelphia for his first gig
with the group.

In little more than a year, Marines
would become Aventura’s—and San-

tos’—personal manager.

Performing with Aventura in New
York clubs, Santos developed a sexy stage
persona that helped him connect with
audiences—and local promoters soon
took notice. Cabrera was the first to sug-
gest that the group should play Madison
Square Garden.

“I knew they could fill the Garden,” he
recalls. “Everyone thought I was crazy,
but I took a risk. We opened the arena

at 180 degrees and ended up selling 360.”

After the 2007 Garden concert, national
promoters began checking out Aventura.
A five-night stand at the Coliseo de Puerto
Rico in San Juan, Puerto Rico, soon after
piqued the interest of mega-manager An-
gelo Medina, who took on co-manage-
ment duties for Aventura before the group
announced its hiatus in 2010.

“We had several interviews, and |

found some es- continued on »>>p32
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from >>p30  sential qualities in him,”
Medina says of Santos, adding that
Aventura was his first act in a Carib-
bean-based musical genre after manag-
ing such top Latin pop, rock and urban

him from the beginning.

Marines, who is still Santos’ personal
manager, remains impressed with the
artist’s work ethic. “He’s just as deter-
mined as he was 10 years ago when [

acts as Ricky Martin,
Mand and Calle 13. “It
was his commitment,
the way he explained
how he works his
music, how he outlined
his goals and ambitions.
[ knew [ was in front

of someone who had
worked hard to arrive at
where he was. When |
heard his songs, saw his
strong stage presence,

1 knew he was an artist
like no other.”

Rebeca Ledn recalls
first seeing Santos on
the 2008 Aventura tour
with Enrique Iglesias. “I
felt these kids were the
rea] deal, they had real
songs,” she says. “People
connected very much
emotionally with the po-
etry in [Santos’] songs.
For me that’s the most
interesting artist to work
with, somebody who has
that kind of depth.”

When Ledn later
joined AEG Live/Gold-
envoice as VP of Latin
talent, she immedi-
ately began pursuing
Aventura.

But as Santos began
putting together the
team that would cata-
pult Aventura to new
heights—and eventu-
ally help him Jaunch
his solo career—he
remained loyal to the
people who were with

TEAM SANTOS

ALBUM
Formula Vol.

LABEL
Sony U.S. Latin

MANAGEMENT
Johnny Marines
(@johnnymarines)

TOURMANAGEMENT

Shirley Rodriguez, Amelfis Diaz

PUBLISHING
Mayimba Music, 0/b/o
Palabras de Romeo (ASCAP)

AGENT/MANAGEMENT

CONSULTANT,MUSIC
Angelo Medina, Angelo
Medina Enterprises

BOOKING, FILM
Ariel Emanuel, William
Morris Endeavor

ATTORNEY
Paul Schindler,
Greenberg Traurig

PUBLICITY
John Reiily, Rogers & Cowany;

Nanette Lamboy, Artist Solutions

UPCOMING PROJECT
Untitled ABC comedy show
produced by Overbrook
Entertainment

SITES
RomeoSantosOlfficial.com,
RomeoSantosOnline.com,
Facebook.com/
romeosantosofficial

TWEETS

@RomeoSantosPage
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met him,” he says.
“When you have an
artist who works as
hard as Romeo does,
it makes you want to
work [just} as hard.”

“He’s the kind of
artist who may have
finished the last of
four straight concerts
and will still meet and
greet with fans back-
stage,” says Cabrera,
who remains Santos’
promoter in the New
York market. “What-
ever fans [ bring him,
he takes photos with
them, talks to them.
There is no air of great-
ness around him.”

At the last of three
sold-out shows with
which he launched
his solo touring ca-
reer, Santos was able
to reunite two veteran
bachata legends—Ant-
ony Santos and Luis
Vargas—who had been
feuding for 20 years.

“He couldn't be-
lieve it,” Marines says.
“He was like a kid ina
candy store. That was
a great moment for ba-
chata, a moment that
will go down in his-
tory.” And a moment
that will be released on
DVD later this year.

Part of Santos’ stra-
tegic transition from
frontman to solo art-

Left: ROMEO
SANTOS in earlier
years with Aventura
promoting their
album The Last at
the Delphin Mall in
Miami; Santos on
“The Tonight Show
With Jay Leno" in
February.

ist involved negotiating a deal with the
right record label, Medina says. “I laid
out a plan to go after a major label, and
this is where Sony Latin came in. We
felt a multinational could really help
him in markets outside of the U.S.”

And according to Nir Seroussi, GM
of Sony Music U.S. Latin, Santos’
debut album, Formula Vol. 1, has ex-
ceeded all expectations since its release
in November. “It’s the label’s biggest
debut since 2007,” Seroussi says. “Tak-
ing into account how the market has
declined in the last five years, that's
big. And it hasn't stopped since then.”
The album has sold 234,000 copies, ac-
cording to Nielsen SoundScan.

To market Formula Vol. 1, Seroussi
says the label took advantage of Santos’
past experience with Aventura’s inde-
pendent label, Premium. “As someone
coming from an independent label, he
has a really strong know-how. So we're
really merging the best of both worlds.”

Seroussi describes Santos’ multimil-
lion-dollar, multiyear pact with Sony
as a 360 deal. “We look at the big pic-

ture with Romeo. It's not about selling
records. It's about continuing to build

the brand and maximize all the oppor-
tunities that come with it.”

“I see him as someone who loves
his career,” Medina says. “On the per-
sonal side he’s somewhat reserved, but
music is essential to his daily being.”

Leén agrees that it's all about the
music, and says it’s smart that Santos
created the Romeo persona for his live
performances. “When the music is
good, when you got a hit—and he has
many—the world is your oyster. Espe-
cially when you have the stage presence
and the look that he has. Guys want to
dress like him, look like him. Girls want
to be with him,” Leén says.

The next step? A crossover into the
mainstream market in addition to a se-
ries of nearly 20 shows in Latin America
starting May 31 in Caracas, Venezuela.

“If anybody has a crossover potential
right now, it's Romeo,” Seroussi says.
“With him the sky’s the limit. There’s
no reason why he shouldn’t be the next
global superstar.”

T PAUL DRINKWATER/NBC
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With AVENTURA,
ROMEO SANTOS
(second from right)
galned aloyal
audience that's now
embracing himas a
solo artist,

." 1

‘You gotto keep
reinventing yourself, and
I'm going to take risks’

ROMEO SANTOS REFLECTS ON A CAREER
CROSSOVER AND EYES THE ANGLO MARKET
BY ANTONIO MEJIAS-RENTAS

ronx-born Anthony
“Romeo” Santos’ solo
career is on a steady
climb that finds him
logging hits on the
Billboard charts, fill-
ing arenas and even
working on an ABC
sitcom being produced by Will Smith
and Jada Pinkett Smith. But no matter
where his busy career takes him, he’s
known for being accessible, down to

earth and genuine both onstage and be-

hind the scenes.
Known as “the king of bachata,” the

style of music that originated in the Do-

minican Republic, the award-winning
songwriter earned his easygoing repu-
tation as lead vocalist for Aventura be-
fore venturing out on his own. After
more than a decade in the business,
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Santos’ career is reaching new heights,
most recently with his Formula Vol. 1
album, a project that includes collabora-
tions with Usher and Lil Wayne.

The bilingual Santos is among a new
generation of acts with fans who em-
brace English and Spanish. Here, the
Sony artist opens up about working with
Aventura, going solo, staying creative
and making decisions with the support
ofa long-established team. For Santos,
winning the hearts of his U.S. fans is
one thing, but going beyond his home
territory is part of a bigger career plan.

How did you discover your love of
music?

1 pretty much started doing music

as a hobby. I started singing in the
church choir because there were a few
girls [there] that I found attractive.

But it was the one thing that | was re-
ally good at, the one thing that would
make me feel confident.

Were you listening to bachata as a
young man?

I used to listen to everything. | was
brought up in the Bronx and | was heav-
ily into hip-hop and R&B. But my par-
ents are Dominican and Puerto Rican,
and at a young age [ was able to appre-
clate good music and great lyrics. We
listened to [Julio] Iglesias, Juan Gabriel,
Camilo Sesto ... and my mother made
sure that [ was bilingual, so I was able to
appreciate my culture, my language . . .
and the good literature.

How did you develop your distinct
singing style?

I never took my voice that seriously at
the beginning of my career, but [ un-
derstood early in my years that a good
performer is one who can perform the
song with feeling, one who can make

others believe what he’s saying and
transmitting in a song. The perfect
example is an artist like Julio Iglesias,
who did not have the biggest range or
the highest falsetto in the Latin indus-
try, but he’s one of the most success-
ful. I can’t really tell you where I got it
from; I guess it’s a blend of R&B and
bachata. It was just something very or-
ganic. That’s what I picked up by listen-
ing to different types of music.

The bachata sound that you and your
partners in Aventura created has
been compared to early salsa, which
built on the roots of son cubano to
create a uniquely New York sound. Is
that an accurate comparison?
Absolutely, with the difference being
that in the [days of record label Fania]
you had numerous artists doing it.
When we started it was just us. We
didn’t have a reference. Nowadays you
have artists like [Prince] Royce, Toby
Love, Xtreme that are following what
we started.

You created your stage name,
Romeo, to distinguish yourself from
the veteran bachata singer Antony
Santos. How did you come up with
that persona?

I wanted something to define my
personality in a name. And I had

a song at the time titled “Todavia
Me Amas” (You Still Love Me] on
the second album. One of the lyrics
said, “My love is so immense, it’s
stronger than Romeo and Juliet.” It
went something like that. The fans
did not know the name of the song,
so they named it “Romeo y Julieta”
and they started [saying to me],
“Oh, you’re my Romeo,” and I kind
of liked that, so I stuck with that. It
allowed me to switch my personal-
ity onstage into my alter ego, this
Romeo dude that is not shy at all,
that’s very passionate but very con-
fident, [who has| everything under
control onstage.

It must have been a difficult decision
to put Aventura on hold to launch
your solo career, given the huge suc-
cess the group has enjoyed.
Honestly speaking, it wasn’t really in
my hands. [Aventura member] Henry
[Santos| already had plans to do a
solo album and I respect what he was
going through. I was never into being
a solo artist. [ was with Aventura for
nearly 14 years. [ was the writer, the
producer, the lead singer. They pretty
much confided in me to make all the
big decisions. [ wasn’t looking forward
to leaving the group because I was very
comfortable doing what [ did. This ca-
reer is more like a continuation than a
new beginning, because I'm just doing
the same thing that I was doing in
Aventura . . . It was very easy for me to
continue with the legacy.

continued on >>p38
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from =>p34  You’re as comfortable
switching from Spanish to English in
your songs as you are in your conver-
sation. That puts you in a unique po-
sition for the crossover the industry
wants so much from its Latin artists.

I have my own perspective on the term
“crossover.” [ don’t have a problem with
that—I just look at it from a whole dif-
ferent angle. Yes, I am a crossover artist,
but what I want is the Anglo market—
meaning the people that listen to pop,
the people who listen to country music,
the people that listen to hip-hop—I
want that audience to cross over into my
world. I don't have a problem with doing
R&B and switching out once in a blue
[moon], but my culture is so rich and so
beautiful, so unique and has so much
soul, that it would be interesting to see
these people cross over to my world and
become fans of bachata. That’s what 1
started with and it’s what I do best, and
I'm able to grow as a bachatero without
changing my genre or selling out.

You’re an accomplished songwriter,
winner of both Billboard and ASCAP
honors. What’s your process like?
The process changes, depending on
the moment. I believe in the mo-
ment—I cannot write a song if I'm not

in a mood to write a song. I don’t rush
music. It’s all about the mood. I can
be in the weirdest places when I geta
melody. Normally that comes first. I al-
ways record my melody in a cellphone
or my recorder. One day I find it and
say, “You know what, let me add lyrics
to this melody.” Or sometimes I have
a concept, | want to write a song about
this theme, but I don’t find the right
melody but I already have a theme in
mind. And then one day I'm writing,
[and I recall], “Oh, this melody is good.
I think this should work.”

I come up with arrangements my-
self in my mouth—I record everything
from scratch with my mouth. And [
tell the musicians, “This is what [ want
you to do with the bass and the per-
cussion,” which is why | also consider
myself a producer. But over the years |
understood that you can’t make it this
far in this business if you're not really a
singer. People love my voice. They love
what I do. I'm very grateful for that. But
personally what I enjoy most is creating
music, writing it, arranging it, produc-
ing it.

In listening to your love ballads, it
sounds like you put a lot of work
and thought into your lyrics.
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It’s the essence. [f I don’t have good
lyrics, I have nothing. I'm my first
critic, and I'm constantly judging my-
self. Writing to me is exciting. It's
therapy. | know how to put words to-
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gether and how to use words that you
and I would use in a regular [conversa-
tion] but yet no one would think of to
put in a song. | want people to appre-

ciate my lyrics continued on >>p40
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Solid Show se une para homenajear a Romeo Santos por sus logros mas recientes:
3 SOLD OUT en el Madison Square Garden.
Disco #1 por 17 semanas en la lista general |atina Billboard.

3 canciones posicionadas en el primer lugar de la lista general latina Billboard:
“You" - 7 semanas, “Promise” con Usher - 10 semanas, “Mi Santa” - 1 semana.

3 nominaciones en Premios lo Nuestro y 3 nominaciones en los Latin Billboards.
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from »>>p38  and feel that listening
to me is enjoyable, but you can also

learn from me.

How does it feel to sing your songs
onstage and have thousands of
people singing along?

It’s the best feeling in the world for any
artist. I enjoy the process of creating
music . .. but when you go out singing
onstage, that's when you know how
much impact your song or your album
had on people. That’s the moment of
truth. You see what people are singing
along to, you see what song they're dig-
ging the most, for which songs they’re
going crazy. That’s the songwriter’s
nectar. Like, “Wow, my song, some-
thing that started in my room when [
was all alone, became so huge.”

Where do you go for business advice?
How did you assemble your team?

[ try to pretty much surround myself
with people I trust. I don’t always need
to work with the guy that has the repu-
tation of knowing everything in the
business. I pretty much use myself as
an example. | knew nothing about the
business, but sometimes not know-
ing but doing something with so much
passion is more relevant than someone

that thinks they know it all. I still have
people in my camp that have been here
from day one, people that have been
with me for 10, 11 years. | keep growing
and being a businessman is part of the
package. You have to know how to make
the right choices. You have to know how
to invest your own money, even if it may
seem that it’s not your job.

Your songs are full of literary im-
ages and dramatic storylines. In
“Soberbio,” for instance, you say,
“My grandfather saw the Titanic go
down in the sea/And his grandson
is not made of iron or immortal.”
And you really know how to make
an entrance, like when you appear
onstage sitting on a throne as the
“king of bachata.”

[ love performing onstage because

it allows me to be myself. I'm able to
joke around. Even though I turn into
a different character it’s still not that
far from Anthony. It’s my alter ego,
but I'm able to act like I do with cer-
tain relatives and friends, people I feel
comfortable with.

Your return to touring as a solo artist
was marked by a three-night stint at
Madison Square Garden in New York,

ROMEO SANTOS ropuits

Rank Title Artist

2 PROMISE Romeo Santos
L.

DILE AL AMOR

Aventura

_LOS INFIELES Aventura

Ml SANTA Romeo Santo:
F )

S
tito

14 EL PERDEDOR Aventura

Peak Position Debut Date
Weeks)

Label

1(10) 9/24/11  Sony Music Latin

2/1/12  Sony Music Latin

12/22/07 Premium Latin

The top hits of Aventura and Anthony ‘Romec” Santos are based on actual performance on the weekly Hot Latin

rt and
 the lower end of the chart carning the least.

your home, in February.

[t was incredible. [ really prepared

to pretty much put on a good show
for one night, and I was able to sell
out for three nights, and it was ex-
tremely satisfying. I took nearly a year
preparing this production and giv-
ing my 100%. I don’t take anything
for granted. It was wonderful that it

e ranked based on an inverse pont system, with weeks at No. | &arming the greatest value and

started in Madison Square Garden be-
cause it’s my hometown.

And the rest of the tour dates?
1 was able to hit states that [ was
never able to hit with Aventura and
sell out arenas that for some reason
I was not able to sell out with Aven-

tura. I love continued on >>p42
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from >>p40  touring. I even enjoy the
process. It can be exhausting, but I
enjoy it. When I get onstage it doesn’t
matter how many days I have not slept,
how many hours—when it’s showtime |
get a boost from I don’t know where.

Your shows seem to be recession-proof,
What is the key to your success as a
touring artist?

I try to make sure that when [ put on a
production and I go onstage 1 have a lot
of interaction with the fans, and I try to
make them feel special. I go to [see| a lot
of different artists, some of them I love,
but [sometimes] when [ see them live I'm
very disappointed. I want people to feel,
“This is probably one of the best concerts
I've ever been to.”

Your solo debut has an interesting title.

Formula Vol. 1. Well, the “formula” is
kind of like my format of doing music.
You listen to this album and there are a
lot of things that you're going to say, “OK,
this is a fusion of bachata and R&B, this
is a fusion of flamenco with bachata.” All
these things that you hear in combination
with bachata are things that [ invented,
that I came up with, and I want people to
listen to this and understand this is Ro-
meo’s format of doing music. [It's called)

Vol. 1 because I have so much in store, so
many ideas, that I don’t think one volume
is enough. So in the near future they will
be getting volume two.

You are now working on a pilot for an
ABC sitcom.

I just had a meeting about it with Will
Smith and his wife, Jada [Pinkett Smith].
These guys are thinking big and I'm on-
board. The concept is still premature—
they're writing it out, getting feedback
from me. I'm honored that they’re consid-
ering me and letting me have an opinion
on something I've never done before. It’s
a huge opportunity for me.

[ always wanted to act. [ always said |
want to be part of a huge project even if
it’s a small participation. Now this is the
first thing I'm doing professionally and
it's a huge project and I have a big partic-

ipation. So I'm really excited and blessed.

Do you see yourself as an actor?

I always feel there’s a sort of relation be-
tween acting and singing. [Like I said
earlier], when 1 go onstage, I'm still sort
of acting. I feel I'm able to go onstage
and portray this image or this personal-
ity that’s not so much like me or how |
would normally speak. I think I got it in
me. I'm still going to prepare as much as

Santos continues to
tour internationally,
and is also
developing a sitcom
produced by Will
Smith and Jada
Pinkett Smith.

I can, do a great job, but I still feel I got it
in me. | feel very confident.

You told the New York Times recently,
“Nothing’s been written about the cow-
ard.” You’re definitely no coward.

In this industry you got to keep rein-
venting yourself, and I'm going to take
risks. I'm going to do things that may

work or may not work. 1'd rather be,
“You know what, it did well or it didn’t
do well, but he tried something new and
he’s not a coward.” I'm always going to
step it up and do something different.
You never know. People have different
perspectives on music and acting as
well. I'm always going to take a chance
and do something different. v
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Santos’ Live
Tour Thrives

The New York native
performed on his
home turf at Madison

Square Garden
earlier this year.

s any fan of Anthony
“Romeo” Santos will tell
you, the only way to appre-
ciate him is to see him live
in concert.

“The guy really stud-
ied his craft,” says Nir
Seroussi, GM of his label, Sony Music
U.S. Latin. “When you see him onstage,
an amazing part of the show is the reac-
tion that emanates from the audience.
The guy knows how to reach people
with his music and his performance.
That’s not easy to find.”

Less than a year into his solo career,
Santos is working to establish himself
as a touring powerhouse—just as he
did with his group Aventura before its
split in 2010—and already has a sold-
out three-night stand at New York's
Madison Square Garden in February
on the books. “Romeo is an extremely
talented artist who has performed nu-

merous times at Madison Square Gar-
den,” MSG Entertainment executive VP
of bookings Bob Shea says. “He has a
strong fan base and offers an exciting
and memorable concert experience.”

It was at his hometown venue that
Santos first showed his drawing power
as the frontman of Aventura. Felix Ca-
brera, the group’s Jongtime New York
promoter, recalls that his intuition paid
off when he reserved various Garden
dates for the 2009 tour.

“The first show sold [out] without
it even going on sale to the general
public,” Cabrera says. “All the tickets
were gone in five hours, [through] our
presale on [New York tropical station
WSKQ] Mega 97.9 FM. So we kept
[adding] shows. For the second one [
didn’t even consult with management,
because it was on a Saturday, and by
Monday the show had already sold out.”

Rebeca Ledn became aware of San-

Felicidades por tu
extraordinaria gira!

Que sigan los exitos!

Tu familia de

Cardenas

(¥

cmnevents.com
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tos’ drawing power even before
she joined AEG Live/Golden-
voice as VP of Latin talent when
she saw him perform during
Aventura’s 2008 tour with En-
rique Iglesias.

“It was hard to tell which of
them was selling tickets, be-
cause it was a great package,”
Ledn recalls. “But when you see
Aventura closing the show, and
the house is full, it's real. For the
industry, it was an eye-opener.

“Even though [Aventura) had
been around for a long time, it
wasn't really mainstream. Ba-
chata hadn’t broken through
to the mainstream the way it is
now. That was a big moment for
him, knowing how to command
that stage at that level. When
you've been a club act and
you've been underground for so
long and you can work that au-
dience of 15,000 seats—a huge
stage—and make girls screarn
and guys sing along—that was
kind of, ‘A star was born.”

Ledn says Aventura was one
of the first acts she pursued once
she arrived at AEG, and she had
further revelations about San-
tos talent on the first tour she
worked with Aventura in 2009.

“We did a lot of dates with
the Aventura tour, and he was
just humongous,” she says. “In
L.A. alone we did two Staple
Centers and in Anaheim [Calif/]
we did Honda Center. We were
all over the West Coast. And
that was eye-opener No. 2.

“I did a lot of the West Coast
dates, and they were selling out
arenas on their own. Now it’s
on their own, in an area domi-
nated by a Mexican population.
That’s when you go, “This thing
is bigger than all of us realize.
All of a sudden you realized ba-
chata had crossed barriers.”

Le6n says she’ll never forget a

conversation she had with Santos
in his dressing room at the Joint
at the Hard Rock in Las Vegas,
after Aventura’s sold-out show in
December 2009.

“I left there with this feeling
of, ‘This guy is going to con-
quer the world. He has that eye
of the tiger,” Leén says. “He’s
so extremely hyper-focused and
driven and willing to do what
he needs to do. And he’s very
intuitive of the music that he’s
putting out there. And you just
know, it was in his eye.”

Leon bid for Santos’ first
tour as a solo artist this year.

“1 worked really hard to get

that tour, because a lot of peo-
ple wanted it. We work really
closely with the label and we are
100% a part of the artist devel-
opment process. From the time
the first single came out, way
before the tour was even an-
nounced or even confirmed, we
were very much involved.”

The tour began auspiciously
in February in New York. “We
only did three nights because
there weren't any other nights
available,” says Cabrera, who is
now working on Santos’ return
to the New York market, slated
for Dec. 7 at the Prudential
Center in Newark, N.|.

Ledn says Santos’ first U.S.
tour earlier this year confirmed
his drawing power and that he
is poised to begin hitting cities
that have not been traditionally
seen as Latin markets.

And as Santos’ first Latin
American tour begins to take
shape, with dates in markets
like Argentina, Venezuela and
Mexico already firming up,
Leén is laying the groundwork
for an even bigger tour.

“When he wants to and he’s
ready,” she says, “Romeo can do
40 dates in the U.S”  —AMR
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111 re we just going to watch
rock'n’roll as it gurgles its
last breath?” asks Jack Black,

the raucous actor who also performs in
the band Tenacious D with longtime
friend and fellow actor Kyle Gass. “Or
are we going to do something aboutit>”

Black, who memorably starred in
the hit movie “School of Rock,” says
it's been sad to see the music he loves
dying a horrible death. And he’s un-
sure Tenacious D has all the answers.
“We’re not the obvious choice to be the
saviors of rock,” he says.

Still, a song title on the band’s third
album, Rize of the Fenix, out May 15 on
Columbia, proclaims “Rock Is Dead.”

“That title was just so strong, very
ballsy. It felt like an erect penis of a
title,” Black says. “We just thought,
‘Is it really dead?’ Well, no, but it’s
very, very ill.” Gass chimes in: “It
has pneumonia.”

Certainly there are elements of
humor in these comments, but Tena-
cious D—which has built on a decade-
plus career by fusing heavy metal
with comedy—does seem intent on
being part of the solution instead of
the problem. The duo’s last disc, The
Pick of Destiny (2006), accompanied
a film of the same name and landed
at No. 1 on Billboard’s Rock Albums
chart and No. 8 on the Billboard 200.
In 2009, the group headlined San
Francisco’s Outside Lands festival,
and such musicians as Dave Grohl
and Paige McConnell contributed to
previous albums. Combined sales of
Destiny and the band’s self-titled debut
stand at 1.6 million copies, according
to Nielsen SoundScan.

Of course, people will ask if it’s pos-
sible to make a credible rock album
with such song titles as “They Fucked
Our Asses.”

“We don’t even think of it,” Black
says. “The comedy is just some-
thing that comes natural to us. It’s
who we are. We don’t write jokes. We
just take subject matter we are gen-
uinely interested in—or genuinely
angry about—and just riff. It comes

AIN'T NO JOKE
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TENACIOUS D'Snew
album will also be
avallable in a clean
version.

SICK WITHIT
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DID YOU SEE THAT?
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TENACIOUS TAMED

Raunchy rock duo Tenacicus D cleans up its act for radio

out funny after we send it through
the Tenacious D computer.”

John Kimbrough, the producer/co-
writer on Rize of the Fenix who initially
worked with the duo for MTV'’s 2006
Video Music Awards (hosted by Black),
agrees. But he also knew his real role
on the new album was to ensure the

music was viable. “What [ was tasked
with was asking, ‘Do these hang to-
gether as songs? Do they make sense?
Are they interesting as well as being
funny?” Kimbrough says. “They're a
great live band, so what was going on
in the back of my mind was [crafting]
songs which, when played live, would

have a ton of energy and drive the
crowd nuts.”

The tracks on the new album may
translate in a live setting yet radio ac-
ceptance could be elusive, mostly be-
cause the songs written by Gass and
Black are, at minimum, R-rated. The
solution was to produce a clean versjon

MAY 19, 2012 |
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of the disc, which offers new takes on
the originals. “We replaced all of the
bad words with creative clean words,”
Black says. “We're not big on bleeps.
I know the Eminems of the world are
big bleepers, but it’s a lazy way to do
a clean album. If you really want to
go the extra mile, you make the clean
album just as entertaining, without
the F-bombs.”

Kimbrough adds, “At first, there was
some resistance to doing a clean ver-
sion. Like, ‘Wait a minute, this is who
Tenacious D is. Why would we want
to do that?” You want to give the music
every opportunity to be heard by every
means necessary. So if there's a way
to do a clean version and still make it
funny and work, then why not do that?
Why deprive the opportunity to have
it played by a wider circle of people?”

The band has heralded its return
to the music scene by releasing such
celebrity-studded videos as “To Be the
Best” and streamed the album on its
website two weeks before release. Five
videos will accompany the album, and
the duo will make the late-night TV
rounds before touring Europe and the
United States this summer.

So will fans hear “Low Hangin’
Fruit”—a song Black wrote during
“the only time we ever thought about
radio”—on the airwaves?

Alternative WRFF Philadelphia PD/
morning host [ohn Allers, who regu-
larly plays Tenacious D’s debut single,
“Tribute,” says the new album’s clean
version bolsters the group’s chances
for airplay.

“We'll play it if it’s good, even if we
have to edit it ourselves,” he says. “So
the band’s clean version makes it easier
for us, and helps them sanitize in a way
they approve.”

Which means that the circle Kim-
brough spoke of may, in fact, widen.
But there’s only so far the band will
go in order to get its new music heard.

“If you illegally download this re-
cord,” Gass says, “we will person-
ally come to your house and take
you to jail.”
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Up the funk: New York
psych-rock band Spirit
Animal will hit the
East Coast this month,
performing at hipster
haven Cameo Gallery in
Brooklyn on the 17th and
Red Palace in Washington,
D.C., three nights later. The
short tour is in support
of the Big Black Delta
(featuring MB83. guitarist
Jonathan Bates) remix of
its single “Crocodile Skins"
... Americana the beautiful:
Philadelphia indie-folk trio
Good Old War will jein
alt-rock heavyweights
Counting Crows on the
first leg of its summer
tour, titled the Outlaw
Roadshow. The band was
personally selected by
Counting Crows frontman
Adam Duritz. The tour
begins June 9in Asbury
Park, N.J., and wraps July 1
in Indianapolis . .. Shooting
straight: In support of their
first studio album, Dry
Land /s Not a Myth (Votiv,
June 19), White Arrows
have announced new
tour dates, hitting most
of North America with
Beat Connection in June
and July before hitting
Europe with White Denim,
Friends and Oberhofer.
The U.5, trek was booked
by High Road Touring, the
European leg by William
Merris Endeavor...
Summertime and the living
is easy: Trevor Powers, aka
Youth Lagoon, is living the
dream. Currently on tour
opening for Death Cab
for Cutie, the 22-year-old
artist willembarkon a
headlining North American
tour, beginning July 5in
Denver and concluding
July 22 at the Wonder
Ballroom in Portland, Ore.
... Color me beautiful:
Indie rock group Yellow
Ostrich will head out on an
extensive spring/summer
tour this year, beginning
with Of Monsters and Men
through May before joining
cinematic Welsh rockers
Los Campesinos! The taur
ends June 30 at the Bardot
in Miami... Where's my
Chippy? Following a recent
synch on “The Simpsons,"
British electro-pop act Hot
Chip is prepping a busy
summer. It'll begin in June
at Leadmill in Sheffield,
England, and conclude at
Mexico City's Pepsi Centre.
—Maria Sherman
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READY

TO ‘POP’

Rye Rye takes her party beats beyond Baltimore

with debut album

s 21-year-old MC Rye Rye re-
flects on the past few years—
signing to M.1.LA’s label in

2008, touring with Katy Perry in 2011
and working with tastemakers Pharrell
and Akon on Go! Pop! Bang!, her debut
album out May 15—she says, “l am not
a mainstream person.”

The Maryland native continues, “I'm
stuck to my Baltimore roots . .. My fans
that have been there from day one know
I'm into the party vibe.”

Rye Rye's irresistible spirit was felt
early on throughout her hometown’s
local club scene. Born Ryeisha Berrain,
she got her start as a dancer before re-
leasing her first track, “Shake [t to the
Ground.” After hearing the song, M.LA.
arranged a meeting with the teenage up-
and-comer, and Rye Rye soon became
the first artist to sign to her Interscope
imprint N.E.E.T.

“M.I.A. has always been drawn to
the Baltimore club sound,” Interscope
Geffen A&M senior director of market-
ing Dyana Kass says. “Rye Rye merged
hardcore beats, a spitfire flow and elec-
tronic touches to bring something new
to the game.”

Work on Go! Pop! Bang! initially
began in 2008 with a release slated for
2009, but the project was delayed when
Rye Rye gave birth to her first child.
“After that, | wanted to catch up and re-
fresh,” Rye Rye says of the break. “The
music we recorded had been around for
so long, I wanted to play around and
work with more producers.”

The interim also saw her contrib-
ute to “Bang,” featuring M.LA.,
for the 2009 “Fast & Furious”
soundtrack, as well as last
summer’s single featur-
ing Robyn, “Never Will Be
Mine,” which peaked at No.
12 on Billboard’s Dance
Club Songs chart.

For the new set, Rye Rye
collaborated with Porce-
lain Black and producer
RedOneon “DNA"a
hands-in-the-air call /
to the dancefloor.
M.LA. contributes
to the laid-back
vibe of “Sun-
shine,” while
the Pharrell-
and Tyga-as-
sisted “Shake
Twist Drop”
boasts tribal
drums backing
Rye Rye’s smooth
rhythmic flow.
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Her many album collaborators
“stepped out of their element to make
me comfortable,” Rye Rye says. "I didn’t
work with Baltimore producers on the
album, so I just kept it a party vibe and
Baltimore-influenced with heavy bass
and fun lyrics.”

The single “Boom Boom” is No. 8
on the Dance Club Songs chart and
has sold 4,900 copies, according to
Nielsen SoundScan.

In addition to her music, Rye Rye's
fashion sense and live performances
run the gamut from alternative, urban
and electronic dance music consumers
to street wear, “sneaker freakers,” fash-
ionistas and the lesbian, gay, bisexual
and transgender community, accord-
ing to Kass.

To reach the broad scope of support-
ers, Kass says targeted lifestyle market-
ing initiatives and club/DJ outreach will
factor into the album campaign, as well
as brand integrations with Adidas, vi-
taminwater and T-Mobile, among oth-
ers. Rye Rye has made appearances at
avariety of special events and festivals
including Fashion Week, the White
Party, Ultra, the Winter Music Confer-
ence, Coachella and HARD Fest. An
online push will come in the form of
special live streaming events sponsored
by Noisey and T-Mobile.

Upcoming shows include a string of
club dates on both coasts, select shows
opening for Santigold and a perfor-

mance on BET’s “106 & Park”
the day before the album
is released. “Every fla-
vor is represented
on this record—
hip-hop, dance, pop,
the Baltimore sound
and more,” Kass says.
“Rye Rye’s energy and
authentic enjoyment
for performing brings
everyone along for
the ride” =«

KILLER MIKE (right) paired up
with EL=P on his latest album,

IEIYH v STEVEN J. HOROWITZ

Killer’Toon

Cartoon Network’s Williams Street label
and rapper Killer Mike are not-so-strange

bedfellows

or rapper Killer Mike, indepen-
Fdence is key. The Atlanta native
born Michael Render launched
his career with 2003’s Monster (Colum-
bia Records), but label issues delayed
the highly anticipated follow-up. Three
years later, in November 2006, his sec-
ond album, I Pledge Allegiance to the
Grind, was released through his own
Grind Time Official imprint.

For his sixth alburn, R.A.P. Music, the
37-year-old took a different route. With
four indie releases to his name, Killer
Mike parlayed voice-over appearances
on Cartoon Network’s Adult Swim pro-
gramming block into a record deal with
the company’s Williams Street Records,
which will release R.A.P. Music on May
15. The partnership proved unusual but
fruitful: In addition to pairing Mike with
a pitch-perfect producer in underground
rap legend EI-P (a relationship forged by
Williams Street’s Jason DeMarco, who
handled A&R for the album), the label
also gave him creative freedom.

“For me, independence is what has
given me a 10-year career,” Killer Mike
says. “Ice Cube’s success for a few years
was going gold independently. For
Odd Future, staying independent has
worked. If a label wants to change your
life and give you a million dollars, 'm
not going to tell you, ‘Don’t do it.” But,
for me, independence has worked.”

Killer Mike’s relationship with
Adult Swim goes back five years, dur-
ing which time he’s performed voices
for the show “Frisky Dingo” and pro-
vided the song “Blam Blam” to the
soundtrack to “Aqua Teen Hunger
Force Colon Movie Film for Theaters.”
The soundtrack experience led Mike
to approach DeMarco about doing an
entire album. With producers Flying
Lotus and Clams Casino in mind for
the project, DeMarco paired Mike with

El-P eight months ago for a test run
in Atlanta. The session yielded three
demos and a “bromance” that led to a
full-length collaborative effort.

According to DeMarco, the chem-
istry was immediate. “El's and Mike’s
aesthetics are so defined that the songs
almost came into being fully formed,”
he says. Williams Street, which also has
released albums by Cerebral Ballzy and
Cheeseburger, plans to integrate tracks
from R.A.P. Music into Adult Swim
shows and hopes to work the album
through the rest of the year. “When a
record like this is really good,” DeMarco
says, “it has a longer life span than one
with just a couple of great songs.”

Killer Mike’s manager Joe Baker ex-
plains that working with Williams Street
opens opportunities to tour through the
rest of the year and gain new fans from
El-P’s “backpacker” fan base. Baker says
Mike and El-P will co-headline a tour
this summer with opening acts Mr.
Muthafuckin’ eXquire and Despot.

Given his experience so far with Wil-
liams Street, Killer Mike hopes to re-
lease more solo albums in 2013, and in-
tends to record all future solo sets with
EL-P. In addition, he confirms plans for
a group album with Big Boi and Pill,
references recent studio sessions with
T.I. and Grand Hustle signee Iggy Aza-
lea and is looking to compile a sequel
t0 2009's Underground Atlanta. He and
El-P have already begun picking beats
for the successor to R.A.P. Music.

“I hope it does whatever they need
it to do so they’ll cut us a check to do
another album,” Killer Mike says. “1
want this record to go gold, I want it
to come out of nowhere and shock the
shit out of everybody. Hopefully word-
of-mouth and smart use of money will
help that happen. ] want Adult Swim to
say, ‘We've got to do this again.”

¥E MEENO: KILLER MIKE: MICHAEL SCHMELLING
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Bombs Away

Teenage girl group Cherri Bomb

seeks runaway success

Imost every teenager dreams of
Asomeday becomingarockstar.

But the four girls between 13
and 16 years old who make up the Los
Angeles band Cherri Bomb are mighty
close to turning their childhood fanta-
sies into reality.

After just a few years, the group has
landed a well-connected manager,
toured Europe and Australia, and made
fans out of established rockers includ-
ing Foo Fighters and Steel Panther. All
this before releasing its debut album,
This Is the End of Control, May 15 on
Hollywood Records.

Julia Pierce (vocals, guitar), Mi-
randa Miller (guitar, keyboards) and
rhythm section siblings Rena and Nia
Lovelis (bass and drums, respectively)
craft punchy, driving tunes that reflect
varied influences from My Chemical
Romance to Paramore. Cherri Bomb
formed after Pierce, at the ripe age of
10, posted ads around Los Angeles
(with her father’s help) to find band-
mates. When the group landed a 2009
gig at the Roxy opening for the Chel-
sea Girls, it impressed the latter band’s
drummer, Samantha Maloney, who has
played with such acts as Hole and Mét-
ley Criie. As a result, Maloney took the

girls under her wing as manager and
mentor the following year.

A professional musician for the past
two decades, the 36-year-old Maloney
knows what it takes to make it—espe-
cially for a female artist. “A lot of peo-
ple have this stereotype of musicians:
that girls aren’t as good as guys,” she
says. “But these girls can blow away
some guy musicians | know who are
in their 30s.”

Cherri Bomb has had plenty of live
performances, but to dispel any doubt
the band plays its own instruments, Ma-
loney says she videotaped the recording
sessions for This Is the End of Control.
(The album was primarily produced by
Red Decibel, the writing/production
team of Adam Watts and Andy Dodd.)

Within weeks of Maloney signing
on as manager, Cherri Bomb began
touring with Filter, then opened for
the Smashing Pumpkins. “Every-
one that meets them just falls in love
with them because they're so talented,
sweetand humble,” Maloney says. Last
year, Cherri Bomb also toured Europe,
played large-scale metal festivals like
Reading and T in the Park, and sup-
ported Foo Fighters in Germany. After
playing the 2012 Soundwave festival in

Australia, Cherri Bomb will now court
U.S. audiences. The band will support
the album on the Vans Warped tour,
which begins June 16, and appear at
the Bamboozle festival in Asbury Park,
N.J., on May 19.

The label is working the song “Let It
Go” to college and specialty radio and
has lined up promotions with Guitar
Center and Hot Topic. It has also se-
cured a few synchs, including “Better
This Way” in Microsoft’s “Who’s Next”
campaign and “Shake the Ground” on
the “Avengers Assemble” soundtrack.

RIT-20. NICK MAGGIO

Hit-Boy is living up to his name. The
Southern California native (born
Chauncey Hollis in Pasadena) co-
produced “Ni**as in Paris,” the
double-platinum hit from Jay-Z and
Kanye West’s Watch the Throne. With
another West track (“Way Too Cold™)
under his belt, Hit-Boy is juggling vari-
ous projects including West’s upcom-
ing solo album, a G.0.0.D. Music set,
as well as sessions with A3AP Rocky,
Nas, Justin Bieber and Big Sean.
Hit-Boy grew up with music. His
uncle, Rodney Benford, was a mem-
ber of Troop, a group that scored two
No.1R&B hits in 1990 with “Spread My
Wings” and “All | Do Is Think of You.”
Watching Bow Wow on TV prompted
then-13-year-old Chauncey to pen his
own raps. However, the fledgling rap-
per grew more enamored with craft-
ing beats. His first placement, at 20
years old, was the track “Forever” on
Jennifer Lopez’s Brave album, and he
claimed his second big break collab-

with HIT-BOY

i ' by GAIL MITCHELL

orating on West’s “Christmas in Har-
lem” after meeting Kanye's cousin,
Ricky Anderson.

Signed to G.0.0.D. and Univer-
sal Music Publishing Group, Hit-Boy
boasts a rapidly expanding dis-
cography, including tracks by Lil
Wayne featuring Eminem (“Drop the
World”), Kelly Rowland featuring Big
Sean (“Lay It on Me"), Jennifer Hud-
son (“I Remember Me"), Pusha T (*My
God™), Rihanna (“Watch N Learn”)
and Joe Jonas (“Lighthouse”).

1 Where did you get your
nickname, “Hit-Boy"?
It used to be “the Hit Boys,” because
there were two of us. I'd always heard
from older people that music was
about having hits—that’s how you
get money, how you get to the top.
So we called ourselves the Hit Boys.
But things went sour with us. Since
I made up the name, I decided to
keep it.

2 Why has “Paris” resonated
so strongly?
That was one of the random beats I'd
been sending to Ricky for Kanye. It
came back up when Kanye and Jay-Z
were in sessions for the album in
Paris. I remember Kanye telling me,
“Wait until you hear the song . . . it’s
going to be one of those joints that
gets the party going.” And it definitely
turned out to be that. It’s just one of
the most distinctive beats that's come
out in a while.

Hollywood head of global market-
ing Robbie Snow says the label, which
signed Cherri Bomb in February 2011,
doesn’t consider gender an issue, even
though there aren’t any all-female
bands heard on mainstream radio.
The members’ ages, however, do pres-
ent some challenges. While their youth
is an advantage from an artist develop-
ment standpoint, they have to be home-
schooled and take a tutor on the road.
And when Cherri Bomb first began per-
forming, some considered it a novelty
act. However, Pierce says, “Once people

CHERR| BOMB has toured with
Filter and the Smashing Pumpkins.

saw us actually play our instruments
and that we really were rock’n’roll, they
started taking us more seriously.”
Unlike musical forerunners the
Runaways, the members of Cherri
Bomb wear age-appropriate clothing
and tone down the tease factor. Asked
about the band’s influence on fans and
providing a role model for other young
women, Pierce says, “It means a lot.
When people tell us, ‘I started writing
songs again,” or ‘You guys made me
want to start my own band,’ it's the
best reward.” .

3 Kendrick Lamar, Dom Ken-
nedy, Tyga and you are part of a
new West Coast movement. What

word describes this resurgence?
Fresh. Nobody is boxed in anymore. It’s
just refreshing. That’s what we're try-
ing to do with our own collective of for-
ward-thinking producers, songwriters
and artists called Surf Club [with Chase
N Cashe, B Carrand Chilli Chill].

4 What key influences have
shaped your work?
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One producer ['ve looked up to is Scott
Storch. Athis peak, he was doing Be-
yoncé’s incredible ballad, “Me, Myself
and 1,” and then he went to Fat Joe's
“Lean Back,” one of the biggest club
songs ever. Nobody could identify his
sound, and that’s what I want. I can go
from Kelly’s “Lay It on Me"” to Pusha
T’s “My God” and then do a “Paris.”
People might still try to put me in a
box, thinking 'm only a track pro-
ducer, but not knowing [ can make
an R&B ballad right now and play the
keys myself.

5 You also established your own

production company and label
called H587, which stands for Hits
Since "87.
I'm in the process of building it. I've
signed young rap group Audio Push,
who are from the Inland Empire [section
of California] where I came up.

6 There's word that you're also
stepping back in front of the board?
I randomly started rapping again, hav-
ing fun, putting some things together.
I'm releasing a song next month called
“Jay-Z Interview.” I've been hashtagging
the name [#jayzinterview] on Twitter
andalot of people are interested. So I'm
goingtoputitout, letit floataround and
just see what it is. .
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SARA WATKINS

Sun Midnight Sun
Producer: Blake Mills
Nonesuch Records

Release Date: May 8

Sara Watkins, the singer and
fiddler who formerly led Nickel
Creek, continues to develop
an urgent neo-pop sound
with bluegrass instrumenta-
tion and country inclinations
on her second album. More
cohesive than her impressive
2009 self-titled debut, Wat-
kins draws on the work of two
of her guest singers—Fiona
Apple and Jackson Browne—
to create a hybrid sound that
could work at multiple radio
formats. The song “I'maMem-
ory,” forexample, should be a
prototype for country cross-
over. And "When It Pleases
You™ is the commercial ful-
crum of Sun Midnight Sun, a
perfect blend of an angered
singer, gently picked acoustic
guitar, a lullaby of a violin solo
and an electric guitar sound
to echo the dismay expressed
in the lyrics. TV music super-
visors should be jumping on
this immediately. The new set
finds Watkins sticking with
traditional compositional
techniques—plenty of big
chorusesripe for singalongs—
leaving space to emphasize
her fiddle and the instruments

PUBLIC IMAGE
LTD.

This Is PiL

Producer: Public image
Ltd.

PiL Official/Cargo UK.
Distribution

Release Date: May 29

Of punk rock’s first gen-
eration, none had a greater

effect on the sprawl that fell into the post-punk camp than
John Lydon and his revolving membership band Public
Image Ltd. PiL toyed with dub, free-form industrial, krau-
trock and whatnot before settling on uniquely knotty dance
pop. On Pil’s first album in 20 years, wholly self-funded,
Lydon reunites with two of his '80s bandmates—guitarist Lu
Edmonds and drummer Bruce Smith, and new bassist Scott
Firth—to create an album full of the singer’s trademark rants
and a broader musical palette than found on previous efforts.

played by producer Blake
Mills. Rather than assemble a
band, Mills plays every instru-
ment except guitar (Watkins’
brother Sean handles that)
and fiddle. Mills’ production,
whichcouldbetagged “sound
design,” maintains a pleasant
depth of field to give eachin-
strument its own space, mak-
ing Sun Midnight Sun feel like
alive session.— P

SANTANA

Shape Shifter

Producers: Carlos Santana, Eric
Bazilian, Walter Afanasieff
Starfaith Records

Release Date: May 75

48

Carlos Santana’s fluid and lyrical guitar style is capable
of rendering singers superfluous. That’s what makes this
new, nearly all-instrumental project so refreshing after
a dozen years of supernatural all-star collaborations.
Shape Shifter, his 36th album, features only one vocal
track (“Eres la Luz”). The set is driven by Santana (who
plays both acoustic and electric guitars) and keyboard-
ist Chester Thompson, who'’s able to stretch out farther
than on recent Santana releases. Dedicated to Native
Americans, the title track charges forth with tribal energy,
while “Nomad” is built on thumping, thunderous drums.
Santana digs into his Latin roots for the polyrhythmic
attack of “Macumba in Budapest,” and “Mr. Szabo,” a
tribute to Hungarian guitarist and “Gypsy Queen” com-
poser Gabor Szabo, dips into jazz. Elsewhere, “Angelica
Faith” offers a polished pop-soul mix. There are plenty of
fireworks to be found throughout Shape Shifter (check
out Santana’s particularly fiery solo on “Canela”), but the
album is ultimately a reminder that the rlght player can
make a song “sing” as well as any voice.-
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DAMON ALBARN

Dr. Dee

Producer: Damon Albarn
Virgin

Release Date: May 8
“Pardon my boldness,”
Damon Albarn sings early in
his latest operatic piece, Dr.
Dee—as if daring comes as
any surprise fromthe Blur, Go-
rillaz, et al. auteur. But thisis
anew adventure, even by his
wide-ranging standards. It’sa
nonlinear Elizabethan-styled
song cycle, right down to
such instruments as the dul-
cian, lute and crumhorn, in-
spired by the life of John Dee,
amathematician and medical
court adviser to Queen Eliza-
beth J. The set’s 18 tunes mix
bridge tracks and interludes
with delicately crafted cho-
rales and canticles. The best
songs in the batch—"The
Marvelous Dream,” “Cathe-
drals,” “The Dancing King"—
sound like what Peter Gabriel
and Ray Davies might cook
up at Fairport Convention’s
Cropredy Convention. The
instrumental “Preparation”
and "9 Point Star” showcase
Nigerian percussion great
Tony Allen, while “The Moon
Exalted,” “Edward Kelley” and
the playfully oddball “Watch-
ing the Fire That Waltzed
Away” convey an operatic
majesty. It wants for a plot,

This Is PiL opens with Lydon shouting such seif-referential
lines as “You are now entering a PiL zone” over echoey bass
and drums with a shimmering guitar to let in some light.
Musically, the band dives into sounds from the ’80s that it
largely avoided, sonic textures associated with the likes of
Talking Heads and Psychedelic Furs. The nearly seven-minute
“Lollipop Opera” is equal parts nonsense and brilliance, the
greatest evidence that PiL can still be a musical force taking
a jackhammer to pop music’s boundaries.— =5

but Dr. Dee certainly writes a
unique prescription.— =6

KEANE

Strangeland

Producer: Dan
Grech-Marguerat
Cherrytree/Interscope
Release Date: May 8
There’s no wide-eyed naiveté
or innocence to be found on
Keane's fourth studio aloum,

Strangeland. Instead, the set
voices the thoughts and con-
cerns of adults who ask, “Is
theresomewhere 'mmeantto
be?” And thealbum’s11songs
try to find that place. Butin
doing so, Keane—now a quar-
tet with the addition of touring
bassist Jesse Quin—turns out
some of its richest and most
reflective tunesyet, brimming
with optimism even as the
band explores the fleshed-

ORIGINAL BROADWAY
CAST RECORDING
Newsies the Musical

Producers: various
Ghostlight/Sh-K-Boom/Razor & Tie

Release Date: May 15

Dlsney s latest Broadway incursion preserves many of
the songs from the 1992 movie musical on which it’s
based. “Carrying the Banner,” "“Seize the Day,” “King
of New York”—if you’re part of the cult that’s grown
up around the original “Newsies” during the last two
decades, you’ll be relieved to discover they’ve all
survived the transition to the Great White Way, where
“Newsies the Musical” opened to warm reviews on
March 29. But composer Alan Menken and lyricist Jack
Feldman have added new tunes as well. And some of
them rank among the new show’s most charming num-
bers: the brassy “That’s Rich”; “Watch What Happens,”
about writer’s block; “The Bottom Line,” with a knowing
nod to Stephen Sondheim’s “Sweeney Todd.” Hardcore
fans (and there are plenty) likely purchased the cast
recording when a digital version went on sale April 10,
which is no doubt why the physical edition contains
three bonus tracks, including a “Seize the Day” com-
plete with dance break.—/

out emotional nuances of
love, loss and redemptive
friendship. The music fits the
headiness of those themes,
particularly the smooth, swell-
ing majesty of “The Starting
Line,” the Beatles-flavored
melodicism of “Watch How
You Go” and the airy restraint
of "Black Rain.” Elsewhere,
“Sovereign Light Cafe,” the
pep talk “Day Will Come” and
the surging “On the Road™
lay some muscle into the mix.
Singer Tom Chapin’s firm
tenor, meanwhile, remains a
formidable vehicle for these
sentiments, supple enoughto
convey both heartbreak and
fortitude. “We dream hard, we
shoot high,” he sings at one
point—and more often than
not Keane hitsits marks.— GG

SILVERSUN PICKUPS
Neck of the Woods
Producer: Jacknife Lee
Dangerbird Records
Release Date: May 8

The growth trajectory that
Silversun Pickups displayed
between their first two al-
bums continues as the Los
Angeles quartet charges
into its third release, Neck
of the Woods, propelled by
the momentum of 2009's
Swoon, which reached No. 7
on the Billboard 200. Work-
ing with producer Jacknife
Lee, the troupe confidently
walks through “the door of a
place that seems somewhat
explosive,” as frontman Brian
Aubertsingsinalbumopener
“Skin Graph.” The songs on
Neck of the Woods are dy-
namically sophisticated,
making nimble drummer
Christopher Guanlaothe set’s
arguable MVP as the group
powers through ebb-and-
flow tracks that mix proggy
intricacy a