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two unforgettable evenings. |
two recordbreaking peformances. =
thank you from all of us at
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song of the Year

WRITERS:
Khari “Needlz” Cain, Cassius D. Kalb,
Philip Lawrence, Ari Levine, Bruno Mars

MUSIC PUBLISHING

PUBLISHERS:
Art for Art's Sake, BMG Chrysalis,

Dry Rain Entertainment, Mars Force Music,
Music Famamanem LP, Roc Nation Music,
Thou Art the Hunger, Toy Plane Music,
Universal Music Publishing Group,
Upper Dec, Warner/Chappell Music, Inc.

Publishers of the Year

ASCAP Founders Award Golden Note Award Songwriter of the Year Global Impact Award

Animal
WRITER: Tim Pagnotta
puUBLISHERS: CYP One Publishing, Pagzilla Music

Black & Yellow

wRITERS: Mikkel Eriksen, Tor Hermansen,

Wiz Khalifa

pUBLisHERS: EMI Music Publishing, PGH Sound,
Wamer/Chappell Music, Inc:

Blow

WRITERS: Klas F Ahlund (sniM), Lukasz “Dr. Luke™
Gottwald, KoDaolkOjak, Max Martin (st}
PUBLISHERS: Kasz Money Publishing, Kobalt
Music Publishing America, Inc., Kojaktrax,
Prescription Songs LLC, Universal Music
Publishing Group

Born This Way

WRITERS: Paul "DJ White Shadow™ Blair,
Jappe Breum Laursen

pUBLISHERS: Maxwell and Carter Publishing,
LLC, Sony/ATV Tunes LLC, Universal Music
Publishing Group

DJ Got Us Fallin® In Love
WRITER: Max Martin (5TiM)
pUBLIsHER: Kobalt Music Publishing
America, Inc.

Down On Me

WRITERS: 50 Cent, Kelth James, Jeremih
PUBLISHERS: 50 Cent Music, Ohali Publishing,
Sony/ATV Tunes LLC, Truth Faction, Universal
Music Publishing Group

Dynamite

wRITERS: Talo Cruz (prs), Lukas? “Dr. Luke™
Gottwald, Max Martin (s1iM)

PUBLISHERS: EMI Music Publishing, Kasz Maney
Publishing, Kebalt Music Publishing

America, Inc.

The Edge Of Glory

wrITER: Paul “DJ White Shadow™ Blalr
puBLisHERS: Maxwell and Carter Publishing,
LLC, Universal Music Publishing Group

E.T.

WRITERS: Joshua "Ammo™ Coleman, Lukasz “Dr.
Luke” Gottwald, Max Martin (sniM), Katy Perry
PUBLISHERS: Each Note Counts, Kasz Money
Publishing, Kobalt Music Publishing America,
Inc., Prescription Songs LLC, Warner/Chappell
Musig, Inc., When I'm Rich You'll Be My Bitch

F**k You

wrITERS: Brady Brown, Philip Lawrence,

Ari Levine, Bruno Mars

PUBLISHERS: Art for Art's Sake, BMG
Chrysalis, Late 80's Music, Mars Force Music,
Music Famamanem LP, Roc Nation Music,
Thou Art the Hunger, Toy Plane Music,
Wamer/Chappell Music, Inc.

Fe*lin' Perfect

WRITER: Max Martin (sim)
puBLISHER: Kobalt Music Publishing
America, Inc.

Flrework

wriTERS: Mikkel Erikzen, Tor Hermangen,

Katy Perry, Sandy Wilhelm

PUBLISHERS: EMI Music Publishing, Ultra Tunes,
Wamer/Chappell Music, Ing., When I'm Rich
You'll Be My Bitch

Give Me Everything
WRITER: Ne-Yo

PUBLISHERS: Pen In the Ground Publishing,
Universal Music Publishing Group

We Cxeafe Wisic

Good Life

wRITERS: Eddie Fisher, Brent Kutzle,

Ryan Tedder

PUBLISHERS: Acornman Music, LIF Publishing
Co., Midnite Miracle Music, Sany/ATV Tunes LLC,
Velvet Hammer Music

Grenade

wRITERS: Brady Brown, Philip Lawrence,

Ari Levine, Bruno Mars

puBLISHERS: Art for Art's Sake, BMG
Chrysalis, Late 80's Music, Mars Force Music,
Music Famamanem LP, Roc Nation Music,
Thou Art the Hunger, Toy Plane Music,
Warner/Chappell Musie, Inc.

Hey Soul Sister

WRITER: Pat Monahan
PUBLISHERS: Blug Lamp Music,
EMI Music Publishing

How To Love

WRITER: Mack Maine

PUBLISHERS: Beamer Boy Publishing, Bling Bling
Music Publishing, Universal Music Publishing
Group

| Wanna Go

WRITERS: Savan Kotecha, Max Martin (sTimM)
puBLISHERS: EMI Music Publishing, Kabalt Music
Publighing America, Inc., Mr. Kananl Songs Inc.

I'm On One
WHITER: Noah “40" Shebib
puUBLISHER: Roncesvalles Music Publishing

Just A Dream

WRITERS: Nelly, Frank Romano

PUBLISHERS: EMI Music Publishing, Jackie Frost
Musie Ing., Jesse Jaye Music, Reach Global Inc.

Just Can't Get Enough

WRITERS; Joshua "Prince Yashua" Alvarez,
Thomas Brown, Fergie, Julie Frost,

Jabbar Stevens

rugLisHERS: Darkchild Songs, EMI Music
Publishing, Headphone Junkie Publishing,

Kid Ego, Native Boy Music, Totally Famous Music,
Tuneclique Music Publishing

Just The Way You Are

whiTERS: Khari "Need|z" Cain, Cassius D. Kalb,
Philip Lawrence, Arl Levine, Bruno Mars
PUBLISHERS: Art for Art's Sake, BMG Chrysalis,
Dry Raln Entertalnment, Mars Force Music,
Music Famamanem LP, Roc Nation Music, Thou
Art the Hunger, Toy Plane Music, Universal Music
Publishing Group, Upper Dec, Warner/Chappell
Music, Inc.

Last Friday Night (T.G.1.F.)

WRITERS: Lukasz “Dr. Luke" Gottwald,

Max Martin (sTiM), Katy Perry

PUBLISHERS: Kasz Maney Publishing, Kohalt Mu-
=ic Publishing America, Inc., Prescription Songs
LLC, Warner/Chappell Music, Inc.,

When |'m Rich You'll Be My Bitch

The Lazy Song

WRITERS: K'NAAN, Philip Lawrence, Ari Levine,
Bruno Mars

PUBLISHERS: Art for Art's Sake, BMG Chrysalis,
Mars Force Music, Music Famamanem LR, Roc
Mation Music, Sony/ATV Tunes LLC, Thou Art
the Hunger, Toy Plane Music, Warner/Chappell
Music, Inc.

Lighters

WRITERS: Battleray, Philip Lawrence, Ari Leving,
Bruno Mars, Luis Resto

PUBLISHERS; Art for Art's Sake, BMG Chrysalis,
EMI Music Publishing, Justin Combs Publishing,
Mars Force Music, Music Famamanem LP, Que
Chevere Music, Roc Music 4 Life Publishing, Roc
Mation Music, Thou Art the Hunger, Toy Plane
Music, Warner/Chappell Music, Inc.

ﬁ\ASCAP NEW YORK | LOS ANGELESH

Congratulations to Our 2012 Honorees

Look At Me Now

WRITERS: Jean-Baptiste Kouame I, Wesley Pentz
PUBLISHERS: BMG Chrysalis, | Like Turtles Music,
The Bad Bad Guys

More

WRITERS: Charles A. Hinshaw, Usher Raymond IV
puBLISHERS: Charles A, Hinshaw Publishing,

EMI Music Publishing, UR=IV Music

Moves Like Jagger

wrITER: Shellback (sTim)
PUBLISHER: Kobalt Music Publishing
America, Inc.

Mo Hands

wrRITERS: Christopher “Orumma Boy™ Gholson,
Jeffrey "Roscoe Dash” Lee Johnson Jr.,,
Juagquin “*Waka Flocka Flame™ Malphurs, Wale
pUBLISHERS! Dead Stock Music, Juaguinmal-
phurspublishing, Lines in Music Publishing
LLC, Roscoe Dash Publishing, Warner/Chappell
Music, Inc., Young Drumma

On The Floor

WRITERS: Gonzalo Hermosa Gonzales (GEma),
Ulises Hermosa (GEMA}

pUBLISHERS: EMI Music Publishing, Ultra Tunes

Only Girl (In the World)

wrITERS: Mikkel Eriksen, Tor Hermansen,
Cristyle Johnson

PUBLISHERS: C Style Ink Music Publishing,
EMI Music Publishing, Slide That Music

Party Rock Anthem

wriTERS: Skyler “Sky Blu” Gordy, Stefan
“Redfoo™ Gordy, David (Goonrock) Listenbee,
Peter H. Schroeder I,

PUBLISHER: Party Rock

Raise Your Glass

WRITER: Max Martin (s1imM)
PUBLISHER: Kabalt Music Publishing
America, Inc.

Rhythm Of Love

WRITER: Tim Lopez

pUBLISHERS: Songs for Whitney Publishing,
Warner/Chappell Music, Inc.

Rochketeer

WRITERS: DJ Coguia, KevNish, Philip Lawrence,
Bruno Mars, Jeremy “Jermbeats™ Reeves
PUBLISHERS: BMG Chrysalis, Far East Movemant
Publishing, Hunnypot For Life, La Coquia Nostra,
Mars Force Music, Musiec Famamanem LP,
Products Of The Street, Roc Nation Music,
Sumphu, Thou Art the Hunger, Warner/Chappell
Musie, Inc.

S&M

wrITERS: Mikkel Eriksen, Tor Hermansen
PUBLISHER: EMI Music Publishing

Secrels

WRITER: Ryan Tedder

PUBLISHERS! Midnite Miracle Music,
Sony/ATV Tunes LLC, Velvet Hammer Music

Sexy And | Know It

wrITERS: Erin Beck, Stefan “Redfoo” Gordy,
David (Goonrock) Listenbee, Kenny “Audiobot™
Oliver, George Robertson

puBLISHERS: Chebra Music, Hi Mom | Did It
Music, Party Rock, Yeah Baby Music

The Show Goes On

WRITERS: Isaac Brock, Dustin W. Brower, Dann
Gallucci, Daniel “"Kane Beatz" Johnson, Eric Judy
PUBLISHERS: Artist Publishing Group West,

Best Dressed Chicken in Town, Jimmy Rollins
Entertainment Group, LLC, Sony/ATV Tunes LLC,
Tschudi Music, Ugly Casanova, WarnerfChappell
Music, Inc.

IE | LONDON | PUERTO RICO | www.asc:

Someone Like You
wriTER: Dan Wilson
PUBLISHERS: BMG Chrysalls, Sugar Lake Music

Stereo Hearts

wRITERS: Brandaon Lowry, Disashi Lumumba-Ka-
songo, Travie McCoy, Matt McGinley, ROBOPOP
PUBLISHERS: 4daytheorymusic, BMG Chrysalis,
EAR Entertainment Ltd., EMI Music Publishing,
Epiteptic Ceasar Music, High Deafl Music

Super Bass

WRITERS: Jeremy "JMIKE™ Caleman,

Roahn “First Born™ Hylton

PUBLISHERS: Artist Publishing Group West, EMI
Music Publishing, FB Da Mastermind Music Pub-
lishing, JMikeMusic, Warmer/Chappell Music, Inc.

Teenage Dream

wrITERS: Lukasz "Dr. Luke” Gottwald,

Max Martin (st} Katy Perry

PUBLISHERS! Kasz Money Publishing, Kobalt Mu-
sic Publishing America, Inc., Prescription Songs
LLC, Warner/Chappell Music, Inc.,

When I'm Rich You'll Be My Bitch

Till The World Ends

wriITERS: Lukasz “Dr. Luke™ Gottwald,
Alexander Erik Kronlund (stiM), Max Martin (sTim}
PUBLISHERS: Kas: Money Publishing, Kobalt
Music Publishing America, Inc.,
Warner/Chappell Musle, Inc.

Tonight

wrITERS: Christopher “Ludacris" Bridges,
DJ Frank E, Enrigue Iglesias

pUBLISHERS: Artist Publishing Group West,
EIP Music, J Franks Publishing, Ludacris
Worldwide Publishing, Sony/ATV Tunes LLC,
Warner/Chappell Music, Inc.

Tonlight Tonight

wriTERS: Emanuel Kirlakou, Lindy Robbins
PUBLISHERS: Hey Kiddo Music, Roditis
Music, Inc.

We Found Love
wrITER: Calvin Harris
PUBLISHER: EMI Music Publishing

We R Who We R

WRITERS: Joshua "Ammo™ Coleman, Lukasr

“Dr. Luks™ Gottwald, Jacob Kasher Hindlin
puBLIiSHERS: Each Note Counts, J Kasher
Publishing, Kasz Maoney Publishing, Kevinthecity
Publishing, Prescription Songs LLC, Sony/ATV
Tupes LLE

What's My Mame? Feat. Drake
wriTERS: Mikkel Eriksen, Tor Hermansen
puBLISHER: EMI Music Publishing

Without You

WRITERS: Taio Cruz (rrs), David Guetta (8acem),
Usher Raymond IV, Frederic Riestarar (Sacem)
PuBLISHERS: EMI Music Publishing,

Shapiro Bernstein & Co., Inc., UR-IV Music

Yeah X

wriTERS: DJ Frank E, Calvin Harris,

Amber “Sevyn" Streeter

PUBLISHERS: Am Bee Street Publishing, Artist
Publishing Group West, EMI Music Publishing,

Jd Franks Publishing, Warner/Chappell Music, Inc.

You Make Me Feel
WRITER: Steve Mac (pRs)
pUBLISHER: Songs of Peer Lid.
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Dick Clark

n 1952, “Bob Horn's Bandstand” debuted as alocal
afternoon series on WFIL Philadelphia. Based
on Horn's radio show, the series featured what
passed for music videos in the early '50s and,
r“l.ft“nlu:]”}-‘, lacal kids dﬂm_‘%rlg to the current top
40 hits of the day.

As an afternoon D] on WFIL, Dick Clark guest-
hosted for Horn from time to time, but he was still surprised
when he arrived at work on July 9, 1956, and the GM of WFIL.
TV was waiting for him, He told Dick that starting that after-
noorl, he was the new permanent host of "Bandstand.” Horn
was having legal troubles thanks to a DUI
and morals charges and was removed from
his hosting duties.

Dick immediately faced a crisis. The
kids who danced on the show were un-
happy with the change. They knew Haorn
and they didn't know Clark. They created
protest signs and marched on the station,
refusing to enter the studio. Dick knew he
couldn’t do “Bandstand” without the kids
who danced on the show, so he went outside
to address them. “I'm Dick Clark,” he told
them. “I've gat the job as the new host of

broadcasting

‘Bandstand.' | know how you felt about Bob
but there's nothing anybody can do about
it. | know he was your friend. 1 hope vou don't dislike me be-
cause | was chosen to replace him.” The kids were absolutely
silent. So Dick continued: “1've got to get to work now. If you
want to come in now, please do.” No one moved. Dick went
back into the studio alone,

With two minutes until the live broadcast, the producer told
Dick that the kids had come into the studio. The show went on,

Dick didn't know that much about rock'n'roll when he took
over “Bandstand.” He had been playing artists like Perry Como
and Rosemnary Clooney on his radio show. But he was a quick
study, and atter a crash course he found he loved the new
music. Between his own squeaky-clean image and the clean-
cut look of the kids on the show (bovs had to wear jackets and
ties; girls couldn’t wear tight sweaters or have low necklines),
he knew he was conferring a new respectability on rock music,
and that parents were watching along with their kids.

Dick was, by his own admission, ambitious. He thought
“Bandstand” belonged on the ABC network and pitched the
idea to New York-based programming director Ted Fetter.

6 | BILLBOARD | APRIL 28, 2012
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Dick Clark Productions writer and former Billboard columnist Fred Bronson
remembers the "bandstand ™ leader and his profound impact on the music business

While visiting his parents in upstate New York, he received a
letter back from Fetter that said in so many words, “Don’t ¢all
us, we'll call you.” Fetter signed oft with a polite note: “If you
are ever in New York, why don't vou drop in and say hello.”

Dick was in New York—New York state—so he flew to Man-
hattan and begged Fetter for the network shot. Ultimately, ABC
agreed to a four-week trial. With its new name, “American
Bandstand,” the first network show on Aug. 5, 1957, featured
Jerry Lee Lewis, Billy Williams and the Chordettes. Three
weeks later, Buddy Holly & the Crickets sang “That’ll Be the
Day” on the show. Dick interviewed Holly, asking him, “What
don’t you like about your work?" Holly said
the only thing he disliked was flving,

A couple of vears later, "Bandstand™ al-
maost came to an end. A congressional sub-
committee was investigating pavola in the
music industry and Dick was ordered to
testify. But first, he was called into the of-
fice of ABC-Paramount president Leonard
Goldenson. Dick respected the executive
and considered him a close friend, Aftera
moment for pleasantries, Goldenson asked
him, “Have you ever taken payola?” Dick
answered truthfully: No. He was, though,
part-owner of two record labels and had
started music publishing companies,
among other business interests. These endeavors weren't il-
legal but Goldenson issued an ultimatum: Dick had 24 hours
to make a decision about giving up all of his other interests,
or abandoning all of his duties at the network.

Working in broadcasting had been Dick’s dream since he
was a child, He thought keeping his labels and music publish-
ing interests was the more profitable way to go, but that wasn'l
where his heart was. “1 was ready to give up everything else
to stay with ABC and ‘American Bandstand,™ Dick said later.

Maonths went by before Dick was called to testify befare the
eight congressmen on the subcommittee. Ultimately, the com-
mittee didn't issue any charges against Dick. But he remained
convinced that while religious leaders who spoke out against
rockn'roll were sincere in their beliefs, “the politicians didn't
really care about payola or saving America from rock music.

They were driven by politics and the desire to get re-elected.”

“American Bandstand” survived the pavola scandals but
couldn’t overcome network decisions. On Aug. 30, 1963, the
Monday-Friday show had its final daily broadcast and on Sept.

7 became a weekly series, airing every Saturday. That freed
up Dick to create a touring rock'n’roll show, known as the
“Caravan of Stars.” With top 40 artists Bobby Rydell, immy
Clanton, Brian Hyland, the Dovells and Dale & Grace, the bus
pulled into Dallas the morning of Nov. 22, 1963. “We watched
President Kennedy's motorcade drive by and turn on to Elm
Street,” Dick told me. “We applauded JFK and his wife Jackie
and then went back to our hotel. We were going to work late,

s0 | took a nap. That's why I didn't discover until a couple of

hours later that the president has been shol.”

know these stories well because I knew Dicl Clark well for

maore than three decades. We first worked closely together

in 1978 when [ was a publicist at NBC i Burbanlk, Calif.,
and he had a variety series, “Dick Clark’s Live Wednesday." It
was a ratings failure and our working relationship ended sud-
denly, and not on the best note. I never expected to see or wark
with Dick again, but six vears later | was sitting with him ina
radio studio once a week as he recorded scripts 1'd been hired
to write for a countdown show based on the Adult Contem-
porary chart. I was a member of the family again, but T didn't
realize what the ride ahead would be like.

Through the coming years, I would have the chance to
work with Dick on a wide range of prejects, from a Sunday-
newspaper comic strip called “Dick Clark's Rock, Rell and
Remember” to a book called “Dick Clark’s American Band
stand” about the 37-vear history of the legendary TV series,
which we co-authored,

Everyone who worked at Dick Clark Productions learned a
lot from Dick. At the top of the list was respect for artists and
talent. That's how Dick treated people and you did the same,

There were things vou didn’t do—you never wore shorts to the

office, vou never chewed gum (after hosting a show sponsored
by Beechnut gum in the '50s where everyone in the audience
was chewing gum during the show, Dick never wanted to be
around the stuff again), you never microwaved food in the
office [Dick didn't like the food smells wafting through the
building, though vears later he did agree to a small micro-
wave on the third fleor), and you never got lost while driving
Dick somewhere (as one production assistant did when he
had to drive Dick from Burbank to Knott's Berry Farm for
the Academy of Country Music Awards).

I'm grateful that when people ask me what Dick Clark was
really like, 1 can tell them honestly that he was a regular,
down-to-earth guy who loved his work and was extremely

PHOTOFEST
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Standing among a throng
of teenage dancers on
the set of "American

Bandstand” in
December 1958.

loval to people and did a lot of wonderful things for folks that
vou never heard about.

nthe fall of 1963, Dick’s friends at Philadelphia-based
Swan Records sent over a new single for the “Rate-a-
Record” segment. When Dick showed a photo of the
artists, the “Bandstand” kids laughed at their long hair,
And when he played the Beatles’ “She Loves You,” it gota
low average rating of 73, “The irony is that if Swan had just
sold 50,000 copies of *She Loves You,' they could have kept
the Beatles signed to the label,” Dick remembered. Years
later, Dick asked label head Bernie Binnick why he didn't
buy 50,000 copies himself, just to hold on to the Beatles,
Binnick replied, "You played it and it bombed. Who was to
know they were going to be the biggest group of all time?”
During this same time period, Dick knew that he had to
relocate to either New York or Los Angeles if he was going
to expand his production company and create new series for
the networks and produce motion pictures. He chose the
West Coast, which required moving “American Bandstand”
to Hollywood. On Feb. 8, 1964, the show originated from
Southern California for the first time, with Los Angeles-
based guest artists Jackie DeShannon and Dick & Dee Dee.
Dick quickly became friends with one of his neighbars,
Berry Gordy. In the spring of '64, Dick called the Motown
founder to book his artist Brenda Holloway for the *Caravan
of Stars.” Gordy told Dick he could have Holloway if he also
booked one of the label’s lesser-known groups, a trio that
hadn't yet scored a hit. Dick agreed to book the Supremes.
While they were on the road, Motown released “Where Did
Qur Love Go," and before the "Caravan” wrapped up, the

single was No. 1 on the Billboard Hot 100. Diana Ross, Mary
Wilson and Florence Ballard started the tour as the opening
act and ended it en top of the bill,

“American Bandstand” flourished through the rest of the
decade, and into the '70s and "80s. He gave artists like the
Doors, Madonna, Prince and so many others their network
TV debuts. And he created so much more music TV, from the
afternoon on-lecation series “Where the Action [s" in the "60s
to the American Music Awards and “New Year's Rockin’ Eve”
in the '70s. There were also non-music shows like “$10,000
Pyramid,” “Bleopers and Practical Jokes” and the paranor-
mal “Bevond Belief.”

| came to Dick Clark Productions in 1984 to work on
a radio show, and was soon moved into TV production,
beginning with working as a researcher on a TV special
marking the 33 1/3rd anniversary of “American Bandstand.”

One day, Diclk's producer Larry Klein came into my office
and said, sternly, "You better say ves!™ | had no idea what he
was talking aboul, but I said, "Yes!" Yes to what? Yes to my
first TV writing assignment for the company. | was to go to
Philadelphia with the two of them and write Dick’s three-hour
live commentary for ABC's coverage of Live Aid.

That’s where they wanted to start me? On a history-making
three-hour live show? | had already said yes, so [ was (thank-
fully) committed. Dick and I spent the evening in a small press
beox high atop JFK Stadium with a man helding cue cards and
a camera crew. And somehow it all worked, was highly suc
cessful, and Dicle had very kind words for me at the afterparty.

Not long after, | had tinished a book 1'd been working on,
“The Billboard Book of Number One Hits," and given Dick 4
copy. | had an idea—the book should bea TV special. 1 walked

into Dick's office, sat opposite his desk and told him so. He
immediately replied, “How fast do you want it to happen?” |
said, "Fast!” He picked up the phone and called the president
of the company. He told him, "Make a deal with Fred Bron-
son. We're going to turn his book into a special.” The entire
transaction took about three minutes.

In May 1986, we taped "America Picks the Number One
Songs” for ABC at the Wiltern Theater in Los Angeles.
Barbara Mandrell was the host, joined by co-hosts Frankie
Avalon, Tony Orlando and Dick himself. As the writer and
co-producer, | distributed 100 tickets to family and friends,
who were seated all over the theater. When Dick came out
to warm up the crowd and mentioned that the special was
hased on my book, there was thunderous applause from
all directions. | knew 1 was in trouble. Sure enough, Dick
cornered me backstage. “That better not happen during
the taping!” he said. So I quickly ran around the theater,
warning all 100 of my guests not to applaud when my name
was mentioned.

n 1987, ABC told Dick they wanted to cut the one-hour

“Bandstand” to 30 minutes. Dick pulled the show oft

the networlk, retitled it “The New American Bandstand”
and putitin syndication. Itdidn't work, Stations aired it at all
different times of the day and ratings plummeted. So Dick
made a deal with the USA Network and “American Band-
stand” moved to cable. Facing his 60th birthday, Dick made
the difficult decision to step down as host of the show he had
fronted since 1956. Taped outdoors at Universal Studios, the
cable version of "Bandstand” didn't live up to the standard
Dick held for the show, and so, in 1989, it was the end of the
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road for the long-lived American institution.

Dick kept the name alive by opening a chain of restaurants
known as the American Bandstand Bar & Grill and dreamed
of bringing the show back to TV. In 2004, Simon Fuller met
with Dick about reviving "Bandstand” as a national dance
contest. It didn't happen, but the idea led to Fuller and Nigel
Lythgoe creating “So You Think You Can Dance” and part-
nering with Dick Clark Productions on the series.

In 1996, Dick made a deal with Harper Collins to write a
book about “American Bandstand.” He asked me to write it
with him. We spent the summer doing one-hour interview
sessions in his office. I'd arrive with my tape recorder and tell
him the topic of the day—Ilike, the "50s, or civil rights, or the
disco era. It's one of my favorite summers, sitting with him
at the large conterence table in his office, doing hours and
hours of interviews, because he decided for the first time to
open up about a lot of topics he had never discussed betore.
He always wanted to remain neutral about certain things be-
cause he wanted everyvone to like him, but at this point in his
lite, he said, he decided, what the hell, why not?

Shortly after that summer, | was sitting in Dick’s office
for—well, I don't remember for what, But what 1 do recall
is that his telephone wasn't working. He was trying to make
a call and finally got so frustrated he picked up the phone
and threw it across the room, smashing it to pieces. It was
obviously time to leave. A few minutes later | bumped into
him as he was coming out of Larry Klein's office. He looked
sheepish, and he apologized for getting so mad. 1 told him
it was no big deal and I hoped he got a new phone soon. We
both laughed.

In 1998, | helped Billboard arrange for Dick to host our
annual radio awards at a conference in Phoenix. Casey Kasem
had hosted the year before and received a surprise lifetime
achievement award. Billboard wanted to give Dick the same
award. But | knew from working with him that you never
surprise Dick Clark. As the executive producer of hundreds
of TV shows, he always expected to know exactly what was
happening. [ had to tell Dick about the lifetime achieverent
award, and though he wasn't much into awards in general
and really wasn't looking for recognition, he agreed and
promised he would act surprised. I never told anyone at
Billboard that he knew about the award in advance—until
now. True to his word, at the conference, Dick acted com-
pletely astonished.

On Nov. 30, 2004, | stopped in to see Dick in his office
and wish him a happy birthday. He was on the floor, trying

DICK CLARK

19292012

Working the phones in
preparation for a New Year's
Day airing of “American
Bandstand" in 1958.

to find something he had dropped. But he stood up to thank
me. | was leaving that night on a red-eve to Orlando, Fla.,
and | told him I would see him when I returned. While |
was in Florida, I heard the news that Dick had suffered a
stroke. It would be months before 1 would see him again.

He missed doing “New Year's Rockin® Eve” that year. Regis
Philbin filled in, but the following vear Rvan Seacrest was
brought in tor the first time to join Dick as host. Just be-
fore the production staff was to relocate to New York on
Dec. 26, | was asked to work on the show as a writer. Barry
Adelman had been writing the show by himself for vears,
but he and Larry Klein realized that they would need ane
writer to be with Dick during the live broadcast and one
writer to be with Ryan.

I've been on the writing staff for this show ever since. And
three years ago | was invited to join Dick and a small group
of production staff for dinner after the broadcast. Dick, his
wife Kari and Larry have had a tradition of going for burgers
at P.). Clarke's after wrapping up “New Year's Rockin’ Eve.”
Now there are about 12 of us who show up and we have din-
ner around 2 or 3 in the morning on Jan 1. Dick disapproves
of anyone not ordering a burger, but 1 don’t eat meat so |
always get the fish and chips. Dick never noticed until this
yvear—I guess I was sitting a little closer to him. When my
order arrived, he looked at my plate and made a huge frown.

But | know fish and chips is one of his favorites—we've had
it at Duke’s in Malibu, Calif.—so I reminded him of that and
the frown turned into a big smile.

| didn’t know at the time that this would be my last New
Year Eve's dinner with Dick. I saw him one more time a
month later; when he and Kari and their assistant Amy took
me out for a birthday lunch. There was a lot of laughter that
day, a lot of reminiscing and a lot of fun in the Malibu sun.

What I thought would happen is that Dick would continue
to appear on “New Year's Rockin' Eve” until he decided not to,
but he wouldn't tell us in advance. I expected that one year,
in that moment when Ryan comes inside from Times Square
and spends some moments with Dick, that Dick would say,
“Well, Rvan, this is my last ‘New Year's Rockin' Eve.' I'm of-
ficially retiring.” On the other hand, I never expected to hear
Dick say that he was retiring.

Dick's legacy will always be his loving guardianship of

rock'n'roll. If he hadn't stood up to Congress, we might all be
listening only to classical music instead of rock'n'roll today.
Thanks to Dick, rock'n'roll has a great beat and is easy to
dance to. And so it will always be. .o

Let’s Do the Twist

How Dick Clark Helped Create the
Hot 100°s AllFTime Top Song
By tzary Trust

e danced to the music that Dick Clark played,”
Chubliy Checker says, “The king of the disc
jockeys has died and, because of him, we
will never be the same.”

In 2008, Billhoard named Checlcer’s iconic smash “The
Twist” the No. 1 song of the Billboard Hot 100's first 50
years. The song remains the only title to have logged two
separate runs to No. 1, reigning the week of Sept. 24, 1960,
and again the weeks of Jan. 13 and 20, 1962, after the song—

and its revolutionary dance—experienced a second wave of

pop culture fanfare.

Checker might never have recorded the song, however,
had it not been for Clark, The original version by the song's
writer, Hank Ballard, won praise on "American Bandstand,”
but, when Ballard was unavailable to perform it on the show,
Clark suggested that Checker cover it to expose it further to
"Bandstand” viewers,

How did Checker get such a career-making nod? “I had
warked with Clark on a recording session of ‘Jingle Bells,’
singing the song through impressions of other acts of the
time,"” Checleer recalls.

Clark 15, in fact, even not-so-indirectly respensible for
Checleer's famed recording name. “Clark's wife was in the
studio when I was recording that holiday project,” Checler
remembers. "1'd had the nickname *Chubby’ since 1 was 11
years old, and 1 was doing a Fats Domino impression, Mrs,
Clark said, 'His name is Chubby, like Fats? Well, then, his
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CHUBBY CHECKER instructs DICK CLARK on how to
do his signature dance, the Twist.

last name should be Checleer, like Domino.™

Checker says that the reach of "Bandstand” and the dance
that “The Twist” inspired combined to change music for-
ever. "Before "The Twist,” you danced in rhythm with the
song. With "The Twist," suddenly you're dancing apart from
the beat, and not with your girl. Now, you see a girl across
the floor that vou've never seen before, you're nodding your
head, you're seeing her dance . . . By the time the song1s
over . .. whew," Checker says, chuckling at the song’s impact
on not only the development of early roclk'n’roll and dance,
but perhaps also relationships between the sexes ever since.

“‘Bandstand’ was around before ‘The Twist,”” Checker
says, “but it was Clark’s suggestion for me to record the song
that caused an explosion for both the show and my career.

“Just think,” Checker adds, “the No. 1 song of all time . ..
all because of Dick Clark and ‘American Bandstand.'™ «.»
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A LifeOn

The Bandstand

A look back at the life and business of

America’s oldest teenager by phil Gallo

NOV. 30,1929

Richard Wagstaff Clark is
born in Bronxville, N.Y. His
father was a salesman and,
later, the manager of a radio
station in Utica, N.Y.

%,
A

8

1947

1984

Clark co-hosts NBC's
“TV's Bloopers and
Practical Jokes” with
Ed McMahon. The
role gives him the
distinction of being
a show host on all
three networks.

R .

1987

Dick Clark Productions,
which also had a restaurant
chain in addition to TV and
film properties, goes public.

SEPT. 5, 1987
After 30 years, ABC stops

No network series targeting

running “American Bandstand.”

youth market had a longer run.

Works as an office boy
and then as an announcer
at the station his father
managed, WRUN.

the

APRIL 8,1989

“American Bandstand” moves
to the USA cable network with 1993

David Hirsch replacing Clark as
host. It lasts only six months.

L
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1952

Having graduated from
Syracuse University, Clark
moves to Philadelphia to
work for WFIL radioand TV.

i
g

AUG. 5, 1957

ABC takes “Bandstand” national, renaming it “American Bandstand."
Jerry Lee Lewis performs “Whole Lotta Shaking Going On.” The show is
90 minutes long until Oct. 2, 1961, when it's shortened to an hour,

i
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"

JULY 9, 1956 1957

Clark founds his own proeduction
company, Dick Clark Productions.

Clark replaces Bob Horn
as full-time host of a local
afternoon record-hop TV
show, “Bandstand.”

N
1979

Clark serves as executive producer of TV movie
“Elvis,” the first biopic about Elvis Presley. That year,
the Academy of Country Music joins forces with Dick
Clark Productions to produce its awards show. Clark
and Al Schwartz produced, moving it to from ABC to
NBC and then to CBS, where it remains today.

1973

After CBS picks up
the contract to air
the Grammy Awards
{(which ABC aired

in 1971 and 1972),
ABC asks Clark to
create the American
Music Awards.
Produced by Dick
Clark Productions,
the AMAs debut Feb.
19,1974, with Michael
Jackson and Donny
Osmond as co-hosts.

Clark is inducted into the Rock and Roll Hall of Fame as a
non-performer. He's pictured here with his wife, Kari.

DEC. 8, 2004

Clark is hospitalized for a stroke. Due to

his recovery, he doesn't host “New Year's
Rockin' Eve™ for the first time in decades.
After his health improves, Clark becomes an
advocate and fund-raiser for a state-of-the-
art neuroscience program at the hospital
where he was treated, the Providence Saint
Joseph Medical Center in Burbank, Calif.

o
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FEB. 15,1958
ABC airs "The Dick Clark Saturday Night Beachnut Show," which
runs until Sept. 10, 1960.
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DEC. 31,1972
“Dick Clark's New
Year's Rockin' Eve”
debuts, Produced
and later hosted by
Clark, the show's first
two telecasts were
filmed aboard the
Queen Mary in Long
Beach, Calif. The first
one featured Three
Dog Night and Blood,
Sweat & Tears. The
show becomes an
annual event.

APRIL 1960

Clark testifies for two days at the
congressional payola hearings. Based
on the advice of ABC’s lawyers, he
would divest himself of his ownership
stakes in 33 different record labels,
distributors and manufacturers based
in the Philadelphia area, plus his
songwriter credit on 150 copyrights.

DICK CLARK

14k24-20)12

SEPT. 7,1963

“American Bandstand” switches to
a once-a-week series on Saturday
afternoons. Neil Sedaka performs
“The Dreamer” and the Jaynetts

perform “Sally Go '"Round the Roses.”

o
e )

JUNE 28, 1965

Clark begins a three-year, 113-episode run of “Where the
Action Is," a weekly music show filmed around the country
with Paul Revere & the Raiders as hosts. Otis Redding
makes 10 appearances on the show; other guests include
the Turtles, Roy Head, Peter & Gordon, the Four Tops, Tina
Turner and the Mamas & the Papas.
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FEB. 8,1964

teen trends.

MARCH 6,1968

“Psych Out,"” the first film produced
by Clark, is released in theaters.
Among the musical acts featured in
the movie: Jimi Hendrix, the Seeds
and the Strawberry Alarm Clock.
Clark makes two more exploitation
films, “The Savage Seven” and “Killers
Three," before the end of the decade.

“American Bandstand” moves to its
new home in Los Angeles. A week
later, Clark devotes nearly all of the
show's second L.A. episode to the
Beatles, who made their U.5. debut on
“The Ed Sullivan Show" an Feb. 9, Yet
another sign of Clark’s keen sense of

They'll ask for a dime
with hungry eyes...
bt they Il give
you hove-
for NOTHING!

A TR LA
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MARCH 26,1973 OCT.1,1968 |
CBS hires Clark to host Clark launches “it's Happening,”
“The $10,000 Pyramid” another musical variety show N L

game show. Filmed in that lasts two seasons. o bt . DI .

New York, it also ran on
ABC and in syndication.
Clark left after a year
when CBS canceled it
and ABC picked it up. He
returned in January 1981
to host the syndicated
“£50,000 Pyramid” and
remained as host when
it moved to L.A. and the
CBS daytime lineup in
September 1982,

JUNE 19, 2007

A group led by Washinaton
Redskins owner Daniel
Snyder buys Dick Clark
Productions for $175 million.

DEC. 31, 2011

Clark makes his final
appearance on “New Year's
Rockin' Eve"” in New York's
Times Square.

APRIL 18, 2012

Clark dies of a heart
attack at Providence Saint
Joseph Medical Center.
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“1go back to 1958 with Dick and the daytime local show. 1 had a
record that was kind ol horrible, but he interviewed me for hall
an hour, asking why | wanted to be in the music business. [ told
him my father was sick, | had two brothers and [ just wanted
to make money for my family. So he put me on the show and it
changed my life and my family'slife. It gave me a chance to live
the good life like | am now,

“What I remember mainly about him was that he had great
business acumen. He was always in the business of the show
but in a good way. He was very adept at what was going on in
the music business and other businesses. You could always
give him a call and ask him what he thought. He always gave
good advice,

“He's a man who put the face on the music. You would hear
all these records, but he showed vou all the people malang the
records, and God bless him. He was an icon. That word 1s used
loosely but not with him. It’s about what he gave and how he felt
about people. He'll alwayvs be special to me. He's one of the guys
who you think iz never going to leave.” —Fabian

"Dick Clark will be remembered as a national treasure and an
icon. His memory 1s being eulogized by many today because
he was many things to many people. To me, Mr. Clark was
a friend. He supported our band right from our first single,
‘Runaway,’ in 1984,

“I will never forget driving to the set of *American Bandstand'
and performing that song on that Saturday morning. | was
young and just getting started; being interviewed by the Dicle
Clark made me feel very special that day. That was the first of
many rmernorable ‘career’ moments for us that he was a part of.

“From the American Music Awards to the Golden Globes
to the MTV awards, when he, as producer of the show, allowed
Richie Sambora and me the opportunity to perform two songs
acoustically. He was loval, truthful and insightful. He was and
will remain one of the greats.” —Jon Bon Jovi
"Dick Clark gave me my lirst chance to perform on national
TV. It was 1966 and 1 did ‘Cherry Cherry' on ‘American Band-
stand,’ which was the holy grail of television shows for any
rock’n'roll artist at that time. | also owe my tirst-ever real,
multi-city tour to Dick . .. 32 cities in 28 days on his “Where
the Action 15’ tour. It marked the beginning of my perform-
ing career and 1'll always appreciate the opportunities that he
gave me, Dick was very warm and genuine in his apprecia-
tion of the music and musicians he presented. He was a true
legend and will be greatly missed.” —Neil Diamond
"He was a groundbreaking tastemaker whe took the radio for-
matand transformed it to television. He managed to stay voung
and current throughout the long arc of his career. As a kid 1
would rush home every day to watch ‘American Bandstand.’
His show became the predecessor for all the [music] shows,
even ones like ‘Dancing With the Stars.” Here | was a kid who,
while I was growing up, watched this iconic ligure and to gel
a call from him still filled me with a lot of irony. Even through
when [ was chairman at Sony, it was still an honor to worlc with
a genius and icon like Dick Clark, who built a television empire.”

—Tommy Mottola,
former chairman/CEO of Sony Music

"1 used to come home from elementary school to watch *Ameri-
can Bandstand.' It had all the new songs, all the new dances,
and it had the happiest guy in the world presenting them to you.
| had no idea that later in my career | would know Dick Clark
on a professional level. I ran into him some vears ago, and he
said to me, 'Hey, Coop, if you had your own radio show, what
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S0 Long, Dick Clark

Remembering American music’s ultimate showman

DICK CLARK

19202012

Clockwise from top left: DICK CLARK
with BON JOVI on “American
Bandstand” on April 20,1984; on the
set with FABIAN on Aug. 15,1960;
with KENNY ROGERS and JOHN
TRAVOLTA during the taping of
“American Bandstand’'s 30th
Anniversary Special” on Oct. 27,1981;
and with MICHAEL JACKSON in 1993,
going over the script to that vear’s
American Music Awards, for which
Clark served as executive producer.

would it be like?’ | told him it would be more like the free-form
FM stations of the '60s, where the D]s actually played what they
lilked and demographics didn't play a role. He said, ‘Alice, why
don't vou do it then?” Just like that, my radio show ‘Nights With
Alice Cooper’ was born. It's been nine years later and I'm still
on the air . .. Nobody loved rock'n'roll more than Dick Clark.”

—Alice Cooper

Bandstand’ is a huge part of the evolution of music on televi-
sion, [and| the precursor to [MTV's “Total Request Live" | without
a doubt. We had discussions about what was right and what was
wrong about it for modern TV, Dick Clark, Ed Sullivan—those
guys marrving music and television was a precursor to MTV,
[n some ways, music videos themselves are a bit of an overcorn-
pensation for ‘American Bandstand.” That show came to rise
in the singles era and then had to live through the album era.
MTV comes in when artists want more control over their story
lines and imagery and to tell the story themselves, as opposed
to being in a small studio that evervone else came into.

“Dick actually produced a lot of the early Video Music Awards.
[In 1989 when| Andrew ‘Dice’ Clay went rogue on us—I think

Dick loved being around the chaotic environment of live music
and musicians. He was always that calm voice in the sea of
chaes. And vou need a couple of thase or vou don't get television
made. Our DNA was to break all the rules of television. But it
was good to have someone around who at least knew the rules
of television, Dick knew . .. he needed to keep us on track just
because sometimes we didn't know where the track was. And
he always did." —Van Toffler,

president, MTV Networks Music and Logo Group

“He started out as a disc jockey and became a mogul in the
maost expansive use of the term. He was a terrific guy, and be-
vond his show he was instrumental in setting up tours ata time
when there wasn't a touring industry, That all got developed 10
vears later. At the time, he was the only guy that had a show on
a network, so he had tremendous sales power . .. There was no
one else out there with a show that could generate the kind ot
exposure that his show delivered.

"He alwavs affected a strong personal relationship with acts.
He had his ear to the ground, and he also had a hell of a group of
people who worked with him toward finding acts. He wouldn't



dl

take on regional acts but he was aware of them, and once they
started to spread and began hitting the Billboard charts, he would
put them on his show. He would take acts as they were abou!

enough for a personality like himself to just host different
shows. He wanted to create the shows, he wanted to write
the shows, he wanted to produce the shows, and he wanted
to own the shows. That model was revolutionary, and it's a
maodel that's being followed today by the likes of Simon Cow-
ell and Ryan Seacrest.

"He would come out to the Academy of Country Music
Awards just as a fan, just to watch. He had no direct involve-
ment, but he had put the show together with the academy. He
wanted to remain an integral part of the relationship, and he
would come out with his wife and they would take in the show,
And for “New Year's Rockin® Eve," he was very hands-on involved.
He would make calls to artists and request them to be on the
show, he would write his own copy on-air, he was involved in
all the traffic, the rundown and what we were featuring on the
show. Up until his last few days; his 40th anniversary, he was
actually preducing the shows. He wasn't just an on-air talent.

“He's so associated with pop music, but Dick had no pride
or prejudice when it came to music. He wanted to spotlight the
best hits and what evervbody was following . . . He was a music
fan, he liked to sav. He wasn't just the maestro: He was a fan.”

—Mark Shaprio, CEO, Dick Clark Productions

"Dick Clark deserves very much to be recognized for all
the good things he accomplished. | admired him tor his
endurance but believe me, he did not invent rockn'roll. In
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the beginning, if he played ‘Sh-Boom,’ he would go for the
version by the Crew-Cuts instead of the one by the Chords.”
—Seymour Stein, co-founder, Sire Records;

i3

ary doubled, but I respected that you chose to picket.” We
became friends that very day . . . He was such a gem. There
are a lot of artists today who wouldn't have long careers if it
wasn't for him.” —legendary DJ Jerry

“the Geator With the Heater” Blavat

“Before I could drive I saw [“Bandstand”| from Philadelphia,

There was Jackie Wilson shiding down a slide and jumping to-

ward the camera, almost into our house. His dynamic energy
and his hit were right there—in my face—on a black-and-white
television screen. Later, Dick Clark and his incredible team
presented many of my clients on his shows from ‘American
Bandstand’ to “Where the Action Is" and other annual specials
and charity tund-raising events. He had a winning personal-
ity in person as well as on television. An incredible man who
drove music forward and forever leaving an incredible mark on
our music industry.”

—Alex Hodges, CEO, Nederlander Concerts

“More than anyone else of his time, Dick understood the con-
vergence of television and music as parallel popular cultural
experiences. His understanding of what television was as a
mediumwas matched by his innate sense of how music could
be packaged within the TV screen, whether it was ‘American
Bandstand,’ the new vear's shows or the various awards shows
that he produced.

“We had avery healthy competition [the Grammy Awards and
the American Music Awards|, and there was no more spirited
in battle than Dick. He was competitive. He wanted to win,
and there were years when the AMAs outrated the Grammys
and vice versa. His sense of competition energized us, and in
the long run made both shows better and more competitive.
He was definitely a mentor to me, and [what| he accomplished
in his lifetime was singular.” —Ken Ehrlich,

longtime producer of the Grammy Awards

“Dick Clark pioneered pop rock music on TV. Without DC
there never could have been MTV.”
—Michael Cohl, promoter

“I'm ane of the lucky people who can say that [ knew Dick Clark
personally, Dick produced almost every awards show [ was on
during the "80s, and he constantly encouraged me toward suc
cess, He will be missed by evervone, especiallv by those who
knew him well." —Kenny Rogers

“Recording Academy Trustees Award recipient Dick Clark was
an entertainment icon, bringing music imto the homes of mul-
lions of Americans over his nearly 60-year career. His shows
‘American Bandstand’and ‘New Year's Rockin' Bve' blazed new
trails in pop music and became pivotal celebrations of music an
television, spotlighting both established and emerging artists.
Our deepest heartfelt sympathies go out to his family, friends,
fans and all who have enjoyed his great contributions to music
and entertainment. He will be terribly missed, and his legacy
will live on forever.” —Neil Portnow,

president/CEO, the Recording Academy
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=2 to become established and make them much more popular, Warner Bros. VP

- —John Sippel, former GM of Monument Records “He was an American institution, a real gentleman and the
l_--\.l g F 5 F 1 5 ' i i - ' ' ' s salirl

go and head of publicity for Mercury Records; long-  “|When WFIL Philadelphia DJ| Bob Horn lost the show because  ears of young Americans enjoying milkshakes, fries and
i ewas arrested tor drunk driving, Tony Mammarella became 0 sox." —

g time Billboard reporter he was arrested for drunk driving, Tony M Ila bec: bobby sox Aretha Franklin
i the interim host, with the plan that when the heat died down

or  “We lost a giant. | remember meeting with Dick early on  Horn would come back. But three weeks later I was told Dick  “Dick Clark was one of the world's greatest shewmen and one
.EE and telling him we wanted to break into all kinds of new  Clark was coming in. At the time, he had done some commer-  of pop music's most influential ambassadors. He made music
t:: formats—reality television, non-scripted, more game shows  cials locally, but we kids wanted Bob Horn. He was our guy. So history many imes over. '‘Bandstand’ brought black entertain-
0 and competitions and documentaries—and Dick encouraged | led a picket against Dick Clark outside the studio. Showman-  ers and their music into living rooms across America for the
E:-_' that, When he first started Dick Clark Productions, therewas  agement called me in and said I could still have my jobon the  first time, and in Atlanta in 1938, he put on one of the first ra-
2 no stone left unturned. He would personally pitch various  show and they were going to double my salary, but I said, ‘No,  dally integrated pop music concerts while the National Guard
el ] B . H - J 5 i 0 = i = &
a5 concepts to all the networks, broadcast and cable alike. His  wewant Bob Horn back,’ so I went baclk out to lead the pickets.  looked on. Michael and Dick had a very special relationship,
D feeling was he didn’t want to specialize in one thing in par-  So eventually [ get arrested for the pickets ... 16 vearsoldand  and we think of him fondly and with gratitude.”
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Gz4  ticular. Yes, it was built on music, but he wanted to branch  no longer associated with the show. —John Branca and John McClain,
36%  out and produce all forms of television programming, and “| Dick] said he wanted to talk to me, and he told me that co-executors of the Michael Jackson estate
257 we really followed that recipe. he knew that if tomorrow he loses ‘American Bandstand,

o] 5 — b : . ; . . y . I , 3 ' —
§E0 "He took television beyond traditional show business. He  the record labels will go right on to the next guy. Yet, Dick  Reperting by Ed Christman, Phil Gallo, Gail Mitchell, Glenn
ood

was a shrewd businessman that realized early on that itwasn't  told me, *You could have been a teenage star with your sal-  Peoples, Mitchell Peters, Gary Trust and Ray Waddell.

APRIL 2B, 2012 | www.billboard.biz | 12A




12B

AFFORDABLE LUXURY
ARRIVES IN NEW YORK

THE WORLD’S MOST RADICAL HOTEL
42nd St. at Times Square West

YOTEL.COM

1877 90 YOTEL

BILLEOARD

APRIL 28, 2012

LEVON HELM DEAD AT 71

Levon Helm—drummer, singer, actor and tound-
ing member of the Band, whese Southern tenor was
heard on the group's classic songs “Up on Cripple
Creek” and “The Night They Drove Old Dixie
Down"—died April 19 after a long battle with throal
cancer. Hewas 71. “He passed away peacefully

at 1:30 this afternoon surrounded by his friends
and bandmates," Helm's guitarist Larry Campbell
told Relling Stone. “All his friends were there, and
itseemed like Levon was waiting for them. Ten
minutes after they left we sat there and he just faded
away. He did it with dignity.”

SONY-LED ACQUISITION
OF EMI MUSIC PUBLISHING
APPROVED BY EC

Despite vigorous protests from independent label
groups, Warner Music Group and digerati organiza-
tions, the Sony Corp. of America-led consortium’s
acquisition of EMI Music Publishing sailed through
the European regulatory process, gaining approval
with only minor concessions, Last month, Sony/
ATV offered to sell publishing assets worth $20 mil-
lion in royalties inan atternpt to get the European
Commission toapprove the transaction without
having to face second-stage scrutiny. Sony’s gambit
worked: On April 19 the EC officially approved its
$2.2 billion acquisition of EMI Music. Sources say
that the U.S, Federal Trade Commission will also
soon approve the transaction,

MADONNA’'S 2012 TOUR
ONTRACK TO BE AMONG
TOP 10 OF ALL TIME: LIVE
NATION’S FOGEL

Reports that Madonna's torthcoming tour, and by
extension her multirights deal with Live Nation, are
underperforming are “baseless," says tour producer
Arthur Fogel, chairman of Live Nation Global Tour-
ing. He claims that more than 1.4 million tickets
have been sold for 76 shows in North America and

The Band drummer
LEVON HELM performing
in Hamburg in MayS71.

Europe, banking about $214 million foran average
of §2.7 million per show, “This tour is completely
on track to end up in the top 10 tours of all time, es-
pecially considering we haven't put South America
or Australia on sale,” Fogel says. “When this tour

is said and done, combined with [2008-09's] Sticky
and Sweet tour, you're talking $750 million in gross
ticket sales. That sounds pretty impressive to me.”

ZACH HOROWITZ APPOINTED
CHAIRMAN/CEO OF UMPG

Zach Horowitz will be moving from his position

as president/COO at Universal Music Group to
become the new chairman /CEQ of Universal Music
Publishing Group, UMG chairman /CEO Lucian
Grainge announced April 18. UMPG owns more
than 40 companies worldwide, including Universal
Publishing Production Music, the world's biggest
rmusic licensing library.

2012 BILLBOARD MUSIC
AWARDS FINALISTS
ANNOUNCED; BIEBER, LMFAOQ,
UNDERWOOD, THE WANTED
TO PERFORM

Adele, IMFAQ, Rihanna, Lady Gaga and Lil Wayne
lead the finalists for the 2012 Billboard Music
Awards, which will air live from the MGM Grand
Arena in Las Vegas on May 20. Justin Bieber, Carrie
Underwood, LMFAO and the Wanted are the first
performers announced for show, which will airat 8
pan. ET on ABC, Adele leads as a finalist with nomi-
nations in 18 award categories, while LMFAQ has
17, Rihanna has 13 and Lady Gaga and Lil Wayne
both have 10.

Reporting by fem Aswad, Ed Christagn, Shirley
Halperin, Dan Rys and Marc Schneider,

MOBILE: For 24/7 news and analysis an
your cellphone or mobile device, go to
mobile. billboard.biz.
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and Grammy season,” says “"Austin City Limits” executive producer
Terry Lickona, who hopes his 2012-13 lineup of shows will include
a Woody Guthrie centennial celebration. "But we have to change
up the traditional mode. | hope to start streaming seme of our tap-
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tirig the taping of the Lickona has the luxury of filming at a studio located just steps from
new DirecTV show “Guitar

Center Sassions ™ hig production office. In addition, he can also take advantage of Texas
il ikl 2 tour stops and South by Southwest. (Both Alabama Shakes and the

Shins taped shows during this year's festival.) By comparison, Gui-
Cre e l I tar Center director of music and entertainment marketing Dustin

Hinz has a window of just four days each March and late summer to
record seven or more tapings. Lieberman has a list of more than 200
Growing field of live-music TV shows
marked by 3-D, streaming offerings
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potential nontraditional U.S. concert sites he can book for “Artists
Den” once an act is available in a particular city, such as Adele in
Los Angeles or Amos Lee and Calexico in Tucson, Ariz,

“Front Row Center,” meanwhile, is starting its public TV run by
using shows left over from "Soundstage,” plus a freshly shot doc
n the back of the Guitar Center in Hellywood isaroom reserved  umentary-style program using performances from the upcoming
Beach Boys tour, Executive producer Don Maggi will rely on New
Yorl venues where “Soundstage™ had been shot and using the same
production equipment, which means up to 10 cameras, high-defini-
tion video and even 3-D in some cases. As a new series, "Front Row
Center” is open to whatever ideas may arise from potential sponsors.

for rare and valuable guitars, with more than 60 Fenders and
Gibsons hanging on a rustic, barn-like wooden wall. For six days
in March, the room became the stage set for a DirecT'V series called
“Guitar Center Sessions,” in which Alanis Morissette, Slash, Col-
bie Caillat and others performed to an audience of mostly camera
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classics from her landmarl album fagged Little Pill. As
each song ends, there isn'tany applause, a rarityon TV
shows featuring live music.

Contrast “Guitar Center Sessions” with "Austin City
Limits,” now in its second season filming in a new con-
cert venue studio that can accommodate up to 1,000
people. Then there are the live shows shot at various
venues for “Front Row Center,” a PBS series premier-

line up stations to schedule the show. “This is a building
block year, and vou need the sponsors to pay the bills.”
Guitar Center doesn’t have that issue, Its show

doesn't have any business model beyond providing
3-D content for DirecTV, which was seeking a format
when they partnered three years ago. On average, Hinz
says, the premiere week of each show is watched by any-
where from 500,000 te 1 million people. Each episode is
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With a digital strategy that includes his own online radio
station, Don Omar has expanded his empire into the future
BY LEILA COBO

N LATE 2011, ASHE LAID THE GROUNDWORK
for his new album and as his hits blazed through
radio, Don Omar decided to release a new single,
almost on a whim.
The track was titled “Dutty Love” and it featured
a young artist, Nathh Natasha, newly signed to Don
Omar's record label, Orfanato Music Group. Unlike
Doen Omar's most recent hits—the chart-topping “Danza Kudure”
and “Taboo,” both uptempo, insistent dance numbers—"Dulty
Love" was mellow and sweet, a romantic track set over a lilting
Caribbean beat.

“Dutty Love” was released digitally, through Don Omar's web-
sites and on YouTube, where it steadily gained traction, register-
ing more than 40 million views to date, even though there still
isn't an efficial video, only the music playing over still images.
It eventually got picked up by Colombian radie, prompting Don

Omar's team to also send it to stations in the United States, where
it entered Billboard's Hot Latin Songs chart at No. 48 an Dec. 31,
then rose steadily, hitting No. 5 on Feb. 25 and peaking at No. 1
on April 7. The track also delivered in sales, climbing to No. 2 on
Latin Digital Sengs and moving 31.000 copies in the United States,
according to MNielsen SoundScan.

Crucially, the tale of “Dutty Love" isn't one of a quick radio hit
but of an ongoing, online strategy that's been behind Don Omar’s
streak of hits, beginning with the indefatigable “Danza Kuduro,”
which spent 15 weeks atop the Hot Latin Songs chart and was
the top-selling Latin digital track of 2011 (and of 2012 so farj,
and “Taboo,” the No. 10 top-selling Latin digital track of the vear.

Now, ag Don Omar prepares for the May 1 release of his new
album, MTO2 (Meet the Orphans 2), on Machete/Universal Music
Latin Entertainment (UMLE), it's still all about online, even as the
radio hits keep coming.




“On the Internet, I've found a world where 1 can do ev.
erything that's on my mind,” says Don Omar (real name
William Omar Landrén), speaking on the phone from his
New York offices, as he roamed his Web properties on the
iPad he always has with him. “The projects come out of
my head and I have an excellent team that makes them
work. People today stopped being practical and became
cybernetic. Being practical doesn’t work anymore.”

Few Latin acts have embraced the digital world at all
levels as successfully as Don Omar, the Puerto Rican star

promoting concerts and events; he runs the OrfanatoMusic.
com site to promote himself and his artists; and last Decem-
ber, he launched an online radio station, RedlinkRadio.com,
which plays music by a broad range of acts from various la-
bels, including Universal, Sony and his own.

But Don Omar's fascination with everything online pre-
dates these ventures and goes back to iDon, the album he
released in 2009 whose musical concept and marketing
were conceived for the digital era, beginning with the
single “Diva Virtual.”

““On the Internet, I've found a

world where I can do everything
that’s on my mind.”

DON OMAR

who rose to prominence as a reggaeton act but who 1s now
firmly entrenched in mainstream Latin pop music.

Although Don Omar's online following is remarkable
(more than 10 million likes on Facebook and nearly 801,000
Twitter followers), the difference lies in his online busi-
ness model, which is effective and lucrative, to the degree
that it has become the core of his operations,

Don Omar is signed to a recording deal with Machete, the
urban imprint of UMLE, but he also has eight artists signed
to his Orfanato Music Group, launched in 2010. He owns
an online company, Fans & Company (fanscompany.com),
through which he sells merchandise and tickets, as well as

TEAM DON OMAR

ALBUM TITLE: M¥02
RELEASE DATE; May |
LABEL: Machete/Umiversal Music
Latin Entertainment
MANAGEMENT: Adam Torres Managemeni
PUBLISHING: Crown P, administered by EMI
Music Publishing /BMI
STUDIO: Orfanato Music Group Studios,
Garheld, N.].
UPCOMING TV: Billboard Latin Music Awards
(April 26); tour dates include Colombia (May 5)
and Los Angeles (May 27)
BOOKING AGENT: Juan Toro,
Relentless Agency
FILM AGENT: Christy Haubegger,
Creative Artisis Agency
ATTORNEY: Scott A. Felcher, Felcher & Freifeld
PROMOTION: summa Entertianment
SITES: OrfanatoMusic.com, FansCompany.com,
Facebook. com /donomar

TWEETS: @orphandon

“Yes, there are other [Latin] acts that are active and aware of
social sites, but he's the only one 've heard publicly taking a
stance and saying, ‘"This is my first step in promotion,' Don
Omar's manager Adam Torres says. “He made a conscious
decision to do that with the iDon project and he was really
preaching this before evervbody jumped onboard.”

Ironically, iDon wasn't a major commercial success; it
has sold 74,000 copies in the United States, accerding to
SoundScan, compared with the 388,000 sold of 2003's The
Last Don and 2006's King of Kings, which moved more than
hall a million copies.

But it was with 1Don that Don Omar’s online strategy began

to take shape, By the time he launched Orfanato Music Group
in late 2009 and started to work an Don Omar Presents: Meel
the Orphans—an album that featured solo tracks and col-
laborations with his own artists and others—he was using
the Internet as his main promotional tool. Among the tracks
on the album was first single "Danza Kuduro,” a remake of
an eriginal track by Portuguese-French singer/songwriter
Lucenzo, who also appears on the song. The new version ex-
ploded online, notching more than 11 million YouTube views
of the sleek video in a little more than a month. To date, the
clip has racked 334 million views, making it one of the top
10 most-viewed videos on YouTube,

The impact of "Danza Kudure” on the charts is even more
notable, While the Latin Digital Songs chart had been domi-
nated by crossover acts like Shakira, Pitbull and Enrigue
Iglesias—who appealed to English- and Spanish-speaking
buyers—*Danza Kuduro” reversed the trend. It has sold
691,000 U.5. copies, according to SoundScan, and 2.2 mil-
lion worldwide, according to Universal. In doing so, it showed
that consumers were willing to purchase Spanish-language
tracks, provided the song and the marketing were there.

"Quincy Jones says this industry is all about the song,
the song and the song,” Don Omar says. “1've had great
moments, but 1 have to accept that ‘Danza Kudure' has
been an excellent moment, perhaps the best in my career.”

“Danza Kuduro” was a multipronged threat. A danceable
reggaeton track with international flair, it was promoted
through a caretully orchestrated campaign where it pre-
miered simultaneously on Vevo the same day it was made
available for sale on iTunes worldwide. In addition, Don
Omar promoted it heavily online. He personally oversees
all of his enline activity, which includes constant goal-
focused updates to his Facebook followers. (A typical day
might include pushing out links to a live chat, a video, a
song download and an album download.) Finally, the track
was featured on the soundtrack to 2011 film “Fast Five,”
the fifth installment in the “Fast & Furious” franchise,
and was used in the movie for more than seven minutes.

DON OMAR
performing at New
York's Beacon Theatre
on Dec.1, 20M.
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"1 can't disregard the synergies between a soundtrack
and a hit movie.” Torres savs. “It's incredibly important
and massively useful. We combine that together with a hit
song and it really winds up assisting in this digital world.”

While the film may have been a major push, what Don
Omar did atterward is what really opens the door to other
passibilities. When he played more than 100 North Ameri-
can cities as part of the Meet the Orphans “under play”
tour—hitting clubs with 1,000-2,000 capacities instead

of major venues—he used online promotion to establish
more direct contact with his fans. At every tour stop Fans
& Company gave 100 fans in each market the opportunity
to buy a “fan pack” that included CDs, a T-shirt, poster
and the chance to snap a picture with Don Omar,

According to Torres, it “was absolutely critical, be-
cause you're going right to that consumer and handing
them what they want. It's very effective to create that
buzz and touch the people at that level tirst. We wanted
to create demand for that larger tour and to have more
direct interaction with the fan base.”

"We played 52 shows in the first six months,” Don
Omar says. "The fact that Fans & Company allowed me
to meet 5,200 fans personally, get their information, gen-
erate a profit and establish a brand—that’s a success.”

If one visits Fans & Company todav, one encounters,
first and foremost, promotion for MTO2, which will fea-
ture solo tracks—including “Hasta Que Salga el Sol”
a new single that was originally penned as a campaign
for Mexican beer company Seol, and “Zumba,” written
for the exercise company of the same name (see story,
right)—as well as collaborations like “Dutty Love” and
“Ella No Sigue Modas," featuring DJ Juan Magin,

In addition to the world tour that will support the
album, Universal Music Latino/Machete GM Luis Estrada
says the label will push the album via a spot campaign
on Univision television, street advertising—including
ads on the New York subway system—and online adver
tising, which is increasingly important,

Even Don Omar's radio promotion is Web-centered,
says Gabriel Buitrago, president of prometion company
Summa Entertainment, which is working the music to sta-
tions. “We start teasing, for example, that the next single
15 dropping May 1, and we'll tease with snippets, e-blasts,
countdowns and promotions in cities he's playing at.”

Then, en “D-Day"” (May 1), the official single is sent
simultaneously to programmers, mixers and DJs. But as
it happens, awareness for the new single, "Hasta Que
Salga el Sol,” is so heightened already that several sta-
tions already have the track in rotation.

Much of that awareness comes directly from Don Omar's
sites, Fans & Company, which is visited monthly by 217,000
people, according to the artist, centers on promotions and

merchandise and features fan contests for a broad range
of events—f{rom the Billboard Latin Music Awards to VIP
seats for a Mav 27 show at the Nokia Theatre in Los Ange-
les. It also features a nonprofit component with Walk a Mile
in My Shoes, a program that auctions shoes worn by Don
Omar to raise money to be distributed to “shoeless chil-
dren around the globe,” according to the charity's website.

Parallel to Fans & Company is OrfanatoMusic.com, which
is devoted solely to artist information, music and videos and
links to Fans & Company for promotions and sales.

The final touch, Don Omar says, was Redlink Radio,
“s0 people could not only read about new artists, but
also listen to them.” The station launched Dec. 23 and
has been visited by 500,000 fans in the ensuing four
months, according to Don Omar,

All told, he says, the potential lies in the ability to lit-
erally directly reach millions of consumers at the same
time, Joining all his online properties together, Don
Omar savs, makes no sense because in the end, “they
all have a different purpose.” After all, his global, on
line station alone has more listeners and potential than
many top-rated Latin music stations in the United States.

“When | can show with hard numbers that mv project
really works and can be the best promotional vehicle for
any product or company, I'm going to really be a mil
lionaire,” he says with a laugh,. .o

NATTI NATASHA, an
artist on Don Omar’'s
Orfanato Music Group
label, appears on his
single “Dutty Love.”

The Big Synch:
Don Omar

Meets ‘Mad Men’

n marketing a wide
range of products
online linked to his
name, Don Omar is
not alone—the intersection
of commerce and music is
one increasingly mined
by Latin acts, particularly
those in the urban realm.
Visit the site of Puerto
Rican star Daddy Yankee
{(DaddyYankee.com)
and you’ll find an even
more sophisticated and
extensive line of products,
from Daddy Yankee signa-
ture edition Azad watches
and Prestige headphones,
which retail for $149 on-
line, to his cologne and Zumba founder
women's perfume. Daddy BETO PEREZ
Yankee also sells ad space

on his site, capitalizing on the traffic he generates.

Don Omar has now added an additional layer: His
new album, MTOZ2, includes tracks penned specifically
for commercial campaigns, much like Pitbull did with
“Give Me Everything” (which touts Kodak and was used
in a Kodak commercial) and "Vida 23" (written for a Dr
Pepper campaign). MTO2 features the upcoming sin-
gles “Hasta Que Salga el Sol,” commissioned by Mexi-
can beer company Sol, and "Zumba,” penned for the
aerobic dance company.

“Hasta Que Salga el Sol” officially hits radio on May
1 but was originally used in the first guarter as part of
a campaign tied to the Veracruz Carnival, which Sol
sponsors. Despite the popularity of the track, which
generated more than 7.5 million views on YouTube, it
hasn't been available for sale until now, with the release
of the album.

A more comprehensive campaign is being built
around “Zumba,” since the company’s exercise pro-
gram is built on dance moves that match perfectly with
Don Omar's music. Zumba already has a broad music
platform where it sends songs to its thousands of in-
structors in more than 120 countries through its Zumba
Instructor Network.

“They act like DJs,” Zumba PR director Allison Rob-
bins says. "The idea is that Beto [Perez]—the creator of
Zumba—creates special choreography for that song.
We send that video out via our forums—online, social
networking, things like that. The instructors get it, play
it in their classes and it reaches 12 million Zumba con-
sumers. It's like our own radio network."”

Pitbull and Wyclef Jean have both created songs
for Zumba. In this case, Robbins says, Don Omar wrote
the song and owns the rights (his publishing is signed
with EMI} and Zumba licenses the track from Universal,
which owns the master. Zumba, in turn, will promote the
song through its digital networks, including a Facebook
page with more than 4 million likes and e-blasts sent to
2 million-plus Zumba subscribers. It will also produce
a music video for the song, featuring Don Omar and
Perez, who'll choreograph the track.

“Music is the core of our brand,” Robbins says. "So it
behooves us to work with artists. By doing this partner-
ship not only are we showing the music industry how
we can make a mark but we're also bringing really fun,
new music to our instructors.” —LC
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The spectacular rise of MICHEL TELO'’S “Ai Se Eu Te
Pego” is just the latest example of the power of soccer tie-
ins to kick-start a global music marketing campaign

STORY BY JTUDY CANTOR-NAVAS +

ILLUSTRATION BY DANIEL HERTZBERG

MICHEL TELO HAS BEEN A POPULAR SINGER in his native Brazil
for years. The former frontman of Grupo Tradiclio, Teld broke out as a solo act
after leaving the band in 2008, gaining a following at radio in his home country
tor his brand of rootsy pop. Then, suddenly, he scored a huge international hit,

Since its release last fall, Telé’s breezy come-on “Ai Se Eu Te Pego” (Oh If
| Catch You) has become a “Macarena™like phenomenen pushed to the front
of the world stage by international soccer stars who have taken to performing
the song's simple suggestive dance in post-goal celebrations. Videos of players
like Cristiano Ronaldo of Real Madrid and Neymar of Brazilian club Santos

acting out the dance, set to the song, have captivated YouTube audiences and racked up millions of
views. The official video of the song, meanwhile, has registered nearly 300 million views. Today,
the clip for “Ai Se Eu Te Pego” is among the 15 mostviewed videos in YouTube’s history. The of-
ficial video for Shakira's 2010 FIFA World Cup South Africa theme “Waka Waka (This Time for
Africa)” is YouTube’s third-most-watched clip.

Riding this wave, “Ai Se Eu Te Pego” has reached No. 1 on iTunes in 23 countries, according
to Teld's label, Som Livre, and broken records in Germany, where earlier this month it became
the first single to sell more than 600,000 downleads, according to chart compiler Media Control.
18 |
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It recently became the first Portuguese song to hit No. 1 on Billboard’s Hot Latin Songs chart,
where it reigns for a third consecutive week. The song has seld 2.3 million downleads, according
to Som Livre, with 87,000 of those in the United States, according to Nielsen SoundScan. Tel6 has
recorded English and Spanish versions of the song, and Pitbull recorded a remix for Sony U.S. Latin,

"I was luclky because lots of players liked my music,” Telo, 31, writes in an email just weeks be-
fore he's scheduled to appear at the Billboard Latin Music Awards (April 26). “1 think they like it
because 1t 1s uplitting and the lyrics tallk about cool themes, like nights out and Hirting, It s per-
fect music to celebrate the triumph.”

A self-described soccer addict, Teld now counts some of the best Brazilian plavers including
Neymar and Marcelo Vieira, who plays for Real Madrid, as friends. “Ai Se Eu Te Pego” is a spec-
tacular example of how soccer can, in the age of social media, take music to a global audience.

“There is a collective emotional consciousness around football that is phenomenal," says pro-
ducer Sol Guy, manager of AlcM/Octone Records artist K'naan, whose “Wavin' Flag” was met with
a massive response after Coca-Cola chose it for its 2010 FIFA World Cup South Africa campaign.

Recorded in almost 30 multilingual versions by K'maan together with international artists in
collaboration with the brand, “Wavin' Flag” went to No. 1 in 18 countries, topped Billboard’s Euro-
pean songs chart and, in various versions, sold 750,000 downloads in the United States, according
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to SoundScan. The Somalia-born MC and
singerfsongwriter toured 83 countries on
the Coke-sponsored World Cup trophy tour
in 2010. "1t was a massive artist development meowve,"” Guy says.

“The fact that people really adopted that song and made it about
personal celebration and made it a football chantin the stadiums
was a really amazing thing,” says Joe Belliotti, director of global
entertainment marketing for Coca-Cola.

Gypsy-punk band Gogol Bordello’s song “Let’s Get Crazy” is
Coke's latest soccer anthem. The track, with an ideal stadium-
frenzy chorus of “Let's get, let's get, let’s get crazy,” is featured
in a new spot tied to the 2012 Euro Cup tournament.

“Even though millions of Americans do follow soccer, the rest
of the nation has no clue just how huge—and we're talking life-
style huge—soccer is around the world,” Electronic Arts world-
wide executive of music Steve Schnur says. EA's “FIFA 12" the
latest installment of its FIFA Soccer franchise, recently became
the biggest game launch in the history of sports videogames
when it sold more than 10 million units worldwide in the first
four months of its release last September, 3.7 million of those
in the first week, according to EA.

The game’s soundtrack includes songs by 39 acts ranging from
TV on the Radio, the Strokes and Foster the People to Australian
indie band All Mankind, Swedish electro outfit Little Dragon

and Chile’s D] Raff, continuing the franchise’s long history of

pushing music around the world. IK'naan was first included on
the soundtrack in 2005.

“These soundtracks take the globalization of new music and
new artists to a whole new level,” says Schnur, who calls the
FIFA franchise “the premier showcase for international artists
in the world today.”

For Tomas Cookman, pregident of Los Angeles-based Nacio-
nal Records, hame to D] Raff, the soundtracks are kev for get-
ting music by emerging acts to an otherwise unimaginably di-
verse audience. As an example, Cookman cites a “FIFA 117 clip
ot “Sampleame” by Barcelona electronic duo the Pinker Tones,
which has 232,000 views, compared with 2,100 views for the
song's official video.

“It is absolutely incredible how many singles we've sold through
having our songs on FIFA games,” says Cookman, whose Latin
alternative artists are a fixture of the franchise. It helps give the
album a new life.”

Cookman first experienced the game-changing power of soc
cer in the "80s, when fans in Buenos Aires adopted *Yo No Me
Sentaria En Tu Mesa” by Los Fabulosos Cadillacs, whom he man-
aged at the ime, as a stadium chant. Another song by the band,
“Matador,” remains one of the most popular Spanish-language
soccer anthems, That exposure brought the group’s career to a
new level, But it was nothing like what can happen today, thanks
to YouTube.

“In the past the songs never got out of the environment of

the match,” says Marcelo Soares, president of Som Livre, the
recording arm of Brazil's powerful Globe media conglomerate.
The label is distributed by Sony U.S. Latin in the United States.
"What's going on now is that the players are singing and danc
ing to songs. The soccer plavers tend to know the songs because
they are friends with the artists, and that connection between

players and musicians is very strong.”

| Teld’s song
a viral. Inset:

es like "FIFA

The promotional power created by the coupling of football

and music stars has been taken to the extreme by Shakira, who,
following her World Cup victory with “Waka Waka (This Time
for Africa)” (peaking at No. 38 on the Billboard Hot 100 and sell-
ing 1.4 million U.S. downloads, according to SoundScan), her
boviriend Gerard Pigue and other FC Barcelona plavers onstage
at a concert after the team’s European Championship win last
surnmer, raising her profile in Europe through association with
the champions,

“I have no doubt people will start trving to get players to pro-
mote their songs,” says Soares, who says the "Ai Se Eu Te Pego”
phenomenon surprised the label. “But [ don’t think it can work
from a marketing plan. These things are self-generated. In this
scenario today, the artists themselves, and the managers, have
more leverage than their labels.”

Recent Pepsi campaigns have focused on aligning the stars of
soccer and music. A current billboard and radic campaign in Los
Angeles features three-time FIFA world player of the year Lionel
Messi and 3Ball MTY, the regional Mexican D] outfit whose first
single, “Inténtalo,” was also used as the main halftime song for

l.."'
]

last yvear's Mexican Soccer League final,

“3Ball MTY's music has a lot to do with the soccer,” Universal
Music Latin Entertarnment president Victor Gonzalez savs. “Sales
normally experience good results when we tie songs with sports.
We expect to have more of that with 3Ball MTY."

The song (featuring El Bebeto and America Sierra) rose to
No. 1 on Billboard’s Hot Latin Songs chart on March 10 and this
weelk sits at No. 3, just two notches below "Ai Se Eu Te Pego.”

“We're going after both passion peints,” PepsiCo senior di-
rector of cultural branding Javier Farfan says. He duqrril}cﬁ. the
company's U.S. Hispanic strategy as “football and music.”

With the 2014 FIFA World Cup Brazil approaching, the rush
to create the next great soccer song has begun. And with the 2016
Summer Olympics in Rio de Janeiro, the world can expect a wave
of Brazilian music to hit like no other time since the bossa nova
invasion of the 1960s.

“When you look at how vou use music with the World Cup or
the Olympics, inspiration comes from the host market, so Brazil
15 a very exciting opportunity,” Coke’s Belliotti says.

“Pretty much every artist, every label 1s looking for an opportu-
nity to have the theme songs or be the main featured artist for the
2014 World Cup| opening ceremony,” Som Livre's Soares adds.

Advertising and marketing agency WPP has already prepared
to exploit sports marketing opportunities in Brazil by teaming
with famed Brazilian player Ronaldo, who is now retired. To-
gether, they've created 9ine, a company (named for Ronaldo’s
jersey number) with the mission to help brands “exploit the great
marketing opportunities surrounding sports in Brazil.” 9ine also
has a management arm, working with both soccer players and
musical artists.

Despite his own success, Teld cautions that not just any song
can get play from the beautiful game. “1 recommend to people
to never force a situation,” he says when aslked for the secret to
achieving success like his,

K'maan’s manager Guy agrees. "It's music first,” he says, “We
had a great tune and a great campaign, and we had success. If
we didn't have a great song as successful as it was it could have
been just as detrimental [to K'naan's career].”

Guy predicts that the lasting impact of K'naan's turn as "the
World Cup guy” is to be seen when his new album Country, God,
or the Girl arrives May 1 on A&M/Octone, The album features
Willi.am, Nelly Furtado, Keith Richards and Bono. “The true suc-
cess of the [Colee] campaign will be revealed in the next 18 months
as we prepare to release this new record around the world.”

Meanwhile, the lasting impact of “Ai Se Eu Te Pego” on Teld's
carger remains to be seen, The 2014 World Cup could help keep
him in the spotlight as the song is being kicked around as a pos-
sible theme—an idea that has been getting a lot of support from
YouTube fans—but Teld 1sn’t so sure. “That song will be [wo| old
to be the hit of the next World Cup,” he says. .

The video for MICHEL
T.I'f{} S “AiSe EU Te Pego"
Is among the most-viewed

bs on YouTube.
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Dream pop duo Beach House has
oTOWN over six years into one of indie
rock’s most reliable acts. But with the
release of fourth album “Bloom.” the
question is: How big is it ready to get?

BY JASON LIPSHUTZ




LIZ FLYNTZ

EACH HOUSE'S VICTORIA Legrand and Alex
Scally relax on a couch in the lounge of the
Tribeca Hotel in New York, sipping cocktails
and reminiscing about their misadventures as
teenage record store geeks. Scally describes how
he and his buddies would head to the Sound Gar-
den record store on Thames Street in Baltimore,
wasting hours flipping through $1 used CDs,
Legrand actually had to commute to her geek
shrine, taking a train from just west of Phila-
delphia to tiny Repo Records in Bryn Mawr, Pa.

“Kids these days,” Legrand says with a smile,
“they find things on the Internet. They don't
gel that joy of falling over something by acci-
dent . . . something that the too-cool-for-schoal
lid at the record store would be like, *You gotta
check that out!™

They don't act like it, but Legrand, 30, and
Scally, 29, are those cool kids—eloquent, attrac-
tive, impeccably dressed and intensely passionate about their craft.
Their dream pop—which has worked the neat trick of getting
more dreamy and more pop the last six years—has been cham-
pioned fiercely from the start by in-the-know indie cognoscenti.
The pair recorded Beach House's 2006 self-titled debut for barely
51,000, with Legrand on vocals and organ and Scally on guitar
and keys, but the blogosphere adopted the effort and helped it
move 24,000 copies through tiny Washington, D.C.-based imprint
Carpark Records, according to Nielsen SoundScan.

The duo's growth has been steady—49,000 units of second
album Devotion (2008), followed by 137,000 of its third (and first
for Sub Pop), Teen Dream (2010}, according to SoundScan. The
hushed, reverb-heavy tracks of Bloom {out May 15 on Sub Pop)
are the group’s most polished to date, and 2012 could prove to be
its breakout year. Bloom will be available at major retailers and
heard by live audiences of up to 5,000 when Beach House begins
a yearlong stint of on-and-oft touring.

But any growth will be organic, and on the duo’s own terms.
Beach House has dismissed multiple licensing opportunities and
spends more time desigming glow-in-the-dark vinyl releases than
worrying about writing a crossover single. Asked if he wants the
band to become the next Arcade Fire or Bon Iver—indie heroes
who've landed on the mainstream radar—Scally doesn't hesitate
to thinlk it over: “Absolutely not.”

"What's special is the way that they've operated on never try-
ing to sell themselves out too much,” says manager Jason Foster,
who's worked with the duo since 2009. “A lot of fans really hold
onto that—like this is their band—and we're very careful not to
ruin that relationship with them.”

Beach House had already been writing Teen Dream before ink-
ing a deal with Sub Pap in September 2009, so the release of its
most accessible album wasn't exactly precipitated by the move
to a bigger platform, but certainly the music was there to take
advantage of it. The album cycle included Beach House's first
TV spots on “Late Night With Jimmy Fallon” and “Conan”; a live
session for Daytrotter; and nearly 18 months on the road, with
stops at Coachella, Sasquatch! and Austin City Limits, as well as
an opening slot on Vampire Weekend's fall 2010 tour. “We saw
rore facility,” Legrand says of the Sub Pop deal. "We don't want
anyone telling us what to do, and Sub Pop is totally fine with that."

Legrand and Scally conceptualized Bloom on tour before re-
cording with Teen Dream producer Chris Coady at Sonic Ranch
Studios in Tornillo, Texas, and mixing at New York’s Electric
Lady Studios. Bursting with dew-dappled guitar patterns and
crisp, haunting vocals, Bloom was created in about nine weeks.
The process utilized Sub Pop's resources to create Beach House's
most expansive-sounding effort yet.

“1t’s not like they have a million-dollar budget or anything like
that—it’s just making the small improvements that make such a
world of differences,” Sub Pop A&R representative Susan Busch
savs. “Those first two records were made on such a huge dream
that they weren't able to break through onto that next level of re-
cording. It's truly a matter of tens of thousands of dollars, and it
males so much of a difference.”

On March 7, Beach House previewed Bloom by unveiling its

ALBUM TITLE Bloom
LABEL Sub Pop
RELEASE DATE May 15
MANAGEMENT .lason Foster,
We Are Free
PRODUCER Chris Coady

STUDIOS Sonie Ranch Studios,
. Tornillo, Texas:

Electric L;-ul_\,-' Studios. New York
PUBLISHING Chrysalis Music
PUBLICITY Frank Nieto, Sub Pop
BOOKING Trey Many. Billions Corp.
ATTORNEY Paul Sommersiein
SITE BeachHouseBaltimore.com
TWEETS (@ Beaccchlloussse

tirst single, the sprawling “Myth.” The song has since sold 5,000
downloads, according to SoundScan. The duo's best-selling track
remains the Teen Dream standout “10 Mile Stereo,” which was
featured in a 2010 TV ad for Guinness and has sold 40,000 down-
loads. The ad, a cinematic clip in which darlk, rolling clouds par-
allel Guinness’ dark beer, remains one of Beach House's few
synchs, and Legrand says of the commercial, “We were adamant
about it s<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>