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BY ED CHRISTMAN

Grey s The New Black

Black Friday music sales at major retailers dipped. But there were bright spots, including Target and
Amazon, vinyl’s ongoing revival and the positive impact of Record Store Day

lack Friday ain't what
it used to be.

U.S. music sales
last weelt were flat when com
pared with the same time
frame last year, according to
retailers who spoke with Bill-
board. But some merchants
appear to have enjoyed ban-
ner sales.

According to sources, Targe
and Amazon rocked sales last
weelk, ]‘J:Lrli{'ui:u'l}- dllr'inl__ll the
Black Friday weelkend, and indie
merchants are reporting strong
numbers too, thanks to exclu-
sive Record Store Day releases.

However, the trend by major
chains to open on Thanksgiv-
ing Day diluted Black Friday's
sales punch, some retailers say.

“There is no such thing as
Black Friday anvmore,” one
rmusic retailer says. * | am now
calling it ‘Grey Friday.”

That merchant says that
overall traffic was down on Fri-
day, probably because so many
peaple were out shopping on
Ianksgiving.

Label sales executives re-
port that the Target chain had
a great holiday weekend, but
music sales weren't so good at
Walmart and Best Buy.

“1t sounds like Targed
showed everybody up,” a major
label head of sales says. “Dur-
ing the holiday, they schooled
the other accounts in how to
promote music.”

For Black Friday, both Target
and Walmart featured $5 titles
fram Kelly Clarkson, Jason Al-
dean and Usher, among others.

In a sign of music’s waning
importance with some retail-
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ers, Best Buy's Black Friday cir-
cular for the first ime didn't
feature anv music titles.
According to Nielsen Sound
Scan, album sales were down
0.4% for the week ended Nov.
25, Within that figure, digital
album sales were up 12.3%6, but
that's below the 14.9% growth
the format has posted so far
this year. On the other hand,
digital track sales were up 9.1%
for the week, when compared
with sales for the correspond-
ing week in the prior year,
Meanwhile, the “Grey Fri
dav” merchant reports that
at his company, the weeckend

%6 on a compa-

sales were off 2
rable-store basis.

Newtown, Mass.-based Mike
Dreese reports that the 28-unit
Newbury Comics chain had an
8% comparable-store increase
in sales for Black Friday but
that was driven mainly by
fashion, while music sales are
declining. He savs his online
store's CD sales dramatically
decreased, and DVD sales are
ol worse than CDs.

“The 11g 1s up—music sales
can only fall to zero while fash-
ion sales were up about 40%
and can onlv keep growing,”
Dreese says. “[Physical| media
sales will suck nex! vear when
all the people who get iPads
and tablets for Christmas
start getting their entertain-
ment from those gifts. [Pads
and tablets will eat into physi-
cal sales next year.” The chain's
only good music news was its
vinyl sales, which were up
about 30% for the week.

The Record Store Day coali
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One merchant says overall tre

opening an

ol | hankKsgiving

tion was supported on Back to
Black Friday to the tune of 90
releases, mainly vinyl, includ-
ing 7-inch titles from Captain
Beetheart & His Magic Band
and David Bowie; albums
from Joan Jett, Joe Strum-
mer and Mogwai; and EPs
from the Rolling Stones and
Norah Jones.

The hottest items, according
to Michael Kurtz, who heads
up the Department of Record
Stores (formerly known as the
Music Monitor Network), were
singles from the White Stripes
and a Lumineers EP. He says
that on average sales at indie
stores reporting to Record Store
Day were up at least 10% on a
comparable-store basis, That's

on top of last year when Back to

Black Friday took off and pro- blz MOBILE: For 24/7 news an

duced a 50% increase in sales

-1

at some merchants.

Online CD sales also were
up 2% in a week when over-
all CD sales were down 5%,
according to SoundScan,
apparently led by Amazon,
which was more aggressive
than usual, In addition to its
usual array of low prices, the
retailer featured rotating titles
that were on sale for three-
to five-hour periods from
Thanksgiving Day through
Cyber Monday.

"Amazon was the best-
prepared retailer I have ever
seen for Black Friday week
end,” a veteran label sales exec
says. “They had gsomething

going all the time.”

iTc was down on Black Frigday, possibly due 1o
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ing a good time over the holi-
days,” says Super D VP of retail
sales Tim Hinsley, who moni-
tors the wholesaler's online
stores and its fulfillment for
other online CD retailers.

Consequently, he says that
Super D tried to avoid the H-
tles that Amazon was pushing
and pick niche titles to push
to its customers.

Cyber Monday was bigger
than Black Friday, but if one
counts the “leakage” from
Thanksgiving Day, then the
latter was the bigger sales day,
according to Hinsley. “"Orders
started piling in at about 7 p.m
on Thanksgiving,” he says,

“and didn’t stop until about 1

"Amazon was out there hav-  in the morning.” .0
U S d analysis &n your callphane or
mabile device go to! mobile.billboard.biz
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>>2>APPLE
RELEASES

ITUNES 11

With just a day to spare
before its second dead-
line, Apple released the
newest version of iTunes
on Nov. 29, one that
gives users the ability to
stream their entertain-
ment from the Internet
through iCloud. The
release came after the
technology giant in Octo-
ber announced it would
delay its iTunes 11 launch
by a month in order to
“get it right."” Other new
or updated elements
include a new “edge-to-
edge” design for iTunes
that's meant to take bet-
ter advantage of screen
space, an "up next"
display to make it easier
for users to see which
songs are playing next, a
smaller player that takes
up less screen space and
improved search.

>>>EMI
PUBLISHING
CATALOG DOWN
TO FOUR SUITORS
With one bid still out-
standing, the auction to
sell off a portion of EMI's
publishing catalog is now
down to four suitors. Ac-
cording to sources, those
still in contention to buy
the portfolio of songs

are BMG Rights Manage-
ment, France’s Because
Music and a joint bid from
Kobalt Music Group and
G2 Investment Group.
Warner Music Group is
expected to turn in its
second-round bid by

the end of the week. The
publishing assets have a
net publisher’s share of
$12.5 million, sources say.

>2>>WHO TO PLAY,
CASH HONORED
AT GRAMMY NOMS
CONCERT

The Who, Hunter Hayes,
the Band Perry and Di-
erks Bentley have been
added to the lineup for
the Grammy Award nomi-
nations concert taking
place Dec. 5 in Nashville.
The Band Perry and Bent-
ley will perform a special
tribute to the late Johnny
Cash. They join previ-
ously announced per-
formers Luke Bryan, fun.,
Maroon 5 and Ne-Yo.

Reporting by Ed
Christman, Alex Pham
and Billboard staff.
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A&R BY GARY TRUST

Incon-sequential?

Why an album’s track order still matters in an age of digital consumption for artists, A&R execs and streaming companies

he sequencing of tracks on
an album may have long
been subject to artists’ cre-

ative muses in the hevday of vinyl
and CDs, but, according to A&R
and streaming services decision-
makers, song order can still have
far-reaching impact on acts’, and
labels’, bottom lines.

As digital music becomes the pri-
mary avenue by which many fans dis-
cover, sample, engage and share an
album, label executives are paving
closer attention to whether the track
order of an album has grown or di-
minished in importance outside of the
physical format,

In particular with subscription ser-
vices like Spotify or Rhapsody, which
pay labels on an agreed per-play basis,
there has been interest to see if the
order of tracks could have a signifi-
cant enough effect on pavouts made.,

Throughout the rock era, an
album’s track order has often been
based on what has caught an artist's
fancy, shaped by such elements as feel
and flow. “1 never like to put two happy
songs in a row or two of the same kind
of sadness in a row,” Taylor Swift told
Billboard, referring to how she decided
the order of cuts on her recent Bill-
board 200 chart-topper, Red. "It's just
about establishing [a sequence that]
sounds like that's the order of things,
It's a gut-feeling thing.”

In other cases, it's even simpler;
Billy Joel reportedly set the sequence
for his 1993 Billboard 200 Na. 1
River of Dreams based on the order
in which he wrote each song (with
“Famous Last Words" serving as a
logical closer for the album).

The Oct. 13 On-Demand Songs
chart served, however, as a stark ex-
ample that artists and labels may
want to revisit the importance of
songs' spots on albums. That week,
as Mumiord & Sons' sophomore set,
Babel, debuted atop the Billboard 200
(with 600,000 copies sold, according to
Nielsen SoundScan), 11 of the 12 cuts
on its standard edition roared onto On-
Demand Songs, More noticeably, the
order of the songs on the album almost
mirrors that in which they bowed on
the subscription streaming tally that
week. Lead single “1 Will Wait” started
at No. 15, followed by the title cut at
No, 16 and “Whispers in the Dark” at
No. 21. The tracks are the third, first
and second on the set, respectively.

The album’s next four titles—
"Holland Road,” “Ghosts That We
Knew,” "Lover of the Light" and
“Lovers' Eyes"—entered On-Demand

“In general, we advise our bands not to bury their
singles and most commercial tracks toward the end
of an album. Start out with your hit. In other words,

don’t be too smart for the room. Captivate people

quickly. Then, they can dive into the rest of the record.”

—DANIEL GLASS, GLASSNOTE RECORDS

Songs at Nos. 24, 28, 32 and 35, re-
spectively, with tracks nine through
12 arviving also almost identically to
their album placement. [Closer "Not
With Haste" just missed the survey
that weelk, although it debuted in the
following frame at No. 41.)

Such data suggests that the car-
lier a song appears on an album,
the more likely a listener is to
stream it. At the same time, a music
consurmer’s attention span may be even
shorter than any artist wants to believe,
"Everyone's doing 20 different things
at ance: listening to music, watching
TV, and probably while on their 1Pad,”
Rdio content marketing manager Kelli
Fannon says. “When it comes to tak-

ing an hour to listen toan album in its
entirety, | have all the best intentions
in the world myself. But, ultimately, 1
can only get through the first three or
tour songs before the phone rings, or
someone asks me a question, or [ have
a meeting | have to run to. . . Then,
[ really do want to go back and hear
that album, so 'l start back over at the
first track. It may take me three or four
times before [ get all the way through.”
Very possibly, too, for equally
time-crunched Rdio subscribers,
Warner Bros. executive VP of
A&R Jetf Fenster echoes that long
beftore a listener faces such time
constraints, acts hoping to get
signed would do well to realize that

they have only so long to make a
memorable first impression with
label leaders whom they hope to
impress. "If | get a demo and the
act has got great songs at Nos. 6and
7 on if, there’s a very good chance
that I will never hear those,"” he says.

Ultimately, Fenster says, while
an album’s song sequence 1s key, it
doesn’t trump the most important
factor toward an artist attaining suc
cess: quality. “1f something's intrigu-
ing, then 1 might listen to 13 sonps.
A lot of it is just, ‘Does this make
me want lo listen to more or not?""

A set's sequence likely isn't the sole
driver of how fans consume albums.
Just because the title track is the lead
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cut on Babel doesn't necessarily mean
that's the only reason that it debuted so
high on On-Demand Songs, according
to Glassnote founder/president Daniel
Glass. “*Babel’ was the one song that
fans had never heard Mumford & Sons
play live before. Their other new songs
were plaved in some shape or form
over their past two years of touring,
That's mv theory as to why it did so
well. It truly was a brand-new song.”

Still, Glass agrees that it pays to
place a hit or potential single early
on an album, a practice that, he says,
has roots in in-store play in trying to
nudge shoppers toward the counter
as quickly as possible.

“In general, we advise our bands
not to bury their singles and most
commercial tracks toward the end
of an album,” he says. “1 heard Paul
Simon speak once to an audience of
producers and songwriters. He said,
‘Start out with your hit,’”” Glass re-
calls. "In other words, don't be too
smart for the room. Captivate people
quickly. Then, they can dive into the
rest of the record and find out more
nuances and subtleties as they go.”

Thenagain, Joel's No. 3-peaking
Billboard Hot 100 hit “The River of
Dreams” and Swift's “We Are Never
Ever Getting Back Together,” her first
Hot 100 No. 1, appear eighth on River
of Dreams and Red, respectively. Of
course, both acts were clearly estab-
lished at the time of each release, sug-
gesting that stacking singles early on
a set may be more vital to newer acts
seeking to establish themselves.

The best lesson to take from studying
albums’ track sequences may be that
even in an era of streaming, in which
listener behavior seemingly reflects a
tendency to sample only portions of
releases, the album format appears to
have a bright future. According to the
Oct. 13 On-Demand Songs chart, the
11 cuts that debuted from Babel each
totaled robust sums of between 555,000
and 330,000 on-demand streams, ac
cording to Nielsen BDS. “The fairly
even distribution of listens across all
the tracks on that record means that
people are enjoying that music as a co-
hesive collection,” says Ken Parks, U.S--
based chief content officer/managing
director at Spotify.

“For artists that tell a story with
an album, with an intre, a pacing, a
mood that's set and a narrative that’s
being told, that's great news,” Parks
says. “They can still make that music
available as they intend to tell that
story and still expect that people are
going to listen to it.”

www.billboard.biz | 7



Let’'s Hear It ForThe Girls

A strong female showing at the Latin Grammys belies an indifferent
chart performance in recent years. A variety of styles is key

For nearly three years, women have been
conspicuously absent from Billboard’s
Latin music charts.

Since the beginning of 2010, only
six titles by female acts
have hit No. 1 or No. 2
on the Top Latin Albums
chart. So far this year,

Latin
Notas

of the year, and Carla Morrison, who
won best alternative album, highlight
adifferent kind of female Latin act: one
who is more down to earth, less glam-
orous and easier to re-
late to in terms of looks
and lyrics, These are the
kinds of acts who are be-

only two have done so:

Ednita Nazario and the

late Selena.
Radio-wise, things

LEILA
COBO

were only slightly bet-

ter. Since the beginning

of the vear, only three fe-

male soloists—Gloria Estefan, Pau-
lina Rubio and, last month, Leslie
Grace—have topped the Latin Airplay
chart, each for only a week. Even if one
adds wornen as featured acts—Amer-
ica Sierra with 3BallMTY, Natti Na-
tasha with Don Omar and Jennifer
Lopez with Wisin & Yandel—out of
47 chart weeks, women have occupied
only eight at No. 1.

However, the recent Latin Grammy
Award wins by sibling duo Jesse &
Joy (Joy, the sister, is the lead voice),
who took home best contemporary
pop vocal album and record and song

For 24/7 Latin news and analysis,

. see billboard.biz/latin.

ginning to gain traction
on the charts and which
may appeal to a young,
fermale buyer.

“Girls really have to re-
late to the lyrics. They have
to relate to [the singer|,”
says Sony Music Latin managing direc-
tor Nir Seroussi, whose roster includes
veteran chanteuse Nazario, Shakira and
younger acts lile pop singer/songwriter
Kany Garcia, alsc a Latin Grammy
nominee. “As an industry, pop
music in the Latin world S
really came from fabricat- (.S ;
ing artists, That moment’s '
passed. Today, everything
has to be credible.”

Joy, Morrison
and Garcia al]
embody such
credibility. Jov,
averse to makeup, still
does her own hair and re-
sembles a cute, wholesome

high school student when she plays
her guitar. Like Joy, Garcia has never
pranced onstage in sexy outfits, In-
stead, she revels in well-crafted music
and lyrics that follow the singer/song-
writer tradition. Morrison 18 even less
traditional for a Latin act. Full-figured
and tattooed, her single “Eres Tu" (It's
You) is a beautiful love song about a

CARLA MORRISON is part £ |
of a new breed of female :
Latin pop artists.

gay male couple on their wedding day.

“In the beginning [ was told Car:
la's songs were too sad and she didn't
have the looks’ to make it,” says Gil
Gastelum, who signed Morrison to
his indie label Cosmica Records and
found an avid audience for her. "Go
to a testival such as Vive Latino and
see the thousands and thousands
of people that make up Carla’s au-
dience—they're the very same that
watch the telenovelas, the variety
and musical shows—but they're re-
lating to someone who looks, thinks
and hurts like them.”

The most overtly commercial of
this new crop of female acts is Les-
lie Grace, a young Christian singer
who began singing bachata at the
suggestion of her producer Ser-
gio George, who signed her. But
as much as Grace's style was care-
g fully mapped out, her whole-
)| some, girl-next-door persona
was not.

“A key is the audi-
g cnce can't feel threat.
ened,” Seroussi says,
“If you take your boy-
friend to the show,
there has to be a
‘this girl is cool’
factor.” .o

Latin Biz Honors Songwriters

Industry luminaries throw weight behind Hall of Fame initiative

Desmond Child has written and pro-
duced music for some of the industry’s
most recognized acts from Aerosmith
to Ricky Martin. But forming the Latin
Songwriters Hall of Fame {(LSHOF)
may be his biggest creation.

Along with producer/songwriter
Rudy Perez, the president of the newly
formed nonprofit, Child will serve as
chairman/CEO of the organization
that serves to recognize veteran Latin
songwriters while helping usherina
new generation of music scribes.

Much in the way the Recording
Academy helped launch the Latin
Recording Academy, Child and Perez
have been spreading the word about
their vision and bringing onboard
such volunteers as music mogul
Emilio Estefan Jr., Academy Award-
winning composer/ASCAP chairman/
president Paul Williams and ASCAP
CEOQ John LoFrumento. (Billboard
publisher Tommy Page and Leila
Cobo, executive director of content
and programming for Latin music and
entertainment, are also on the board.)

"Rudy and | wondered why there
wasn't an international organization

8 BILLEOARD |

honoring Latin songwriters," Child
says. “It didn't exist in the world until
this moment. It is our mission to cel-
ebrate Latin songwriters throughout
the world in every genre of music.”

Dozens of volunteers in recent
months have been meet-
ing in Miami to prepare a
significant 2013 launch
that will include partner-
ing with the Billboard
Latin Music Conference
in April.

On Dec. 4, 24 nomi-
nees will be announced
during a press conference
at the Bacardi Building in
Miami. On Jan. 28, five inductees will
be named along with other award cat-
egories, and on April 23 a ceremony
will be held to honor the inductees.
Organizers are seeking a Spanish-
language network to air the event.

Additionally, the LSHOF executive
board is looking to establish an in-
teractive museum in Miami similar to
the Grammy Museum in Los Angeles,
which offers special programs and
showcases to the general public.

CHILD
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Linda Moran, president/CEO
of the Songwriters Hall of Fame
(SHOF) founded in 1969, says the
biggest hurdle for the new organiza-
tion will be sustaining the momen-
tum throughout the year in light of
tight budgets, while cre-
ating programming and
a yearly fund-raising
gala. While the LSHOF
mirrors its sister group,
they operate indepen-
dently of each other.

“It takes a long time
to establish an organiza-
tion,” Moran says. "But
Latinos should be proud
and should support this. It's not about
the ego or a vanity thing. It's very
commendable that Desmond and ev-
eryone involved is stepping up.”

Maoran believes that it's a matter
of time before the LSHOF begins to
grow and move forward with partner-
ships, sponsors and contributions that
will help it expand.

“It's going to be hard,” Moran
adds. “But there is room for this in
the marketplace. First, they've got
to prove that they're legitimate and
credible. A good board can help
make that happen.”

ASCAP senior VP Karen Sherry
agrees. As a member of both organi-
zations, the music veteran says she'’s
providing guidance to the LSHOF
because she believes in the mission.
“Conversations about establishing
this organization have been In gesta-
tion for about five years,” she says. "A
lot of us feel strongly that the Latin
market is important and we've talked
about it long enough.”

Child says that even though the
organization is launching during
a weak economy, it's still the right
time to move forward. “We're mov-
ing and moving fast,” says Child, a
2008 SHOF inductee. “Inthe end you
can't live without air, water, food and
music. We're confident we'll get bet-
ter each year.™ —Justino Aguila

EN ESPANOL: All the great Latin music coverage you've come to expect
1 from Billboard—in Spanish. Go to billboardenespanol.com.

TERRATOSTREAM
SANZ CONCERT
Spanish singer Alejandro
Sanz's Miami concert on Dec.
6 will stream live on Terra.com.
The Universal Music Latin En-
tertainment artist can be seen
in the Terra Live Music con-
cert—presented by American
Family Insurance, Kia, Pepsi
and T-Mobile—on several
platforms. The performance,
at Bamboo in Miami Beach,
will be accessible online and
through mobile devices and
tablets in 19 countries includ-
ing the United States and
Spain. The show is part of an
ongoing series that is also
available on demand.

‘'VICENTE
FERNANDEZ' FILM
OPENS DEC. 7

Seven months after its pre-
miere at the Newport Beach
(Va.) film festival, “The Man
Who Shook the Hand of Vi-
cente Fernandez,” starring
the late Ernest Borgnine in his
last performance, will open in
select theaters on Dec. 7 just
in time for awards season.
The Academy Award-winning
actor, who died in July at 95,
plays retired radio DJ Rex
Page who becomes the hero
at a nursing home after the
Latino staff discovers that he
once met popular Mexican
singer Vicente Fernandez. The
comedy, written and directed
by Elia Petridis, is distributed
by Indican Pictures.

JULIO IGLESIAS, HAITI
PRESIDENT MARTELLY
TEAMFOR CHARITY
Haitian President Michel Mar-
telly will join Julio Iglesias
during a Dec. 28 fund-raising
concert in the Dominican
Republic. The pair will sing
one song in English and one
in Spanish at the event inLa
Romana, the country's third-
largest city. The song titles
will remain unannounced
until the night of the event.
Funds raised from the con-
cert will go to the Rose and
White Foundation, which was
founded by Martelly, a well-
known musician in Haiti, and
his wife, Sofia, to help Haiti’s
poor and disenfranchised.
—Justino Aguila

[EOTTOM: JAZON KEMPIN/GETTY IMALGES
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The Myth Of'The
Penny Pinchers

Galaxie 500’s Damon Krukowski is the latest artist to

bemoan streaming services’ slim payouts—which would

be fair if all the details were right

amon Krukowski, a member of
D indie-rock band Galaxie 500 and

later Damon & Naomi, captured
the industry’s attention this month with
an articulate piece for Pitchfork that dis-
sected Galaxie 500's rovalty statements and
criticized the speculative nature that drives
today’s digital music businesses,

Unfortunately, the article is filled
with errors and questionable logic. Not
only does Krukowski compare apples
and oranges, he expects quite a lot from
a decades-old catalog,

Krukowski’s article targeted Pandora
and Spotify, which both have multibilliem-
dellar valuations in spite of the losses they
arnass each quarter. Pandora is a public
company with a market capitalization of
$1.3 billion. Spotify’s latest round of fund-
raising valued itat $3 billion, a highly spec-
ulative figure for a company yet to prove its
business model can work on a global scale.

Their minute royalties drew as much ire
as the companies' business models. Kru-
kowski wrote that selling one LP equals
312,000 plays on Pandora and 47,680 on
Spotify. He also wrote that selling 1,000
copies of a 7-inch of the Galaxie 500 song
"Tugboat” would earn the band as much as
13 million streams from Spotify. All three
claims are wrong.

Let's use the numbers
given in the article. Kru-
kowski writes that his BMI
rovalty check showed the
three writers of “Tugboat”
received 21 cents for 7,800
plays on Pandora and 51.05
for 5,960 plavs on Spotify.
That works out fo per-stream
royalties of $0.000027 and
$0.000176, respectively,
These are incredibly small numbers, but
they represent one of two copyrights that
gets less revenue for online streaming,

Krukowski focused on the rovalties as-
sociated with the performance of the com-
position (the source of his numbers was the
rovalty check from BMI, one of three per-
forming rights organizations in the United

To match the revenue generated from 13 million streams on Spotify, DAMON
KRUKOWSKI {right) of Galaxie 500 would have to sell 1,000 7-inches of the

band's "Tugboat" for $59.94 each.

States). The other copyright, for the sound
recording, generates much more revenue. A
subscription service like Spotity pavs pub-
lishers the greater of 10.5% of revenue, 21%
of total cost or 18 cents per subscriber. That
amount is inclusive of payments to PROs.
The rest—a much larger amount—goes to
the owner of the sound recording,

Elsewhere in the article, Krukowski
notes the band received $0.004611 per
stream from Spotify. Using
this royalty rate, the correct
streams-for-LPs ratio works
out to 1,822 for Spotify and
7.636 for Pandora. The
numbers are less if mechan-
ical rovalties are deducted
from the 38.40 wholesale
price Krukowski used in
his calculations. (Profit is
another matter. Vinyl is
costly to manufacture and ship. Digital
is more cost-efficient.)

The band would have to sell each 7-inch
for $59.94 to gross the $59,943 it would gener-
ate from 13 million streams on Spotify. Kru-
kowski once again confused Spotify's smaller
songwriter rovalty with the larger rovalty paid
to the owner of the sound recording,

The basic logic behind the article 1s a bit
troubling. Selling 7-inch singles in 1988
and streaming music in 2012 aren’t mutu-
ally exclusive. Galaxie 500 has monetized
the music when originally released—and
since reissued—on physical formats and
continues to monetize it today through
digital formats, too.

Popular songs get high listening vol-
ume. Mumford & Sons’ Babel generated
8 million streams on Spotify alone in its
[irst week of release—equal to 540,000 at
0.5 cents per stream. Babel sold 600,000
units that week, according to Nielsen
SoundScan. In 2012, hit songs were rou-
tinelv streamed 1 million times apiece per
wecek at the services tracked by Nielsen (not
including YouTube).

Galaxie 500 is a respected but under-
ground band whose pealk sales and listen-
ing years are in the past, Its strearming
volume is commensurate with its current
sales volume. Today, the 1988 album thal
contains “Tugheat,” sells a dozen or two
units in the United States in a typical
week, according to SeundScan. On Fire
(1989) does slightly better.

The access-based models of Pandora and
Spotify are on a different timeline than
purchases. A purchase provides a one-time

BITS AND BRIEFS

GOOGLE

MUSIC GOES
PAN-EUROPEAN
Google Music was the first
digital service to reach a
deal with Armonia, a Pan-
European hub created by
collection societies SACEM,
SGAE and SIAE to facilitate
licensing of digital services.
Armonia has the rights for
digital and mobile uses for
more than 5.5 million works
in 31 countries, thus offer-
ing services a less frag-
mented experience. "Music
users all around the world
will be able to access their
songs in a quicker and eas-
ier way,"” SGAE chairman
Anton Reixa said in a state-
ment. “Online and mobile
services are currently the
future of music.”

WIMP DEBUTS
‘FREEMIUM’
SUBSCRIPTION
Aspiro, maker of the WiMP
subscription service, has
introduced in Denmark a
“freemium™ version while
partnering with Politken,
one of the country’s largest
daily newspapers. The new
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edition of WIMP will allow
readers to listen to the ser-
vice while reading a digital
varsion of the newspaper.
Scandinavian newspaper
publisher Schibste is an in-
vestor in Aspiro. Often bun-
dled with cable and Intermnet
service, WiMP has 350,000
subscribers in Norway, Swe-
den, Denmark and, as of
Nov. 6, Poland.

SONY SLASHES
MUSIC UNLIMITED
PRICE

Sony Music Unlimited, So-
ny’s on-demand subscrip-
tion service, will for a lim-
ited time offer consumers
a one-year subscription for
$59.99—5%60 off the cur-
rent yearly price of $120.
PlayStation Plus members
can get a full-year subscrip-
tion for just $12. PlayStation
Plus costs $17.99 for three
months or $49.99 for a year.
Music Unlimited works on
a variety of Sony devices—
PlayStation 3, PlayStation
Vita, Blu-ray players and
Bravia TVs—as well as An-
droid mobile phones and
tablets and on the Web,
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payment. A buyer will never pay a royalty

HDMI port and accesses such apps as Google Music,

YouTube, Spotify and Rhapsody through the Android

operating system.

2 The 4GB version sells for $49.99, while an 8GE edi-
tion costs $79.99. The SmartStick is avallable at Amazon,
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streamed in far greater volume. The per-

gt P 48 17 7 BANDZAMAKEHERDANCE
stream rovalties paid by Pandora and Spo- — JUICY ) FEATURING LIL WAYNE & 2 CHAINZ
tify may seem better and fairver if far more 3 s ADORN

MG LIEL
people were listening. & @ DRUNKONYOU

LLIKE BAYAN

Radio Shack, Best Buy and Neweqgaqg. For 24/7 digital news and analysis,

- see billboard.biz/digital.
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The Because We Can
tour will be the fourth
time JON BON JOVI has
partnered with
promoter AEG Live.

Pricels Right

Bon Jovi tour offers wider range of ticket prices
in order to have something for everyone

on Jovi’s upcoming Because We Can
tour will feature more than 1,000 tickets
in each market priced below $20 before
service fees—because it can.

One of the reasons the band can is because
more aggressive pricing for the top 10% of the

house allows Bon Jovi to price conservatively for
the other 90%. And the cansistency of having
the same promeoter tour after tour—Because We
Can will be Bon Jovi's fourth straight run with
AEG Live—allows the band to market, route and
strategically scale the house, with each party pos-
sessing a depth of knowledge about the other.

Offering tickets for less than $20 is a
staternent-making move for a band that owns
the global touring gravitas of Bon Jovi. "And
there are a lot of those $20 tickets. It's not like
it's just the two back rows in the upper bowl,”
AEG Live CEO Randy Phillips says. “In the
worst-case scenario, depending
on the size of the building, there
are 1,100 tickets at that price, and
it can go as high as 1,900."

OnThe
Road

and the Grateful Dead. The band’s most recent
world tour, The Circle, wrapped in the summer of
2011 with a total gross of $339,455,339—eighth
among the highest-grossing tours in history.

Now Bon Jovi, booked by Rob Light at Cre-
ative Artists Agency, has reached that special
class of touring act that sells out virtually every
show, as trends come and go. The band’s tours
are lengthy and global in scope; the last was
nearly 140 shows, and Phillips says Because
We Can will be of a similar scale: “When they
go out, they go out.”

The 2013 tour will be the fourth in seven
vears for AEG Live and Bon Jovi, Asked about
the benefits of such consistency, Phillips gays,
"The negotiating process is very quick. It's me
asking [business manager| Gerry Edelstein
and [manager| Paul Korzillus, "What do you
want?” We're dealing with a band you know will
sell every ticket available, so that
makes it a lot easier to cut a deal.”

Though tickets for U.S. dates
began going on sale Nov. 30, Bon

There will be seven price tiers
for the tour. With slight variables
according to the market, the scal-
ing is $19.50, $29.50, 549.50,
£59.50, $99.50 and, on the upper
end, $129.50-5185, “With seven
price categories, it's almost like
dynamic pricing,” Phillips says.

On average, about 10% of tickets will cost
less than %20 for Bon Jovi's arena shows.

Multitiered pricing has fallen in and out of

favor during the past 20 years, but the current
trend is one of simplicity, offering only a hand-
ful of different prices. Seven price points is a
lat, and Phillips says the strategy comes straight
trom band frontman and *CEO” Jon Bon Jovi.
“lon's theory is there should be something for
everybody,” Phillips says.

Even before it began doing tour deals with
AEG Live, Bon Jovi had found a new gear in this
millennium, with more than 500 shows at sta-
dinms and arenas around the globe since 2000
moving nearly 13 million tickets, resulting in
a box-office gross just shy of $1 billion, accord-
ing to Billboard Boxscore. Bon Jovi tours have

finished as Billboard's highest-grossing tour of

the year twice in three years, 2008 and 2010, a
teat accomplished by only the Rolling Stones

ETHAN MILLER/GETTY IMAGES

WADDELL

RAY Jovi's next album isn't due until
the spring. (The tour begins Feb.
9 at Mohegan Sun Arena in Un-
casville, Conn.) So, in this case,
the tour on-sales help set up the
album launch, a "new normal”
in today's world where the most
successhul touring acts don't need current hits
to drive ticket sales. “If you don't have to worry
about demand, if you know the demand is going
to be there, then it allows you to use the tour
as a marketing platform for other parts of the
brand, like albums, merch, online offerings,
digital downloads,” Phillips says. “It also really
helps when you can plan as far in advance as
we do. It's a perfect scenario, like if you were
running a business and doing a project launch.
We have that with Bon Jovi,"”

Early indications are that another blockbuster,
even a top 10 tour, is in the works with Because
We Can. “We went on sale in the U.K. with a
bunch of stadium dates, and we're far ahead of
the last tour,” Phillips says, “and that's without
new product. That gives us great confidence for
what we're going to do [stateside].” "

Far 24/7 touring news and analysis,
. ses billboard.biz/touring.

DECEMBER 8, 2012 | www.hillboardbiz | N



LA BY RAY WADDELL |

Frank

Barsalona
1938—-2012

“[Barsalona) changed the image of a cigar-
smaking, pinky-ring-wearing hustler into one
that reflects intelligence, career development,
smart deal-making and an ability and recogni-

tion of the need to be involved with every facet of

an artist's life,” Creative Artists Agency manag-
ing partner Rob Light said when Billboard rec
ognized Barsalona as a Legend of Live in 2007,
"Any of us who proudly make a living calling
ourselves agents owe a big debt of gratitude to
Frank Barsalona.”

As a trailblazer, Barsalona's impact extended
far beyond agents into the entire live business,
including artists, managers, venues and, most
important, promoters. The seeds that produced
the modern concert industry were planted by
Barsalona decades ago, and though he effectively
quit the business in 2002 when he merged Pre-
mier with what was then the William Morris
Agency, Barsalona’s impact is still very much felt
teday by those he touched in the world he played
a role in building. Following are the ways Barsa-
lona indelibly changed the live music business.

1. BUILDING LIVE POPULAR

MUSIC INTO A CREDIBLE,
SUSTAINABLE BUSINESS

As a young agent at New Yorl-based GAC, Bar-
salona booked the first U.S. appearances by the
Beatles, the Rolling Stones, the Yardbirds and
others, and quickly saw the potential of live rock.
Unhappy with both his and rock’s status at GAC,
Barsalona started Premier Talent in 1968 with a
small roster that included the Who, Herman's
Hermits and Mitch Ryder, and immediately set
about getting rock acts better pay and better per-
formance settings, Barsalona focused on British
talent at first, because Premier wasn't established
enough tocompete for the top American rock acts,
“The other American agents weren't so promi-
nent over there—I worked on a more even level
in London,” Barsalona told Billboard in 1984.
12 |
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ORE THAN ANY SINGLE PERSON, Frank
Barsalona—the pioneering founder of the
Premier Talent booking agency—helped turn
rock’n’roll into a viable, consistent business
where artists could have lengthy and lucra-
tive touring careers. Examining the evolution of the thriving,
complex touring platform that artists enjoy today, all roads lead
back to Barsalona, who died from complications of Alzheimer’s
disease on Thanksgiving Day. He elevated the role of the agent
like none before him and, most believe, none since.

Barsalona was a pioneer, first of all, "in recog-
nizing that rock’n'roll was a significant business,
and the acts were talented and not throwaways,”
Barbara Skydel, the late agent who began her
storied career with Barsalona at Premier, told
Billboard in a 2007 interview. “Frank realized
when he left GAC that his bosses were wrong—
these bands had longevity, if they were handled
properly, if there was artist development instead
of getting the last penny prematurely and killing
the act’s career before it even began.”

Barsalona saw what could be. “Going back to
the '60s, Frank was a man with a vision,” says
Jon Landau, longlirme manager of Premier client
Bruce Springsteen. “He wanted to take the rep-
resentation of rock artists to a whole new level,
wanted to find new promoters and new venues
to place them with. He wanted to bring the high-
est ethical standards to the business. All of this,
and more, he accomplished.”

2. ORGANIZING AND

DEVELOPING PROMOTERS

Despite playing a huge role in developing mod-
ern agenting, Barsalona's most lasting legacy will
probably be organizing—and to a degree legiti-
mizing—a scruffy group of freewheeling pirate
promoters that weren'tinclined to work together
much without Barsalona's influence.

“Frank built a network of regional buyers that
established a reliable business platform for tour
ing artists that had not existed previously,” Bos:
ton promoter Don Law told Billbeard in 2007.
"Before Frank, talent was bought by bar owners
or club owners who insisted in writing on five
or more future options as a precondition for an
artist to play in their club or market. Frank ended
the practice of options and replaced it with an

honor systemn that was built on a recognition of

a buver's investment of time, staff, cash and re-
sources in the risky development of an artist’s
performance equity in the market.”

FRANK BARSALONA In
MNew York in 1978.

Agents needed a go-to list of proven promoters
they could turn to in routing a North American
tout. The promoters invested money and sweat
equity in artists' careers, got the job done and
became repeal customers.

“For the first time, we gave credibility to
voung promoters,” Barsalona told Billboard in
1984. “It was our philosophy that if we could
work on the act together with the promoters
in the various cities, get the promoter to help
us with lecal radio exposure, with the under-
around press, to supplement the record com-
pany in making sure that the albums were in
the stores, then we could have a successful coop-
erative relationship in breaking the act. And the
philosophy behind that was that if everything
went well, if the act was satisfied, then the re-
lationship would continue as the act became
more successtul and moved into larger venues.”

Most of the promoters whose companies were
consolidated by SFX in the late '90s—many of
which are still with Live Nation—were “the
voung guys that Frank started in the territorial
business,” Skydel told Billboard in 2007. "He'd
say, ‘'If you do a good job, the acts like you, and
if the ofters are what they should be, you'll have
the act.' That promise was fulfilled to the benefit
of the whole team: the artist, the manager, the
agent and the promater.”

The concept of "history” was born. Barsa-
lona was loyal to promoters if they builta much-
coveted history with an act, which proved to not
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only be good behavior, but good business. "This
preserved the artist's leverage and control over
its future appearances, while fairly rewarding

the inherently risky investment of the buyer,”
Law told Billboard in 2007. “This system is now
referred to in the live appearance business as
‘history," and still provides the basic underpin-
ning of the modern talent agency system. We
owe this all to Frank."

3.BUILDING HEADLINERS

AND CAREERS

As Barsalona's reputation for providing solid pay-
checks and quality presentation for artists grew,
in time most of the biggest names in "70s and
'80s rock gravitated to Premier, and the svstem
fed itself. Springsteen, Led Zeppelin, the |. Geils
Band, Grand Funk Railroad, U2, Tom Petty & the
Heartbreakers, Van Halen and others jommed the
mostimpressive roster in rock, and Premier sud-
denly had huge leverage in its own right.

Barsalona was successful because he gradu
ated acts from clubs to arenas and stadiums. "He
knew how to nourish and develop artists, and he
cared about every one of them,” Landau says.
“He 18 the only talent agent ever admitted into
the Rock Hall of Fame, and | doubt there will
ever be another.”

Barsalona's pasgion for his clients was con-
tagious. “I don't think U2 would have enjoyed
the kind of success we have had without Frank
Barsalona building it with us,” says U2's Bono,
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whao describes Barsalona as “one of mavbe 10
in the business who believed in U2 as much as
we did, and cajoled and crooned his peers into
doing the same.”

4. ELEVATING THE ROLE OF
TOURING IN ACAREER—AND

AS A BUSINESS

Touring became a critical revenue stream for
recording artists, and one that existed outside
the record labels’ control. Barsalona created a
network of venues and promoters coast to coast,
and graduated acts from clubs to the first rock
shows at large sports arenas. The birth of "arena
rock” can in no srall part be traced directly to
Barsalona, and live became big business.

The financial upside and business cred grew
not anly for artists but also agents, promoters
and venue operators, The one-promaoterfone-city
model “gave our business an incredible amount
of stability, which until that time was lacking,”
legendary Philadelphia promoter Larry Magid
told Billboard in an earlier interview.

Arena rock needs arenas, and Barsalona was
among the first to look at the arenas as partners,
as opposed to just the guys who provided the roof.
Peter Luukko, president of Philadelphia-based
venue management firm Comcast-Spectacor,
says Barsalona “was the first agent to work not
only with promoters but with the buildings.
Frank and the whole crew at the agency always
wanted what was best for the artist.”

S.DEVELOPMENT OF

EXECUTIVE TALENT

The list of careers Barsalona directly attected is
a long one, and working with Barsalona was a
kev rite of passage for entry into the big leagues.
“He offered me my first job, he sold me my first
national acts,” recalls Irving Azoff, chairman/
CEO of Live Nation Entertainment and Front
Line Management, who describes Barsalona as
a “principled and classy guy.”

Many of today's power players learned the
game from Barsalona. "Over many late nights
sitting in his office, as he told me his stories,
after evervene had gone home, he gave me my
education in the business,” U2 manager Paul
McGuinness savs.

Barsalona jump-started no one's career more
than Skydel, his key partner at Premier, who
was given an opportunity by Barsalona in 1968
when female players in the rough-and-tumble
rock'n'roll business were scarce. She wenton to
finish her career at William Meorris Endeavor as
one of the most respected agents in the business
at the time of her death in 2010.

“[Barsalona] was so ahead of his time as far
as recognizing a woman,” Skydel ence told Bill-
board, adding that she thrived under his tutelage.
“His integrity was probably one of the most im-
portant lessons for any young kid to absorb. He
was very generous in his philosophy, not only
to me.”

Barry Bell, the Premier agent whe handled
Springsteen (and who still does to this day with
Creative Artists Agency), was one of the benefi-
ciaries of Barsalona's generosity. “l learned so
much from him in my 24 vears at Premier,” he
says, "He was someone everyone looked to for
advice because of his insight and intelligence.”

The promoters Barsalona fostered, of course,
had to get the job done, but by providing them

with the top talent and remaining loval, he di-
rectly helped build promoters’ credibility as viable
businessmen, Indirectly, that credibility and track
record of doing solid business made millions of
dollars for those included in the SFX-led pro-
moter consolidation of the '90s, particularly those
that had jeined the real estate game with venues,

Barsalona's network was a club, a family,
to which membership was indeed a privilege.
“Frank and Premier were the rovalty in the live
concert business before there was a business,”
says Phoenix promoter Danny Zelisko, who first
worked with Barsalona through his Evening Star
firm, then became part of Live Nation and now
heads Danny Zehisko Presents. “It was hard to
get into their Rolodex, and then impossible to
set out—not that vou would want to. This was a
family you wanted to be welcome in."

But much of Barsalona's legacy isn’t easily
quantifiable. Perhaps his greatest gift to the
touring industry was, in organizing a group of
fiercely territorial risk-takers blessed with keen
business sense and rewarding their success with
lovalty, cultivating a sense of “we're all in this to-
gether” synergy. Barsalona's skill and patience
in routing a coast-to-coast tour with these young
promoters can't be overstated.

“We needed somebody with a strong direction,

and that's what Frank provided for us,” Magid
said. “He was able to keep us focused. That was
crucial, because we were just voung guys trying
to find our way. There had to be somebody that
was capable of leading that charge up the hill."

(above) and
STEVEN VAN ZANDT
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Through harnessing rock’s anti-authoritarian
counterculture and the general sense of revolu-
tion that engulfed both music fans and those
who staged it before the money got crazy, Bar-
salona and those he worked with brought magic
to the business and created history in more ways
than one.

With the birth of the mega-tour, the stakes
got so high that the established system no lon-
ger made financial sense for the biggest bands.
“In 1997 when costs were even higher [than U2's
199192 Zoo TV tour] . . . we changed the busi-
ness model, and decided to invite hids from in-
terested parties who would underwrite the whole
world tour and shoulder the financial risk that
the band had hitherto taken,” McGuinness says,
“This meant working without an agent, and [ had
the painful task of informing Frank and Barbara
that U2 were no longer Premier clients.”

U2 began working with global promoters Mi-
chael Cohl and Arthur Fogel, at what was then
called TNA. “Though Michael is no longer part
of the organization, TNA became [part of] SFX,
that became Clear Channel Entertainment, and
the current Live Nation concert organization is,
in many ways, the successor to Frank Barsalona's
network,” McGuinness says. "We are still work-
ing with Arthur Fogel, who first played U2 in the
El Mocambe in Toronto in 1980, a date booked
by Premier.”

In some wayvs, Barsalona was a victim of his
own success in helping build a band so big that
the finances of loyalty, though respected, were
no longer prudent. The fact that loyalty itself,
and its relative strength and value, are still part
of the conversation more than 30 vears on is a
testament to the solid foundation built upon
Barsalona's ideals.

So does history still matter in an area where
the check often rules and national touring deals
are commonplace? While some hold that concept
has gone the way of the dinosaur, others say that
part of Barsalona's legacy is intact. "[History| ab-
solutely exists,” says Washington, D.C., indepen-
dent promoter Seth Hurwitz, president of LM.P.
“My ads are filled with acts that we did from
the ground up. The only people that say [history|
doesn't exist are the same ones that screwed vou

for some other reason before.” e
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An Eye For
PremierTalent

Barsalona’s ability to spot
rock stars on the rise helped
build both his agency and
legendary careers

W “am

Frank Barsalona was the first to book the
Beatles, the Rolling Stones and the Yard-
birds in the United States. He founded Pre-
mier Talent in 1968 with a small roster that
included the Who and Mitch Ryder.

In the '70s, the Premier roster included
some of the biggest touring acts of the era,
like Led Zeppelin and Grand Funk Railroad,
and a rising star named Bruce Springsteen.
“He knew how to nourish and develop art-
ists, and he cared about every one of them,"
Springsteen's manager Jon Landau says.
“He was a deep friend to Bruce and myself. |
was thrilled to have the chance to work with
him for so many years, and our thoughts are
with his incredibly supportive wife June and
their beautiful daughter Nicole.”

Barsalona met with U2 manager Paul Mc-
Guinness while the band was still record-
Ing its first album. “Working with Frank, as
U2 did, it was like you were in his family,"
Bono says.

www.billboard.biz | 13



Jon Bon Jovi recorded
two songs for the
movie “Stand Up Guys”
starring CHRISTOPHER
WALKEN, ALAN ARKIN
and AL PACINO,

OscarTime

As campaign season kicks off in Hollywood, music will play

an even bigger role this year

on Bon Jovi gave a short solo show two days before Thanks-
giving to 80 people packed into the Mint, an unassuming
club on Pico Boulevard in Los Angeles. The performance
capped a whirlwind 24 hours in Los Angeles that, one could say,
kicked off the scason.
s Academy Awards cam-
paign time in Los Angeles and Bon Jovi, with two songs in the

No, not Christmas or Thanksgiving. It's
dark comedy “Stand Up Guys,” is one of the first established art-
1sts to start promoeting his work.

In two nights and a day, Bon Jovi told the story of his involve-
ment with the film to an audience of composers and lyricists at
a press conference with the Hollvwoed Foreign Press Assn. and
in one-on-one interviews with eight other journalists, "This 15
unique,” he said in a Four Seasons suite converted into a TV stu-
dio. “Mothing like promoting an album,”

Expect to see Keith Urban, Neil Finn, Diane
Warren and other potential contenders on the cam-
paign trail in the coming weeks. Campaigns have

Sound
+Vision

has a good one to tell.

He read only one script: “Stand Up Guys.” And when he in-
stantly camne up with a song for the end credits, “Not Running
Anymeore,” it was more than three months before the film was
scheduled to start shooting with Fisher Stevens directing Al
Pacino, Christopher Walken and Alan Arkin. It gave him time
to write another song.

As unusual as it 18 for a songwriter to write from the script, Bon
Jovi made another uncommen journey and visited the film set.
Convinced he needed to stay within the skin of the characters—
he used the firstline of dialogue to start his tune “Old Habits Die
Hard"—Bon Jovi resisted the urge to talk to any of the stars. But
he remembered his experience with Emilio Estevez for “Young
Guns [1" where he wound up writing 10 songs.

“When I went to the set | started to envision a third and fourth
e, and |producer] Tom Rosenberg had a
certain vision for the rest of the source music,” which

and mor

woulld largely be "70s soul records. Rosenberg's direct
words, Bon Jovi recalls, were, “These wi

commerced for songs by Graham Parker, Dave
Stewart and Peter Asher, Rufus Wainwright,
Karen O and Florence Welch. Dolly Parton,
Willie Nelson and Paul Williams are possibili-
ties if voters remember earlier in the vear; R. Kelly
had a track asseciated with Whitney Houston in
“Sparkle.” And, of course, there’s Adele’s James
Bond theme, “Skyfall.”

Unlike the Grammys, campaigns to secure an Oscar nomina-
tion are highly visible affairs with meet-and-greets, screenings,
¢ from mid-November up to just days
before Christmas. Once nominations are announced Jan, 10, the

process resumes though with far fewer participants.

Music stands to have a far larger presence this year, owing mostly
to a revamp in the rules for original song. The Academy of Motion
Yicture Arts and Sciences’ convoluted svstem, which last year re-
sulted in a category with only two nominees, both from animated fea
tures, will again have five contenders like most every other category.

Last year’s uproar over the two nominations, Bon Jovi says,
“reminded me of having done this. | didn't seek this out think-
ing, ‘Oh, [ could win an Oscar next year." It was the Uppusitu |
remembered having gone through the process 22 vears ago"—
when he was nominated for *Young Guns [1"—"and then all the
uproar jarred me to pay attention. It led me lo say, ‘Are there any
scripts going for next year?™”

In Hollywood, whether it's vying for media attention or
getting a script sold, one needs a good story. And Bon Jovi

14 | BILLBOARD | DECEMBER 8, 2012

be the anly
original songs in my film. | love them—we're done.’
There was no need for me to go on.”

Nat quite.

Bon Jovi, who wasn't paid for the songs or re
cording sessions but retains the copyrights, felt the
recording of “0ld Habits Die Hard" didn't match
the pace of the film where it was placed. He booked
time at Jim Henson Studios in Los Angeles, grabbed musicians
in the hall and recorded the song again,

After returning to his New Jersey home, Bon Jovi savs he fell
there was a need for other versions for a soundtrack album, which
Lakeshore Records will release. He went to Nashville and did ver-
sions with acoustic guitar, bass and drums. "1 loved the songs so
much,” he said. "I had to do it again.” .o

FORTHE RECORD
B inthe Dec.1

new album, T

issue, an article about One Direction’s
ake Ma Home should have stated that the
album’s first sales week was the third-largest debut
week of 2012, not the third-biggest overall sales week
B Alzointhe Dec, 1issue, the title of Asher Monroe's new
single, "Here With You,” was misstated in the Spot

light On feature
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L WOMEN 1IN

FROM THE EDITOR

Katy Perry became Billboard’s Woman of the Year on Tuesday, June 26. Neither she
nor her management had any idea this was the case, but these are quibbling details.
I'd gone to Los Angeles to attend the Pepsi and Billboard Summer Beats concert she
was headlining as part of premiere night for her movie "Katy Perry: Part of Me.” The
biopic tells the story of her first major, international arena tour. The concert was amaz-
ing—thousands of fans cheering from Hollywood Boulevard—which was shut down
tfor hours—Dbut also from nearby apartment windows and rooftops. And why not? Her
last album alone had a record-tying (some guy named Michael Jackson did it with his
1987 album Bad) five No. 1 songs on the Billbeoard Hat 100,

It turned out to be the movie that spoke even more loudly, though. Walking into the
theater after the concert, I was ready for some lightweight fun. And there were plenty of
light-hearted mornents in the film—who doesn't adore Katy's grand mother at this point? —
and lots of great music. But the movie ended up being unexpected in one key way: It was
real. Ina way that most fans and even many in the business never get to see, the film shows
how hard it can be for a voung woman—for any human—to be on the road for weeks at
a time, trying to balance a professional carcer and a personal life, There's a breathtaking
scene where Katy is crying on a bed in a dressing room, exhausted and emotionally spent.
Eventually she makes her way onto a lift under the arena stage, wiping away tears. Butin
the blink of an eve, as she rises above into a world of rainbow colors and peppermint-swirl
costumes, she's all smiles for the adoring masses. When vou're a pro, the show always
goes on, | left the movie theater inspired by that thought, and by Katy's strength, as did
so many others around the country and the world. The staff discussed the Woman of the
Year idea and within a week or two we had reached out to her management,

Inspiration takes many forms. Carly Rae Jepsen, this year’s Rising Star, was a bitof a
journeywoman after becoming a finalist on the 2007 season of "Canadian Idol.” But ene
song and a Bieber tweet or two later, and “Call Me Maybe” arguably became the story of
2012, What famous person didn't cover or pay homage to that song this vear? And let’s
not lie about all the times you sang it in the car or at the office when vou thought no one
could hear. But perhaps most significantly, this song was a hit because fans on YouTube
demanded it was, before any gatekeeper dared make an argument to the contrary. Now,
much to Carly’s credit she's proved to be more than one song, as "Good Time," her duet
with Owl City, cracked the top 10 of the Hot 100. Her third single, “This Kiss,” is now
climbing the Mainstream Top 40 chart in its second week at radio.

Toughness and inspiration also abound on our Women in Music executive list, Now in
its eighth year, Billboard’s Women in Music report exists to inspire and to recognize the
inspiration, achievements and talents within the ranks of female executives in the music
business. The event began at a time when the boardrooms at entertainment and media
companies were overwhelmingly male, and sadly, that time is still here. Butithas been in-
credible to watch the contributions women are making to grow this business. What began
as an honor for 20 women grew to 30, and last vear expanded to 40 positions. Billboard’s
senior editors read and scored each nomination to produce this list, and believe me when |
say that we could extend it to 60 or more and still have rain-making talent at every number.

So, congratulations to those who are honored this year. Those who came close should be
energized to know that more than one-third of the women on the 2012 list are new from
last vear's ranking. Please, let the success of these women inspire vou. Make this business
and community a better place, not just for you, but for the future generations who aspire
to your positions of success and influence. We'll be keeping score.

—Bill Werde
Editorial Director, Billboard
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In an exclusive interview, Katy Perry
talks with Billboard’s Gail Mitchell
about her remarkable success, the
female artists who inspire her, the
plans for her next album—and how
she keeps her sanity with "a lot of
females around me.” See a video of
the interview on Billboard.com.

KATY’S TOP SONGS

An exclusive recap of Perry's top 10
hits on the Billboard Hot 100 and

a look at the chart records she's
breaking.

CLEAR VISION

How Direct Management Group
helps Perry reach her goals.

LOVE AT FIRST KISS

Capitol/EMI's embrace of an
“Incredibly gifted"” artist.
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worldwide success.
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Live performance has propelled
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Katy Perry is a global touring
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WONDERFUL YEAR’
... And it just keeps getting better,”

the singer tells Billboard's Jason
Lipshutz, who traces Jepsen’s path
to success, with perspective from
her manager Jonathan Simkin of
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Scooter Braun singled out Laura
Hess and Kesi Smyth for helping
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WOMEN IN MUSIC | 47
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with ane statistical tie—was ranked
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Execs excel in CAA's team culture.
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Billboard’s WOMAN OF THE YEAR Aonor
caps a magical 2012 for Katy Perry
BY GAIL MITCHELL

itting back on a comty sofa at the Chateau Marmeont in West Hollywood, Katy Perry 1= chatting about

nail art. <= In place of the election-themed nails she sported Oct. 7 at a campaign fund-raiser for Presi

dent Obama, the singerfsongwriter is flashing a vampire-design manicure. The occasion this ime is

her similarly themed early birthday bash the fellowing evening at Hollywood's Magic Castle. =+ “Nail

arl is very trendy now, but I started getting into it when [ went to Japan seven years ago,” says Perry, who

turned 28 on Oct. 25. T love showing my feelings and my support through my nail beds,” she adds with

a laugh. "God is in the details.” < So true: right down to the sunflower pin and earrings accessorizing

Perry’s blaclk-skirted dress, as well as the gold-buckled ruby flats she’s wearing. In fact, the accessory

motif calls to mind another wide-eved female who suddenly finds herself somewhere over the rainbow.
- While Dorothy lands far from Kansas in a mythical world called Oz, Perry's whirlwind journey beyond the rainbow has

catapulted the singer into a world just as mythical: pop stardom.

When Perry accepts Billboard’s 2012 Woman of the Year
award on Nov. 30 at Capitale in New York, it will be the cul
mination of a heady vear for the visionary talent.

The Santa Barbara, Calif., native not only set several chart
records, she starred in, produced and released a 3-D feature
film, "Katy Perry: Part of Me,” and sold out 124 arenas on
the worldwide Califormia Dreams tour documented in that
concert film.

Paving the road to success: Perry’'s sophomore album,
Teenage Dream. The 2010 release became the colorful art-
ist's first No. 1 when it debuted atop the Billboard 200. 11
has since logged more than 100 weeks on the chart and
sold 2.6 million copies in the United States, according to
Nielsen SoundScan.

In addition to holding the record for the most consecutive
weeks (69) with at least one title in the Billboard Hot 100's
top 10 {2010-11), Perry is the only woman to score five Hol
100 No. 15 from one album (Teenage Dream) in the chart's
54-year history.

Between her career and rallying support tor Obama dur-
ing his campaign, Perry is just as adamant about giving back.
She has helped fund charity efforts for the Children's Heath
Fund, Generosity Water, the Humane Society, the Red Cross,
Make-a-Wish Foundation, the “Night of Too Many Stars”

benefit for autism programs and MusiCares. On behalf of
the lattermost organization, she donated royalties from her
hit single “Part of Me” to the tune of $250,000,

Together with "American Idel” producer Nigel Lyth-
goe, Perry was honored by the Dream Foundation on
Mov. 16 for her charity work. Up next: a performance at
the Dec. 4 “Celebration of Carole King and Her Music”
in Los Angeles, with proceeds benefiting Paul Newman's
Painted Turtle camp.

And that's net counting Perry’s entreprencurial pursuits,
On Nov. 28, she and Coty confirmed plans to produce and
distribute her fragrance line, which includes previous scents
Purr and Meow. She's also planning the launch of her own
label while delving into her new role as creative partner/
investor in Popchips, a health-focused snack food.

All this activity is a far cry from less than five vears ago.
The pastors’ daughter had been dropped by three labels—
Columbia, Island Det Jam and gospel indie Red Hill—be-
fore she clicked in 2008. That's when Capitol released her
breakthrough debut, One of the Boys, featuring the saucy
single “T Kigsed a Girl."

During a freewheeling 90-minute conversation over
chopped chicken salad, Perry reflects on life thus far from
over the rainbow.
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KATY’S TOP SONGS

Perry’s record-setting Hot 100 streak
By Keith Caulfield

Woman of the Year Katy Perry has been a tireless hitmaker on the Billboard Hat 100
since her debut onthe tally in 2008. The singer/songwriter arrived on the list on May 24
of that yvear with her controversy-stirring "I Kissed a Girl.” In less than two months, the
song shot to No. 1, marking the first of thus far seven chart-topping singles,

Along the way, Perry became the first woman to score five No. 1s on the Hot 100
from a single studio album. 2010's Teenage Dream vielded the chart-toppers "California
Gurls" (featuring Snoop Dogg), the title track, “Firework,"” “E.T." (featuring Kanye Waest)
and "Last Friday Night (T.G.l.F.)." She added another smash single from the set with
"The One That Got Away,” which reached No. 3 on Jan. 7.

Perry’s Hot 100 dominance continued into this year, thanks to the reissue of Teenage
Dream. Among the set’s bonus tracks were the singles "Part of Me" and "Wide Awake."
The former debuted at MNo. 1 en the Hot 100 aon March 3, shartly after she premiered the
tune on the Grammy Awards. "Part of Me" was only the 21st single to debut at No. 1in
the chart’s 54-year history, and Perry’s first to open in the top slot.

Following "Part of Me,” Perry's next single was "Wide Awake"—the end-credits song
in her "Part of Me" documentary. The single debuted June 9 at No. 35, and rose as high
as Mo. 2 on the Hot 100, giving Perry 11 top 10s thus far.

On Billboard's exclusive top 10 countdown of Perry's top 10 Hot 100 singles, "E.T."
ranks at No. 1, edging out “Firework,” which lands at No. 2. The former spent five weeks
at No. 1 (13 total in the top three) and 30 weeks on the tally altogether. All seven of her

Mo, 1singles are among her top 10 hits to date. o
Rank Title Peak Position Debut Date Label
- ET* No. 1 (5 weeks) Sept. 4, 2010 Capitol
2 Firework No.1 (4) Nov. 6, 2010 Capitol
3 california Gurls** No.1(6) May 29, 2010 Capite
4 I_I_Higsg-;-n_:! a Girl No.1(7) May 24, _.‘?_*__E'.'_PE Capitol
5§ Hot N Cold No.3 July 5, 2008 Capitol
6 Teenage Dream No. 1 [;_2} Aug. 7, 2010 Capitol
7 LastFriday  No.1(2) Sept. 11, 2010 Capitol
8 ‘Wide Awake No. 2 June 9, 2012 Capitol
9 The One That No.3 ‘Oct. 29, 201 Capitol
10 Part of Me No. 1 March 3, 2012 Capitol

" featuring Kanye Wast
** Featuring Snoop Dogg

This ranking is based on actual performance on the weekly Hot 100 chart through the NMow 17 issue. Songs are
ranked based on an Inverse point system, with weeks at Mo, 1 earning the greatest value and weeaks at No. 100
garning the least, To ensure equitable representation of the biggest hits from each era, certain time frames were
welghted to account for the difference bebtween turnover rates from thozse vears
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What was your first reaction to being cho-
sen Billboard’s Woman of the Year?

I'd thought my vear was over, thalt it was time
to pass the baton, But | guess | get to hold onto
it until the end of the year [laughs]. It's truly a
lovely compliment. Seeing who has been hon-
ored in the past—Beyoncé, Taylor Swift and
others—1'm in good company.

With such an honor comes talk of being a
role model. How does that make you feel?
I'd like to change the phrase “role model”
to “inspiration.” “Role model” puts youon a
pedestal that no one can really live up to. For
me, aspiring to be an artist at a young age,
I didn’t think about being a role model. But
I definitely thought about being an inspira-
tion. So I hope that I am an inspiration, es-
pecially with my work ethic and my ability to
overcome obstacles.

[t might rmean inspiring someone to be more
creative, more henest or have more integrity,
All I want to do is encourage people and make
them feel. It's not always going to be feeling
good. Shometimes it's going to be, “We need
to push that out, we need to get through that.”
And the only way we're going to get through
that is a bucket of tears.

Which female artists inspire you?
Patti Griffin and Jonatha Brooke are among
my favorites. 1 just listened to [Brogcke's] 10
Cent Wings from top to bottom. It gives me
the same inspired feeling as the first time |
listened to it. And I'm really into Bonnie Raitt
right now. | tried to cover “I Can't Make You
Love Me" for a couple of charities: the Hammer
Museum and AMFAR. | listenied to a couple of
her records when | went to Asia fora few weelks.
There was an opportunity to take a three-hour
hike up this volcano. And the whole time [ was
hiking—starting at 3 a.m. and seeing the sun
rise at 6 a.m, on the mountaintop—I was only
listening to Bonnie.

| listened to a lot of Edith Piaf when | was
growing up; my mom speaks French. There
was a very weird “hall pass” with Piaf, Billie
Holiday, Ella Fitzgerald—that tvpe of music—
because there was this idea that that music is
more harmless than Madonna. But really, Billie
singing about heroin—and Edith was probably
singing about that or something of that nature
even if was in a different language [laughs|.

In terms of current artists, there's 5ia and
another new artist I love, Jessie Ware. She's
English and has the most incredible gospel
kind of voice. One of my friends is in this side
project called JJAMZ, lead vocalist Z Berg from
the Like. She's a frank person. I love her style.
And I've always loved Fiona Apple and Alanis
Morissette. Those are my heroes,

Why are they your heroes?

Fiona because she's a little bat-shit crazy and
not afraid to show it. We're all a little bat-shit
crazy: She just takes the words out of vour
mouth. That's the thing with songwriters.
When they succeed it's because it's on the
tip of everybody's tongue; evervbody is feel-
ing the same thing. And Alanis has always
been one ol my favorites because Jagged Little
Pill was the most perfect female record ever
made. There's a song for anyone on that re-
cord; 1 relate to all those songs. They're still
so timeless.

What have the last two years been like
for you?

It feels like the record that never ends [laughs].
I'm glad I'm still alive—27 has been a very test-
ing vear. I feel I'm in the same position Il wasin
after | made the first record. I toured [on| that
and then made the second record and toured
that. Now I'm at an in-between position again,
But I'm not scared or feeling uncertain. It's
still about coming from a very honest place to
reconnect with my core.

Working with Glen Ballard, Tricky Stewart
and others, what songwriting lessons have
you taken to heart?

Henesty has always been the best songwriting
policy for me. To come from an honest place
and connect with the truth. You may say things
that sometimes hurt but semeone out there will
be like, “Oh, my God, | needed to hear that.” |
like being an inspiration and coming off as a
strong female, but | don't feel that way every
day. And that's OK.

Sometimes [ feel artists get so wrapped up
in trying to have strong, inspirational mes-
sages, and not evervone feels that way. There
needs to bea balance.

What other elements are essential to you
as a sonhgwriter?

Color. I love idioms and old sayings, puns and
humor. | love language. I'm one of those peo-
ple who 1s really interested in the detinition
of a word and its synonyms. Every day I'm
asking everybody I'm hanging out with what
something means and what it means to them.
Even if it's a word I've heard over and over. I'm
a hoarder of words, | have a little recorder that
| put everything on and have it transcribed by
someone | trust because it can get very inter-
esting on that recorder. 1 have lists of titles,
whatever I'm feeling.

I've had pretty intense arguments with pro-
ducers and others about lyrics. Some people
don't think that they matter. I'm like, “You've
got to be crazy.” There is kind of a math and
science about a perfect pop song. But 1 would
prefer deing math, science—and heart. Lyrics
can end up on T-shirts, on the inside of wed-

ding rings. They're important. Anyone who
says beats are more important obviously doesn't
have a heart. They are tin men [laughs].

Hearing any new trends?

Women in pop music have been ruling the game
fora while, But | feel there's a stripped-down,
1970s vibe that's coming. How many more
songs can we hear that sound like a monster
truck rally? I enjov some of it, but radio is start-
ing to sound a bit the same. Like I'm excited for
"Begin Again” by Taylor Swift. That’s my song
right now. It's so genius, so perfect. | feel there's
going to be a bit more heart, hopefully. | don't
mind the dubstep stuffbut there’s no emotional
connection. [ just want to actually hear a song
that has no “swell” even for just one minute,
Can you imagine?

How do you advise young women who want
to break into the industry as you did?

Pick up an instrument, go to a songwriting
class, start playing at open mics, cafes or farmers
markets—places that aren't scary or threaten-
ing. People will either listen or they won't. But

they're not there continued on >=p22
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there to get avocados. That's what | did. Letin-
dividuality lead vou. Don't try and make a song
that sounds like “Call Me Maybe” because that
already happened.

specifically to listen, thev're

You also read Don Passman’s book “All You
Need to Know About the Music Business”
at age 13, which isn't typical reading for
a teenager.

| got this seed of an idea that | was going to do
what I'm doing now when [ was 9. By 15 | had
left high school. So by 13, 1 was four years in
and pretty aggressive with it. 1 swear it was like
Chinese water torture for my parents, saying,
“I can do this, let me do this, let me prove it."
People were reacting at my shows. It wasn't just
my friends and family. And we were getting
really good feedback from Nashville. 1 would
go there a lot, learning how to play and write.
That's when someone gave me that book or |
found out about it. And T marked it up, just try-
ing to do whatever | could.

At one point, didn't you receive offers to
sell your publishing?

Yes, someone was offering on the lower scale
of six figures. My car was impounded and |
couldn’t get it out. But I didn't do it. I'd given
myself a plan: If I didn't have the opportunity
I wanted by the time I was 25, then I was going
to do something else. Or maybe | would have
taken a publishing deal then. But I've always
had this really blind ambition. That has been
my compass. When people in the industry were
telling me "no,” all the people in the audience
were telling me "yes.”

And the industry doesn’t buy the records,
The audience buys the records. I'm very happy
I didn't take the quick monev, | don't have a 360
deal and I don't have a publishing deal so 1 feel
like I'm a rare bird, And I never really got big
advances with my other record deals,

And if things hadn’t worked out by the time
you were 257

I don’t think I would have ever left music. Music
is my sixth sense. But maybe 1 would have let
oo of the game of itall, trying to participate and
wirn. Maybe I'd have gone into the woods and
had babies, wearing no shoes and plaving on
my guitar. But 1 think I'll still actually do that.
I'm very excited to get to that part of my life.

You've announced plans for your own label.
Any detalls yet?

There are some artists in mind, but I'm not
ready to talk about the label just vet. As you
know, there's been a big transition from EMI
to Universal with Lucian Grainge and Steve
Barnett. I'm very pleased that they are keeping

“I have lols o
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Capitol intact, what [ call the dream team with
|Capital executive VP of marketing {promotion|
Greg Thompson. | can'timagine working with
another set of people. | share everything I have
with all of them. They own it just as much as
[ do. It takes an army to go into battle, and 1
couldn’t have done it without them.

Going back to my own label, | don't have
time to sign whatever is popular at the moment
and see if it sticks. People are offering me a lot
of K-pop, |-pop, Z-pop, whatever pop is happen-
ing. I'm like, "That's cool,” and I enjoy the fun
factor of it. But | need the music to translate,
| need the music to be able to be sung. | want
lyrics where it doesn't matter what language
you spealk. Those are the songs | want, Those
are the artists I want. I'm open to a lot of stuff,
But I will be really selective.

You've said you want to take time off to
recharge. How much time?

It'sa bit of a different game because we have some
new |corporate] parents. So [ have to respect that.
But I'm also an adult and what I'm not going to
do is hurry up to fail, to shootmyself in the foot.
| need to live so | have something worth sing-
ing about. That's always been the case for me.

So at this point are you even thinking about
the next album?
[ have lots of songs and ideas. I know exactly
the record | want to make next. I know the art-
worl, the coloring and the tone, but I'm not in
the studio yet. So it’s a little like painting the
baby's room blue before knowing it's actually
a bov. | have to let the music take shape first. |
even know what type of tour I'm doing next. I'll
be very pleased if the vision | have in my head
becames a reality. But | have to honor the music.

[ won't try and duplicate what [ did last time,
That would be silly. It's not of any interest for
me to try and outdo mysell at every corner,
Eventually vou just like pop, explode. It's like
a Jinga game. How tall can you get before you
just fall the fuck over?

[ am doing little things here and there. |
was just in the studio with another artist and it

turned out all right. I'm going to start dusting off

the wheels just a little: [I'm] going in with a cou-
ple of people in November and try out fun col-
laborations that maybe people wouldn't imagine.

Is one of those people Rihanna?

There's a lot of talk around that type of thing
for me and her. It couldn't be just like whatever.
It has to be great because she and | don't really
like to lose.

While fun and inspirational, your film also
carried a cautionary message: Be careful
what you wish for. Do you agree?

songs and ideas.

[ know exactly the record I want
lo make next. Iwon'l try lo
duplicate what I did last time.
That would be silly.”
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Absolutely. 1 had the idea in winter 2010 be-
cause I felt people were really reacting to the
album, that a big wave was coming. And |
wanted to catch it. I brought it all upon my-
sell, | knew | had complete control. It wasn'l
upsetting because if | didn't want [something
filmed|, I'd just say, "Get out of here.,”" And |
was glad to show that side. There's a lot of
extra footage and mavbe one day that extra
footage will be out there. But the movie did
the right thing. It helped support my music
with a visual perspective and it showed the
truth, the reality of what goes on behind the
scenes and how you have to really have some
armor. | really think it's by the grace of God
that I got through it.

Did you learn something about yourself
that you didn’'t know before?

Yes: I am human and I will break [laughs].
come from a very religious family but | den't
necessarily adopt all those things, But I truly
believe the only thing that got me through
was God's grace.

In astrology, there's something called
"the return ef Saturn” [which is considered
a milestone to adulthood|. My return ot Sat-
urn started, | think, at 27.

When Saturn is in your sign, it teaches
vou a lot of lessons and it's usually there for
like three years. I'm learning a lot of lessons
and applying them to my life. Finally, for the
first time in my life, | feel like I'm growing
up, and I'm enjoying it. My taste buds are
changing, so I'm excited about that. But I'm
the type of person who has to learn every-
thing on her own, Nobody can say it for me, |
want to experience it on my own. Sometimes
| want to see the darkness to know that it re-
ally exists [laughs).

A determin®d yaung
woman, KATY PERRY
dfer a studio
srtrait Session in
2002 withproducer/

songwriter GLEN -
. BALLARD.
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What are some examples of your taste
buds changing?

I'm actually more interested about what's going
on outside of my bubble than what's going on
inside my bubble. I am excited to get involved
with other organizations and people making
an impact on the world outside of the entertain-
ment industry. Justlike I used to go to certain
places but they're of no interest to me anymore,
| find other things are more important; great
friendships, wonderful dinners, doing things
for others, seeing the reactions of other people.
Just being more present.

Any other film projects in the works?

| am in "Smurfs 2." [Perry was the voice of
Smurfette in “Smurfs” in 2011.] Christina
Ricci is the voice of my female nemesis. | want
to do stuff that's a little unrecognizable, the
self-deprecation kind of humeor where [ don't
always have to be lit so perfectly. | know | can
be like the pretty girl, the teasing kitten. But
what I want to do is be like a Jerri from Amy
Sedaris’ [“Strangers With Candy”|. | just want
to kind of transform. I did that on this TV show
called “Raising Hope." | played a character
narned Rikki who had tight, permed red hair.
She was an officer wearing no makeup, witha
slight ‘stache. [t was funny. It's nice to be able to
lose vourselfin thattvpe of thing, Butl mostly
wanlt to work with select directors. 1 won't be
able to come in like I did with my documen-
tary and have final cut. [t's so much more of a
communal process. So vou have to be careful.

How did your association with Popchips
come about?

The Popchips thing is fun and natural. T tweeted
about it. And sometimes when I tweet, people

react. Whatever | continued on >>p24
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from »>>p22 do, | wantto be really creative
with it. | den’t want it to be, “Here's my face,
here'sa picture, use thal.” I'm always invelved,
overly involved.

In this instance, 1 got to create my own fla-
vor and it's very my style [laughs).
I'm coming around to the idea of having my

Right now,

own fashion line. I'll probably work on that
with my stylist, Johnny Wujek. We're think-
ing about it, but it takes a lot of preparation.
I'm not just going to lend myself to a depart-
memnt store.

What's happening with your fragrance
line?

Coty has become my partner, [ have Purrand
Meow already. We are working on the next

fragrance, which is almost finished.

Will Coty unveil it this year?

No, niext year. Everything is like a year off. It's
not because we need the vear, It just takes that
much time.

You became very involved this year in the
presidential election as well as various
charitable activities.

As | said earlier, one of my favorite things is
watching other people’s reactions: making
memories not by myselfbut with other people.
That's the memory [ hold. If you have some-
thing cool and keep it to vourself, then you
don't know the value of how cool it is.

Young kids forget that they do have appor-
tunities to make a difference. I've got so much
and have so much opportunity, 1 would be
foolish not to share that. And now 1've been
able to actually have the time to do things.

So if you need me and | can help, let me
help. I'm also starting my own foundation very
soon. As with everything else, it takes time
to get it right. But I'm very excited about this
next vear.

Looking back, what was the best and
the worst thing to come out of the last
two years?

The bestthing was being able to see my vision
realized, the thing I stood by for seo long that
was constantly knocked. Not all of my songs
are important because they're not. Some are
just fun, bar-hopping songs. But | know “Fire-
work” is importanl. I know those nuggets are
really why I've written all the other songs and
gone through all this other stuff.

| see the eftect it has on people. | love
that I'm able to dream up things and make
them reality, whether it's pink cotton candy
clouds floating across the audience or that
I get to donate a quarter of a million dollars
to MusiCares,

The worst was it being a test of my san-
ity. You just have to always keep one foot out
and be aware of all the people vou're putting
around you, their intentions and motives, [ try
to never let my intuition be muddled. | keep
1l the same people I've had around me. [ love
my family, and my sister is a ball-buster. She's
iy warden. She and my best friend, Shannon,
are why | have lived through this year. It's a
bit of an estrogen fest with me. I keep a lot
of females around me. But | love that, | love
a woman who can be friends with a woman
and isn't afraid of another woman. | believe
in sisterhood. .
24 |
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How Direct Management Group helps
Perry reach her gnals*

BY GARY GRAFF

hen Katy Perry first
visited the Los Ange-
les offices of Direct
Management Group
in early 2004, she did
cartwheels,

“And then the splits,” manager Bradford Cobb
recalls. “She didn't stop for the receptionist.”

“That makes you pay attention,” co-manager
Martin Kirkup adds with a laugh.

And that's exactly what Kirkup, Cobb and
the Direct Management Group team have
been doing ever since, helping to guide Perry
through the challenges of her early career to
her current status as global superstar. Pleased?
You betcha. Surprised? Well . . . not entirely.

“To us, it's not remarkable that she’s hugely
successful—without sounding like wise-asses,
that's why we signed her,” Kirkup says, “We
really believed in her and felt she had huge
potential.”

“What's arnazing is this all happened in four
vears,” he adds. "It's been a really fun trip for
all of us."

And, Kirkup and Cobb hasten te add, their
primary job has been to follow Perry’s lead and
help her realize the vision she brings to them.

As Cobb—who was introduced to Perry by
producer/songwriter Glen Ballard—puts it, *No-
body ‘made’ Katy Perry. It makes us cringe when
we hear people who don't know or don't realize
Katy writes her songs.

“From the personality in each of them, it's
clear to anybody who's paying attention that
she is the driving force behind what she does
creatively. Almost all the creative decisions are
Katy's. When she asks our opinions we'll give it,
and sometimes we offer it unsolicited. She's in-
volved in business decisions, too, but she trusts
us to make good business decisions for her and,
creatively, it's all Katy."

Kirkup adds, "One of the big misapprehen-
sions people outside the business, and some
ingide, have is that record labels or managers
or somebody else has a Svengali kind of influ-
ence or a magic wand.

“That pretty much doesn't happen—and
certainly not with Katy,"” he says. "You're much
better oft with an artist who has a really strong
vision and gives you something you can work
and build with."

Perry unquestionably had that when she

came to Direct Management Group. Cobb and
Kirkup still marvel at hearing such songs as
“Ur S0 Gay" and "Thinking of You" at their ini-
tial meetings, and how, Cobb says, “she'd keep
coming back and play us something new she
had that would be really, really good.”

But the vision wasn't clicking with Columbia
Records, where Perry was under contract at the
time while working with Ballard.

The management company inherited a chal-
lenging situation, and job one was to navigate

KATY PERRY “is
the driving force
behind what she
does creatively,”
Direct Management
Group's Bradford
Cobb says.

that in Perry's best interest.

“It was very difficult,” Kirkup says. “There
were people there who really got Katy and really
believed in her, but there were a lot of decision-
malkers who really didn't get it and whio were
unwilling to fully commuit. We finally had to
have a conversation . . . And we had the great-
est respect for them. They thought about it,
and they let her go.”

[ronically, Cobb notes, Perry had just writ-
ten her next two songs: "I Kissed a Girl" and
“Hot N Cold,” which, of course, both became
No. 1 hits en the Billboard Hot 100,

While her management company looked for
a new deal—eventually landing Perry at EMI,
where then-Capitol Music Group CEQ Jason
Flom "gotit straight away™—Kirkup and Cobb
also worked to keep Perry's spirits up. “There
were discouraging moments,” Cobb says, “be-
cause when vou're [20], a month seems like
a year."

Nevertheless they kept her busy, continu-
ing to write songs but, more importantly, play-
ing live around Los Angeles, especially at the
Hotel Cafe.

“Some of our advice to her was to really hone
her skills—skills she already had, but to keep
plaving and getting better and better as a live
performer,” Kirkup recalls.

“We didn't have to motivate her; she moti-

vated herseltf. She'd come in every couple of

weeks and bring her acoustic guitar into our
office and say, “You guys have to hear this,"and
have something new o continued on >>p26
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KATY PERRY
made a

memorable

from >>p24 play for us. It was always ex-
citing. There was never a feeling we were floal-
ing dead in the water.”

The live regimen came in handy when Perry
signed on for the 2008 Vans Warped tour, an
evebrow-raising move. But Cobb says thal
“doesn’t seem far-fetched to us; even to this day.”

Kirkup notes there's “a real punk ethos with
Katy," as well as a fearlessness to put herself
in a position where her tuneful if cheeky pop
wasn't necessarily the norm. “Getting up there
onstage and winning over a crowd who were
there to see punk bands every day was some-
thing she relished,” he says.

Another key move came in November 2008,
when Direct Management Group offered Perry
for the MTV Europe Music Awards after the
previously schedule host pulled out,

“This was just after ‘1 Kissed a Girl’ had
become a hit. She was barelv on the radar,”
Kirkup recalls. “We and the international guys
at EMI pushed very hard and gave them the
pitch about how great she could be as a host—
and, bless them, thev took a huge leap of faith
and let her do it."

Ascending from the floor on a giant stick of
cherry ChapStick, Perry killed it that night in
Liverpool, England, picking up the best new
act trophy in the process. She was, not sur-
prisingly, invited back to host the next year’s
show in Berlin,

Kirkup and Cobb also note that Perry had
“a laser-sharp focus” on what she wanted to do
with Teenage Dream, working on the album in
quick fashion,

“l was a little surprised that the direction
was so pop, but she knew exactly what she
wanted and she never wants to repeat herself.
We trust her vision, and after that our job is to
malee sure it's fulfilled.”

What Perry does next will be “gunided by
the music,” according to Kirkup. She's writ-
ing again, and as usual, Cobb says, "she hasa
very clear sense of what she wants to accom-
plish. Once she records some songs, we'll start
formulating a plan with her.”

And, Kirlup predicts, Perry’s trajectory will
continue in an upward direction,

“There's a whole team of people here that
works on her 24/7." he gays, “and all of us know
vou've only seen the tip of the iceberg so far.
There is so much more talent the world has not
vet seen from Katy, so much depth, that we're
very confident when we think about what's
ahead for her." .o
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Capitol/EMI's embrace of an ‘incredibly gifled’ artist

BY GARY GRAFF

aty Perry certainly began

her relationship with Cap-

itol/EM1 Records on a pro-

vacative note—or is it all

new artists that faver a

first single about kissing
someone of the same gender?

Executive VP of marketing/promotion
Greg Thompson remembers there was
“some spirited discussion™ about whether
“I Kissed a Girl" should be the calling card
from Perry's first album for the label, One
of the Boys, in 2008.

“We definitely had a few people that
pushed back on us,” Thompson recalls. “I
seem to remember a little [protestj rallyin a
Beaumeont, Texas, parking lot. But Katy be-
lieved in it, and we believed in it—and her—
g0 you have to kind of make the decision that
the song is just so great that even if it ruffles
a few feathers, the passion that will come on
the other side of the spectrum will more than
comipensate for any backlash.

“The song was a huge hit," he adds, “and

it began a series of undeniable hit singles
for her."

It also set the tone for Perry's relationship
with the company, a mutual fearlessness built
on well-crafted material and gut instincts
that's led to domestic sales of 4.1 millien al-
bums and 50 million singles, according to
Nielsen SoundScan, as well as 11 top 10 sin-
gles on the Billboard Hot 100, That includes
five No. 1s from 2010’s Teenage Dream, mak-
ing Perry the only woman with five No. 1s
from one album.

“What's happened here is that you have
an incredibly gifted individual at the core of
it all," Thompson says. “She's not just some-
body with a nice voice or who plays a nice
guitar. She’s the complete package—and not
just as an artist, but as an individual.”

EMI senior VP of marketing Bob Sema-
novich felt that way when he first met Perry
during her time with Columbia Records,
where, as she did with her managers, she
introduced herselt by doing a cartwheel into
his office for their first meeting,

“She just had that thing, that star power.
She just lit up the room,” he recalls. “She
was incredibly engaging. | remember | went
home that day and said, “Wow. T just met one
of the biggest pop stars in the world."™

That, of course, wouldn't happen until
Perry got to EMI after a fruitless tenure with
Columbia, and Island Def Jam before it.

“Most artists would've packed it up after
the first couple labels, but [Perry] is very per-
sistent,” Thompson says. “She's got an in-
credible work ethic, and she finally got in
a position to put all the pieces together and
surround hersell with people that could bring
all of that to the world’s attention.”

As the chart-topping success of 1 Kissed
a Girl" established Perry as a star, and ul-
timately superstar presence, it also helped

put EMI in a position to approach each of

her subsequent singles with a sense of event.

“We create individual marketing plans
for each song and video,” Semanaovich says.
“We try to find something unique . . . and

we create really ro-  continued on >>p28
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from >3>p26 bust plans around each one. The
most important thing people need to know
is this is Katy's vigion. All of the videos are
her idea or she has an idea and then we work
with a director to expand upon her idea. But
it's all Katy, and our job 1s to get Katy's vision
out to the world.”

During those campaigns, EMI1 has made
extensive use of its social media reach and
Perry's own platforms, launching the releases
to her 28 million Twitter followers and 48 mil-
lion Facebook friends. The company has also
tound strategic partners for the rollouts; the
parhutldrl‘;‘ extravagant campaign for “E.T.”
placed a Perry hologram on "Entertainment
Tonight,” while replicas of the video's Mar-
Hans paraded around the streets of New York
with QR codes on their backs, which allowed
passersby to get a look at the clip. Fans could
also download their own Martian masks and
post pictures of themselves wearing them.

EMI was also able to parlay Kathy Beth
Terry, Perry's adolescent alter ego in the “Last
Friday Night (T.G.1.F.)" video, into its own
independent identity.

“You want to create momentum in anticipa
tion for the video," Semancovich says. “Wher:
ever you premiere it, people are going online
and watching it. So we try to launch them on
as many platforms as we can, simultaneously
around the world: online, broadcast TV, all
different opportunities
selves. We know evervthing ends up online

that present them-
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anyway, so it's a matter of what else you can
use for maximum impact.”

Thompson says that throughout the One
of the Boys album cycle and then into Teenage
Dream and Perry's “Part of Me” 3-D film, “it
became pretty exciting when we started to see
the way the public was eating up single after
single. I can't say we laid it out in advance
and evervthing went exactly as planned. It
was pretty smooth the way it rolled out, but
we did spend a lot of time taking a look at
things, constantly.”

Perry herself, he adds, "is very invelved
and very aware. She has great instincts. She
was extremely passionate about "E.T., for in-
stance, and that was a home run.”

Thompson acknowledges that, given Per-
ry’s success to this point, “obviously the bar is
set pretty high for her.” He notes that "some
people would argue that she shouldn’t go away
at all.” But at the same time Perry's curreni
break will refresh all concerned as she pre-
pares to start recording again.

“1t's rolled really well, and the film was
a fantastic way to end the cycle for Teenage
Dream and to really leave people hungry for
more,” Thompson says. “She has accom-
plished so much that what's next for her is
to go and follow her heart and make another
areat record—which I have no doubt she will,

“And then it's up to the team to work with
her to live up to what we've been able to do
so far,” Thompson adds. “We can't wait."s
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In the film “Katy Perry!
Part of Me," the singer's ™
grandmother, ANN

_ HUDSON, isa Invahle
presan-:&. :

“I remember I'went home and
said, ‘Wow, [just mel one of {/zf-*
bigoest pop stars in the world.”™

— Bob Semanovich, Capitol/EMI
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Backstage W]'lisl-cy A Go Go (WAGG,) Paris
October 11, 2003

Dear Katy,
From Paris to the World!

Love,

Glen Ballard
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EMI partnered with Perry to achieve worldwide success

BY GARY GRAFF

eenage dreams, extraterres-
trials, Daisy Dukes, bikinis
on top and girls kissing girls:
Apparently all have appeal
beyond Katy Perry's home-
land—and,
well all over the planet.
During the course of her two Capitol/EMI
releases, the singer has become a global su-
perstar, selling more than 5.4 million albums
outside of the United States, according to her
label, and logging No. 1 singles in the United
Kingdom, Australia and beyond.
Teenage Dream topped the charts in 10
countries other than the United States, ac-
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in fact, translate

cording to the label, with sales certifications
in 36 nations. She won a BRIT Award for in
ternational female solo artist and an MTV
Australia best breakthrough award, both in
2009, along with three MTV European Music
Awards.
five EMAs this vear,

Perry was nominated for another

Perry has also received awards in such
counlries as Brazil, the Philippines, Poland,
Hungary and Spain.

"From the get-go, as 'l Kissed a Girl’
started to break in America, we had our eve
on Katy and her international potential,”
EMI senior VP of international marketing

Matthew Tilley says. “Katy and her manage-

ment are both globally focused and under-
stand what international markets can mean
to her career, so EMI geared up early on to
make it a worldwide project.”

Initially, the greatest challenge for Tilley
and his team was timing, Shortly after One
of the Boys was released in June 2008 Perry
set out on the Vans Warped tour, which lim-
ited her ability to work international mar-
kets for a while. But Tilley used that as an
advantage, bringing EMI staffers and select
international media to the States to see her
play at a Warped stop in Miami.

“It could have been easy to pigeonhole Katy
with a bunch of other female artists, but once

KATY PERRY'S
victories at the
MTV Europe
Music Awards
confirmed her
international
appeal.

vou've seen her actually play with the band,
play guitar and really sing on the back of a
trailer on the War ['H"L! tour, that real s'. dis-
'l thought 1t
was important for people to see her in that
environment and go, ‘Oh, OK, maybe this
isn't just another pop girl kind of thing.”™

tinguished her,” Tilley recalls.

Meanwhile, the domestic success of Perry's
single "1 Kissed a Girl” was generating excite-
ment overseas, and Tilley—who was holding
back the single’s international release until
September, when Perry would be available—
had to cool a tew jets. *| started to get calls
from even some of the small markets saving,
'‘My radio stations called me about this track.
They want play it now. We need to go now!’
[ had to tell them,
calm. We've done
be that tricky.””

The good news, of course, was that “when
you felt that pull from media vou know

"Evervone needs to stay

thig before. It shouldn't

vou're not even going te have to work them
on that song. It's just going to go. And that's
just what happened,” Tilley says. “Then
you have to go manage it so it's not just
about the hit. You have to project the artist
and who she is and make people know and
understand.”

Perry began playing internationally in
fall 2008, winning friends as “I Kissed a
Girl," “Hot N Cold” and “Waking Up in
Vegas" made their way up the charts in
several countries—and often reached No.
1. And that meant the global pump was
primed for Teenage Dream when it rolled
out in August 2010, "
now =1eed to gear up for a full-on superstar
AT ”{:“. SdVs,

It was like, 'OK, we
launch,

That included bringing staffers to Miami
again, this time for an album playback and
strategy discussion. “We wanted to get her
out to as many places as we could and work-
ing with as many partners as we could,” Til-
ley says. Perry made earlyv-cycle promotional
trips to the United Kingdom, Japan and Aus-
tralia, where she did TV and press interviews
to generate early buzz, EMI teamed with
MasterCard for the Australian campaign,
while T-Maobile came enboard for Europe,
“It was just about,
spreading the word far and wide as
‘Remember this artist?

particularly Germany.
again,
much as possible:
Here's another great single.’ We just wanted
to keep her out there.”

The California Dreams tour, meanwhile,
started in Portugal in February 2011 and
spent three months abroad before coming
to North America, which earned Perrv an
EMA for best live act. The tour then hit South
America and returned to Europe before year's
end, wrapping up in Indonesia and the Phil-
'he “Katy Perry;
documentary that was released

ippines in January 2012,
Part of Me"
around the world during the summer has
arossed $7.1 million overseas,

“The movie was a great way to cement her
status,” Tilley gsays. "Not many pop stars get
movies made about them, and this was a way
to reach people who mavbe wouldn't spend
money to go see a show but would pay for a
movie ticket or rent a DVD. It shows every
side of her career and personality and the
fact she had some serious bumps on the
way to her [success|. It wasn'tall easy or an

overnight sensation. continued on >>p32
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On her global
California
Dreams tour,
KATY PERRY
performed at
the 201 Rock
in Rio festival in
Brazil.

from >>p30  That's a really good mes-
sage to get out there.”

Tilley does feel that "it's an important
thing for all of us that [Perry| geta decent
break. It's OK that the marketplace gets a
little bit of a moment away from Katv; we've
had eight singles in a row, so with No. 9 yvou
might have people saying, '‘Really? Come
on, now."" Nevertheless, he anticipates sig-

nificant excitement when Perry delivers her
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next project.

“As soon as we know that music is going
to be ready we'll start gearing up that ma
chine again,” Tilley says. “We'll get the key
players in a room and start to figure things
out. It's daunting in a way: How do you top
|[Teenage Dream]? But every time yvou roll
out a superstar artist launch, that's what
vou de—sit in a reom and say, '"How do we
top that2"™

“The choice of Kaly Perry as
Billboard’s Woman of the Year
is inspired. For sheer girl power;
getl-up-and-go stamina and
not letting the bastards get you
down, Kaly Perry is an example
lo all of us, and she is so lovely
withil. Sheis so nice. She is
agreal role model for lols
of businesswomen because she
is running a business called
Kaly Perry.”

—ANDRIAVIDLER, EMI MUSIC U.K,

tions Katy!
oF THE YEAR
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SIDE S TAGE TO
SUPKERSTAR

Live performance has propelled Perry's rise

BY MITCHELL PETERS

aty Perry takes advantage of

her downtime on tour by ex-
ploring the city where she's
booked to perform.

In the hours before show-
time, she says, "I pull the
bikes off the bus and we go riding. | put on
my baseball cap and sunglasses and go grab
a coffee.”

But the disguised outings also allow Perry to
give unsuspecting fans a story they'll never for-
aet. “1 go look around at the different parks and
give tickets away,” she says, “and people don’l
know it's me.”

Indeed, Perry’s commitment to super-serving
fans has plaved a significant role in helping her
oraduate from the side stage of the 2008 Vans
Warped tour to headlining sold-out arenas across
the world just three vears later,

“The growth is geometric,” says Brian Mur
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phy, a veteran concert promoter with Golden
voice/AEG Live. “She's not growing [at a rate of]
one plus one equals two; she's growing at a rale
of one plus one equals five.”

Perrv's most recent jaunt, the California
Dreams tour, ranked 13th on Billboard’s top
25 highest-grossing tours of 2011. The arena
trek earned $48.8 million from 98 concerts thal
drew more than 1 million fansg, according to
Billboard Boxscore.

California Dreams supported Perry's second
album, Teenage Dream (2010), which debuted at
No. 1 on the Billboard 200 and has sold 2.6 mil
lion copies, according to Nielsen SoundScan.

Direct Managemen!t Group's Steve Jensen,
who manages Perry with Martin Kirkup and
Bradford Cobb, began working with the artist
about nine years ago. Early on, Perry performed
acoustically at such intimate Los Angeles clubs
as the Mint and Hotel Cafe, and hadn't vet ad

opted her larger-than-life pop star persona.

“That was when she had 'Ur So Gay' and
those early songs. She did them acoustically, so
there wasn't the whole pop hoopla,” Jensen says.
"Katy is basically a singer/songwriter. The whole
pop thing came along by accident, in a way.”

Perry got her first taste of life on the road dur-
ing a side-stage slot on the Warped tour, perform-
ing alongside such bands as Gym Class Heroes,
Against Me!, Pennywise and 30H!3. Perry's ap-
pearances on the traveling punk-rock festival co-
mcided with the surmnmer release of her major-
label debut, One of the Boys, which has sold 1.5
million copies.

“We thought it would be appropriate for her
to go on the Warped tour because, let's face it,
although it's a skateboard/rock falternative cul-
ture, there are a lot of pop elements to it,” Jensen
says, Pop-rock-leaning Warped graduates have
included the lilkes of Gym Class Heroesand No

Doubt. “We felt Katy was a pop artistwith a bat
of an edge as well.”

Warped tour founder Kevin Lyman was in-
stantly sold on Perry after then-Capitol Music
Group CEO Jason Florm showed him some music
videos on her website and played the song "Ur
S0 Gay.” “| literally wrote an ofter right there tor
her to play the Warped tour,” Lyman says. "No
one had told me about the record or anything,
She comes off as a punk, like the same attitude
we all had.”

Midway through the Warped tour, Perry's
breakthrough single “1 Kissed a Girl” began get-
ting traction at radio. Lyman remembers the
artist having to wake up at 6 a.m. to promote
the song on radio and TV, "She'd play early one
day because she'd have to fly somewhere to do
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