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The Breakup

Lady Gaga and manager Troy Carter surprisingly
part ways days before her hotly anticipated ‘ARTPOP’
release, but for now all sides say it’s business as usual
By Andrew Hampp

service, says il has doublad ils
global paid subscriber base
inthe past year to o millhion
spotity s last announced total
was & million. While Deazes
nas yet to launch stateside, it
1as aexXpanded to more than
150 countries worlawide. In
France. where its user base

s the strongest, Deezer has
penefited from a three-year
sartnership with telecom grant
Orange, In 2012, it received a
5130 million mvestment trrom

Warner Music Group owner
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hings were looking great for Lady Gaga's ARTPOP by the afternoon
of Nov. 3. Lead single “Applause” continued to pick up steam at
radio, and had climbed to No. 7 on the Billboard Hot 100 the week
prior. Album track “Do What U Want” had been so rapturously
recerved upon its release on 1Tunes that it became the album's
last-minute second single over the planned “Venus.” And fan excitement for

a Nov. 10 ArtRave event in New York—where she would premiere ARTPOP,
Its companion app, exclusive sculptures from Jeff Koons and a live-streamed
concert—was high. § But by the time Gaga appeared at the YouTube Music
Awards around 6:30 p.m. ET, dressed like a '90s grunge rocker ina flannel, a
brown wig and a trucker hat with her song title “Dope” written in the style of
the NASA logo, something felt off. She was visibly emotional, dedicating the ==

Jason | /]
Schwartzman, §
Ryan r
Lewis and |
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DOUBLES UP

TWITTER'S
SOARING
IPO
Twitters
closely
watched
initial public otfering was the
toast of Wall Street, soaring
to heights that surprised even
the micraoblogging network's
mare pullish supporters
Inttially priced at 526 a share.
the stock jumped 1o more
than $45 on its first day of

tracing, valuing the /-year:
old company at more than
525 billion. Twitter has 230
million users, and although

It has yvet to turn a prorit, 1S
selling itself as a key platform
for advertisersang TV
broadcasters

YOUTUBE
AWARDS
BUFFER
You lTube's
first music
awards
show was a bold endeavor,
bringing megawatt stars

to an innovative, Web-only
platform, But even Eminem
and Lady Gaga couldn
get viewers to fire up ther
browsers in large numbers:
At its peak, viewership
otaled a meaaner 220,000,
You Tube typically has mare
than 1 billion users per
month. Meanwhile, critics

of the show much of which
appeared to have been
planned on the spur of the
moment {intentionally or not).

had a field day on Twitter
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TOPLINE

Gaga continued from p. 4

raw piano ballad to her tans as tears streamed down
her face. Online, 4,000 viewers who'd tuned into the
live stream of the awards clicked off, and fans specu-
lated wildly about what was really happening.

Around the evening of Nov. 4, reports surfaced that
Gaga had parted ways with Troy Carter, her manager
since 2007, citing creative differences. Billboard has
learned that their management contract has been ter-
minated, but that Carter's Atom Factory will remain in-
volved in Gaga's release and projects as part of a tran-
sitton period until a settlement has been reached and
new management has been hired. Sources declhined
to comment to Billboard about whether that creative
decision ultimately led to Gaga and Carter’s split, but
the two had been having other rifts in recent months—
including a fight around August's MTV Video Music
Awards (VMAs) that was later resolved.

Carter and Gaga, through a rep, declined to comment
for this story, but executives mvolved with ARTPOP say
it's largely been business as usual in the days since Ga-
ga's split with Atom Factory. Carter and other members
of Gaga's management team were expected to be part of
a call the morning of Nov, 7 regarding plans for Gaga in

2014, and the company was helping seek potential last-

minute brand partners for a hve-streamed concert the
night of Gaga's ArtRave after a planned sponsor pulled
its media spend on Nov. 6. The concert 1s expected to
stream on Vevo at 11:59 p.m. ET, a mmute betore ART-
POP hits 1'Tunes on Nowv. 11.

But despite the fracas in the days leading up to ART-
POP s release, all parties who spoke with Billboard re-
mamed confident in the viability of Brand Gaga and
the album’s potential. “The thing with Gaga is, she's
constantly pushing her art forward and the creativity
never stops with her,” Interscope vice chairman/head
of marketing Steve Berman says. “Her songs are like

paintings and she works on them until the end. We
just streamed the album on 1Tunes the other day, and |
think she’s still working on it.”

Brands are embracing the opportunity to take ART-
POP to the masses, too. Kia came onboard first with
a massive 2013 ad campaign that began airing during
the VMAs featuring the Kia hamsters dancing to “Ap-
plause.” Beats by Dr. Dre synched "Do What U Want”
for a TV campaign that began airing in mid-October.
Opening track “"Aura” was featured in trailers and a lyr-
ic video for “"Machete Kills,” a movie in which Gaga co-
starred. Planned third single “Venus” will get another
big look trom a major retailer later this month. And, as
reports were expected to be confirmed at the Nov. 10
ArtRave, Gaga will pertform a song in space 1n 2015 as
part of a new partnership with Virgin Galactic, making
her the first person to do so.

“It’'s about exposing different songs on the album to as
many people as possible, sometimes without her as the
face,” Interscope president/COQ John Janick says. ©
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DIGITAL

Pandora
Hangs Tough

The Internet radio leader
continues to thrive in the face
of competitors—including
1Tunes Radio

By Glenn Peoples

Tunes Radio is riding a trend of lean-back digital
listening, but Apple’s new Internet radio service
isn't a Pandora killer vet. In October, the first
full calendar month the two services competed
against one another, Pandora's streaming hours

rose 8.19 to 1.5 billion from 1.4 billion the prior month.

The number of people who listened to Pandora in Oc-
tober tell 2.5% to 70.9 million trom 72.7 milhon in Septem-
ber. But the October numbers should put to rest—for the
time bemg—predictions that Apple would use 1ts massive
I'Tunes user base and legendary brand afhnity to knock
Pandora from the top of the Intemet radio leader board.

Expectations for 1Tunes Radio have been high. During
Apple’s earnings call on Oct. 28, CFO Peter Oppenhiemer
revealed that 20 million 108 7 users had trned 1Tunes Ra-
dio. The tollowing week, Canaccord Genuity released
survey results that showed 1Tunes Radio had made in-
roads with Apple device owners. Of all consumers who
use Apple’s 10S mobile operating system, 29% had tried
1Tunes Radio, 12.6% were listening to both Pandora and
I'Tunes Radio, and 2.6% had given up Pandora for 1Tunes
Radio. About three in four people surveyed (or 72%) were
running the 108 7 update that includes 1Tunes Radio.

Quuckly attracting 20 million listeners 1s an achieve-
ment unto itself. No other company but Apple could
make inroads against Pandora in such a short amount
of time. But what's most important is how many listen-
ers 1Tunes Radio will attract in the long term. ITunes
Radio’s initial 20 million listeners might not return in
full numbers the following month. After all, the Inter-
net era 1s filled with stories of services whose milhons
of early adopters lett them for another shiny, new toy.

“The barrier to experiment in online music is pretty
low,” Gartner analyst Mike McGuire says.

Better results will requure a better product. Pandora
outscored 1Tunes Radio mn various user-satisfaction
metrics in the Canaccord Genuity survey. More people
surveyed believe Pandora plays the songs they want to
hear (72% to 63% of 1'Tunes Radio users). While 789%
of those surveyed gave Pandora a "positive” or “very
positive” rating, only 66% of iTunes Radio users did so.

Internet radio. About half
ot all anline Americans
aged 12 and older listen

to Internet radio. [Tunes
Radio may not pry away
many listeners from
Pandora, but it could help
grow the Internet radio
market

Pandora has withstood new product launches before
ITunes Radio. There has been a long list of supposed

“Pandora killers” through the years, from communica-

tions glant Clear Channel to scrappy upstart Songza.
The media trumpet with fanfare the arnval of every
radio feature woven into on-demand services like Sony
Music Unlimuted, Xbox Music and Spotify.

The  sharks were
thought to be circling Pan- THE BIG NUMBER
dora in June 2012. Two I

Percentage of Apple DS mobile
users who gave up Pandora

tor 1 Tunes Kadio, according to
Canaccord Genuity

notable events occurred
that month. First, a blog
post by BTIG analyst Rich
Greenfield wamed Pan-
dora investors of Songza's
popular 1Pad app. His
remarks sent Pandora
shares down 11.2% dur-
ing a two-day span and
chopped $200 mullion
from the company’s mar-
ket value. A week later, Spotity launched a free Internet
radio service available to U.S. users of its mobile app.

Yet Pandora has thrived in the midst of this competi-
tion. Since June 2012, Pandora’s monthly listener hours
are up 36% and monthly active users up 30%. And
since the Songza scare, Pandora shares are up 167% to
$26.45 and have recently exceeded $28. With the mar-
ket behind the company, Pandora issued a secondary
stock offering in September that grossed the company
nearly $400 million. Although still unprofitable, Pan-
dora has convinced Wall Street it’s on the right path.

Pandora’s approach to music has never looked more
sensible. On-demand music services Rdio and Rhap-
sody recently revamped their radio products by offer-
img Pandora-like personalized radio. Why not allow
customers to use one app instead of two? Rhapsody
executive Paul Springer says halfl 1ts listeners are also
active listeners of Pandora. The company hopes a bet-
ter radio experience will add enough value to keep sub-
scribers from occasionally straying.

"Historically we've been a lean-forward service,”
Springer says. " Subscribers love that, but they want to
balance lean-forward with lean-back.”" ©
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On-demand services.
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features to better compete
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Online Video
Fast-Forwards

Even as Web video proliferates to more
platforms and music grows with it,

dollars don’t always follow
By Alex Pham

Concert

disCovery
dpp

Bandsintown,

which last
year claimed
to power ]
mullion ticket
sales per
manth, has
announced a
partnership
with talent
booker the
Agency
Group that
represents
closato

2,000 clients.

The deal will

drive tan
awareness of
TAG clients
taurng
schedules,
driving both

ticket and
merch sales.

omentum has continued to gather
behind online video i the last five
years, with music being the catego-
ry that's experiencing the biggest
growth—though that doesn’t neces-
sarily mean the industry will reap any additional
revenue in the immediate future.

According to a study by the Pew Research Center,
50% of all online adults watched music videos in 2013,
up from 32% in 2009. It was the biggest jump n view-
ership for all the categones tracked by Pew.

Much of the love comes trom younger demograph-
Ics. Among viewers ages 18-29, 81% watch music vid-
eos, but only 39% of viewers ages 50 or older do so.

Though popular, music 15 only the fourth-most-
popular video category among adults—atter comedy,
how-to clips and educational videos. Music 1s, how-
ever, more popular than news, animation, politics and
sports. It's important to note that the study only sur-
veyed Internet users ages 18 and older. Had 1t included
younger viewers, music very well could have ended up
with a higher rank, given that the category skews to-
ward younger demographics.

The growth in music mirrors the percentage of online
Americans who watch video, which grew to 78% this year,
up from 69% in 2009. Younger viewers ages 18-29 led the
audience, with 95% having watched online videos in 2013,
compared with only §89% of those ages 50 or older.

But the growth in video uploading and sharing is
not just on YouTube. The debut this year of Vine from
Twitter (in January) and Instagram Video from Face-
book (in June) has undoubtedly accelerated this trend.

These new video platforms don't license music. This
i1s true of Vine and Instagram, which currently rely on
take-down notices and/or fair use provisions under
the Digital Millennium Copynight Act tor the use of
copyrighted music in user-generated videos. Qutside
of YouTube, only a handful of video apps, including
Magisto and Viddy, have licensing arrangements.

Not only 1s viewership rising, but so are the number
of people who post videos. Nearly one-third of adults
online (about 31%) posted a video this year, up from
14% 1n 2009. Again, younger people led the way with

41% having posted their own video, compared with

189 of those 50 or older.

The results are a steep increase in the amount of
content being added to plattorms like YouTube, where
the number of hours of uploaded video exploded from
20 hours per minute in 2009 to more than 100 hours a
minute this year. YouTube as a platform has increased
the number of advertising in and around the videos on
its service and has licensing agreements with most siz-
able music rights holders. @
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Younger users dominate in video consumption almost 2 to 1
The percentage of adult Internet users in each group who:

100
—: P5%

;

;_Sﬂﬁa

11—

40

|

Watch videos online,
including on a social
network site or using
mobile apps

20

Total who watch
or download
online videos

Download video files
onto a computer or
cellphone to play
them at any time

Watch videos on
a video-sharing
site like YouTube
ar Vimen

Music videos have had the greatest growth,
but lag in overall popularity

The percentage of online adults who watch each type of video, by year:
|
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Jake Owen

Jimmy Ritchey
EMI-Blackwood Music, Inc.
Jimbalaya Music

Shiitake Maki Publishing
Universal Music-Careers

Vibe Room Music

TIL MY LAST DAY
Justin Moore

Big Music Machine
Double Barrel Ace Music

TIME IS LOVE
Tony Martin
Mark Nesler
Tom Shapiro

- Casa Jaco Music

EMI-Blackwood Music, Inc.
Little Dooey Music

Little Lola Mae Music
Songs of Universal, Inc.
Sony/ATV Tree

TIP IT ON BACK

Ross Copperman

Tully Kennedy
EMI-Blackwood Music, Inc.
Magic Mustang Music, Inc.
Ross Copperman Songs

TORNADO

Delta Maid (PRS)

Natalie Hemby
EMI-Blackwood Music, Inc.
Wruckestrike

TWO BLACK CADILLACS

Carrie Underwood
Carrie Okie Music

WANTED

Hunter Hayes

Troy Verges |

Happy Little Man Publishing
Songs From The Engine Room
Songs of Universal, Inc.

WHERE | COME FROM
Rodney Clawson

Dallas Davidson

Amarillo Sky Songs

Big Red Toe Music
EMI-Blackwood Music, Inc.

YOU DON T KNOW HER LIKE | DO
Brantley Gilbert

Jim McCormick

Indiana Angel Music

Songs of Jim McCormick
Warner-Tamerlane Publishing Corp.
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Day

Benji Rogers
CEO
PledgeMusic

Since its founding n 2009, PledgeMusic has grown its
roster of artists who use the London company'’s plat-
form to raise money—i{rom Slash and Ben Folds Five to
Minus the Bear and Ginger Wildheart. It's like Kickstart-
er, but designed just for musicians. About 86% of cam-
paigns launched through Pledge Music reach their goals.
Its CEO 1s a coftee-chugeing, hockey-loving, globe-
trotting musician who obsesses over his vinyl collection.
| do 50 sit-ups and 20 pushups. Thisis a new thing

Then, first coftee, It's always pour-over. Check
Instagram, Twitter, Facebook and my RSS feeds

DoalU.K. AER call with the London and European
Jrion teams 1O Q1SCUSS LGOI releases and
aunches. second coffee, which is a full pot at the office.

00

| am templied by a third, but can t peak to0 aarly

Meeting with Emma Peterson, tounder/CED of Tikly,

flfil'ilf LALIT [:likifflfli} I?:IFlfli’fti

Call with Wes Kidd at Red Light Management
about upcoming campaigns. We also trash talk the
Chicago Blackhawks

Callwith Seymour Stein to talk about an amazing Detroi

based project that we want to get off the ground. Legenad!

Weekly meeting to go over social network and
newsletter pnorities for the week with the team. We go

over projects that need some love from the socials

Conference call with Jayce Varden and Malcalm
Dunbar, our US. and UK. presidents. about South by
Southwest and MILEM. Coffee No. 3

Prep keynote for Halifax Pop Explosion, We are focusing
a lot on Canada and are seging amazing things happening
there. Plus, they show hockey on the news, Heaven!

Call with New York, Boston, Los Angeles and Toronto

teams to discuss upcoming releases and launches. The
first five minutes are pretty much hockey trash talk. I'm
a Hangers fan even when it hurts, and even though | am English

l.:.fl'ifﬁu—_ Hl £l

0000000

Meating with Mollie Moore from LipSync Music to

higure out what s new in the world of mega, unsigned

y

Meeting with Jordan Kleeman from our team and I.'
AU Chiis Trovero with INgrooves to Qo aver our upcoming
PM Vinyl Vault, Stay tuned! Offered coffee No. 5. but

refuse. Trying to be strong

hands for us 1o reach out

o
e

Impromptu meeting with Justin Kalitowitz, president
of Downtown Music Publishing and co-founder of
songtrust. We talk about streaming, publishing ang

O

&

cottee. | soak up all | can, He's a genius!

Gethome fast to bathe |zzy, my 22-month-old daughte: ' 4

Speak toaclass at the Clive Davis School on the musi
industry with Chris Mooney from TuneCore

L

Overnight to Amsterdam for the Amsterdam
Dance Events "Do It Yourself! Ustream, Drip.FM &

:
ol
.

o™ PledgeMusic” panel. —Alex Pham
Benji Rogers
|"..'-~.-:_:-T-."s:_7iI".~.'-:-r_!I -~
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To: Bettie-Julia

HEAVEN'S DOOR

“BEAUTIFULLY PRODUCED
AND PERFORMED”

AHMET M. ERTEGUN

Michael Leonard, Producer
Richard Sills, Executive Producer

AVAILABLE NOW ON

1Tunes Amazon MP3  Google Play
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Increasad
concert
attendance
drove record
third-guartes
revenue

at Live
Mation, Tha
campany
turned in
revenue
of52.3
hillion in the
QuUaATLETr, LIf3

RADIO & RECORDS

Radio

YouTube

Broadcast radio tunes in online

video and wins new listeners

By Alex Pham and Rich Appel

15% from

the prior-

EE:LE?ETEL ar from being fatal for radio stars, video 1s

operating helping propel some broadcast stations into

'r:‘;?r’::ﬁt-rit the era of digital content.

il That was the case when the BBC’s Radio o
certain one- 1 decided to put its hourlong interview with

:LZ: {';;'“ » Kanye West on its YouTube channel in September. Days

to §22 ' later, late-night talk show host [immy Kimmel did a par-

rrlhion,

ody of West's interview. That prompted a war of words
between West and Kimmel on Twitter, culminating in a
Kumbaya moment when West appeared on Kimmel's
show. All told, the interview garnered 3.5 million views,
making it the most-watched music interview BBC Radio
has ever created.

“It's safe to say that 10 years ago, a U.S. chat show host
wouldn't have seen it, wouldn't have responded to it and
wouldn't have entered into an A-list Twitter beef over
it,” BBC Radio 1 executive producer Joe Harland says.

Radio stations like Radio 1 and New York outlets

WNYC and WQHT are turning to YouTube as part of

their broader strategies to “future-proof” their busi-
ness in an increasingly connected, digital environ-
ment. Rather than view YouTube as cannibalizing
radio, many stations report getting an uptick in over-
the-air listens when they leverage YouTube as a mar-
keting and branding plattorm.

Lin Dai, VP of digital and TV programming at Em-
mis Communications-owned WQHT, says hip-hop fans
no longer see radio as the only way to tune mnto the sta-
tion as they live on mobile phones, tablets and laptops.

“They don’t make the distinction about what is radio or
not radio. This 1s a fundamental change in behavior. For
us to be relevant, we need to be present in digital and
video. We need to be more than just on-air talent.”

Radio stations have experimented with video in fits
and starts during the past decade, with varying de-
grees of success. Some found the expense of building
an infrastructure to publish online videos too steep,
while others felt the demand for video in a narrow-
band environment was too low. But YouTube's arrival
in 2005 changed things fairly quickly.

“It's given every radio station a way to become
their own MTV channel,” says Ron Davenport Jr.,
chairman of Sheridan Broadcasting, an indepen-
dently owned company with three stations. Sheridan
received a patent for a technology that synchronizes
radio broadcasts with YouTube videos in real time.

Like Shendan, many broadcast companies see
online video as a way to expand their reach as global

YouTube Channels of Select Radio Stations

Asol 3p.m.PSTon Nov. 5

WNYC

WQHT

media brands rather than radio stations with a limited
geographic reach. For public station WNYC, just 7%
of its YouTube views come from the New York metro-
politan area, and halt come from outside the country.
That's important for selling national brand advertising.

“Some stations are seeing significant audience
growth on YouTube, as high as 30 million viewers a
month, by retformatting their content as online video
and extending their reach beyond their transmitter’s
terrestrial reach,” YouTube content partnership di-
rector Vivian Lewitt says (see table, below left).

Still, monetization hasn't always caught up to audi-
ence growth. New York Public Radio senior director
of business development Erik Diehn says the revenue
from video sponsors and ads aren't lucrative.

“To make significant money, you'd need tens of
millions of views a month. We're nowhere near that,”
[Mehn says. "That being said, we are seeing signifi-
cant growth trajectory m our subscriber and view
counts. It's realistic to expect that YouTube will pay
for itself in a few years time. We're not getting rich
by any stretch.”

Part of the challenge is consistency—producing a
constant stream of videos that can organically build
and grow a fan base in time, CBS Local Digital Media
president Ezra Kucharz says.

“For this to matter as a business, it has to scale,”

says Kucharz, whose company has started to zero 1n
on its YouTube strategy this year. “To do that, you
need a steady How of high-quality content to make the

BBC Radio 1 New York KEXP Seattle New York NPR Music

SUBSCRIBERS SUBSCRIBERS SUBSCRIBERS SUBSCRIBERS SUBSCRIBERS

906,393 13,944 07441 279270 247320 math work. We like the buzz. We love the traffic. But
VIEWS VIEWS VIEWS VIEWS VIEWS we love the revenue even more. It this weren't driving
161,851,851 15,875,664 190,982,413 122,057,752 34,442,810 traffic and revenue, we wouldn’t be doing it.” ©

3. Promotional content:
While it seems abvious,
statinns often overlook

the opportunity to create
content that can promote
on-air events and programs
Example: WQHT s YouTube
promotions have ingreased
on-air tune-ins lor leatured
shows by as much as 90%

2. Mini documentaries:
This involves piggybacking
on existing reporting that s
already being done to prepare - N )
for an event, such as the |
Grammy Awards, Examples:
CBS Radio’s documentaries
about each of the five album
of the year nominees

1. DJ rants: Many DJs already
have a tollowing, are passionate
about a subject and happy to
ritt about it for 10 minutes in
front of a green screen. This
helps expand the station’s
nrand fromaudio content Lo
Iifestyle” Example: WOHT's
"‘Realer Sport="with DJ Peter
H'hE.'E'ﬂhﬂ'Tl.:'f.

Types of video
content that

radio stations
say resonate
with audiences

oy
; |

&

ILLUSTRATION BY SEBASTIEN THIBAULT
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QUESTIONS

Answered

Gary Gilbert

Co-Chairman, Entertainment/Partner
Manatt Phelps & Phillips

What did you wake up thinking about this morning? I have
this involuntary mechanism: I go to bed very relaxed, then usually
| wake up around 3 or so with my mind racing, processing stuff, 1
came up with a solution to a problem that I had no idea how I would
solve when 1 went to bed. It was how I was going to frame an email
to someone. | have no idea how that happens.

What will define your career in the coming year? | became
co-chair not that long ago |in March], and 1 have to see that this
department stays at the forefront, building and expanding by look-
ing for new opportunities. From an internal standpoint, at the same
time, we 're involving all the related departments in what we're do-
ing, finding new ways to synergize parts of the firm and serve clhients.
All of that helps me serve the client, which i1s the most important
thing. Technology moves so fast that we're always lagging behind
[in contracts]. My job is to maximize benefits for talent, and that's
changing all the time.

Describe a lesson you've learned from a failure. In my third
or fourth year as a lawver, | was a corporate lawyer and [ wasn't very
happy with what [ was doing and [the firm] didn’t like what [ was do-
ing. | had a yearly review where a guy told me 1 sucked. I went home
that night and stood in the shower tor about two hours trying to fig-
ure out what I should do about that. Should I tell these guys to pound
sand? Should I show them I was good? Then I thought, “Should I
leave?” | finally had the resilience to show them I was good and it
worked out, so I was fine. But the bad review definitely gave me a
huge kick in the ass—a lesson | never forgot.

Name a project that you're not affiliated with that has
most impressed you in the last year. The Kings of Leon. They
were huge, had their 1ssues and were away tor a while, and came
back better than ever. It was impressive and a great job by |Vector
Management's] Ken Levitan and Andy Mendelsohn.

Wheo's your most important mentor, and what did you learn?
My father |Herbert|. He taught me, basically, three principles that I
will probably never forget. No. 1, there's no such thing as “can’t.” No. 2
was "If you don't know, learn.” And No. 3 was “Keep moving.”

Name a desert island album. Generally speaking, it would be
any of my clients’” albums. If it has to be a non-client, I would say
the Cars’' Candy-O because it came out when I was breaking into
the music business and I thought that album defined that era. Not to
mention the |Alberto| Vargas cover. —Phil Gallo

PHOTOGRAPHS BY BEN CLARK

1 Thenngis
atacsimile

of the Los
Angeles Lakers
championship
ring from 2009,
prezented

to longtime
season ticket

holders

2"l've been a
Lakers ticket
holder since
college, back
when the team

played at the
sports Arana.
Thisshot in
thie final sixth
of a second
represents my
mantra: 'its
naver too lata.™

Gary Gilbert

photographed
at the Manatt
Phelps & Phillips
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First job: "Copy boy at the
Long Beach Independent
Telegram. [In music],
associateat a law firm in
Century City.”

Memorable moment: " T he
bme that | was negotiating

a major record deal for a big
chent and he had a farm, and
| was negotiating with the
record company guy oulsige
at the farm, We could hardly
hear each other because there
were geese honking in the
background. That was a truly
memaorable negotiation.”

Advice for young lawyers in
the music business: "Neve
give up. And for people who
do what | do for a living, make
sure you assess the leverage
of your deal correctly,”

3 "Thiswas
a birthday
gift from

my mather,
SUMMAanzing
how she
VIEWS
lawyers,”

4 Gilbert's
affice.

2 Luke
Lewis,
president
of Mercury
Mashville,
gave this
Ioomein
calebration
of the launch
af the first
Sugarland

album.”

“My job is to
maximize
benefits
for talent,
and that’s
changing all
the time.”
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The Deal

SFX Buys To Build
Digital Platform

WHAT: Inlate October, SFX Entertainment announced three deals

to bolster its digital portfolio: agreements to purchase Tunezy, Arcoo

and Fame House. Financial details weren't disclosed. The deals closely
followed an imitial public stock offering that wall help build a more diver-
sthed company. As SFX explained n its filings with the Secunties and

Exchange Commussion, $150 million of the $242 million in [PO pro-
ceeds would be spent to close the acquisitions of four promoters. By late

October, SFX had completed three of the four acquisitions: ID&T, pro-
ducer of Tomorrowland, Mysteryland, Sensation and Q-Dance; Totem

Onelove Group, promoter/producer of the Stereosonic outdoor testival

in Australia; and Made Event, owner/producer of the Electric Zoo Fes-
tival in New York. Some of the remainder of the proceeds—about $92
million—i1s going to the acquisition of complementary businesses.
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WHY: Today's promoter is a multifaceted company that provides

live and online experiences throughout the year. SFX's three latest

acquisitions provide the company with the talent and expernience to

better engage music fans on its online properties. “We looked for
teams with A-players, a track record of building great products and

passion for what we're doing,” an SFX executive tells Billboard. Tune-
zv, Arcgo and Fame House join a portfolio that already includes Beat-
port, the EDM-focused download store SFX purchased last year. The

acquisition of digital talent has a precedent in the concert promotion

business. Live Nation has showed a commitment to improving its dig-
ital presence, acquiring BigChampagne, overhauling LiveNation.com

and creating Live Nation Labs to develop business-enhancing tools.
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WHO: Previous Billboard FutureSound award winner Tunezy is a

2-year-old, Toronto-based startup that provides a platform to artists

that want to sell experiences to tans. While artists have numerous

ways to sell recorded music and stream music and video, they have

fewer options for selling experiences like a personal Skype chat and

backstage access betore a concert. Arcgo 15 a developer of Web tools.
[ts Readibihity mobile app makes online reading easier and more pro-
ductive. It worked with Reuters on improving how the news organiza-
tion presented information online. Fame House 1s a digital marketing

company that runs online campaigns for such acts as Eminem, Tiésto,
Pretty Lights and Richie Hawtin.

|F: SFX will come out a winner if the whole of these three acquisi-
tions 1s greater than the sum of their parts. When combined with
Beatport and SFX's existing online activities, the acquisitions have
the potential to create the necessary synergies. Fame House provides
much-needed expertise in digital marketing to maximize its existing

online efforts, and its client base includes EDM artists. The SFX ex- SFX ,S Iﬂtes-t ﬂ cq UiSitiﬂ'nS PrQVide the Cﬂmpﬂ ny

ecutive says Tunezy and Arcoo will help keep SFX engaged with EDM

fans when they're not attending a handful of live events per year. wrth the tu Ien-t und expe rience tﬂ bEtter
“What doesn'’t exist in this space is something that creates a cohesive

experience around content, news and events. Our platform business e ng u ge m U S iC fﬂ n 5 G n i'tS ﬂn l i ne Prﬁ PE rties °

s going to fill that need.” —Glenn Peoples

EDM fans. Expect Arc20

to build digital tools Lo give
SFX's customers a better
experience both anline and
off. Fans will use Derrick
Funag's Tunezy to buy
exclusive experiences at SFX
EVENLS.

Investors. These three digital
deals are relatively small
compared with SFX's primary
acauwsitions of established
concert promoters

Investors should expect
some improvements on the
margins but noimmediately
noticeable gains in revenue o
'['.'-f.:lrl"ier.:l &

Competition. Concert
promotion with nvals like
Live Nation 15 nearly a zero-

- 5 ame. The more SFX
| Y, umagame. |
I-T € NARTIOnN uses talent and knowledge
to succeed through digital
platforms, the more of EDM

fans dollars and attention it
will win.

o BILLBOARD | NOVEMBER 16, 2013 ILLUSTRATION BY BRIAN STAUFFER



Portion of SFX's |[PO
proceeds earmarked
for acquisitions.

Value of global EDM market
in 2013, per International

Music Summut.

Drop in SFEX stock
price since |PO.

SFX BY THE NUMBERS $150m _24% $4-5b

EXECUTIVE TURNTABLE GOOD

Works

Rocking On For
The Shore

clients. He was account
executive for music part-
nerships at Muve Music.
Simonian  and Feigen-
baum report to Crawtord.

LABELS

Universal Music Enter-
prises promotes Adri-
ana lragorri Schroeder
to director of licensing
and contracts for film and
TV music and ups Raha
Johartchi to associate
director of licensing and
contracts for film and TV music. Iragorn Schroeder was
associate director, and Johartchi was manager,

A year after Hurricane Sandy, many Jersey Shore resi-
dents and businesses remain in a state of Hux. An Oct.
29 report on NBC's “Today” underscored just how
much more work 1s needed to restore the once-thriving
waterfront area.

In league with Shore residents’ unflagging determi-
nation, fund-raising efforts continue. On the national
front, there'’s “12-12-12." The documentary, which pre-

Erin MEDIA
Crawford Nielsen announces new executive appointments, in-

Tatiana : . . ih : ; ; : . :
Gerrn it cluding the promotion ot Erin Crawford to GM of Columbia Records promotes Brian Nolan to VP miered Oct. 20 1n Los Angeles, reveals the planning
and Andrew  music/senior VP of the entertainment group. The com-  of the creative agency. He was senior director. and organization mvolved in staging the Hurricane
Feigenbaum

pany also appomts Tatiana Simonian and Andrew
Feigenbaum VPs of client solutions. Based in Los
Angeles, Crawtord will be the commercial leader tor
Nielsen’s music group and oversee content acquisition
for the company s entire entertainment group. She was
senior VP of content acquusition. Los Angeles-based Si-
monian, who appeared on Billboard's 2012 Women in
Music list, will work closely with brands engaged with
music. She previously served as head of artist and mu-
sic mdustry relations at Twitter. Feigenbaum i1s based
in New York and will work primarily with Nielsen's label

Sandy benefit concert. Its lineup included Paul Mc-
Cartney, the Rolling Stones, Kanye West, Eddie Ved-
der and Bruce Springsteen & the E Street Band. All film
proceeds go to the Robin Hood Sandy Relief Fund.
Speaking of the E Street Band, bassist Garry Tall-
ent 1s among the host of New Jersey music community

(froom left)

PUBLISHING

BMI promotes Wardell Malloy to executive director
of writer/publisher relations. He was senior director.

RELATED FIELDS
Comma Music promotes Becca Major to executive
producer and names Andy Lykens integrated pro-
ducer. Major was senior producer, and Lykens was
manager of creative services at Imagem.

—Mitchell Peters, exec@billboard.com

From left
lersey Shore
musician
Ernie White:
Mary Pat
Christie.
chalrwaman
tor the
Hurricane
oandy New
lersey Rellef
Fund: anc
‘Heslore
the Shore
songwriter
Lisa
Bouchelle

Further Dealings

States. With more than 46,000 music
publishing clhients, HFA holds the larg-
est number of licenses for use of music

Nine Entertainment, the Australian
media conglomerate that owns Tick-
etek, Sydney’s Allphones Arena and

new compositions and plans its next
world tour. The interactive project will
award prizes to tans who will be able to

R o

i

free-to-air broadcaster Nine Network,
will soon launch an mitial public offer-
ing. The entertainment group expects to
raise $697 million Australian ($660 mil-
lion) of fresh capital and give it a market
capitalization of about $2.2 hillion Aus-
tralian ($2.1 billion). The retail offer for
shares opened Nov. 1, and Nine expects
to begin trading Dec. 12 on the Austra-
lian Secunties Exchange. New share-
holders would own about 33% of the
firm. Nine's 20,000-capacity Allphones
Arena (formerly Acer Arena) in West
Sydney makes regular entries on the
Billboard Boxscore chart, and Ticketek
15 one of the two giant ticket companies
in Austrahia (the other 1s Ticketmaster)
with a market share estimated at 40%.
. . . scotch maker Chivas Regal 1s part-
nering with iconic Mexican rock band
Mana in a multiple-year project that will
highlight the making of the group’s next
album through documentary-style vid-
eos. Through Chivas’ Band of Brother-
hood program, a senes of films will give
fans a behind-the-scenes look at Mana's
music-making process as the actrecords

dine with the band members and attend
an mtimate show. Mana 1s the first group
to be a part of the newly launched Band
of Brotherhood and the biggest Latin
act associated with the brand, which
will teature exclusive content, including
a yet-to-be-named single from the band.
Content will live through social, digital
and traditional media plattforms, ac-
cording to a representative. Mana's most
recent tour for its album Drama y Luz
took the band to the United States, Latin
America and beyond. The
group set a record at Los
Angeles’ Staples Center
for most performances at
the venue with 11 sellouts.
Mana
receive a star on the Hol-
lywood Walk of Fame n
2014. . . . Rights manage-
ment group HFA has en-
tered into an agreement
with Stockholm-based X5
Music Group for licensing
and royalty administra-
tion services in the United

on Nov. 4.

1s scheduled to

Mana toasts its
pact with Chivas

Regal in Miami

in both physical and digital distnibution
formats. Established in 2003, X5 spe-
clalizes in the digital download market,
and has released more than 400,000
tracks and 11,000 digital albums cus-
tomized for the digital marketplace,
worked globally on 1Tunes, Amazon,
Google and Spotity. X5 will rely on Shng-
shot, HFA's rights management service
for its U.S. licensing needs, in addition
to publisher payments, royalty process-
ing and database management.
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members who joined forces to launch another ongo-
ing fund-raising campaign, “Restore the Shore.” The
rock anthem—billed under the name Lisa Bouchelle &
Friends—was penned by singer/songwriter Bouchelle
and Bill Frankel. It sports such participants as musi-
cians Bobby Bandiera (Bon Jowi), Jerry Gaskill (King's
X), Lorenza Ponce (Sheryl Crow) and John Popper
(Blues Traveler), and singers Southside Johnny (the As-
bury Jukes), Gary U.S. Bonds, Jay Siegal (the Tokens)
and Glen Burtnik (Styx).

All the participants donated time and studio space,
including engineer/mixer and fellow New Jersey resi-
dent Michael Barbiero (Guns 'N Roses, Maroon 5). Re-
leased digitally this summer by INgrooves/Fontana,
the track is available through 1Tunes and Restore-
TheShoreSong.org. All proceeds benefit the Hurricane
Sandy New Jersey Reliet Fund, chaired by New Jer-
sey Gov. Chris Christie’s wife, Mary Pat Christie. The
release’s cover photo pictures what's left of the iconic
Seaside Heights boardwalk roller coaster.

“What happened was heart-wrenching,” Shore native
Bouchelle says. "Jerry Gaskill is among the people who
lost their homes, and a lot of clubs still haven’t reopened.
We just wanted to do something to give back. Now, a year
later, it's important to continue raising awareness that a
lot of people and businesses are still in need. "Restore the
Shore’ is our battle cry.” —Gail Mitchell
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Think Tank |

RAY WADDELL piece of the parking and bar sales at |
their upcoming shows, Zeiler says. §

“Most promoters would laugh at them.”

Drinkin Profits But Zeiler says the Coldcock model
g allows bands to earn profit-sharing
units in the company, Zeiler Spirits,
by simply drinking and talking about
the product. "We wanted to enable
the musicians who help build a brand
and company to ‘own it, and stand to
profit from it,” he says. “"What we are
really asking of these people i1s to help
with the brand |through| social media,
product placements, mentions on-
stage, telling people to drink respon-
sibly. We ask them to do what they're
he traditional artist/brand liquor partnership just got “cold- comfortable with.”
cocked” by Rick Zeiler. Investors in Coldcock include Mi-
Zeler has been a pioneer in melding spirits and music, chael Arfin, agent for Linkin Park at
with a proven track record doing such deals with Jagermeis-  Artists Group International; John Re-
ter and Grey Goose Vodka at Sidney Frank Importersas di-  ese, producer of the Mayhem, Uproar
rector of marketing for 18 years. Jager, for instance, 1s a brand built in ~ and Oddball Comedy tours; Creative Artists Agency  band there playing once a night.”
the United States largely on the backs of musicians, tours and brand/  agents Darryl Eaton, Ryan Harlacher and Kyle Recognizing that many musicians like to party, Zeiler  pgpper as
band partnerships with such acts as Slayer, Staind, Slipknot, Slightly  Wilenski; and such artists as Kerry King (Slayer), goes to them with a pretty compelling pitch: Why not  anin-store
Stoopid, Korn, Eric Church, Dierks Bentley and others. With Jager, Miles Doughty (Slightly Stoopid) and Disturbed’s  drink yvour own brand? Today, Coldcock works with ~ ='97nain

Artists have long promoted
liquor brands and white-
label spirits—now a new
model can help them build
a brand from the ground up

Rock band

s . . : : 3 . : . . Georgia
Zeiler built brand identity, sponsored bands and helped develop artists, David Draiman. more than 91 acts, including Pepper, Asking Alexan- ;. ¢ ..
most memorably through the Jagermeister tours and sponsorships at “We couldn't ask for a more influential and diverse  dria and Datsik. “Basically, if a busy band, artistor D]  bought five
festivals. Zeiler resigned a year ago and has now launched a new ani-  cast of people to help drive sales and build with us,” has a following and likes whiskey, we have a home for “}"‘E‘E-"“T*””:
CH UL LML

mal in the space, Coldcock American Herbal Whiskey, owned by artists ~ Zeiler says. “We may not be able to afford a major  them,” he says. “Last week, Datsik did a liquor store  \ypiciey
and touring executives. sponsorship in a specific festival, but our partners are  signing and the brand sold 10 cases.”" © |

Rather than straight tour-sponsorship dollars, the Coldcock con-  offering us the opportunities to be involved in other
cept allows artists to directly share in the profits of the brand they're  ways. We may not have the resources to be in every
helping to build. “Imagine an up-and-coming band requesting a  city we sell in today, but vou can bet there's a local

TAKEAWAY: Brand building—and profit participation—

can be a bigger motivator than simple endorsement.

GLENN PEOPLES @BILLBOARDGLENN Timbre and WillCall have their own approaches to New York or San Francisco—who uses a mobuile app to

Let’s Go Out

There’s no end to the apps that help
organize and plan a night out. But do

enough Americans want to party?

reaching music fans through smartphones. They 're
competing with concert discovery apps from Song-
kick, whose backers include Sequoia Capital and In-
dex Ventures, and Bandsintown, acquired by mobile
content and application company Celltish in 2011.
Also in the space are the mobile apps of companies
that actually sell tickets, Ticketmaster and StubHub.

The larger market for events apps 1s even more
crowded. Now, Time to Enjoy, Gravy, Eventsions,

find an event happening that evening and, with just a
few clicks, buys a ticket and invites friends. This indi-
vidual has no problem stayving out late on a Tuesday,
and doesn't have children at home, which could require
getting a babysitter at the last moment. It's a fairly small
group. In 2010, there were about 21 million Americans

ages 20-29, according to
THE BIG NUMBER the U.5. Census. Another
I 20 million fell in the 30-30

¥ = u - ’ e -
Vamos, Field Trip, Plancast, Thrillist, Eventseeker, Numberoll.s smartphone age group.
OWHRETS, E'::-I.':I'.']l'":'illﬁlf_] O COMaCoOre.

Wannado and Scoutmob are just some of the options
available to smartphone owners—and there are more

S0 why would a de-
veloper enter a market

apps that target just travelers. Whether it's a music- with so many competi-
focused app or one that caters to foodies, these servic- | tors? There's an oppor-
ant to discover cool local events and never  esare built for small screens taken outside the home, tunity to be the runaway
miss another concert? A surprising number of There's a large market for events apps. Using just i | market leader. Digital
app developers are trying to help people ind  the United States as an example, the total address- MlLLION markets are commonly
. | events—and sometimes sell them tickets—  able market are the 145 million people comScore says characterized by one
:;TET: through their smartphones. Judging trom the  own a smartphone, Apps available tor both the iPhone winner and numerous
Priyanka number of apps and their level of financial backing, it’s clear that and Android platforms can reach nearly all of these runners-up: Google 1n
Lhopra has people think too many events are missed, too few tickets are being  consumers. IPhone-specific apps can reach 50 million  search, Netflix in streaming video, 1Tunes In music
l:f':':;:zmm sold and people want to have more fun than they re currently having.  people, while Android reaches another 75 million. downloads, Pandora in Internet radio.
Girl—a first Some startups have received substantial financial backing. Ap- The market for music-focused apps 1s drastically Applauze saw an opening. The company, tormerly
";’l-*;f-"-'“-"-" plauze just raised $7.2 million from such investors as True Ven- smaller. Seeing live music every week might seem  called 955 Dreams, was aware of the difhculties in
OF 1hician

doeront The  tures, m8 Capital and StubHub co-founder Jeff Fluhr. The devel-  entirely reasonable to people within the music indus-  selling tickets on mobile phones. But Applauze be-
tormer Miss oper of the History of Jazz and Band of the Day apps raised another  try, or single and childless people in their 205, but the  lieves none of the apps on the market are fulfilling the

Waorld will $3.2 million last year. Yplan offers users in New York and London  average American doesn’t get out much. A 2011 Tick- market’s potential, CEO Kiran Bellubbi says. “The
ilf:::l::rr the ability to purchase tickets to events happening within the next  etmaster survey found 24% of Americans attended a  products were poorly designed and poorly executed.”
brand's print 48 hours. It received $12 million in Series A funding in June from  concert in 2011, and just 5% of concert-goers, or 1.2% The chance to obtain a 70% market share is a
ads for its General Catalyst Partners and A-Grade Investments, the ventiwes., ofallAmericans;altend 10 opmoreconceris4 year. powerful draw. So is perceived weak competition. ©

s fund of music manager Guy Oseary, actor Aﬁhinﬂ Kutcher and . = Watcha typical product wdnuh?u:gllftlimeﬂtdrtup'i

Christmas .
562500 retall magnate Ron Burkle.

A handful of other apps focus just on concerts. Thrillcall, Tixie, 20-somethinginadensely populated, urban area—think

and you'll understand the target market: a young, single ~ JAKEAWAY: The events app market is crowded, but

that's because the stakes are close to winner take all.

o BILLBOARD | NOVEMBER 16, 2013



PHIL GALLO @PHILGALLOSS James, Dean Martin and a cover of Jay Z's "99
Problems” were in the pilot—and credit Bissell with

i digging deep to find obscure songs and artists. At

The ‘Blac]<llst ) least three tracks that had barely sold a unit had blips
of commerce after their placement in “The Blacklist.”

P l l 8 t Matt Corby's “Made of Stone” went from zero to

2,000 downloads sold in late October and then add-
NBC's dark crime drama

ed another 1,000 sales in the following week, accord-
ng to Nielsen SoundScan. Emika’s cover of Chris

1s a surprise hit for music

SUPErvISors

Isaak’s “Wicked Game" sold 4,000 in the week end-
ing Oct. 27 after selling only a handtul of units since
its June release, and Alice Russell’s “Citizens” went
from zero to 3,000 in the week ending Oct. 6.

“Some weeks call for a lot more score and other times,
we re able to use a song that works perfectly for an ex-
tended use,” Bissell says, citing the placement of nearly
rocedural dramas, the dominant form in scripted network  all of Corby s track during the final minutes of the fourth
TV, rarely provide a platform for recorded music. “"The  episode, “The Stewmaker.”

Blacklist,” NBC's breakout hit of the fall season, has been “The Blacklist,” produced by Davis Entertainment
a newsmaker for its ratings success, particularly in the  and Sony Pictures Television, benefits from follow-
numbers generated by DVR viewing in the seven days  ing “The Voice” on Monday nights. NBC touted its
after an airdate, as well as the show's attempt to become a hybrid  musical Mondays last season with “Smash” following

of serialized programs that dominate cable and the self-contained "“The Voice” but the story of the creation of a Broad-
story lines of shows like the "Law & Order” franchise. way show never hit its mark in the ratings. “Blacklist”

Less noticed, though quickly becomimng formidable, 1s the presence  has never been pitched for its musical content, but
of music on the show. With a range of synchs that run from classics  Bokencamp says it was part of the strategy from the
like the Rolling Stones’ “Sympathy for the Devil” to contemporary  start, tipping his cap to NBC Entertainment chair-
tracks like Suuns’ “Up Past the Nursery,” music supervisor John Bis- man Robert Greenblatt for his support in ensuring
sell has used music in conjunction with the scores of Dave Porter "“The Blacklist” had a strong musical element to take
and James 5. Levine to create episode-specific tones thatrange from  advantage of its time slot.

eerie to wistful. Secondly, synchs have played a role in the continued Reaction to the show has been strong since its pre-
story lines of FBI agents working with a criminal mastermind to ap-  miere on Sept. 23. Throughout October, NBCwasable to
prehend criminals with names similar to Batman's old foes. tout the show's historic ratings spikes when DVR watch-

“We saw music playing an important role from the pilot forward, ing was calculated. The Sept. 30 episode’s total viewer-
and the choices John was giving us were crucial to setting the mood  ship was 17.9 million viewers, while the Oct. 7 telecast
and the storytelling,” show creator Jon Bokencamp says. A favor-  was ultimately watched by 16.9 million viewers. ©
ite was the placement of Nat “King” Cole’s version of ©
der a particularly violent scene. "It worked so well as a contrast of
what you were watching.”

It's an impressive balance of the familiar and the unknown—Jim

Smile"wn- @ —_—m—,
TAKEAWAY: With well-thought-out vision, music can

play an integral role in building a TV show's popularity;,
regardless of format.

NBCs "The
Hlacklist
features

music from

banas
inclugding
the Ralling

Stones and
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RADIO ONE AND NIELSEN...

CONNECTING THE DOTS BETWEEN
AIRPLAY, SALES AND STREAMING

We're thrilled to announce that Radio One, the largest urban radio

proadcasting company in the U.S., has selected Nielsen to provide
superior strategic insights and tools for their programmers.

¢€ Nielsen BDSradio is a cutting edge, invaluable tool for our programmers. In this rapidly evolving radio
landscape, we need every tool at our disposal and Nielsen’s monitoring, research, and sales information will

help us choose and play the best music, fulfilling the expectations of our listeners. )7

—Jay Stevens, SVP of Prugrammr'ng Content, Radio One Inc.

£6 We are delfghted to work with Radio One and look forward to prnvidfng the most comprehensive data
and insights in support of their programming. )7

-Howard Appelbaum, President, Nielsen Entertainment

For more information, contact Anna Loynes at know(@nielsen.com or (818) 761-7159.
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Dusiness at

1 S5he'sthe best: Kacey Musgraves perfaormed
“Follow Your Arrow™ al the £7th annual Country
Music Assn. Awards at Nashwville's Bricdgestone
Arena on Nov. & betare winning best new artist.
I'he ABC broadcast was up by double digits
from last year, according to Nielsen, gaiming

21% and reaching an audhence of 13.7 million

2 You looking at meY Republic Nashville
president Jimmy Harnen iright) points aut the
perks of the Big Machine CMA atter-party at
the Hosewell, muaaging with Republic Records
chairman,/CECQ Monte Lipman.

3 I'm never going to torgetl this, Ever, ever, ever,
sald Taylor Switt, who took her Pinnacle Award
right to the Big Machine after-party, where she
reveled with labelmates and president,/CEQ
Scott Borchetta In back, from left: El Young
Bands James Young and Mike Eli, Razscal Flatts'
Joe Don Rooney, Eli Young Band's Jon Jones,
Tim McGraw, Brantlee Gilbert. Eli Young
Band's Chris Thompson and Rascal Flatts Jay
DeMarcus. Infront, from left: The Band Perry s
Reid, Neil and Kimberly Perry; Borchetla
switt: Danielle Bradbery, Cassadee Pope;
Raelynn; and Laura Bell Bundy

4 Two fisted: Blake Shelton won best male
vocalist for the fourth vear in a row and alburm
of the year for Based on a True Story ..., while
wife Miranda Lambert nabbed best female
vocalist—also tor the fourth straight vear, a

record previously set by Reba McEntire

B It was big fun at the Big Machine party as
Creative Artists Agency head of music Rob
Light threw down with Tim McGraw and
president/CEQ Scott Borchetta (from left) a

the Rosewall

b Cassadee Pope (left) and Laura Bell Bundy
et their hair down with CMA winners at the Big
Machine post-show bash

7 Thomas Rhett (left) had something of his
own 1o celebrate: Debut album It Goes Like

This bowed at No. 2 on Billboard's Top Country
Albums chart (see story, page B6). Here he gets
the love from Big Machines Scott Borchetta at

his label’s post-CMAs shindiqg.

B "Mashville” stars Chaley Rose, Derek Krantz
and Aubrey Peeples (from left) high-kickead it
at the Big Machine CMA alter-party
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“I live, eat, sleep and breathe songs.
It’s all I've ever done.” —pean Dillon

1 George Strait (left) and Dean Dillon
celebrated Dillon's lcon Award at the 615t
annual BMI Country Awards on Nov. 5, held at
the company s Nashville otfice. "Other than the

Kias being born, | guess 1ts the |:||;;|I'||-.__|i|1'_ or my | "
: 1 T ‘ 8 e . -
career,” said Dillon, who's penned hits far Strait, ; !
™ . I |
eorge Jones, Kenny Lhesnay and more, He ~ ' .
& o

-
told the crowd that when BMI president/CED “
For photos
\ ol the music
business al

Yel Bryant called with the news that he'd be
work and

=

nonored with the award, " | started cryingand ||
tell you why: | ive, eat, sleep and breathe songs
Its all I've ever done. It's all | ve ever loved todo.

nlay, qo
2 Hayden Panettiere (center) and he

Mashvilie” co-star Charles Esten (with help
from Deana Carter) performed ane of the
show's songs, Undermineg,” at John Rich's
famed late-night CMA after-party at the venue
fne has built into s home

-
Hillboaro. g

Tosubmil
photos 1ol
consideration,
send iImages
L0 Dackbeal (o
3 Universal Music Group Nashville celebrated billboard.com
after the awards with Keith Urban (who took
home two trophies) and Luke Bryan. From left
LUMG chairman,/CED Lucian Grainge, Uirban,
Bryan, Universal Music Group Lhstribution
president/CELC Jim Urne, UMGN chairman/
CED Mike Dungan and UMG executive VF/
CFO Boyd Muir

o a speci®

d Taylor Swift wore her awards like j[ewelry in

the press room

OVER

Heard

5 Garth Brooks Lee Ann Womack. Founder's
Award winner George Strait, ASCAP president
Paul Williams and executive VP of creative
services John Titta (from lett) gathered
together at the 51st annual ASCAF Country
Music Awards at Mashville's Music City Centel

P
BIGGEST NIGF

i [
T %

] 1
mF i
i I |'-_[-||I- "

From sky to sea. CMA nomines Brett Eldredge
celebrated his No. 1 single "Don’t Ya™ by ooing

skydiving. He said the next time he hits the top

E_“r'a-:f t]l_f-':l '_. "'u.-"l.-':". i_'!|_-|'71',.' -'I.F ||"' - I'|I|:I|"I Midy Wil |I|'-|'|.I-I-':
heen at the office of Warner Music Nashville
LEC John Esposito (right), for the dozens wha

were lucky enouah to squeeze intoit. The label

0L Ne pians (o go shark chiving

Red carpet confessional:
Umversal Music Group Nashwville
chairman/CEQ Mike Dungan told
Hillboard he alferea 2013 artist of
the year Kacey Musgraves a ot

of money toshool a video for her

president—enjoying a celebratory hug here with
Warner Nashwville semor VP of publicity Tree

Paine, who was thanked trom the CMA stage by
Blake Shelton—DJd from his computer, danced

to the Bee Gees and held court as the likes of

Scooter Braun and Shelton stopped in.

song " Merry Go Round,” But she
SIUCK 1O her vision, releasing ner

own self-produced, low-budge!

T "Shesonacreative tear, Andrea Swilt tolad
Billboard editorial director Bill Werde about

early work on daughter laylor'sfollow-up to Hed,

chp. which her sister shot and teatured vintage
| i ug— i - LAr g = . I.
expected next year, Tavlor was nearby, visibly ome movies. Looks like it paid ofl

alowino. " Thats what countrv stars seg when . . -
: 2 | ; Jack White stirs up Trouble: Billboard hears the

Doc McGhee-managed quariel
Vintage Trouble has lined
ip Jack White 1o produce
ts next album. The band

s slated to start work in

they arnve in heaven, Werde told Taylor of the

receiving lines that greeted her when she won

the Pinnacle Award. " That's what | said!” she

replied with a laugh, Billboard hears she's bean

doing much of her work with Max Martin again

Uacembarwith an atbum

8 Columbia Nashwille artist Leah Turner it
pxpecied inspring. | e group

recently featured in Billboard’s Bubbling Undei I t

e 7 cauladn t be reached for comment
cotumn, was a presentar at the ASCAP Country '
Music Awards and got to meet one of ner 100ls,

Garth Brooks

Full steam ahead for Aldean: In bhatween
SChMoozing and posing for pictures at Broken
How's CMA pre-party at the Hard Rock Cafe
Jason Aldean told Billboard he's returning to

T|II:' studlit next waek 1o start rec |;':|||'||_:; d MEW

8 S5ESAC honored songwriter Cary Barlowe
atits Nashville Music Awards on Nov, 3, held at
the Country Music Hall of Fame and Museum.
Barlowe (center) is tlanked by SESACL president
Pat Collins (left) and Tim Fink

album. We asked his manager
Clarence Spalding, who
contirmed e Nnews,
adding, Hell oeworking
with producer Michael
Knox on his sixih

Hroken Bow album and

lollow-un to 20125 Niaht

[Fain
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A Scary Day For The Music Biz

The ghouls came out to play on Oct. 31—now it’s your turn to have some fun. Can you identify Scooter Braun,
Shady Records’ Paul Rosenberg, Fuse's Liana Huth, Live Nation's Jerry Corona, Evan Bogart, Hot 97’s Peter
Rosenberg and the industry’s other scariest VIPs? No cheating now.

ANSWER KEY
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“Together, we're going to
set this on fire.” _rore

A Wing And
A Prayer

From the Angel Ball with Clive
Davis, Usher and Pharrell in

New York to Flea’s Silverlake
Conservatory fund-raiser and the
premiere of ‘'12-12-12" with Irving
Azoft, Harvey Weinstein and Ron
Meyer in Los Angeles

OVER

Heard

Canyou tell me how toget...
Ed Sheeran neads no help with
directions. During his three
sotd=0ut nights at New York s
Madison square (arden, the
Brit croonar lound timea 1o gel

o "Sesame Streel” "Finally gol
a band,” he joked on Instagram, posting a shof
with Turry backups Elmao, Oscar the Grouch and

Cookle Monster. Sources say his team initially
rejected the idea when it was approached by
the show, but Sheeran insisted when he found
WWHFR's Powerhouse all-star jam on Nov. 2 out. Mo word on whether all that fur flying led to
Mickl Minaj, Meek Mill and Kendrick Lamar BFF Taylor Swift's surprise appearance at his
also hit the stage. Halloween show

1 Towers of power; Clear Channel New York
VP Thea Mitchem got props from ASAP Ferg
backstage at Brooklyn's Barclays Center for

Mojo for JoJo: |5 Joanna Levesque, aka Jojo.
aboul to get her major-iabel groove on? Sources
tell Billboard the 22-year-old is closa Lo InKing
with another label The singer, who scored

2 Hug it out: 2 Chainz proved he's a softie
at hearl, shanng the love with Monami
Entertainment CED Mona Scott at the

Powerhouse show . . )
hits like “Leave (el Out)” as a lean, filed a

lawsuit against Blackground and imprint Da
Family Records last summer, claiming that hes
contract expired in 2011. She says she's close (o

3 Angel investors: It was an Ansta reunion as
Clive Davis (center) posed with Usher (laft)
and Pharrell. whose harmonies hit the swee!
spot at Gabriglle's Ange! Foundation s Anged
- Ball to benetil cancer research at New York's
} Cipriani Wall Street on Oct. 29

terminating with them, leaving her free to sign
Nicki's nextact? VWith her last
album sohidly behind her—pun &
intended—Nicki Minaj didn't
gxactly shock us when she u
revealad shes working on b .
a new album, "'ve already
started ... 2014 definitely!”
she said at WWhPR New

York's Powerhouse concert al

4 Smoaoth operators: Pharrell and Usher B
crooned anstage at the Angel Ball, while Rita
Ora and Maxwell turned heads offstage by

turning up the alam at the glitzy fund-raises

S Future flashback: Two generations ol psych-
rock converged when the Flaming Lips and
Australian rock band Tame Impala played the
first of their Halloween Bloodbath shows at Los
Angeles Greek Theatre on Oct. 29, From left
: lame Impala’s Kevin Parker, Nederlandear VPs
- Rena Wasserman and Vanessa Kromer, and

the Flaminag Lips’ Wayne Coyne | ' AT N A S« e R S A T M '
— - | INSTAGRAM US! #BACKBEAT
6 Flea (l=ft) hit the right notesat his and -'

Hed Hot Chalh Peppers bandmate Anthony
Kiedis' 13th annual benelit for the Silverlake
Conservatory ol Music at the Paramou
mansion an Oct. 30. Calling Los Angeles "the
most creative city in the world,” Mayor Eric
Garcetti introduced performanceas from RHCP
and Neil Young.

Brooklyn's Barclays Center, “It's very differant
from anything |'ve done, which 'm surprised

aboul. | Teel like this is next leval.” Her label had
no comment

7 Un Oct. 29, the anniversary of Hurricane
Sandy, NBCUniversal vice chairman Ron
Meyer, Harvey Weinstein and meaa-manager
Irving Azoff (from left) caught the premiere of
Weainsteins "12-12-12: The Concert for Sandy
Relief” documentary at the DGA Theater in

_os Angeles. "12-12-12 was one of the most
remarkable events Madison Square Garden has
hosted,” Weinstein said of the benelit, where
the Holling Stones, Enc Clapton, the Who and
other legends rocked to raise $30 millhon.

laybird Communications posted this pic ol Amazon's Adam
Parness, the Musit Business Assn. s Robby Towns and Bill Wilson,

) ok - . rlll B | Bl i c F. ';_ = I = 1
8 Come on, Kevin: 5-Curve Recaords foundes Spotify's James Duffett-Smith and the Music Business Assn.s

Steve Greenberg (left) bumped into his "all-
time fave” Kevin Rowland of Dexys Midnight
Runners at SiriusAM's New Yark studios

on Oct. 29. 7| love Dexys. from their earliest
work to their new album, and it was a thrill Lo
getto spend some time chatting with Kevin,
Greenberg said, He remembered buying the
hand's 1982 album Too-Rye-Ay on impart and
thinking " This is the greatest song!” when he
first heard "Come On Eileen,”

Cindy Charles (from left) making moves in Washington, D.C

jaybirdcom T he Music Business Association headad to
Washington on Nov. 4 tomeet with Joe Keelay, Chief Counsel of the
subcommittee an Courts, Intellectual Property, and the Internat

of the House Judiciary Committee, and Jacguehine Charleswaorth,

General Counsel and Associate Register of Copyrights, to discuss
ssues around copyright act reform and copynight registration

To get your Instagram photos onto Billboard.hiz, tag @Billboard
and include #Backbeat in the caption, along with the who,
what, when and where, One submission will be featured in the
magazine every weeak,
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N THE FALL OF 1987, not long after the release of lus blockbuster al-
bum Bad, Michael Jackson and his longtime lawver/adviser John Branca
piled into a van to see the Los Angeles debut of Cirque du Soleil at the Santa
Monica Pier.
They took a van, with Branca driving, despite the fact that Jackson had
gifted Branca with a Rolls-Royce, and their journey was briefly stalled after
Branca headed in the wrong direction on the congested Interstate 405. But
the pair eventually made it to the show. Cirque du Soleil was 3 yearsold at the
time, and true to its inspiration in the circus, was housed in a tent on this visit
to Los Angeles. Jackson could hardly contain his excitement to watch the Quebec
troupe perform, Branca recalls.

“After the show, Michael said to me, "Branca, we have to go backstage and meet
the cast, " he says. "I couldn’t tell who was more excited, the cast to meet Michael or
Michael to meet the cast. That's how enthusiastic he was.”

Jackson’s growing fascination with Cirgue didn’t end there. After attending many

f R
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other performances by the troupe, known for its mesmerizing aernal acrobatics and otherworldly
costumes, the King of Pop decided to visit the company's Montreal headquarters to get a firsthand
look at its operations.

“I did the tour with him,"” Cirque president/CEO Daniel Lamarre remembers. “As you can imag-
ine, all our employees were thrilled to have him in our studio, and he was thnlled to be here. He
spent a lot of time in our creative studio and our costume workshop. It was a great day.”

At the time, Jackson was still filling arenas and stadiums around the world. Neither the pop icon
nor Cirque could have fathomed that an arena trek blending hits like “Billie Jean” and “Thriller”
with stunning visuals and the theatncal touch of Cirgue would one day rank among the top 10 high-
est-grossing tours in history.

But indeed it has, proving that even in death, Michael Jackson remains one of the most lucrative
musical brands i today s live entertainment business.

CONCEIVED THROUGH AN equal revenue-sharnng partnership between the Jackson estate
and Cirque du Soleil, “Michael Jackson: The Immortal World Tour” recently became the No. g top-
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grossing tour of all time, earning $325.1 million from 407 shows that
drew 2,985,324 concert-goers, according to Billboard Boxscore. Tick-
ets prices ranged between $50 and $250.

“Immortal” also ranked fourth among Billboard’s top 25 highest-

du Soleil

pertormed a
sneak neek
ol "Wichae
grossing tours of 2012 and took home the Creative Content Award ~ Jac*son
at the Billboard Touring Awards that same year. Although official ;- .. 'I"

:".,.1 AN d | ay

rankings haven't yet been released, "Immortal” will rank among the  Bay Resort

highest-grossing tours of 2013 as well. & Casinoin
On the Boxscore chart, “Immortal” edges out the Rolling Stones’

1994-95 Voodoo Lounge tour (ranked No. 10, with $320 million In

LAS VEQas an

hﬁﬁ?lF.

grosses) and trails Bruce Springsteen’s 2012-13 Wrecking Ball tour (No.
8, $347 milhion). U2, the Stones and Roger Waters are the top three
highest-grossing touring acts, respectively. Jackson is the only de-
ceased artist among the top 10.

The Jackson estate’s deal with Cirgue also includes a permanent

NOVEMBER 16, 2015 | WWW.BILLBOARD.BIZ @



Longratulations to our clients John Branca and John McClain,

co-executors of The Estate of Michael Jackson along with Cirque au dolell
on the extraordinary success of the IMMORTAL World Tour.

KINSELLA
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and the Estate of Michael Jackson, Co-Executors John Branca and John McClain, on the phenomenally

successful THE IMMORTAL WORLD TOUR, one of the highest-grossing tours of all time.

$330,000,000 BOX OFFICE GROSS AND CLIMBING
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Las Vegas theater production, "Michael
Jackson One, that debuted in May at a
refurbished, 1,800-seat theater at Man-
dalay Bay, the former home of “The
Lion King" and "Mamma Mia!" Since
opening, "One has been selling at
about 93% occupancy from an aver-
age of 10 shows per week, according to
Cirque,

“The One and "Immortal shows rep-
resent a true Michael expenence, the
next best thing to seeing him live,” says
Branca, who now serves as co-executor
of the Jackson estate with John McClain.

“Immortal’ is akin to a rock concert ex-
perience with a live band in an arena,
and ‘One’ is more of a theatrical show.”

With a total development cost of
about $145 million, “Immortal” and

“One” are two separate and distinct pro-

ductions built around Jackson's music.
Both shows were written and directed
by Jamie King, a dancer on Jackson's Dangerous world tour in the early
'9os. The productions also feature several other musicians, choreog-
raphers and costume designers Jackson worked with during his career.
Despite the onstage absence of Jackson limselt, King says the
songs, Images, spoken-word interludes and other visuals chosen for
“Immortal” and "One” reflect the very best of the pop legend’s life and

WHEN JACKSORN DIED on June 25, 2009, from drug-related car-
diac arrest at the age of 50, he was reportedly $500 million in debt
from years ol excessive spending. Though he still had high earning
potential based on 50 sold-out shows for his “This Is It” residency at
London's O2 Arena, Jackson has earned more money in death than
when he was living. Billboard estimated that M] Inc. generated at
least $1 billion in revenue 1n the year following his death (Billboard,
June 2010).

Last year the Jackson estate paid off the late singer’s outstanding
personal debt, thanks in part to a lucrative $250 million deal with

musical career.

“I had the heavy responsibility of bringing Michael's spirit onto the
stage, reflecting his creative sensibilities and projecting his unbeliev-
able talent for his fans,” says King, who has also directed arena tours
by Madonna, Britney Spears and Rihan-
na. Michael was never, ever missing
during the development, rehearsals and
launch of these two shows.”

“Immortal” debuted at Montreal's
Bell Centre in October 2011 and per-

e ' We don’t want to
it over-license Michael,
but we do license those
products that are
appropriate and fun.”

Cirque 1s also in talks with internation-
—JOHN BRANCA, ESTATE CO-EXECUTOR

al promoters about bringing “Immor-
tal” to select overseas territories. So far,
it has already visited 25 countries on
four continents,

Lamarre believes the tour will con-
tinue to climb the Boxscore chart. "1

wouldn't be surprised if by the end of
|
15, we ranked among the top five touring
shows in the history of rock’'n'roll,” he
says.

1e tour, whenever the end of the tour

@ BILLBOARD | NOVEMBER 16, 2013
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Still
Immortal

The tour returns to
North America for
40 more dates next

year, looking to sell

another 120,000
tickets

“Michael Jackson: The Immortal World
Tour,” which recently became the ninth-
top-grossing tour in history, will return
to North American arenas in 2014, Bill-
board can exclusively reveal.

“We're in the process of fiercely book-
ing it,” Cirque du Soleil senior VP of
touring shows Finn Taylor says. "We're
mostly trying to do new markets so we
can bring the show to new audiences,
but there are some repeats of our more

successful markets from the first tour.”

Created in a partnership between the
Michael Jackson estate and Cirque, “Im-
mortal” will visit small to full-size arenas
in the United States, Canada, Mexico
and perhaps South America, beginning
in March. The Cirque-promoted North
American tour will perform in about
40 cities, but specific routing details
weren't available at press time.

John Branca, who serves as co-
executor of the Jackson estate with John
McClain, says the upcoming “Immortal”
performances could be slightly different
from what audiences have already seen.

“| could see retooling the show in
some ways and switching up some ele-
ments, but overall the format would stay
very similar,” Branca says. " There are
certain numbers we might redo, but |
don't think we would change the entire
format.”

In August, “Immortal” will once again
visit Mexico City's Palacio de los De-
portes, where it experienced some of its
most lucrative business after grossing
$13.2 million from 14 performances in
2012, according to Billboard Boxscore.

"We're positive we can sell another
maybe 120,000-140,000 tickets in a sec-
ond run, says Henato Herrera, executive
VP at concert promoter OCESA, which
operates the venue,

Herrera says there are also talks about
taking "Immortal” to smaller arenas in
such South American markets as Co-
lombia, Argentina and Brazil,

Additionally, Cirque is in discussions
with international promoters about
bringing “Immeortal” back to various
parts of the world. With 407 shows
under its belt, the trek has visited 25
countries on four continents. Interna-
tional dates haven't been confirmed be-
yond a lengthy run in Dubai, which goes
through mid-January 2014,

“It's very tough to do one-offs with
this show, because we have to bring all
of the equipment with us,” Taylor says.
“We have to work on establishing some
kind of regional leg or regional tour be-
fore we can get anywhere. There might
be one or two Asian cities that want
us, but we need six or seven to make it
worthwhile.” —MP
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Sony Music, profits from the concert film “Michael Jackson:
This Is It,” 50 million albums sold worldwide after his death, his
half ownership of Sony/ATV Music Publishing, various licens-
ing deals and the high-grossing Cirque shows.

“Sometimes, sadly, our great artists are appreciated more after
they 've passed away. Michael was a great artist and his legacy is
enduring,” Branca says. ' But there was a lot of interest in Michael,
and a lot of earning power, before he passed away, witnessed with
50 sold-out shows at the Oz Arena.”

Overall earnings from the Jackson estate are divided among
charity (20%), the singer's children (40%) and his mother, Kath-
erine Jackson (409). Jackson's three kids will receive Katherine's
share upon her death. Generally, Branca and McClain receive a
109 commission rate of the estate’s earnings.

Branca says the estate 1s constantly approached with 1deas for
Jackson-related projects, but he and McClain are very selective
about new partnerships and licensing deals. “We don’t want to
over-license Michael, but we do license those products that we
think are appropriate and fun,” Branca says, citing a successful
approval for a Jackson slot machine in Las Vegas. “We're careful.”

But the co-executors had always planned on a live experi-
ence around Jackson's music. Cirque seemed like an ideal part-
ner given the artist's past appreciation for the troupe. So in late
2009, the estate began discussions with Cirque about potential
projects. " We had thought about several potential partners to cre-
ate a show, and after caretul deliberation we telt Cirque was the
best potential partner,” Branca says. “They re very creative and
groundbreaking, much like Michael was. They re also perfection-
ists, like Michael was.”

Branca and McClamm mitially envisioned only a permanent
show In Vegas based on Jackson's music, similar to Cirque's pe-
rennially sold-out “Beatles Love” concept at the Mirage Hotel, which began in 2006. But after
lengthy talks, Lamarre and Cirque founder Guy Laliberte tound that a permanent tech-heavy show
would take years to create and that a global arena tour could be a lucrative endeavor in the mean-
time.

“In an ideal world, maybe we would've done both at the same time,” Lamarre says. " But when
doing a permanent show that will probably last forever in Las Vegas, you have to bring technology
that is very complicated. We had to redo the theater at Mandalay Bay, which took almost two years.
We couldn't resist the temptation of touring around the world.”

Twenty months after the debut of “Immortal,” the Jackson estate and Cirque, in partnership
with MGM Resorts International, began previews of "One” on May 23. The show officially opened
June 29. Cirque says it could sell more than 452,000 tickets from 270 performances by the end of
2013. (Numbers for “One” haven't been reported to Boxscore.)

Cirque and the estate each own 50% of “Immortal” and “"One,” and share equally in the cost
of producing them. The estate receives royalties from the use of Jackson's music and other assets.
Rovalties also go to Sony for the use of his solo master recordings and to music publishers like War-
ner/Chappell (which administers Jackson’s Mijac Music catalog) and Universal Music Publishing
Group (which handles the catalog of songwriter Rod Temperton, who wrote hits like " Rock With
You" and “Thriller”).

Branca says the two-pronged Cirque deal plays “an important part of the earnings for the estate.”
But he wouldn't project where the shows rank among the estate's overall portfolio, in terms of revenue.

“These touring shows were created to generate long-term revenue, he says. “But the point of
these shows is also to continue introducing Michael to new generations of fans. We re finding that
not only existing Michael Jackson tans go to the shows, but also kids and new fans who come and
become Michael fans.”

PRIOR TO THE LAUNCH of “Immortal,” some industry observers questioned whether

“Michael was never
missing during the
development,
rehearsals and launch
of these shows.”

—JAMIE KING, WRITER/DIRECTOR

@ BILLBOARD | NOVEMBER 16, 2013

an arena tour based on Jackson's music could be successful without the artist in
the flesh to carry the performances. "A lot of people were looking at us in a very
bizarre way, saying, What are those guys doing—a concert without the rock star
being there?’ It was quite risky when I look back on it,” Lamarre says.

But this wasn't Cirque’s first walk in the park. The company has an enviable track
record when it comes to arena-level touring productions. Cirque’s "“Delirium,” pro-
moted by Live Nation, grossed $143 million from 306 shows that drew more than 1.6
million people in 2006-08, according to Boxscore. In 2012, the Cirque touring shows

“Saltimbanco,” “Alegria,” "Quidam,” “Varekai” and “Dralion” grossed a combined

$128 million and drew more than 1.8 million people, according to Boxscore. Through
September of this year, eight of the company’s tours had already grossed $191 million.

When strategizing the booking of “Immortal,” Cirque first looked to the major
markets where its past touring shows had performed well. Even without any past
box-office history to draw from with “Immortal,” Cirque was confident the tour
would succeed in large-sized arenas from the start.

“Creating a show of this size 1s a big undertaking and mvestment, but at the same
time you have two pretty powerful entertainment brands together,” Cirque senior
VP of touring shows Finn Taylor says. “For us, effectively, it was a risk-mitigation
exercise, because we were able to have enough confidence in the show we were pro-
ducing to know we could go to market X and have good success.”

Cirque was the primary promoter for “Immortal” in North America, but part-
nered on various dates in Canada (with Evenko) and Mexico (OCESA). Qutside of
North America, the company turned to the international expertise of such promot-
ers as Live Nation (Europe), Marek Lieberberg Konzertagentur (Germany) and AEG
China, among others.

“We've toured North America as long as the company has been alive,

Y -

Faylor says,

“s0 we feel we have a pretty good take on the markets.” But for international areas

Cirque wasn't as familiar with, “rather than pretend, we do business with someone
who knows those emerging markets,  Lamarre says.

With 133 people on the road and 44 trucks hauling equipment, the most challeng-
ing aspect of “Immortal” was its massive size, Taylor says. The trek visited buildings
with capacities of up to 20,000 m North America but had to scale down the produc-
tion to play smaller arenas overseas, which ranged between 4,000 and 6,000.

“There's a big cast, a big crew and a hell of a lot of equipment,” Taylor says. “We
did change the show a little bit when we went to Europe, just because of the physical
capacity of the buildings. But artistically we ve tried to keep the show as true to the
creation as we could, within the limits we were given by the buildings or transport
distances in the rest of the world.”

“Immortal” played multiple-night stands in numerous cities around the world.
But the tour expenenced some of 1ts best success in August and September 2012 at
Mexico City's Palacio de los Deportes, where it grossed $13.2 million from 14 perfor-
mances that drew more than 163,000 people, according to Boxscore.

“It was a record-breaker for the venue, says Renato Herrera, <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>