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Country Radio’s Girl Problem

On the heels of two Grammy wins—including best country album—Kacey
Musgraves is the hottest thing in twang, so why are PDs tuning out?

By Chris Willman
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s there anywhere Kacey Musgraves’ arrow isn’t pointing nowadays? The
country singer is the only artist you'll see on tour with both Katy Perry

and Willie Nelson this summer. Her debut, Same Trailer Different Park, a
critics’ darling and two-time Grammy Award winner, returned to the

top of Billboard’s country albums chart following her neon cactus-lit
performance of “Follow Your Arrow” on the Jan. 26 Grammys broadcast.
Watched by 28.5 million, according to Nielsen, the performance boosted
album sales by 177%, according to Nielsen SoundScan, and it has sold 343,000
copies so far. She has earned five nominations for the upcoming Academy of
Country Music Awards, and beauty endorsement inquiries are said to be flying
in since she wowed on multiple Grammy Week red carpets. Constituencies left
to win over? A little one by the name of country radio, as “Follow Your Arrow”
ran out of gas at No. 50 on the Country Airplay chart. Can this fledgling
marriage be saved? Or is Musgraves proving it’s possible to gain star status
with or without radio’s imprimatur? “I cannot for the life of me figure out

Kacey
Musgraves
performing
atthe
Grammy
Awards on
Jan. 26.

ATLANTIC
LARCENY
Aformer
Atlantic
Records
executive
has been charged with first-
degree grand larceny after
allegedly embezzling $1.3
million from the company
and its parent, Warner Music
Group. Danielle Smith, who
worked A&R for Atlantic’s
urban division, turned herself
into the New York County
District Attorney's office,
having resigned from the
company in 2011 following an
internal investigation. Smith
allegedly used her company
credit card for vacations and
luxury goods.

SIRIUS Y | (0xm)

£ AT ELLITE RADIG

SIRIUSXM
REVENUE
ROCKETS
SiriusXM
revenue
went
celestial in the fourth quarter,
jumping 12%, from $892
million to $1 billion, as the
satellite radio giant added
411,000 subscribers during
the period. Yearly revenue
for2013 was also up 12%, to
$3.8 billion. SiriusXM added
1.7 million subscribers in
2013, bringing its total base
t0 25.6 million. Yearly overall
earnings at the company,
controlled by investor John
Malone's Liberty Media, were
down, however, as expenses
increased and the company
paid down debt. Adjusted
operating cash flow, the
profitability metric that Sirius
primarily focuses on, rose
41% in the fourth quarter to
aquarterly record of $326
million.

THE

Action

BEATS
BUDDIES
UPTO
INDIES
Dr.Dre

and Jimmy
lovine made nice with

digital rights group Merlin to
license songs from 20,000
independent labels and artists
to Beats Music, the recently
launched digital streaming
service. The deal gives Beats
Music access to the catalogs
of Kobalt, Epitaph Records,
Beggars Group and Merge,
among others. Indies have
applauded Beats, and its CEO
lan Rogers, for offering fair
terms that are equal to those
granted to the majors.

WRATH OF
THETIGER
Sony Music
is being
sued by the
authors of
'80s hit “Eye of the Tiger”
over allegedly withholding
royalties. Frank Sullivan and
James Peterick of rock band
Survivor, which rose to fame
after the song soundtracked
aclassic scene in “Rocky

11" say they're owed 50%

of royalties generated from
licenses of the master of

the song, according to their
1978 contract with the label.
The dispute is over digital
downloads, which Sony is
counting as record sales and
therefore subject to a less
favorable sharing agreement.

MUSGRAVES: KEVORK DEJANSEZIAN/GETTY IMAGES; DRE & LOVINE: KEVIN MAZUR/WIREIMAGE; SMITH: JOE KOHEN/WIREIMAGE FOR FULL PICTURE
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LEGACY

Legacy Recordings joins the music community and fans around the

world in celebrating the life and music of the legendary Pete Seeger.
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Musgraves continued from p. 6

why every station is not playing this girl,” KRTY San Jose,
Calif., PD Julie Stephens says. “I'm completely baffled.”

Not to worry, Universal Music Group Nashville
chairman/CEO Mike Dungan says: “When Randy
Travis hit, radio was not playing traditional country.
That career exploded and paved the way for a glorious
return to basics. Kacey is a challenge, but new music
should be challenging—that’s what moves the needle
and shapes the culture. We are all up for it.”

Theories about Musgraves’ radio struggles abound,
one of them is that she’s too arty. “Her music leans
eclectic compared to mainstream country, and while
that offers the diversity programmers look for, it also
can mean slower adds and slower conversions,” WKLB
Boston PD Mike Brophey says. Or maybe she’s too . . .
female? “It’s no secret that there’s a shortage of wom-
en in the country format,” he adds. “Other than Taylor
[Swift], Carrie [Underwood] and Miranda [Lambert],
we’re not seeing superstar female acts.”

That issue was raised in a recent interview with Un-
derwood on Billboard.com, where she said of her fe-
male peers, “There seems to only be room for a few. ..
All the women [on the radio] are outselling the men. ..
soIdon’t know why more aren’t played.”

Label chief Dungan insists the sexism theory is “not
relevant” in Musgraves’ case. But programmers don’t
dismiss it so quickly. “Carrie is right, but I don’t think
it’s radio’s fault—it’s just where the audience is,” KEEY
Minneapolis PD Gregg Swedberg says. “Listeners tell
us they like the guys better. It’s a shame, and I don’t
know why that is . .. But we need to take advantage of
this attention Kacey’s getting. It would be foolish of us
to say she’s too quirky, too odd, too traditional, too de-
pressed—because we’ll make up a lot of excuses.”

Swedberg says releasing “Follow Your Arrow” too
early in Musgraves’ career may have been a goof. “I
think it’s the best song on the record, and makes a very
clear statement that this is not your mama’s country
music star. But if you're going for mass-appeal airplay,
to hit with a song about girls kissing girls that advocates
rolling a joint is not going to play in some markets.”

Another hurdle: There may be a lingering suspi-
cion that she’s an alt-country artist in mainstream
clothing—Musgraves did originally sign with the now-
defunct Lost Highway before shifting to Mercury, after
all. WQDR Raleigh, N.C., PD Lisa McKay notes that
she’s “critically acclaimed like Lyle Lovett, but has
the potential to blow up like Miranda, and really, her
choices will set her up for either [path].”

Musgraves’ manager Jason Owen believes her alt-
ness has been overstated. “She’s still a 25-year-old
who loves fingernail polish and shopping,” Owen
says. “You could see that in her Grammy perfor-
mance. You'd probably never see Emmylou Harris
with neon cacti and lit-up boots. Kacey is super-girly,
and a lot of the music doesn’t reflect that, but as a per-
son she really is.”

Swedberg believes the format catching up with the
fawning media depends on the next single. “If they
choose a more happy, easy approach, like with ‘Step
Off;’ I think she’ll find a home at country radio.”

Turns out his wish is Mercury’s command: “Step
Off” will likely be the fourth radio single, with pro-
motion starting in March. But anyone who thinks this
song is milquetoast compared with Musgraves’ more
overtly challenging tunes would do well to remember
that its title is essentially a euphemism for “fuck off;”
albeit sung in the sweetest, most irresistible way pos-
sible, proving that girliness and edginess can coexist. @
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Warner
Music Group
narrowed
its losses to
$37 million
and grew
revenue to
$815 million
inits fiscal
first quarter,
ended Dec.
31, from
$769 million
ayear ago.
However, its
operating
profit fell to
$15 million
from $51
million.

LEGACY

Elliott Smith:
The EDM
Remix

Mike Doughty puts an electronic
spin on previously unreleased
vocal tracks from the ‘Good Will
Hunting’ era—and makes no
apologies for it. ‘Elliott’s fans are
hypersensitive,” he says

By Tim Appelo

An indie-rock controversy erupted Jan. 28 when
former Soul Coughing frontman Mike Doughty re-
leased what he termed “a collaboration” with the late
Elliott Smith, adding EDM beats and manipulations
to previously unreleased vocal tracks Smith record-
ed while working on “Miss Misery,” his Academy
Award-nominated song for Gus Van Sant’s 1997 film
“Good Will Hunting.”

Mary Lou Lord, who took the pre-fame Smith un-
der her wing and toured with him in the ’90s, wrote on
Facebook, “NO!!” (Lord actually spelled “NO” with
166 O’s.) Many on the social network, as well as on
Pitchfork and Twitter, accused Doughty of exploiting
the fragile, soft-spoken Smith, who died in 2003, and
travestying his low-tech esthetic. “To pitch them that
it was a true ‘collaboration’ is so very wrong,” Lord
wrote of Doughty’s press campaign. “Elliott put his
very soul into every recording he ever did. Painstak-
ingly even.”

Others criticized Doughty for saying it was a
Smith-Doughty collaboration when the recording,

at Los Angeles’ Sunset Sound Factory was done dur-
ing the sessions for Soul Coughing’s 1998 album, EI
Oso. “I am angry because it’s shitty music,” former
Soul Coughing bassist Sebastian Steinberg tells Bill-
board, “and Elliott trusted us not to make shitty mu-
sic with what he recorded with us. I doubt Doughty
knows if he’s telling the truth or not. I don’t really
know what Elliott’s admirers think, except for the
overwhelming howls of pain, bewilderment and
disgust I have been hearing nonstop for the past 43
hours.” Others complained that Doughty didn’t re-
lease the unaltered version of Smith’s songs, so fans
could compare them.

“I felt that it was right to utilize his voice the way he
and I agreed to,” Doughty says, “but the naked ses-
sions belong to his estate. I haven’t been contacted
by them. I will send the complete session to them, of
course, whenever they get in touch . . . I did send the
full session—which altogether, every take, and all the
talking between, is under 14 minutes—to Larry Crane,
who worked with Elliott and maintains some of his ar-
chives.” Doughty says that Crane responded positively.

Previously, Doughty had sampled John Denver for
a track on his 2012 album, The Flip Is Another Honey.

“John Denver’s estate was over the moon about the
sample of his voice in ‘Sunshine,’” Doughty says. “El-
liott’s fans are hypersensitive only because Elliott
moved them so powerfully. I was moved the same
way, and I empathize deeply with their emotions.

“I think this was an adventurous lark for him—it
took less than 14 minutes,” Doughty continues. “I
don’t think he listened to dance music, so I don’t
know what he would’ve envisioned. The idea that I
explained to Elliott was to sample his voice and de-
ploy it over beats.”

Doughty doubts Smith would be as offended as his
defenders by the EDM-ized tracks. “This probably
wouldn’t be Elliott’s favorite work, but the guy was
down for a fun experiment, and I'd bet that’s what
he’d hear it as.

“I saw there were reactions from other artists: I just
can’t read them. I have to focus on the work. I have to
make peace with the fact that anybody can say what
they want to on the Internet. I don’t think I can con-
vince anybody that my intentions are pure.”

Informed that Doughty refused to read his detrac-
tors’ words, Lord tells Billboard, “Of course he did.” @

Elliott
Smith,
shown here
in 2000, died
in October
2003.

SMITH: AUTUMN DE WILDE
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Bruno Mars wows

the Super Bowl

TOPLINE Af"

Who Won The Big Game?

Which brands and artists benefited the most from their
$8 million-per-minute commercials?
. | | o . Super Bowl Sales Gains
Super Bowl XLVIII wasn’t just a record year in terms of ratings. It was also a historic year for the music industry,
with more high-profile synchs booked than ever before—upwards of 30 for the top three music publishers com- I n The Lq S't Th ree qu rs
bined. With Nielsen SoundScan sales tracking ending around 3 a.m. EST on Feb. 3, some five hours after the Super
Bowl wrapped, Billboard takes an early look at the Big Game’s big winners. Bruno Mars
Super Bowl XLVIII Feb. 2, 2014
“Puppy Love” U.S. TV Audience 115.3M
“Passenger,” Album sales Digital song sales
60,000 — LetHer Go week ending Feb. 2,2014 week ending Feb. 2, 2014
59K |A206% | 294K |A116%
Red Hot Chili Peppers
50,000 |- Album sales Digital song sales %
Zedd, week ending Feb. 2,2014 week ending Feb. 2,2014 E
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c Life “The Phone Call” 2
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Bob Dylan f. "Working for the g
“Things Ha\;e Weekend g
20,000 |- Changed” g
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Bob Dylan, Electric Light Beyonce & Madonna
“I Want You" Orchestra, DeStIHY’S Child Super Bowl XLVI Feb. 5, 2012 g
10,000 |- “Evil Woman” Super Bow! XLVII Feb. 3,2013 SSHaudienceliioM §
U.S. TV Audience 110.8M Album sales g
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Sad Song + Adorable
Puppy = Big Score
Passenger rides Budweiser synch
to viral breakout

Karen MacMillan, senior director of advertising and
branding at independent label Nettwerk, had an up-
hill climb with “Let Her Go,” the emotionally stirring
but thematically mournful single from British singer/
songwriter Passenger originally released in August
2012. But after a year-and-a-half of pitching the track
to brands and ad agencies, most of which were looking

0 BILLBOARD | FEBRUARY 15, 2014

for something a little more cheery, MacMillan and the
label got a bigger breakthrough than they ever imag-
ined. Budweiser, and its ad agency Anomaly, selected
“Let Her Go” for the dialogue-free Super Bowl spot
“Puppy Love,” featuring the brand’s signature Clydes-
dale horses and one adorable pup.

“It was pretty down to the wire,” MacMillan says,
noting that rights were cleared with Nettwerk and
publisher Sony/ATV on the Monday before the big
game. “Butif you asked me for my dream way to break
that song in the U.S. marketplace, it would have been
thatad.”

Of course, “Let Her Go” had broken already—a
“Tonight Show” performance and VH1 You Oughta
Know spotlight last summer had helped drive sales to
2.9 million, according to Nielsen SoundScan. But now

it’s a viral sensation—the Budweiser spot, for which
Nettwerk earned an undisclosed six-figure fee for one
year, racked up more than 44 million YouTube views in
a week, and sales jumped 51% to 176,000 overnight.
The song is poised to best its Billboard Hot 100 No. 6
peak next week.

“It’s a favorite topic around here at the office,”
Nettwerk VP of marketing and label strategy Liz Er-
man says. Riding the Budweiser wave, Nettwerk will
continue to promote “Let Her Go” before releasing a
new Passenger album in spring or summer. Though
with iTunes and Walmart coming onboard to push
2-year-old album All the Little Lights during Valen-
tine’s Day retail campaigns, and a “Today” perfor-
mance booked for Feb. 24, no one’s ready to let this
moment go just yet. —Reggie Ugwu
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Tweet Heat

How fans reacted
on Twitter to the big
music moments
during the Super Bowl!

2.2M

tweets during Bruno Mars'
halftime performance

215,540

tweets during the Red Hot
Chili Peppers portion of the
halftime show

229,533

tweets per minute (TPM)
atthe end of Mars'
performance

COMPARED TO 2013...
5.5M

tweets about Beyoncé

268K

TPM at the conclusion of
Beyoncé's performance

257.5K

TPM when Destiny’s Child
reunited onstage

e e

252.5K

TPM during performance
of “Single Ladies (Puta
Ringon It)”

Passenger’s
“Let Her Go”
soundtracked
Budweiser’s
Super Bowl
ad.

Grammys Keep On Giving

John Legend and Kacey Musgraves have breakthrough moments
on music’s biggest night

aft Punk and Kacey

Musgraves were the big

album sales winners,

while Imagine Dragons,

John Legend and Daft
Punk’s songs enjoyed the biggest gains
from the Grammy show, at least
on a unit basis.

On a percentage basis, one _
big winner was Stevie Wonder’s Tracks sold by
Songs in the Key of Life, which Grammy acts
spiked 700% to 4,000 units last week
in the week after his Grammy
performance of “Another Star.”
Meanwhile, Taylor Swift’s “All
Too Well,” which she performed
on the night, enjoyed a whopping
4,265% gain to about 48,000 down-
loads in the two weeks after the show,
versus the 1,000 units the title scanned
in the week of the show.

Daft Punk’s Random Access Memories
and Musgraves’ Same Trailer Different
Park enjoyed similar sales gains after the
show, with the former spiking to 38,000
units from 9,000, and the latter’s sales
increasing to 37,000 from 8,000.

In terms of tracks, the unit sales win-
ners was Imagine Dragons’ “Radioac-
tive,” which jumped to 269,000 units
for the period of Jan. 20-Feb. 2 versus
the 90,000 sold between Jan. 6 and Jan.
19, good enough for a nearly 200% gain,
while Daft Punk’s “Get Lucky” soared
to 162,000 from 39,000 and John Leg-

Albums sold by
Grammy acts
last week

L 208K ¢

end’s “All of Me” leapt to 216,000 from John Legend performing his
. . . strong-selling hit, “All of Me,”
79,000 in the corresponding periods. B g

—Ed Christman
SOUNDSCAN GRAMMY GAINERS
UNITS SOLD UNITS SOLD
ALBUMS LAST THIS DIGITAL DOWNLOADS LAST THIS
WEEK WEEK WEEK WEEK

7\ % L 4,000 o

_ (o) ess . Ve 1,000 48,000

) 6997 = 4,265"

. Stevie Wonder 1,000 Taylor Swift
Songs in the Key of Life “All Too Well”

335% 20,000 85,000

Kacey Musgraves
“Follow Your Arrow”

320% 13,000 54,000

Keith Urban
“Cop Car”

373% 8,000 37,000

Kacey Musgraves
Same Trailer Different Park

334% 9,000 38,000

Daft Punk
Random Access Memories
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Red, Hot And
Unplugged

The Chili Peppers spark debate
with Super Bowl air guitar
By Shirley Halperin

Red Hot Chili
Peppers go
wireless at the
Super Bowl.

Bruce Springsteen did it. So did Beyoncé,
Prince and the Who. So why all the hubbub
over the Red Hot Chili Peppers’ playing to
a backing track during the Super Bowl half-
time show?

The fire was lit by Living Colour guitar-
ist Vernon Reid, who tweeted seconds into
the band’s performance (with Bruno Mars)
of 1991 hit “Give It Away,” “That guitar is
plugged into NOTHING.” He then noted:
“It’s a flaw in the illusion. They slipped up by
not covering that for the camera.”

Indeed, though the band had recorded a
version of the song especially for the Super
Bowl, Flea’s bass and guitarist Josh Klinghof-
fer’s Fender weren’t much more than props.
As Flea explained on RedHotChiliPeppers.
com two days later, “It was clear to us that
the vocals would be live, but the bass, drums
and guitar would be prerecorded.” The rea-
sons are plenty, ranging from the size of the
stadium to ensuring broadcast quality sound
and, perhaps most importantly to the NFL
and Fox TV, leaving nothing to chance.

“Particularly when it’s outside, there’s
technical worries about sound bouncing
around or feedback,” says a talent coordi-
nator who’s worked on multiple Super Bowl
halftime shows. “It’s fairly common, espe-
cially with pop acts [where often] the instru-
ments aren’t even turned on. It’s weirder for
rock bands.”

That uneasiness was clearly on the minds
of the Chili Peppers, who revealed that they
conferred with multiple music pals and de-
cided that “it was a surreal-like, once in a life
time crazy thing to do,” Flea wrote. “Could

A History Of
Faking It

2004

Ashlee Simpson attempts to
lip-sync “Autobiography” on
“Saturday Night Live,” claiming
acid reflux disease as her excuse.

1983

Michael Jackson performs
“Billie Jean” at the televised
“Motown 25: Yesterday,
Today, Forever” special. He
does the moonwalk for the
first time—while lip-syncing.

2009,

Jennifer Hudson
lip-syncs the national
anthem at the Super
Bowl at the request of
Rickey Minor.

2009,

Renowned classical cellist
Yo Yo Ma admits to playing
to a prerecorded track at
President Barack Obama’s
first inauguration ceremony.

1990

Milli Vanilli’s track at a
show starts skipping. The
members are later outed
as never having sung on
their own records.

2013

1991

Beyoncé admits

we have plugged in and avoided bumming
people out? . . . We thought it better to not
pretend. It seemed like the realest thing to
do in the circumstance.”

Nirvana “play” U.K.
show “Top of the
Pops” to a backing
track, throwing their

to lip-syncing the
national anthem
at Obama’s second
inauguration—and

then belts it a
cappella at a
press conference
to prove she can

instruments around
ridiculously while Kurt
Cobain mumbles his
way through “Smells

ED HOT CHILI PEPPERS: JAMIE SQ

However, some disagreed. Among them
was Guns N’ Roses frontman Axl Rose,
who cracked, “Flea courageously had . . .

unplugged.

microchip technology installed in his ass Like Teen Spirit.” el Eg

that picked up the frequencies of his bass.” o

Master air-guitarist Dan Crane—aka Bjorn £2

Tiiroque, “master of airemonies” for the 8

U.S. and World Air Guitar Championships ,,

and author of “To Air Is Human: One Man’s

Quest to Become the World’s Greatest Air °

Guitarist”—offered: “We as air guitarists H a Iftl me I n 140 Chd ra Cte rs

like to keep it real. They were faking.”

chz‘?;rrfaf}tl:ciii:]an?jrit?“g’i‘hpelj;earcllcz lzci)?,g -IB-:sV?lI:I\F(;lefrtl me CHASERICE JOEBONAMASSA BRANDON STOSUY LUKE O'NEIL JASON FARR 2

Crane says) and “airness,” he scores the performance @ChaseRiceMusic i @JBONAMASSA @brandonstosuy @lukeoneild47 @JasonFarrJokes ;

Peppers’ performance as 5.5 on the Olympic spurred 2.2 million Threg words for this i Flea...| mean we zflll Folks "disappolint.ed" Who cares if "the Fans are outrggled g2

figure skating scale of 7.0. Crane’s wish for N [y e halftime show. I. know, but for god’s in RHCprrmﬂlmlr:g RHCP wgrent RHCP weren'tlive é%
7 S . R . Want. Garth. sake at least try to their halftime “set playing live? on the Super Bowl. =

next year? “Journey doing ‘Separate Ways how the Twitterati humor the children. { should take along look i Neither were the But fine with lyrics &g

where they all play air instruments and that reacted to the Red #unpluggedlive in the mirror. Then Broncos. like “ning, nang, nong, g%

new guy they found on YouTube is the only Hot Chili Peppers smash their face into nong, neng, neng, nong, gé

one actually singing. It’s the perfect meta i thatmirror. nong, ning, nang” %g

Super Bowl that America deserves.” @
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The Deal

Santos Partners
With Dr Pepper

WHAT: Dr Pepper Snapple Group has partnered with Latin art-
ist Romeo Santos as part of the beverage company’s “One of One”
campaign that celebrates unique individuals. Santos is only the sec-
ond musical act in this year’s campaign (the other is Macklemore &
Ryan Lewis) and the only Latino. The yearlong campaign includes
a series of national TV spots (one of them an “anthem” ad that also
features Macklemore and Lewis, YouTube beauty entrepreneur Mi-
chelle Phan and graffiti artist Retna, among others) including Santos’
own individual ad in both Spanish and Spanglish and featuring his
music. The Santos ads will begin airing on general-market and
Spanish-language TV prior to the Feb. 25 release of his album For-
mula Vol. 2 on Sony Music U.S. Latin. Santos will also be integrated
into in-store materials, consumer communications, and events and
promotion around major Dr Pepper-sponsored events like awards
show Premios Juventud.

WHY : Dr Pepper was actively seeking a personality to reach the
key Hispanic demo and Santos’ name had already come up as part of
the brand’s consumer research. Sony Music U.S. Latin had reached
out to Dr Pepper last summer to pitch Santos on the strength of his ac-
complishments, including “the live broadcast of his concert at [New
York’s Madison Square Garden] on HBO, the fact that he’ll be the
first Latin artist to perform on ‘The Bachelor’ [and] the fact that he
is without a doubt one of the top 50 social artists,” says Mary Nunez,
director of music licensing and business development at Sony Music
Entertainment U.S. Latin. “We are bringing bachata to the masses.
And the brand really loved that component.” The clincher was the
album’s release date, which dovetailed with the campaign’s launch.

WHO: DrPepperis heavily vested in the Latino demographic and

has previously partnered with major Latin acts, most visibly with

Pitbull in 2011 and 2013. Santos, one of Latin music’s top stars, had

the genre’s top-selling album of 2012 (solo debut Formula Vol. 1) and

four sellouts at the Garden. Sony was aggressive in providing analyt-
ics. “We pitched a very precise presentation of what Romeo means

for the Latino in the U.S., and they listened,” Sony Music U.S. Latin

president Nir Seroussi says. The deal-closer was Santos’ “one-of-a-
kind” story as a bilingual, bicultural act who sings bachata. “There

are great artists out there but if there isn’t a story we can tell, it’s a

little harder,” says Olivia Vela, director of Hispanic brand marketing

at Dr Pepper Snapple Group.

IF: When Santos tweeted about the campaign to unveil his album
collaborations, he ended up trending worldwide, and “Dr Pepper
had a chance to be part of that,” says Brian Bell, manager of inte-
grated brand public relations for Dr Pepper Snapple Group, noting
the brand is eager to see what sort of engagement develops after the
campaign launches. Sony, which brokered the agreement, sees it as
a major cornerstone of the album campaign. “This is really going
to take him to a different stratosphere,” Nunez says. —Leila Cobo

Dr Pepper is heavily vested in the Latino
demographic and has previously partnered
with major Latin acts, most visibly with Pitbull
in 2011 and 2013.

SONY MUSIC | LATIN
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Latin labels. Having a major
brand campaign coincide
with an album launch is a
universal goal, yet one that

is still rare in the Latin realm.
If the Santos/Dr Pepper
alliance moves the needle for
Sony, expect more long-term
planning from labels seeking
to maximize exposure.

TV advertising. Santos’
“One of One" TV spots are
another example of a major
brand airing ads in Spanish or
Spanglish on general-market
TV—other recent spots
include Target's Shakira

ads. If effective, expect to see
much more of this type of
advertising moving forward.

pepEsi

ILLUSTRATION BY BRIAN STAUFFER

Pepsiand Coca Cola.

Both have been leadersin
tapping big Latin names for
both domestic and global
campaigns. Dr Pepper’s
comprehensive alliance
with Pitbull and now Romeo
Santos indicates a serious
third player that also offers
acompelling package of
opportunities.

SHAKIRA: COURTESY OF YOUTUBE


http://worldmags.net/
http://worldmags.net/

O0'DONOGHUE: SHIRLAINE FORREST/WIREIMAGE

SANTOS BY THE
NUMBERS

$130.9m

U.S. media spend by Dr
Pepper Snapple Group
in January-November
2013, according to
Kantar Media.

2.1m

EXECUTIVE TURNTABLE

Mark
Rafalowski

TV/FILM

Dick Clark Productions, which is owned by Bill-
board parent company Guggenheim Media, names
Mark Rafalowski executive VP of'its newly launched
division, Dick Clark Productions International.
He is responsible for growing the company’s inter-
national distribution reach, as well as its content
development network. He is based in Santa Monica,
Calif., and reports to DCP president Michael Mahan.
The company’s existing shows that will be moved
into the new distribution arm include the Billboard
Music Awards, American Music Awards, Hollywood
Film Awards, People Magazine Awards, Academy of
Country Music Awards and “Dick Clark’s New Year’s
Rockin’ Eve.”

LABELS

Warner Bros. Records appoints Peter Thea execu-
tive VP of creative operations. He was executive VP of
Republic and Island Def Jam.

Columbia Records promotes Mark Williams to
executive VP of A&R. He was senior VP.

Kemosabe Records and Prescription Songs
name Maria Alonte-McCoy senior VP of film
and TV. Most recently, she started the film and TV
licensing company District Music for Red Light

U.S. albums sold by
Santos as a solo act and
with Aventura, according
to Nielsen SoundScan.

Management.

PUBLISHING
BMG North America appoints Joe Gillen CFO.
He was senior VP of finance for Universal Music
Group’s Capitol Music division.

—Mitchell Peters, exec@billboard.com

Further Dealings

Global Publishing has signed the
Script to join its growing roster along-
side recent signings the Vamps, Jungle,
Say Lou Lou and Elyar Fox. With more
than 20 million in record sales, two
U.K. No. 1 albums and five platinum
U.S. singles, the Script’s popularity has
been cemented in the United Kingdom
and internationally. The band’s 2013 hit

“Hall of Fame” has generated more than

100 million YouTube views and Spo-
tify plays. Meanwhile, British group the
Vamps, who are hotly tipped for 2014,
scored a No. 2 hit with their first single

“Can We Dance,” and will release second

single “Wild Heart” on Jan. 18. Global’s
new signings join a boutique roster of
songwriters including Corinne Bailey
Rae, Ellie Goulding, Lawson and the
Vaccines . . . Warner/Chappell Mu-
sic has signed a worldwide publishing
agreement with Mercury artist Chris
Stapleton. Warner/Chappell will pub-
lish Stapleton’s songwriting catalog as
well as all of his future work. Stapleton
has scored five No. 1s on Billboard’s

PHOTOGRAPH BY BEN CLARK

Hot Country Songs chart since moving
to Nashville in 2001: George Strait’s
“Love’s Gonna Make It Alright,” Dari-
us Rucker’s “Come Back Song,” Josh
Turner’s “Your Man,” Kenny Chesney’s
“Never Wanted Nothing More” and Luke
Bryan’s “Drink a Beer,” which he co-
wrote. Throughout his career, Stapleton
has placed more than 170 songs on al-
bums by such artists as Adele, Tim Mc-
Graw, Blake Shelton and Jason Aldean,
and the six-time ASCAP award winner
has written with Vince Gill, Sheryl Crow
and Peter Frampton. Stapleton has also
contributed to the soundtracks to “Cars
2” and “Valentine’s Day” . . . The Ninth
Circuit Court of Appeals has ruled in
favor of the Jimi Hendrix estate in a
battle against online vendor Hendrix
Licensing, which sold T-shirts, posters
and other items designed to capitalize
on the fame of the rock legend. In Feb-
ruary 2011, a federal judge surprised le-
gal observers by finding that Washing-
ton state’s publicity rights law violated
the due process of the Constitution by

allowing non-domiciled celebrities to
come to the state to take advantage of
the generous likeness statutes of Wash-
ington, where Hendrix was born but did
not reside at the time of his death. On
Jan. 29, the appeals court reversed that
ruling and handed the estate additional
victories on the trademark front. Hen-
drix Licensing is run by Andrew Pitsica-
lis, a business partner of Jimi’s younger
brother Leon. The Hendrix estate,
meanwhile, is controlled by Janie, the
Hendrix brothers’ adopted sister.

The Script
frontman
Danny
0O’Donoghue

Overall viewers of
ABC's “Bachelor”
premiere on Jan.
6, according to
Nielsen.

8.5m

IN
MEMORIAM

Columbia Records president
Ashley Newton remembers colleague
Stephen Ferrera

Longtime label executive Stephen Ferreva died Jan. 27
at his home in New York after a prolonged battle with
lung cancer. The AGR veteran—who was also an accom-
plished musician, songwriter and producer—spent his
early years at Chrysalis Group U.K. He went on to senior
VP stints at RCA Music Group, working with Leona Lew-
is, Kelly Clarkson, Carrie Underwood, Ne-Yo and Rod
Stewart, among others, and was a key player in secur-
ing the “American Idol” contract; Island Def Jam; and
Columbia, where he spent the last years of his career. Co-
lumbia Records Group president Ashley Newton reflects
on his colleague and friend. —Shirley Halperin

Steve Ferrera was a close personal friend for more
than 20 years. He was one of those rather strange
people who understood that real life is actually more
important than the music business. He had a deep
love for his family, keen interest in culture and the
arts, great pride in being a New Yorker and immense
passion for his Italian heritage.

While Steve was an accomplished musician and
producer, as an A&R executive he was an exceptional
song sleuth—always searching for powerful copy-
rights and agonizing over casting the perfect voice to
do them justice. It’s such an instinctual talent and one
that, as everyone knows, brought profound success. I
particularly admired his commitment to the generous
and patient mentorship of our young Columbia A&R
staff, schooling them in the craft of record-making.

Camilla, Steve’s wife, told me she had uncovered
a fax while looking through a box of old photographs.
Steve had sent it a decade ago to a PR guy seeking his
career details for a press release. The opening line
of his response revealed his quiet humility: “Writing
about myself feels like self-administered root canal
surgery. I can’t explain why exactly but I've always
been a poor self-promoter. Please understand that
I'm much more comfortable allowing my work to
speak for me—that is my best calling card.”

Steve was a private man of inherent decency,
respected and loved by his label colleagues and
throughout the industry and creative community. @
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QUESTIONS

Answered

Inigo Zabala
President
Warner Music Latin America & Iberia

What did you wake up thinking about this morning? Before
getting out of bed I think of all the things that will happen during the
day. This week, Latin America is going through a very challenging
time, and I woke up thinking how this is going to affect our business
and how we can minimize the impact as much as possible while our
companies go about their day to day. The problem is particularly acute
in Argentina, where the local currency has begun to devalue. But I
also woke up thinking that this week we’ll get new singles by [Chilean
rock band] La Ley, who are recording together in Los Angeles after 10
years and are planning a spectacular Latin-American tour. I'll also get
new singles by Alexander Acha and Sandoval, and that’s very exciting.

What will define your career in the coming year? The answer
may sound obvious, but it’s a fact: Create as many hit singles as pos-
sible. That will define my career and that’s what defines my career
every year. We also need to continue adapting our company to a
new environment where the consumer has constant access to mu-
sic from anywhere at any time. But in the end, there’s nothing more
important than hits. We're releasing a new single by Laura Pausini
featuring [Sony act] Marc Anthony at the end of the month that I
think can be a huge hit.

Describe a lesson you've learned from a failure. What I've re-
alized through the years is that every time I've tried to follow a trend,
every time I've considered the trend more important than the artist it-
self, I've always failed. A&R always has to be in the business of creating
trends, not following them. This applies to everything in life—when you
become a follower, you usually don’t do as well. And musically speak-
ing, there are trends I arrived at too late, like bachata, for example,
where by the time we signed acts the moment had passed.

Name a project that you're not affiliated with that has most
impressed you in the last year. Marc Anthony’s “Vivir Mi Vida”
was very compelling, beginning with its conception as a cover of an
Affrican song translated to Spanish that became No. 1 [on Billboard’s
Hot Latin Songs chart] for many weeks.

Who's your most important mentor, and what did you learn?
The first is Nacho Cano [Spanish pop star, composer and co-founder of
Spanish group Mecano]. He put up his own money, produced my band
[La Union] and took us to a label, and our first single—“Hombre Lobo
en Paris”—spent 13 weeks at No. 1 [on Spain’s national radio charts].
After I left the band he recommended me for a job at Warner’s A&R
department. I've learned from him to be consistent and relentless.
Another mentor is Saul Tagarro, my boss in Warner Spain. He taught
me everything I know, from basics like always keeping your office door
open to providing explanations along with your answers. That’s essen-
tial for a company to retain its culture. My third mentor is my father,
who taught me responsibility, hard work and getting up after a fall.

Name a desert island album. If it’s a Caribbean island, Natty

Dread by Bob Marley & the Wailers. If it’s a cold island, then David
Bowie’s Low or The Clash by the Clash. —Leila Cobo

“A&R always has to be
in the business of
creating trends, not
following them.”
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liiigo Zabala Favorite breakfast: Cafe con
photographed leche and two slices of toast
at his office in with olive oil.

Miami.
First job: Washing dishes at
arestaurant to make money
to buy my instruments. But
my first music job was as
keyboardist of La Union.

Memorable moment: When
our first single with La Union
reached No. 1 [on Spain’s
national radio charts]. That
asong | had written could

be No. 1 was extraordinary.
My other moment was when
Alejandro Sanz became the
first of my signings to sell over
1 million copies in Spain.

Advice for young
executives: Be fearless.
Follow your instincts. Work
hard, and pursue what you
want relentlessly. And don't
forget that you got into the
industry because you love
music.

[

1"A cassette 3"I've always
of the first worked on a
album round table.
released by | like them
my band, because |

La Union. It find them

reminds meof  tobe more
why I'm still in inviting to
thisindustry.” participate.

It'salsoan
. ) equalizer for
2| like this all gathered
photograph participants.”
because it

represents a
life dedicated 4" will

to music. always

The hands remember
are those of alunch with
aBrazilian our Latin
street rock act

Mané and
Atlantic
Records
founder
Ahmet
Ertegun.
His tales of
the industry
were one

of the most
enjoyable
and
interesting
moments in
my career.”

musician.”
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PPL is the global leader in international collections and has
been collecting global performance royalties* for over 10 years.

In that time we have collected over We give you direct access to your payment
£160 million in global royalties* for information 24 hours a day, seven days a

our members.

week via our online member portal, myPPL.

Our International agreements cover countries Our dedicated Member Services team
which between them represent over 90% of is available to provide you with account
the total global performance royalty value. support and assistance.

We take care of all the hard work for you We deliver your money to you.
and make the collection of your global Because it’s yours.

royalties™ simple and straightforward.

*Global royalties /global performance royalties are also

known as 'neighbouring righfs',
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ElSACM

Sociedad de Autores y Compositores de México

La Sociedad de Autores y Compositores de México,
felicita al maestro

Armando Manzanero

por haber sido galardonado con el premio

Grammy Lifetime Achievement,
reconocimiento a sus logros de toda una vida.

La miisica romdntica es necesaria, mientras exista el deseo de
tomar de la mano a la persona amada y manifestarle nuestro amor;
seguird existiendo y va a existir siempre.

Armando Manzanero
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Think Tank

Double Booked
Endorsements

When Bob Dylan and Justin Timberlake
turn up in commercials for different
advertisers during the same broadcast,
whose brand gets diluted?

hen Bob Dylan agreed to license one of
his best-known songs, “I Want You,” for a
Chobani Super Bowl commercial, it was a
major coup for the yogurt company, as it
sought to compete with brands like Oikos
during the big game. But the news was
somewhat overshadowed by fans worrying about Dylan overload
when news also broke that the Man in the Black Hat himself would
appear on-camera in Chrysler’s latest cinematic Super Bowl spot,
endorsing the new Chrysler 200 and licensing his song “Things
Have Changed” as the soundtrack.

It’s a scenario that can be unfortunate for some marketers who
turn to big-name artists to help get the word out about their latest
product. But it’s become increasingly common as artists themselves
need multiple brands to promote their albums, fund tours and get
their music in front of audiences that even radio can’t deliver.

During the last two Grammy Awards telecasts, Justin Timber-

Gerardo
Ortiz

(top) and
3BallMTY
(bottom) at
the Billboard
Mexican
Music
Awards.
Above:
Prince
Royce
performing
in New York
ata PepCity
event.
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lake appeared in two ads for two different brands—
Bud Light Platinum and Target in 2013, each using
his single “Suit & Tie,” then MasterCard and Tar-
get (again) in 2014, each depicting a scene where
Timberlake was surprising his fans. At MTV’s 2012
Video Music Awards, Alicia Keys unleashed a veri-
table onslaught of promotion for her then-new sin-
gle “Girl on Fire,” premiering the song during the
show itself then appearing on-camera in two back-
to-back commercials (for Reebok and Citi) that also
played the tune. Even Eminem, who’s only recently
started saying “yes” to commercial opportunities,
starred in two Super Bowl ads in 2011 for Lipton
Brisk and Chrysler.

Working with a double-booked star can have its
advantages for a brand, which by nature has to get
more creative with the artist and its management
team to generate experiences no other company
could offer, like Timberlake showing up at a fan’s
house or Eminem repping for his hometown of De-
troit on behalf of Chrysler.

But it can also confuse fans and sometimes mea-
surably dilute a brand’s business, as was the case
with Timberlake’s one-year deal with Bud Light
Platinum. Though the singer did several programs
throughout the year with the beer brand, sales of the
product slowed as Platinum’s market share dipped
from 1.2% in May 2013 to 1.1% in November, accord-
ing to Symphony IRI (which doesn’t track bar and
restaurant sales).

How can such conflicts of commerce be avoided
in the future? More transparency from all parties, for
starters. Though Chrysler and Chobani knew about
each other’s Dylan spots ahead of time, the secre-

Wanted:
Fresh Faces

Where are the new stars in Latin music?

uperstars dominate the list of finalists for the 2014 Billboard

Latin Music Awards, which will air live April 24 on Telemun-
do, with Romeo Santos landing 17 nominations, followed

by Prince Royce with 16, Marc Anthony with 15 and the

late Jenni Rivera with 11.

The lack of new acts with substantial chart presence is indicative of
a pervasive rut that Latin music seems unable to get out of, and one
that is finally affecting its bottom line. It’s a genre that’s getting static,
where music isn’t eagerly discovered, anticipated and consumed, but
rather solemnly revered from a distance. The silver lining is that this
year’s finalists are not only competitive merely due to their star power,
but also because their original, exciting material moved the needle
on many levels.

The challenge is to ensure that the quality, A&R-savvy, and media
and label support filters down to the up-and-comers, something that
isn’t happening now.

Last year, for example, the top finalists were Santos, Rivera, Royce,
Don Omar and Wisin & Yandel. In 2012, they were Omar, Royce,

How can conflicts
be avoided? More
transparency from
all parties.

Shakira and Mana.

Meanwhile, some new acts have managed to pop up
and even persevere. Royce, an unknown just four years
ago, is a shining example, as is Gerardo Ortiz and,
more recently, 3BallMTY.

But such cases are few and far between, and the im-
pact on sales is undeniable. Despite the explosion of
popularity of all things Latin, the obsession of brands
and media with reaching the Latino demographic and
heightened awareness of Latin music and artists in the
mainstream, sales of Spanish-language music have not
only dropped (like most other genres), but its overall
market share has also dipped.

Latin album sales accounted for 3.4% of all album
sales in 2011, according to Nielsen SoundScan. In 2012,
the number fell to 3.1%, and last year it stood at 2.9%, a
mere one percentage point higher than classical. Sales
of digital tracks also slipped, from 1.6% t0 1.5%.

Of course, lack of artist development isn’t unique
to the Latin world. But a look at SoundScan’s year-
end tally of the top-selling albums (including track-
equivalent albums) finds three debuts—Imagine
Dragons, Macklemore & Ryan Lewis and Flori-
da Georgia Line—among them. The 10 top-selling
digital songs also include these three acts, plus
Lorde. In the tally of the top-selling Latin albums,
there’s only one debut act among the top §50: Luis
Coronel at No. 49.

Obviously, the scarcity of new Latin acts isn’t the
root of all evil. But many of the problems that hamper

CHRYSLER, CHOBANI, BUD LIGHT PLATINUM, TARGET COMMERCIALS: COURTESY OF YOUTUBE; ORTIZ: KEVIN WINTER/GETTY IMAGES; ROYCE: MIKE COPPOLA/GETTY IMAGES FOR PEPSI; 3BALLMTY: MICHAEL BUCKNER/GETTY IMAGES
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cy surrounding Timberlake’s surreptitious album
launch in 2013 resulted in a lot of surprised sponsors
on Grammy night.

Sometimes, though, a “Kumbaya” moment oc-
curs, as Janelle Monde was able to arrange with her
sponsors Target, Sonos and Cover Girl last Septem-
ber for an elaborate album launch party outside New
York’s Intrepid Museum. It was an almost-ironic per-
sonification of a rising tide lifting all boats. @

artist development hamper the genre overall: lack of a
strong touring circuit; restrictive radio formats; dimin-
ishing sales outlets, which are crucial for many buyers
who still rely on cash and physical CDs; lack of media
support; and flawed A&R that lacks innovation.

Which brings us back to this year’s top finalists.
Santos is up largely on the strength of “Propuesta In-
decente,” the first single off his upcoming album, For-
mula Vol. 2, and of “Loco,” an Enrique Iglesias track
on which he’s featured. Royce appears in the wake of
his successful third album, Soy el Mismo, which is all
original material. And Anthony’s major hit, “Vivir Mi
Vida,” is a cover of a dance song. But what a cover it
is—one that propelled his 3.0 to become the top-selling
Latin album of 2013.

The year’s top finalists may not be a triumph of new
acts, but they are a triumph of original ideas. And that’s
astart. @

It’s a genre that'’s

Artists who
have double-
dipped

with their
endorsements
include Super
Bowl star

Bob Dylan
(Chobani,
Chrysler)

and Grammy
magnet Justin
Timberlake
(Bud Light,
Target).

N e— ]

LATIN MUSIC

CONFERENCE@AWARDS
25
Billboard’s
Latin Music
Conference
celebrates
its 25th
anniversary
this year and
registration
is now open.
Register at
billboard-
latin-
conference.
com, and use
code BIZ14
and save.

getting static, where
music isn’t eagerly
discovered, anticipated

and consumed.

SARAH TRAHERN PHOTOGRAPH BY ROBBY KLEIN

Sarah Trahern
photographed
at the Country
Music Assn.
offices in
Nashville.

Blake Shelton with
his male vocalist of

the year statuette at
the CMA Awards in

November.

Sarah Trahern | CEO, Country Music Assn.

During her tenure as senior VP/GM for Scripps Net-
works Interactive’s Great American Country, Sarah
Trahern was used to juggling a busy schedule, but
since assuming her new role as CEO of the Country
Music Assn. (CMA) on Jan. 1, the Nashville-based ex-
ecutive’s days now include everything from a cadre
of talented school kids to meetings with the top brass
at ABC.

To the Green Hills YMCA to do Pilates

@ \ith my girlfriends Robin and Sally. I'm not
amorning person. I'd rather exercise at night, but
days just aren’t controllable in my world now.

I got to the office and had an early-morning
@ meeting with some of our team. Even

though it's the first month I've been here, it's been a
variety of things.

) | had my first sit-down meeting since I've
@ been on the job with Robert Deaton, who is

the producer of all of our TV properties. Robert and
| have worked together on a number of programs
over the years. He's already hard at work on the
production for the CMA Music Fest special that
tapesin June, going to meetings with ABC, so |
wanted to sit down with Robert and get his top-line
ideas on the year.

@ Lunch at Etch with Kyle Young from the
Country Music Hall of Fame. Kyle and | were
in the same Leadership Music class in 1999. It's
fun to get to sit down now with Kyle as longtime
friends and colleagues.

@ Meeting with members of our finance
staff. We had our first committee meeting
of the year with our board the [next day] so we
had a last-minute staff meeting to make sure we
were buttoned up to present our budget to the
committee, and they did a great job.

@ Gottogo down to the CMA Theater [in the
Country Music Hall of Fame and Museum]
for CMA's fifth annual Keep the Music Playing
All Stars Concert. | helped Joe Galante, who is
chairman of the CMA Foundation, presenta $1
million check on behalf of the musicians who did
Music Fest for free to the Nashville public schools
program. The highlight of the whole day was the
concert with the students from [Metropolitan
Nashville Public Schools]. Thanks to our musicians,
the end result of what happens at Music Fest [is
getting] to see those bright faces on the stage. Eric
Paslay hosted the event and it was a really special
night.

—Deborah Evans Price
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BACKBEAT

1 VH1's Sandy Alouete and
Rick Krim (right) with J. Cole
p after his performance at the
o VL %

H1 Super Bowl Blitz stop at
New York's Queens College

o ‘?"!;._ onJan.27.
OWS 2 Janelle Monae took center

stage on Jan. 28 when the
VH1 Super Bowl Blitz hit

B \J When the Super Bowl came to town, VH1 shook ~ Letman College n the Bronx.

New York’s five boroughs with six nights of 3 Model Chrissy Teigen (left
and husband John Legend

music while Howard Stern marked a milestone (second from right) with Citi
Cards CEO Jud Linville and

with rocking and roasting by Train, Adam wife Cindy at Legend's show

at the McKittrick Hotel in

Levine, Sarah Silverman and Natalie Maines Manhattan on Jan. 29.

4 Kings of Leon’s Jared,
Caleb, Matthew and Nathan
Followill (from left) before
playing Fox Sports 1's Super
Bash at New York's Highline
Stages on Jan. 30.

5 Beth and Howard Stern
with Steven Tyler at Stern's
60th-birthday bash at
Hammerstein Ballroom in
New York on Jan. 31.

6 New Jersey Gov. Chris
Christie and Jon Bon Jovi
represented the Garden
State at Stern’s soiree.

e R o T

7 From left: Lena Dunham, GENT LEGENDS

Natalie Maines and Sarah &
Silverman toasted Stern. — = ~ e =

8 Seth Meyers (left) and
Jimmy Fallon at Stern’s party.

9 "The Howard Stern Show”
executive producer Gary
Dell’Abate (left) and Slash
at the Stern bash.

10 Johnny Knoxville and

Heidi Klum celebrated the
King of All Media.
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11 Rob Zombie and actress
wife Sheri Moon Zombie
turned up for the Stern
concertand party.

12 Kendrick Lamar took

the stage at ESPN's Party at
Basketball City at Manhattan's
Pier 36 on Jan. 31.

13 The Black Keys' Dan
Auerbach rocked as part of
Citi's Evenings With Legends
series at Roseland Ballroom in
New York on Jan. 31.

14 Model Emily Ratajkowski
and Bravo's Andy Cohen at
the GQ Super Bow! Party on
Jan. 31.

“Here’s to hell. May we
have as much fun there
as we have getting
there!” —steven Tyler

D

WEDNESDAY, JAN. 29

© 7:25 p.m. “I'd like to thank my
friends at Citi for naming the entire
weekend after me,” John Legend
jokes onstage at Citi’s first Evening
With Legends performance at the
McKittrick Hotel in Manhattan.

© 11:45 p.m. At VH1’s Super Bowl
Blitz concert at Brooklyn Bowl, Fall
Out Boy brings out Paramore singer
Hayley Williams to help with the
chorus to “Sugar, We’re Goin’ Down.”
It’s a taste of FOB’s upcoming tour, the
band tells fans.

THURSDAY, JAN. 30

© 8:45 p.m. TLC’s Chilli and

T-Boz bring out Misty Copeland

to dance during Left Eye’s verse of
“Waterfalls.” The audience goes wild,
before the three close their 45-minute
set with new single “Meant to Be” at
their VH1 Super Bowl Blitz show at the
Beacon Theatre in Manhattan.

© 10:15 p.m. “So this is soundcheck
and we’re messing around,” Band of
Horses frontman Ben Bridwell says, as
he begins an unplugged Citi Legends
show at the McKittrick Hotel.

© 11:15 p.m. After Band of Horses,
concert-goers get a gift as they exit:
one of the eerie white masks that are
a signature of “Sleep No More,” the
McKittrick’s interactive theater piece.

FRIDAY, JAN. 31

© 7:05 p.m. “Dead or alive?

Seems like a weird choice for a 6oth
birthday,” jokes Jimmy Kimmel, MC
of the Howard Stern Birthday Bash at
the Hammerstein Ballroom in New
York, after Jon Bon Jovi and Train
perform “Wanted Dead or Alive.”

FEBRUARY 15, 2014 | WWW.BILLBOARD.BIZ o
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BACKBEAT

“"Chad Smith threw me a
touchdown pass on the
field—one of the greatest
feelings of my life.”

—Anthony Kiedis,
Red Hot Chili Peppers

i
3

© 9:15 p.m. “You've been holding
that up for the last hour, and it’s really
creeping me out,” Adam Levine says to

_afan waving the Maroon s frontman’s

“Sexiest Man Alive” cover of People.
“T’ll sign this for you, but if I sign this
it’s going to be a contract between me
and you that you’ll never show me this
again.” Then the band continued its
performance for JBL at the Beacon
Theatre in New York.

SATURDAY, FEB. 1

© 9:57 p.m. At Brooklyn’s Barclays
Center for WFAN’s Big Hello to
Brooklyn concert, Red Hot Chili
Peppers’ Anthony Kiedis picks up a red
bra thrown from the crowd, straps it
around his crotch and thrashes about.

© 10:41 p.m. “We're just about to go
into a period of hibernation to make a
new record—a time of progress,” Flea
says onstage. “It’s really nice to get one
more blowout before we do that.”

© 12:13 a.m. Former MTV Networks
CEO Judy McGrath (currently running
a multimedia joint venture with Sony)
is spotted at the Foo Fighters gig at the
Bud Light Hotel Amphitheatre. Also
seen: Fox programming chief Kevin
Reilly and A&E Networks president/
CEO Nancy Dubuc.

© 12:31 a.m. “Iwish I could play you
our whole new record, but I don’t want
to do thatyet. .. It’s a fuckin’ surprise,”
Dave Grohl teases halfway through Foo
Fighters’ performance.

© 1:30 a.m. Kendrick Lamar wraps
quick set, never having removed his
oat, for Maxim’s Super Bowl party at

Espace as Steven Tyler looks on.

@ BILLBOARD | FEBRUARY 15, 2014
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15 Drake rocked the Revolt TV
party at Time Warner Cable
Studios on Feb. 1.

16 French Montana (left) and
Sean “Diddy” Combs at the
Revolt party.

17 Paramore’s Hayley Williams at
DirecTV's Celebrity Beach Bowl at
New York's Pier 40 on Feb. 1.

18 Eli Manning (left) and Aaron
Paul at DirecTV's bash.

19 Jay Z and Beyoncé wowed
guests at the Beach Bowl.

20 Jamie Foxx (left) and DirecTV
CEO Mike White at Pier 40.

21 DJ Tiésto (left) and AXS
TV chairman Mark Cuban at
DirecTV's Beach Bowl.

22 Alice in Chains' Jerry Cantrell
(left) and Guns N’ Roses' Duff
McKagan at the Super Bowl!
Pregame Show on Feb. 2.

23 Bruno Mars pounded at the
Halftime Show.

24 The Red Hot Chili Peppers’
Chad Smith, Flea, Josh
Klinghoffer and Anthony Kiedis
(from left) backstage at the Super
Bowl.

25 Foo Fighters' Dave Grohl (left)
and Taylor Hawkins (right) flank
Anheuser-Busch’s Mike Sundet at
the Bud Light Main Event concert
on Feb. 1.

B

NEW YORK FALL FASHION WEEK

DJs Of The

Runway

Designers’ top
music tastemakers

reveal what’s in the

mix this season

Jus-Ske

Spinning for:
Alexander Wang, Oscar
de laRenta, G-Star
Raw, Public School
after-parties

Signature: There's
areason why this New York native
has been a fixture at Louis Vuitton,
Balenciaga and Nike shows and was
chosen as the DJ for Justin Timberlake
and Jay Z's Legends of the Summer
and Pharrell’s In My Mind tours. His
sets fuse electronic beats, old-school
hip-hop and the latest rap, and always
sound fresh.

This season’s vibe: It's a fast-moving,
sporty aesthetic reflected in trap, which
“is more than a music genre,” Jus-Ske
says of the sound, which is rooted in
Southern hip-hop and speedy, electronic
beats. “It's an identity, an attitude and
aesthetic that comes with it."

Top track: "Drunk in Love,” Beyoncé
featuring Jay Z

Alexander Wang
spring 2014 show

Malin
Spinning for: Dahlstrom
Opening night of of Niki & the
Mercedes- Dove

Benz Fashion
Week,
Hardware
London,
Schutz parties

Signature: She's a former
drummer and it shows. Her
eclectic mixes of rock, '‘80s
dance and deep house have
gotten her opening gigs

for the Dead Weather and
the Black Keys and has her
spinning at such New York
clubs as Le Bain and the
Electric Room.

This season’s vibe: "Spring
fashion is going more toward
fun and playful,” the Brazilian
DJ says. "Alot of trends are
mixing sporty and feminine,
as are music genres, mixing
indie rock with electronic
beats. Also, it's cold in New
York and we all just want to
dance to warm things up.”

Top track: “Mother Protect
(GoldRoom Remix),” Niki &
the Dove

Charles Browne

Spinning

for: Rebecca
Vallance,
ManvsMachine
runway shows;
Timo Weiland
after-party

Signature: "Playing music people
don't know they want to hear

until they hear it,” Browne says of
merging jazz, indie rock, electro
and rap. “House remixes and top
40 mashups never fail to get the
dancefloor moving.”

This season’s vibe: “The name of
the Rebecca Vallance collection
this season is Lady’s Man, which
she described as having more

of an androgynous feel, but also
upbeat,” says the jazz aficionado
who produced the Fashion Week-
themed compilation Fashion
Killer."The first thing | imagined
was Haim or Chvrches for a
base—that beautiful voice toa
slightly grungy upbeat track.”

Top track: “The Mother We

Share (Moon Boots Remix),” Timo Weiland
Chvrches fall 2013 show

Chelsea Leyland

Spinning

for: Veronica
Beard, Naecem
Khan runway
shows; Vince,
Suno, G-Star
parties

Signature: Think Four Tet
meets Todd Terje. “| play
everything from reggae and
dub to hard rock and electro. |
tend to never stick in one box,”
the British-born DJ says.

This season’s vibe: “The
mood for the Veronica Beard
show is '70s girl with an edge,
so I'm going with ‘70s rock,”
Leyland says. “Naeem likes a
lot of classic female vocalists,
which reflects his love of old-
school glamour. But he wanted
something electronic to bring
it to the present. I'm opening
with a Nicolas Jaar remix of a
Nina Simone song.”

Top track: "Paper Trails,”
Darkside

FEBRUARY 15, 2014 | @ 8WW.BILLBOARD.BIZ e

Naeem Khan
spring 2014
show
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Jimmy
Fallon,
Jonathan
Cohen

and Ahmir
“Questlove”
Thompson
(from left)

Between bookilL s from U2 to
j Bruce Springsteen,|Fallon, Questlove
and Jonathan Cohen reveal how
they turned late fght—into one of
music’s hottest stops

W BY NISHA GOPALAN

PHOTOGRAPHS BY
ANDREW HETHERTNGTON
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Little-known fact: Before he had his own NBC talk show or

landed a gig with “Saturday Night Live,” Jimmy Fallon appeared on
a late-night program. The year was 1980-something. The show: “Let-
terman.” Sitting in the audience, the perennially psyched Fallon says
“the camera panned by me as I was in the crowd. And. I. Freaked. Out.
I told everyone to watch.” It was hard to miss him: “I was screaming
and waving my hands.” But just in case you did, he videotaped it and
would replay it for anyone who'd watch—in slow motion, “a blur of a

human, waving.”

To this day, giving his viewers the same manic thrill he experienced
in the “Letterman” crowd is so important to the host. “I have to involve
the audience,” he says. “They have to be a part of it.” This means not
only interacting with his studio audience, but also making viewers at
home on their couches feel as if they re in the moment with him.

Fallon possesses an unconditional, breathless love for music that
began in his early adolescence. After growing up on a steady playlist
of his parents’ doo-wop records, he discovered at a young age how
Honky Tonk Women” on vinyl could
make his speaker’s dust cap explode off, as the cone beneath vibrated
powerfully. Each musical guest booking, the presence of his house
band the Roots—world-renowned artists in their own right—and the
pin-droppingly pristine acoustics of his new “Tonight Show”

o«

playing the Rolling Stones

studio at 30 Rock in Manhattan all speak to his attempt to
recapture that platelet-rattling, fist-in-the-sky feeling.
That dynamism has run through Fallon’s stint at the

“Late Night” franchise, from 2009 through Feb. 7, when the
host, 39, officially was given the keys to “The Tonight Show,”
perhaps the most storied franchise in TV history. At “Late
Night,” he and his creative brain trust—bandleader Ahmir

“Questlove” Thompson and music booker Jonathan Cohen—
have evolved performances from artists as diverse as Mariah

Carey, Elvis Costello and Chvrches into bona-fide events.

With the Winter Olympics as his splashy lead-in, Fallon
now faces the herculean task of both hanging on to his fans
(which averaged 1.8 million last year, according to Nielsen)
and translating that energy to Jay Leno’s more mature audi-
ence (3.7 million) when he takes over “The Tonight Show”

e BILLBOARD | FEBRUARY 15, 2014

Below left:
Justin
Timberlake
as Robin Gibb
and Jimmy
Fallon as
Barry Gibb

on “Saturday
Night Live"in
2013. Below
right: Fallon
with “SNL"
castmate
Colin Quinn
in 1999.

on Feb. 17. Fallon built his audience doing things his
own way—which has meant taking risks on oddball
skits that go viral, and emphasizing a range of music
that runs from icons like Bruce Springsteen to fledg-
ing acts like U.K. dance sensation Disclosure. With
U2 booked as his first “Tonight Show” musical guest,
one question is, Can he keep the informal, indepen-
dent ethos that has given him so much credibility as
he moves to a bigger platform?
Most of the challenge comes from the fact that the
two shows are simply wired differently. Where Leno’s
“Tonight Show” takes place in Los Angeles, Fallon’s will
be shot in New York. (His first episode will mine “how
much we love the city,” he says, recalling

that “when [NBC] told me I got the job, I asked, ‘Can
we do it from New York?’ There was just silence on the
phone.”) Leno’s program moves at a sauntering pace,
while there is a youthful hustle to Fallon’s show. And
as “Late Night” has become a compelling argument for
the mystic power of social media, “The Tonight Show”
continues to willfully operate on lo-fi, ad-driven rev-
enue (albeit lucrative, with $12§ million in 2013).

“No one tells me [to do] anything—they see what
we’ve done with our show,” Fallon says of NBC execu-
tives. “At one point, they said I couldn’t host the Em-
mys: ‘No one will watch if you host it. You have too
young of an audience.” We hosted the Emmys and did

what we normally do on our show. Its ratings were
up from the year before. With ‘The Tonight Show,’

1: they’re kind of just letting me do it.”

BOTTOM LEFT: DANA EDELSON/NBCU PHOTO BANK/GETTY IMAGES; BOTTOM RIGHT: MARY ELLEN MATTHEWS/NBCU PHOTO BANK/GETTY IMAGES; “LATE NIGHT WITH JIMMY FALLON” (5): LLOYD BISHOP/NBC
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OE. GLASSES BY TOM FORD. COHEN: GROOMI

During its five seasons on the air, “Late Night
With Jimmy Fallon” has become a game-changer for
the music industry. Gleefully bilking talk-show con-
ventions, it boasts a deep reservoir of off-kilter ways
to package musicians as personalities. The show’s
pop-culture footprint has grown so compelling that
even elusive Hall of Famers like Prince, who's fa-
mously fastidious about TV appearances, has fallen
under Fallon’s spell.

Historically, Hollywood stars have been the top-
billed anchors of late-night TV, in a bid to win big
ratings. Musicians were shoehorned in at the end of
the program, serenading sleepy viewers. Artists had
their place: to perform, to shake the host’s hand and
to occasionally be granted a minute or two of couch-
time chatter.

Under the watchful eye of executive producer Lorne
Michaels (the “Saturday Night Live” creator who's a pi-
oneer of night-time musical performances in his own
right), Fallon & Co. flipped that model. They’ve given
awide swath of performers—indie and major-label art-
ists alike—a bigger stage, so to speak. Fallon says of the
freedom he’s been given: “Lorne and I have worked
so closely together over the years, and musically, our
tastes are similar.”

In participating in skits, games and interviews, art-
ists have been given voices. In collaborating with the
Roots onstage, artists have been creatively inspired.
By engaging in any of the above, they’ve opened
themselves up to all parts of Fallon’s social media
stampede: YouTube (2 million subscribers), Twitter

Bono, whom he met in his “SNL” days.

To be fair, Conan O’Brien was also a music nerd forging personal
friendships with artists (and doing bits with Paul McCartney) years
ago—which led to the White Stripes’ weeklong stint on his NBC show
and the Strokes playing a monthlong residency there, too. But Fallon’s
Timberlake coup entailed a series of exclusive appearances leading
up to the release of The 20/20 Experience, the multiplatinum pop star’s
first album in seven years.

“I feel like that’s the best example to date of how we can be a very
strategic partner to an artist launching a project,” Cohen says. Tim-
berlake is just the start: Expect a future announcement from Island
Def Jam (ID]) about a big event in fall 2014, inspired by the Timber-
lake stunt.

Bob Roux, co-president of North American concerts at Live
Nation—who has overseen tours by Springsteen, Arcade Fire and
Kings of Leon—sees Fallon’s show as a key way to get visibility.

“They do a great job of setting up tour cycles and album releases for
established artists,” he says. “And Fallon also has close connectiv-
ity with those artists.”

No one will testify to this more than Christian Clancy, the former
Interscope marketing executive who manages hip-hop collective Odd
Future, led by controversial frontman Tyler, the Creator. “Fallon hu-
manizes [artists]. That show gave its audience a peek at a kid that con-
nects beyond the shock and all the things people think he is,” he says.

“Jumping on Fallon’s back [after his performance], Tyler looked like a
7-year-old having the time of his life.” (Which was totally cool, Fallon
says, “but I don’t want everyone jumping on my back.”)

Tyler, the Creator was booked on the show at Fallon’s behest, even
though Cohen wasn’t sure the timing was right and Questlove had
serious reservations. While speaking on the phone to Tyler about
the Roots’ accompaniment, the bandleader says, “He was out of his

“When NBC told me | got the job, | asked,
‘Can we do it from New York?' There was just
silence on the phone.” —Jimmy Fallon

(11.4 million followers), Facebook (1.2 million-plus
likes), Instagram (1.1 million followers) and Pinter-
est (6,000-plus followers). To put that in perspective,
one skit with Justin Timberlake—in which he and Fal-
lon have a conversation in hashtags—has amassed
21.3 million hits on YouTube.

Atits most cool, “Late Night With Jimmy Fallon” has
paved the way for such acts as Lorde, Kendrick Lamar,
Odd Future and dance sensation Disclosure to de<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>