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Congratulations to Sir Lucian Grainge, Michele Anthony, Jody Gerson
and all of the rainmakers at UMG.
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MICHAEL JACKSON
THE KING OF POP

DEFINING POPULAR CULTURE &
INSPIRING A NEW GENERATION
OF FANS WORLDWIDE

“When they say the sky’s the limit
to me that's really true,”

- MICHAEL JACKSON

MICHAEL JACKSON 2018 YTD | FANS UNDER 25

TOTAL STREAMS WORLDWIDE | Spotify + 25%
2+ billion streams Apple + 39%




MICHAEL JACKSON DIAMOND DRAKE & MICRAEL JAGKSON

BIRTHDAY CELEBRATION WEEK DON'T MATTER TO ME

iR b e : A new single from Drake’s
[ O DI gest Slieaming acclaimed Scorpion album
week ever!

330 MILLION streams to date

NOW, AT THE NATIONAL PORTRAIT GALLERY, LONDON

MICHAEL “...an ambitious and
JACKSON thOUght-p_rqvpk,rz’g
ON THE WALL new_eN)g{thl?nlEtéon,

OPENING NOVEMBER 23 AT THE PARIS GRAND PALAIS

MICHAEL JACKSON’S THRILLER 3D

ONE WEEK LIMITED ENGAGEMENT IN ALL IMAX THEATERS
IN THE US/CANADA IN SEPTEMBER

21 NEW RIAA SINGLE MICHAEL JACKSON MICHAEL JACKSON
AND 3 NEW RIAA ONE THE IMMORTAL
ALBUM CERTIFICATIONS The Critically WORLD TOUR
THIS YEAR Acclaimed #1 Show A Worldwide Smash
The Artist With The In Las Vegas & One of the Top 10
Top Selling Album Seen By More Than Touring Shows
Of All Time 4.5 Million Fans of All Time
COMING SOON....

A Broadway musical
Book by Lynn Nottage, Pulitzer Prize winning playwright
Choreographed & directed by Tony winner Christopher Wheeldon
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Congratulations, Michael.

We're proud to have such an inspiring leader.

Your Live Nation Family

LIVE NATION



THE INFLUEN TIAL
PLAYERS CRRONICLEL
N THIS [ooue LUMI
ROV WILDLY DIVERSE
SACKGRUUNDS

ne began as a high-school dropout from
west Philly with dreams of rap stardom.
One grew up watching Frank Sinatra
perform at her family’s nightclub in
Cherry Hill, N.J. One was a longshore-
man’s son who got a job sweeping floors
at the Record Plant and found his way
into John Lennon’s orbit. One rose to
regional prominence as the hottest club
D] in Denver. One is the son of a North
London shopkeeper. One started out as
General Counsel to a New York real-
estate company. One was an Indiana hog
farmer’s kid who escaped to Boston and
started booking bands.

They come from Thunder Bay,
Ontario, and Tooting Bec, London, and
Brookhaven, Miss., and Greenburg,
Penn., and Crown Heights, Brooklyn, and
Aylesbury, Buckinghamshire.

Their paths to prominence, too, are incredibly divergent and winding. What unites
them, however, is a combination of intelligence, determination, imagination and focus
that is the very essence of leadership.

In profiling these Rainmakers, we’ve tried to focus rot only on their notable
achievements but also on the characteristics that make them who they are—through the
lens of our three decades-plus on the scene. We’ve known some of these people since
before we hung up a shingle, and others we met only recently. But they’ve all got the
right stuff, and that’s why we jumped at the chance to teil their stories.




Michele Anthony, lrving AzofY,
Lucian Grainge; Rob Light,
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With love and respect always
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Thank you_for writing about Rob,
50 we can pay for this ad.
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ou hold in your hands the third volume of our History

of the Music Biz series. This edition parts ways from

the others in that it profiles the industry leaders who
are making history now—among them label-group and
publishing chieftains, tech and broadcast titans, super-
agents, mega-attorneys and more. Some we’ve known
since we first began publishing this magazine, and others
we’ve met only recently; but they all share that irreducible
drive and vision that shape the most influential folks in
the biz. Here’s hoping these Rainmakers don’t mind being
associated with a puddle like us.



HITS: somehow we have to make more
money this month...

brain:

Don't say it
Don’t say it
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HITS: let’s just throw together another list!




HITS: can you do an ad for our
“Rainmakers” issue?

@ : *puts in minimal effort*
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ANTHONY

“ONE OF THE BIGGEST CHANGES 1 HAVE
SEEN—AND WOULD LIKE TO THINK I'VE
HELPED IN MY OWN WAY—IS THE INCLUSION
AND THE EMPOWERMENT OF WOMEN,
BEING VALUED AT WHATEVER LEVEL.”




ack in 1990,
when Michele
Anthony was a
highly regard-
ed young
attorney at
Manatt Phelps
Rothenberg
& Phillips
in L.A., she
got the offer
from Tommy
Mottola to
come work for him at Sony Music in
New York. This was a big decision, obvi
ously, and several highly placed individu-
als whose opinions Michele had sought
told her she should stay put. But her gut

told her to go for it, and that turned out
to be a pivotal decision indeed. Because
Anthony’s initial move to the label side of
the business served as the springboard to
an extraordinary career that has earned
her the deep respect and genuine affection
of her fellow executives and artists alike.
As the Executive Vice President of
Universal Music Group, a job she’s held
since 2013, Anthony now sits next to the
most powerful individual in the music
business, Sir Lucian Grainge. She’s a
key part of the chieftain’s trusted inner
circle, which also includes CFO/EVP of
Operations Boyd Muir, General Counsel
and EVP of Business & Legal Affairs
Jeff Harleston, EVP and Head of Global
Communications Will Tanous and EVP

of Digital Strategy Michael Nash. Her
responsibilities are vast, and her decision-
making is virtually flawless, powered by
a fierce intelligence, a refined moral com-
pass and a deep commitment to artists
and artistry.

“Michele is a longtime friend of mine,
and D've represented her for probably 25
years,” super-attorney Allen Grubman
tells us. “I consider Michele to be, if not
the top, one of the top female executives
in the music business. She has an enor-
mous knowledge of both the business
and the creative side; artists love her, and
she does a very effective job on the busi-
ness side. She’s a unique person.”

Anthony is accustomed to being
invaluable to ranking executives run-

“There are too
many people
in this industry
who laugh too
loud at artists’
jokes and really
want to say
something to
the artists but
don’t have the
balls to say it.
But Michele
1sn't a kiss-
ass—she’ll tell
you exactly what
she's thinking.”

—Sharon Osbourne




DREAM ON: With Steven in‘er

ning major companies; during her more
than 16 years at Sony Music, she worked
alongside Mottola as well as his successor
in the top post at the company, Donnie
Ienner. Compared to these two quintes-
sential alpha males and the boys’ clubs
they assembled around them—within
which she more than held her own, bring-
ing sophistication and civility to her fre-
quently coarse surroundings—Anthony’s
current situation, surrounded by numer-
ous female executives in high-level posi-
tions, must be extremely gratifying for
this longtime crusader for gender equality,
who has inspired countless women seek-
ing to follow in her footsteps.

“One of the biggest changes I have
seen—and would like to think I've helped
in my own way—is the inclusion and the
empowerment of women, being valued at
whatever level,” Anthony has said. “There
has been a lot of improvement, but I hope
we’re never satisfied.”

UMPG CEO Jody Gerson, Anthony’s
friend, colleague and contemporary, lauded
her during the 2017 UJA luncheon honor-
ing her as Music Visionary of the Year. “In
a business that is notoriously difficult for
women, you’ve helped mentor, console and
nurture so many,” Gerson noted.

Also speaking was Eddic Vedder,
whose business and personal relationship
with Anthony extends back to the gen-
esis of Pearl Jam, the band’s subsequent
signing to Epic in 1990 and its eventual
breakthrough more than a year later.
“There’s a cool thing that happens, it’s
almost like a parlor trick, when someone
meets Michele,” he offered. “After she
leaves, they say, ‘Who was that? She was
amazing.’ I say, “Well, she’s actually one
of, if not the most powerful, women in
the music business.” And they’re always
surprised—she has such great energy, and
she’s such a real person. And then I think,
“Why do I have to say that? It’s not about
her being a woman... But until there’s
equality, I think it does have to be said. 1
can’t wait for the day when we don’t have
tosay it.”

Irving Azoff offered an overview of
Anthony’s wide-ranging career at the
event. “No matter whether she was a law-
yer, a record company executive, a voice
for a cause or a confidante for a creator,
she gives all of herself,” he stated.
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UNI-FIED: With UMG boss Sir Lucian Grainge and UMPG Chairman Jody Gerson
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he early lives of
Anthony and
Sharon Osbourne—
who emceed the
UJA event—have
remarkably similar
backstories: Each
is the daughter of
a prominent rock
manager, and each
has carved her own path to a wildly suc-
cessful career. For her part, Osbourne
snatched her father Don Arden’s biggest
band, Black Sabbath, out from under him
in a characteristically ballsy move, mar-
ried bandleader Ozzy Osbourne and later
became a TV star.

When she and Michele first met in
the early "80s, Sharon recalls, I felt this
instant connection, because our lives are
parallel. I've always respected Michele so
much, because it would have been so easy
for her just to live off her dad’s name, but
she went through law school, and she’s
a brilliant lawyer. She also very creative,
has great vision and has a natural rapport
with artists. which so few record-company
people have. There are too many people in
this industry who laugh too loud at artists’
jokes and really want to say something to
the artists but don’t have the balls to say
it. But Michele isn’t a kiss-ass—she’ll tell
you exactly what she’s thinking,.

“How many people do you know,”
Sharon continues, “who leave running
a record company after 16-plus years,
then go into marketing and management
of groups and become hugely successful
at that as well? She was just like, ‘OK,

I'll work with my friends who I love, in
regard to Pearl Jam and Ozzy.” And then
she said, ‘I'm going to go back to another
record company.’ She can pick and choose
whatever she wants to do in this industry.
She’s got an amazing history.”

Anthony’s dad, Bronx native Dee
Anthony (born Anthony D’Addario),
started out his management career rep-
ping Tony Bennett and went on to handle
British acts including Humble Pie, Traffic,
Jethro Tull, Joe Cocker, King Crimson,
Emerson, Lake & Palmer, Gary Wright
and Peter Frampton.

“I literally grew up with bands coming
over from England and sleeping on our
living-room floor,” Anthony recalled in
an interview with Billboard, which has




naturally made her a fixture of its annual
Women in Music and Power 100 lists.
“When I was 13, I'd go to the early show
and the late show at the Fillmore East,
and my dad would argue about the night’s
take and then put it in my green-fringed
suede bag. Because who would ever look
for it there?”

During summer vacations, Michele
hung around her father’s management
office, and Dee sometimes took her on the
road with him; these experiences gave her
a firsthand view of the way the business
actually worked, as well as planting the
seeds for her desire to nurture and protect
artists. As Michele pointed out in Gillian
Gaar’s book, She’s a Rebel: The Historv of
Women in Rock & Roll, “It was a unique
childhood that really gave me an educa-
tion in the music industry.”

She was also inspired by her mother,
proto-feminist Harriet Anthony (née
Cohen), who started as a jewelry design-
er for Zales, eventually becoming an
executive at the company, while battling
sexism every step of the way. She has
since established her own jewelry-design

business, with a celebrity clientele. Her
mom’s example made a lasting impression
on the youngster.

“My parents were divorced,” Michele
noted, “so I would go on the road with my
dad but then also watch the indignities that
my mom went through in the workforce:
getting sent home from work for wearing
pants, or having her boss giving her his
hotel-room key when they went on a busi-
ness trip. So my mother and I would read
Gloria [Stcinem]’s articles in New York
magazine, and those became guiding prin-
ciples for me.”

After receiving her bachelor’s degree
from George Washington, Anthony
decided to go to law school, surprising
her father, who’d expected her to follow
in his footsteps. She got her law degree
at USC and began her professional life in
Los Angeles, joining Mitchell Silberberg
& Knupp before moving to Manatt,
Phelps, where she became a partner in
the firm’s music practice. During her
years at Manatt Phelps, she represented
numerous high-profile acts including Ozzy
Osbourne, the Eagles, The Go-Go’s, Kiss,

Guns N’ Roses, Mother Love Bone,
Alice in Chains, Soundgarden, The
Pixies and The Sugarcubes, as well as
producer Rick Rubin.

The era during which Anthony
gained her experience and went on to
make her mark on the music business
began in 1990, two years after Sony
Corp. acquired CBS Records, follow-
ing the departure of longtime company
head Walter Yetnikoff (who had lost
it by then, in the view of most of his
contemporaries) and the subsequent
rise to power of Tommy Mottola and
his inner circle: Columbia head Don
Ienner, Epic topper Dave Glew, Vice
Chairman/International Chairman Mel
Ilberman, International President Bob
Bowlin, EVP/CFO Kevin Kelleher and
Anthony, who was initially given the
title SVP of Domestic Operations. She
managed the U.S. labels with Mottola,
created Sony’s A&R scouting program
and ran the catalog, branding and
licensing divisions.

It wasn’t long before Anthony made
her presence felt on the creative side as

“She’s a triple threat, because she’s got legal chops, she knows how to
run a successtul business and she’s adored by the artist community.
Ilove her passion, her obsession. She’s dynamite.” —Monte Lipman
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Danny DeVito and Tommy Mottola

well. She’d gotten Mother Love Bone out
of their deal with PolyGram following the
death of frontman Andrew Wood, which
led to the formation of Pearl Jam, with
Vedder tapped as lead singer. After arriv-
ing at Sony, Anthony recruited PolyGram
A&R exec Michael Goldstone, who'd
signed Mother Love Bone, and they part-
nered on the inking of Pearl Jam to Epic,
Galdstone’s new label home.

Together, the 55th Street Gang, as
they were known, ran Sony during its
most productive years leading up to the
BMG merger in 2004. “Sony was a real
oligarchy,” a veteran executive told New
York magazine’s Phoecbe Eaton in 2003,
while another asserted that Mottola
ran his team like a little Mafia family.
“The Tommy clique really loved power,”
said a former employee. Along with
their industry-leading salaries and bonus
package, the members of the inner circle

SONY SIDE UP: Wolf-pack days with Donnie lenner, Lauryn Hill,
Bruce Springsteen, Damian Marley, Patti Scialfa, Rhea Perlman,

enjoyed perks ranging from
leased high-end Mercedes
sedans with drivers to the
use of a private elevator.
Mottola, according to one
Sony executive, “wanted to
show he was separate from
the pack. He had a disdain for
his peers in the music business.
There were only a few who
mattered—RCA’s Clive Davis
and Universal’s Doug Morris.”
During her years at Sony,
Anthony was extremely well liked, in stark
contrast to some of the other major execs
she worked with, whose gruff person-
alities and intimidating leadersnip styles
engendered widespread negative feelings.
She stood out among her peers because
she possessed the rare ability to combine a
rarefied business acumen gained from her
deal-making experience with an affinity
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for winning the trust of artists.

In the end, Mottola was undone by the
combination of his inability to manage
upward and the negative fallout from the
Mariah Carey divorce, forcing Sony Corp.
overlord Sir Howard Stringer—whom
Mottola had treated disdainfully—to fire
him in 2003. Taking Mottola’s place was
longtime TV exec Andy Lack, who tapped
Ienner and Anthony to oversee the Sony
labels (Glew had retired shortly before




Mottola was axed). lenner then moved
Steve Barnett from Epic to Columbia.

After lenner was elevated to CEO
of the Sony Music Label Group U.S. in
2004, his first official move was to anoint
Anthony as his COQ, while she retained
her title as EVP of the recently finalized
Sony BMG joint venture. In the latter role,
she served as the combined company’s liai-
son in legislative and legal issues, reporting
directly to Lack. The following year, she
was named President of the group.

Lack helped engineer the BMG merger
but couldn’t figure out how to get the
combined companies to work together
during his three years at the helm. In
2006, he was replaced by BMG veteran
Rolf Schmidt-Holtz, who, in a naive
attempt to reorganize both units, abruptly
forced out both Ienner and Anthony,
sending shockwaves across the industry.
Looking over a draft of the announce-
ment, which stated that she’d resigned,
Anthony vehemently objected to the
wording. “No, please say you fired me,”
she insisted. “I would never leave a ship
that I helped build...and the artists and
employees there.”

t didn’t take long for her to
regain her footing, as she
refocused on her primary
passion—artists.

Just months after
leaving Sony, Anthony
launched her own consult-
ing and management com-
pany, 7H Entertainment,
with clients including
Pearl Jam, Prince, Black
Sabbath and Ozzy, Bjork,
Soundgarden and Macy

Gray. The work was fulfilling, so much so
that she swore to herself that she’d never
again work at a label.

Anthony’s stance began to soften
when, in 2013, Grainge approached her
with an enticing offer—to become an
extension of the Chairman/CEQ, and as
such, to have her hand in virtually every
aspect of UMG’s operations. A meeting
with Grainge and Muir about Pear] Jam’s
Monkeywrench label turned into a brain-
storming session about the inner workings
of UMG. Two days later, Anthony accept-
ed Grainge’s offer. “It was very exciting to

With the late, great Polly Anthony

POWER PACK: With Mottola, Tom Freston and Mickey Schulhof




Workin’ for The Weeknd

see the entrepreneurial culture that he was
building,” she later acknowledged.
Anthony and Grainge had first crossed
paths more than three decades ago. “When
I was a young artist lawyer,” she recalled,
“he was my first choice for sub-publishing
deals in the U.K. I actually made The
Sugarcubes’ sub-publishing deal with him
in 1987.” Those early encounters fore-
shadowed a formidable parmership.
“There are scarce executives in music
with the depth of Michele’s experience
on both the label and artist sides of the
industry,” is how Grainge succinctly put
it, in effect explaining his thinking not
only for bringing Anthony into his com-
pany but also for giving her such wide-
ranging responsibilities.
Grainge put Anthony in charge
of UMG?’s U.S. Commercial Services
Division, encompassing sales, live events,
label merchandising, coliege marketing
and fan and consumer engagement. He
also gave her oversight of the company’s
film, TV and theatrical projects, working
alongside Gerson; streaming marketing
with Kronfeld; the Bruce Resnikoff-led
catalog division UMe; and UMG Canada.
Additionally, Anthony was given a seat on
Universal’s Executive Management Board.
One top exec who was delighted by
Anthony’s arrival was Republic chief
Monte Lipman, who’d had a firsthand
view of Anthony in action when he
worked alongside her during the first half
of the ’90s. “I love Michele,” he said at
the UJA luncheon. “She also comes from
the Sony system, and as a chief lieuten-

ant, and for I guess what was nearly two
decades, that place was humming. She’s a
triple threat, because she’s got legal chops,
she knows how to run a successful busi-
ness and she’s adored by the artist com-
munity. [ love her passion, her obsession.
She’s dynamite.”

Undaunted by the breadth and depth
of her responsibilities, Anthony dived right
into the deep end. She organized UMG’s
first-ever branding division in 2014, install-
ing savvy ad exec Mike Tunnicliffe as VP
Branding & Sponsorships, while oversee-
ing (in the language of her corporate bio)
UMG's global brand partnerships and live
events, working with the company’s labels
to maximize commercial and strategic
opportunities to establish new revenue
streams, form alliances with third parties
and create a variety of special projects.

As UMGs label liaison, Anthony
played a central role in the disentangling
of UMGs labels, finalized as of April 1,
2014. In the unbundling of Island Def
Jam, realigning Def Jam as a standalone
label—and thereby returning it to its
Russell Simmons roots as a prime des-
tination for hip-hop—moving Island
under the Republic umbrella and shift-
ing Motown to CMG, the music group’s
landscape was significantly and logi-
cally altered. Those moves reversed what
Anthony described as “this shrinking of
what the brands originally stood for.”
Two years later, she oversaw the forma-
tion of the Verve Label Group and the
appointment of Danny Bennett to lead the
new entity as President/CEQ.
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“I consider Michelle to be, if not the
top, one of the top female executives
in the music business. She has an
enormous knowledge of both the
business and the creative side;
artists love her, and she does a very
etfective job on the business side.
She’s a unique person.” —Allen Grubman

There was some much-needed updat-
ing to be done with Universal’s corporate
infrastructure as well. In 2015, Anthony
and Muir jointly reshaped the company’s
commercial functions in the U.S., dissolv-
ing distribution wing UMGD, and shifting
Candace Berry, the division’s top exec, to
the newly created post EVP of Sales, while
the teams supervising the various func-
tions were incorporated into the UMG
structure—most of them reporting to
Anthony. All in all, a mind-blowing array
of responsibilities.

Somehow, the tireless Anthony—who
sees “no demarcation between work and
philanthropy or activism”—finds the time
to work with the Global Poverty Project
and advises the GPP’s annual Central Park
Global Citizen Festival; chairs the Global
Citizen Tickets Initiative; supports vari-
ous initiatives with her mentor and friend
Gloria Steinem, including fundraisers for
Hedgebrook, a nonprofit retreat for female
writers, as well as other pro-choice orga-
nizations. Anthony is also deeply involved
in USC’s Annenberg Inclusion Initiative,
which promotes diversity in media as well
as the entertainment business; and oversees
the label group’s college-network program,
a source for young female hires.

Earlier this year, she was named to
the Recording Academy Task Force, a
no-brainer move virtually guaranteeing
that the group will accomplish its mission,
which is identical to her own. Because,
to borrow Steinem’s accolade, Michele
Anthony is simply fan-fucking-tastic, in
her work and in her humanity.e
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AZOFF

TAKING IT TO THE LIMIT, EVERY TIME

\ /\ / hen his bud-
‘ dies think of

Irving Azoff,
they picture him
holding court at
Craig’s, or even
more vividly,
in mid-round
at his beloved

V Riviera Country
Club, talking on the phone, tossing it onto
the grass to hit a shot and then picking
it up again to resume the conversation.
That’s Irving in a nutshell, at the top of
his game.

We first crossed paths with Irving in
the early *70s, not long after he came to
L.A., fresh out of college and hoping to
make his mark—and his fortune—in the
music biz, like countless others of his gen-
eration. To say that he succeeded on both
counts would be a gross understatement.
He’s been a major success with a Midas
touch since the mid-’70s, when his Front
Line Management flagship clients the
Eagles scored a massive breakthrough, fol-
lowed by runs as a label head at MCA and
his own Giant, his run at Ticketmaster,

24

which led to the formation of Live Nation
Entertainment, and his multiple entre-
preneurial undertakings in recent years.
No other still-active music-biz figure can
match this high-wire act.

During his near-half-century career, the
perspicacious Azoff has been an agent,
personal manager, major-label CEQ, label
owner, concert promoter and movie pro-
ducer (with production credits including
Fast Times at Ridgemont High and Urban
Cowboy), typically wearing several hats
simultaneously. These days, Irving has his
fingers in so many pies it’s hard to keep
count, but among them are multifaceted
sports and entertainment operation Qak
View Group, the progressive PRO Global
Music Rights, the “premium experi-
ence” company LaneOne and Full Stop
Management in partnership with his son
Jeffrey, who'’s become a major player in a
relatively short time.

In October 2018, all of the abovemen-
tioned entities became part of The Azoff
Company, as Irving acquired Madison
Square Garden’s 50% interest in Azoff
MSG Entertainment for $125 million.

“I am extremely proud that my part-
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THE DEALIN’ DALTON GANG: Looking cool with the Eagles and Bill Graham

ner, Jim Dolan, and [ built an innovative
company which always put the artists’
and songwriters’ interests first,” Azoff
said in announcing the acquisition. “The
Azoff Company will build on this foun-
dation of positive disruption and artist
advocacy: we will continue to challenge
antiquated parts of the entertainment
business on behalf of artists and fans.
The Azoff Co. is proud to renew our
commitment to the Forum and MSG’s
transformative vision for the best pos-
sible, live entertainment experience.”

The Azoff empire also includes Irving’s
daughter, Allison Statter, the co-head of
Blended Strategy Group, who has done
branding for the old man and has made
him a grandfather three times over.

Larry Solters, another member of the
extended family, has been at Irving’s side
for more than four decades, serving as
his media guru and confidant—or, as
Solters put it long ago, he’s the “vice-

president-in-charge-of-whatever-Irving-
tells-me-to-do.”

Close friend and trusted associate
Howard Kaufman, who helped launch
Front Line in 1974, was a huge part
of Irving’s life until his death in 2017.
Very bright and a great numbers guy,
Kaufman had the reputation of being
able to put more money in an artist’s
pocket from touring than any other man-
ager. Irving relied o Howard’s expertise,
and the two maintained the closest of
bonds until Kaufman's death in 2017.

But back in 1970, Irving was just a
bright, ambitious, highly opinionated
wiseass from the hinterlands who even
then displayed a rarefied gift of gab.
He paired that talent with a related
one that turned out to be equally
important—he listened. And unlike so
many of his peers, he never failed to
return a phone call—or these days an
email—a discipline that has become an
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integral part of the Azoff legend.

It was his innate social skillset that
enabled Irving to quickly lodge himself
smack-dab in the middle of the action,
where he has remained ever since, calling
the shots and directing the scene—and
doing so in the most entertaining way
imaginable. What’s more, if there’s any-
one legitimately worthy of authoring
a book titled The Art of the Deal, it’s
Irving. In terms of dealmaking, it’s fair to
say no one can touch him.

Irving has compared his behavior to
that of a real-life Dennis the Menace,
while taking on the nicknames “Swirv”
and “poison dwarf™ for his oft-notorious
hijinks, infamously including sending a
birthday present containing a live snake
to a rival. And that’s not all, folks. During
the *70s, Irving and longtime client Joe
Wialsh teamed up on a running practical
joke. They’d enter an executive’s office for
a meeting, whereupon Walsh would pull a



chainsaw out of his guitar case and they’d
zip the legs off the office chairs, while
Irving would sprinkle lighter fluid on the
desk and set it on fire.

In his definitive chronicle of the
period, Mansion on the Hill, author
Fred Goodman described Irving as “a
screaming record industry Napoleon
right out of central casting.” The Eagles’
Don Henley made a similar point far
more affectionately when, during his
induction speech at the 1998 Rock and
Roll Hall of Fame, he famously said
of his longtime manager, “He may be
Satan, but he’s our Satan.”

Irving gives as good as he gets.
During the 2015 City of Hope event
honoring Lucian Grainge, the little ras-
cal zapped his fellow attendces with
surgical precision, warning the crowd
that Eddy Cue “will try to sell you his
record collection,” revealing that Scott
Borchetta was “outside washing Taylor
Swift’s car,” quipping that Ncil Portnow
will “always be Clive Calder’s bagman
to me” and alleging that Joel Katz “still
wants to be Allen Grubman.”

As for his tendency to stretch the truth
at times, Irving confessed to Cameron
Crowe in a 1978 Rolling Stone profile,
“Sure [ lie. But it’s more like. . .tinting. 've
inherited a lot of [deals made by] dum-
mies. When that happens, you gotta make
it right. It’s all just negotiating theatrics.”

zoff grew up in Danville,

\ a small town in downstate
\ Illinois near the Indiana
\ border, and attended the

University of lllinois in

nearby Champaign. He

started early, booking
\ acts into both Danville
/ \\ High School and U of
/ \ 1. Azoff’s first manage-
ment client was Champaign-based REO
Spcedwagon; his second was Peoria
native and fellow U of I student Dan
Fogelberg. In 1972, Azoff headed to
L.A. with Fogelberg by his side; the two
shared an apartment. Soon thereatter, he
was joined by REO’s tour manager, John
Baruck, who remains part of Azoff’s
inner circle to this day. “It was fun
times,” Irving said of their initiation into
West Coast culture. “There’s something

SNAPSHOTS: With Shelli

to be said for not growing up in L.A. or
New York and experiencing the busi-
ness in the heartland,™ he pointed our in
2017. “You learn in different ways what
does and doesn’t work.”

The early *70s were a golden age for
Los Angeles, which was then—and is
once again—a mecca for talented art-
ists as well as for those who aspired to
work behind the scenes, where—follow-
ing a stint as a booker at Jerry Heller’s
Heller-Fischel Agency, David Geffen
offered Azoff a gig at Geffen-Roberts
Management, with responsibilities
including booking the Roxy. It was there
that he began his longstanding relation-
ship with the Eagles.

“When I first came to Los Angeles,
the center of the business was on Santa
Monica Boulevard,” Irving recalled dur-
ing a November 2014 lunch at the iconic
Riviera Country Club, the home away
from home for this determined duffer.

“It centered on the Troubadour bar and

Dan Tana’s next door. It was 1973. I met
Albert Grossman on the sidewalk in front
of the Troubadour. I was like a young kid

27

’

/




“THERES SOMETHING TO BE SAID FOR NOT GRUWING
UP IN LA OR NEW YORK AND EXPERIENCING THE
BUSINESS IN THE HEARTLAND. YOU LEARN IN

hangin’ around the fringes, but I'd be in
the Troubadour bar, and there would be
David Geffen and Albert Grossman—all
these guys yelling at each other and fight-
ing, which was just the normal thing.
“The scene in Hollywood in those
days was the Forum, the Troubadour, the
Grecek, the Whisky to some extent, and
then very soon thereafter, the Roxy. And
it was really fucking healthy. If you watch
the Eagles documentary, people were
moving here on both the business and the
musician side from all over the country
to taste the American Dream. It became
the melting pot for American music. It

was exciting, and the music was varied,
everything from Elton John coming from
London to Joni Mitchell to Cheech &
Chong to the Eagles to Linda Rondstadt.
It wasn’t any particular sound.”

With the Eagles as his flagship act,
Irving split from Geffen-Roberts in 1974
and started his own management com-
pany, naming it Front Line. “Geffen told
the Eagles they could leave, but I don’t

think they anticipated I would take ’em,”

Azoff recalled. “They were pissed.” Not
long afterward, the Eagles became abso-
lutely ginormous, averaging a million
albums a month for a two-year stretch

DFFERENT WAYS WHAT DOES AND DOESNT WORK™

behind the chart-toppers One of These
Nights (released June 1975) through
Hotel California (December 1976).

His loaded client roster also included
Fogelberg, REO, Joe Walsh, Stecly Dan,
Jimmy Buffett and Boz Scaggs.

He shrewdly orchestrated the inser-
tion of Walsh into the Eagles lineup
before the recording of the mega-smash
Hotel California in a win-win for all
involved. And in a bold move, Irving
sued Geffen and Warners in an attempt
to get control of the Eagles’ extremely
lucrative publishing rights; in 1979, after
two years of battling, Warners caved, as

BUNNY BUDDIES: With Steven Baker, Henley, Russ Thyret, Lee Phillips and David Altschul




Goodman put it, settling out of courr,
making Henley, Glenn Frey and Irving
even more filthy-rich. Management was
very, very good to young Mr. Azoff.

“It was such a fucking seat-of-
your-pants, invent-the-rules-as-you-go
business,” he told Goodman. “And
David invented a lot of the rules. For
anyone with any sort of gift of gab
and business sense, it was easy to beat.
Then the manager thing became real
entrepreneurial; it was the next step for
idiots who wanted to own and operate
our own businesses. Being a manager
was the way to go.” After a comedic
pause, Irving delivered his payoff.
“Management is a terrible business,”
he said. “Who wants an artist to take
85% of his money?”

Eagles collaborator J.D. Souther put
his own amusing spin on Irving’s quip
when he observed to Goodman, “Irving’s
15% of everybody turned out to be more
than everyone’s 85% of themselves.”

e wed Shelli Azoff in
1978; while they were
dating, she’d become the
assistant to agent Howard
| Rose at his Howard Rose
[ Agency. Just before the
nuptials, Frey wondered,
“What wedding pres-
ent do you get for the
guy who's already taken
everything he wanted?” Irving and
Shelli have been one of Hollywood’s
most colorful high-profile power cou-
ples ever since.

Irving has also remained joined at
the hip to Henley, who has served as
his unofficial but essential A&R ears
for decades, as well as his chief confi-
dant. “I'm always awed,” Henley noted
to Cameron Crowe, “because he’s
screaming at some guy twice his size
and never gets his face crushed for it.
think it helps that people are shocked
at this short, deceptively cute-looking
guy who goes to the top floor of a
building and just explodes on some guy
for his incompetence.”

Front Line was the biggest, most suc-
cessful management company in the busi-
ness, as Irving retained his longstancing
clients while adding Chicago and Styx to

BIG SHOTS: [Top
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CHEESEBURGERS IN PARADISE: With Myron Roth, Jimmy Buffett, Howard Kaufman and Richard Palmese

the core roster of the Eagles, Steely, Walsh,
REQ, Fogelberg, Buffett and Scaggs.
Indeed, it was so successful that Irving
kept on keepin’ on even after the Eagles
“went on hiatus” in 1980. But the loss

of his beloved band was likely a factor in
his decision to take the corporate plunge
and attempt to bring the so-called Music
Cemetery of America back to life, which he
proceeded to do. At the owtset, Azoff sold
a piece of Frontline to MCA and entrusted
his acts to Howard Kaufman, who would
play a huge role in Irving’s management
business throughout #s existence, including
running Front Line in his absence.

Under Azoff’s watch, working with
an executive team that included Richard
Palmese and Zach Horowitz, MCA
notched hits with acts including Tom
Petty, Glenn Frey, New Edition, Tiffany,
Ready for the World, The Fixx, Jody
Watley, Fine Young Cannibals, Eric B.
& Rakim and Heavy D & the Boyz.
This was the colorful era of “cutouts,”
Sal “the Baker” Pisello and William
Knoedelseder’s investigative reporting
of shady dealings and dirty laundry for
the L.A. Times, later documented in
Knoedelseder’s book Stiffed and Fred

Dannen’s tome Hit Men. After six years
of running a major label, Irving had

had enough of corporate politics, so he
bought back MCA’s Front Line stake at a
radically reduced rate, a slick move that
he would repeat time and again during
the ensuing decades.

Following his resignation from MCA,
Azoff launched Giant Records in 1990—
selling a piece of Front Line to parent
company Warner Music Group—and
installing legendary music-biz charac-
ter Charlie Minor as the startup label’s
president. The back story, according to
Thomas R. King’s book The Operator
(2001), goes like this: Geffen wanted
Azoff out at MCA to clear the way for
MCA to buy Geffen Records. Geffen con-
vinced WMG’s Mo Ostin to offer Azoff a
“dream” label deal, which Irving agreed
to. There were apparently no hard feelings
on Irving’s part toward his friendly rival
mogul. Giant puttered along for much of
the 1990s while he also attended to his
longtime clients, until he decided to return
to management fulltime at the dawn of the
millennium, buying back WMG’s piece of
Front Line for pennies on the dollar, while
also finding the time to launch the advo-

cacy group Recording Artists Coalition
(RAC for short) with Henley in 2000.

The revived Front Line became bigger
than ever, as Irving expanded his client
roster while rolling up smaller manage-
ment firms. These acquisitions provided
him with the jet fuel to power him into
his next deal, when, in 2008, Azoff sold
his management company yet again, this
time to Ticketmaster, after which he took
the top post at TM. Two years later, he
and Michael Rapino pulled off an even
bigger merger, when, following months of
scrutiny, the DOJ approved the pairing of
TM with Rapino’s Live Nation, forming
Live Nation Entertaimment and taking
the role of Executive Chairman. In 2012,
he topped Billboard’s Power 100. But he
abruptly resigned his post on New Year’s
Eve of 2012, explaining that he’d been
itching to get out of the public sector. He
announced the formation of Azoff MSG
the following September.

In one of his biggest moves with Azoff
MSG, Azoff gave L.A. an important
new arena in the lavishly refurbished,
music-specific Forum, which has since
approached the exalted status of the com-
pany’s New York citadel, Madison Square
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Garden, thanks in part to Shelli Azoff, who was
in charge of remodeling the arena and mak-

ing it artist-friendly. The Eagles, Steely Dan and
Journey—all of which he took with him when he
left Live Nation—remain high-grossing live acts.
Azoff is also in the comedy business after doing a
deal with Levity, the biggest and most innovative
operation in the sector, while taking on Chelsea
Handler for management.

Azoff launched Global Music Rights in 2014
with the aim of dramatically improving song-
writing and performance-royalty terms for the
acts he represented. More recently, the Oak View
Group created the Arena Alliance, which is now
nearing 30 venues, and purchased live-industry
trade Pollstar.

/‘ zoff was devastated by the deach
of Frey in January 2016. “Glenn
/ \ Frey was a huge business, music,
and golf influence on me,” he
told us. “It’s like losing a broth-
\ er. It will never be the same. He
was beloved by so many—and 1
don’t mean just industry people.
\ He did so much, and he was a
regular guy.” When asked about
the key to the partnership of Glenn and Don,
who seemed like such opposites yet comple-

Joe Walsh, Glenn Frey and
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TURNING ON THE CHARM: With Michael Rapino,
Clarence Avant and Marty Bandier, Christina Aguilera

mented each other so beautifully, Irving
responded, “Mutual respect and know-
ing that they each brought something dif-
ferent to the table”

Soon thereafter, Irving became the
first manager to be chosen to receive the
President’s Merit Award at Clive Davis’
pre-Grammy gala. Many assumed he’d
turn it down, but he showed up, explain-
ing, “It’s important that artists and man-
agers be recognized by the Recording

Academy. I am just a representative of
those communities.” When we asked
him how he planned to get through what
promised to be a long evening, Irving
replied, “Arrive late. Leave early. Be
Irving, as usual.”

Irving being Irving long ago elevated
him to the highest rung of music-biz
royalty, from which height (sorry) he
continues to perform at the top of his
game, eliciting hosannas from heavy-
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weight peers including Lucian
Grainge, who’s described him as
“more, more and more, a win-
ner,”” and Grubman, who hails
him as “one of the giants of the
modern music business.”

Fellow mega-attorney Joel
Katz, meanwhile, has “constantly
marveled at his ‘chameleon-like’
ability to change himself to fit the
precise needs of any situation—be
it artistic, executive, or political—
to find the perfect solution and to
move the enterprise, whatever it is,
constantly forward.”

In a 2014 interview with HITS,
Katz went into greater detail,
describing his friend of four
decades as “dynamic, strategic
and extremely smart... He’s very
special, and when you really get to
know him, he’s a very good-hearted
person. Irving Azoff is a total win-
ner, and he will always be a total
winner. And he will build his busi-
ness like he has always done. He
has taken the management busi-
ness to a new level. His definition
of what a management company
could be has now been successfully
emulated by several others, but
Irving created that definition.”

The combined roster of Full
Stop, which Azoff the Elder joined
in March 2017, includes the Eagles,
Steely Dan, Jimmy Buffett, Journey,
Henley, Joe Walsh, Van Halen,
Lindsey Buckingham, Bon Jovi,
Harry Styles, Christina Aguilera,
Gwen Stefani, Chelsea Handler,
HAIM, Sara Bareilles, John Mayer/
Dead & Company, Mark Ronson
and Meghan Trainor, with Maroon
5 and Travis Scott the most recent
additions to the client roster.
“Young blood is important in our
business, and I wanted to work with
taller people,” Irving explained.

Not many people manage to
get the last word when going head
to head with Irving, but thanks
to their shared DNA, son Jeffrey
can hold his own against his old
man. “I’m just trying to rebuild all
the bridges he burned,” Azoff the
Younger explains.®
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“We are the greatest content holder
in the music-publishing era.”
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| arty Bandier has been a rain-
maker for so long that two of
our other rainmakers, UMPG’s
Jody Gerson and Warner/
Chappell’s Big Jon Platt, were
once his protégés—and Platt, as we
recently learned, will be the music-biz
legend’s successor when Bandier retires
from the top post at Sony/ATV at the
end of March 2019, perfectly closing
the circle of a remarkable career. But
until Marty calls it a day, the three close
friends will remain competitors—and
all’s fair in love and publishing. “I
love them; they’re like my kids—and
they wanna kill me!” is how Bandier
explained it in a 2017 Q& A at his alma
mater, Syracuse University.

Bandier, who is in his 12th year as
Chairman and CEO of Sony/ATV—
which he’s transformed into the biggest
player in music publishing—is univer-
sally admired in the music business.

“I’'ve known Marty for many, many
years, and Marty is without a doubt
the most iconic music publisher of his
generation,” Allen Grubman, Bandier’s
longtime attorney, tells us. “Every step
he’s taken throughout his career has
been phenomenally successful. There’s
nobody out there with his leve! of
knowledge and sophistication, and it
shows: Every company he’s run has
grown every year. When you talk about
the great record guys, like Mo Ostin,
Ahmet Ertegun and Clive Davis, Marty
is their equivalent in music publishing,
and I'm very proud to have represented
him all these years.”

Offered fellow attorney Joel Katz,
“Why has Sony/ATV done well? It’s
because they have a great team and a
great leader in Marty Bandier; it’s the
same in all successful businesses.”

Platt hailed him as “an icon,” not-
ing, “He was very supportive of me
as an A&R. I’'m very competitive and
Marty’s very competitive, so we had a
connection there.” He added, “Marty
plaved a big role in who I am today.”

“I didn’t think guys like him existed
in the industry anymore,” Wyclef Jean




ALL IN THE FAMILY: Future competitors Jon Platt and Jody Gerson, with Marty, Gerald Levert and Bob Flax in the EMI days.

told The Guardian. “The reality is, it
used to be about the songs, and the time
we’re living in now, it’s more about a
quick hit. For Marty, it’s more about the
music. He’ll come to your show, see the
vibe that you’re on. He actually stud-
ies every artist to see the range of what
they can do.”

Pharrell Williams put it more bluntly
when his hip-hop band N.E.R.D plaved
at EMI’s post-Grammys party in 2003.
“Respect to Marty Bandier, the best
motherfucking music publisher in the
world.”

That is not an exaggeration. Without
question, Bandier has been the single
most dominant music publisher of
the last 30 years. Apart from his two
accomplished former lieutenants, no
one comes close to martching his gigan-
tic footprint.

Sony/ATV owns the rights to 3 mil-
lion songs, including such Grammy

Song of the Year winners as “Moon
River,” “Michelle,” “You've Got a
Friend,” “The Way We Were,” “Every
Breath You Take,” “Stay with Me”
and “Thinking Out Loud.”

“We are the greatest content holder
in the music-publishing era,” Bandier
boasted a few years ago.

andier was born into a musi-
cal family in New York. His
mother was a classically
trained pianist. He and his
older brother both followed
in her footsteps. He gradu-
ated from Syracuse in 1962
and from Brooklyn Law
School in 1965, whereupon
he joined the New York firm of Battle
Fowler Jaffin & Kheel. In 1969, he
became General Counsel to the LeFrak
Organization, a real-estate-develop-
ment company headed by Samuel
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LeFrak, his father-in-law at the time.
Bandier rose to Senior Vice President.

In 1975, Bandier made his first
big play in the music business, form-
ing The Entertainment Company with
LeFrak and industry veteran Charles
Koppelman. (Bandier was 34 art the
time, relatively old for someone just
entering the music business—though he
has since made up for lost time.) The
production and publishing company
was responsible for such Top 10 hits as
Barbra Streisand’s “My Heart Belongs
to Me,” Dolly Parton’s “Here You
Come Again” and Diana Ross’ “Why
Do Fools Fall in Love.”

In 1984, he and Koppelman dis-
solved their partnership with LeFrak
and formed the Entertainment Music
Company and the Entertainment
Television Company. The parters set
out to buy song catalogs. They bid on
ATV Music, which held the rights to
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SMOKE 'EM IF YOU GOT "EM: With Aerosmith’s Steven Tyler and Joe Perry

The Beatles’ music—but lost out to in the financial community viewed the
Michael Jackson, who bought the com- value of owning musical copyrights,”
pany for $47.5 million in 19885. Bandier “WHY HAs SONY/ATV entertainment attorney Freddie Gershon
and Koppelman had put in a higher bid, told The New York Times.

according to a 1985 story in the Los DON‘E WELI-? The SBK principals more than

Angeles Times by Robert Hilburn, but rrs BECAUSE THEY doubled their money when they sold

Jackson was prepared to close the deal SBK’s song catalog to Thorn EMI in

more quickly, which proved to be the HAVE A GREAT 1989 for $295 million. As part of the

deciding factor. deal, Koppelman and Bandier formed a
In 1986, the partners purchased the TEAM AND A partnership with EMI Music Worldwide

Combine Music catalog (best known GREAT LEADER IN to create their own record label, SBK

for Kris Kristofferson classics) from Records. Bandier was named President

Monument Records. That same year, MARTY BANDIER; and Chief Operating Officer of the

Bandier and Koppelman teamed with record company and Vice Chairman
financier Stephen C. Swid to form the rrs “"E SAME of the combined publishing company,
investor group SBK Entertainment EMI Music Publishing. Koppelman
World. (The name is an acronym incor- IN ALl was Chairman/CEO of the label and

porating the first letter of each of the succm‘_ Chairman of EMI Music Publishing,

founders’ surnames.) They purchased making him Bandier’s boss.

the CBS Songs catalog fory tlile record- BUSINESSS-“ SBK Records became one of the hottest

setting price of $!125 million. —JOEL KATZ start-up labels in music history. Vanilla Ice’s
“That was a dazzling acquisition, To the Extreme shipped 7 million copies in

because it changed the way everyone the U.S., per the RIAA. Wilson Phillips’ self-




titled debut album shipped 5 million. The
latter project received five Grammy noms,
including Album of the Year.

In 1990, Bandier and Koppelman
received the Abe Olman Publisher Award
from the Songwriters Hall of Fame. The
following year, they sold their share of
SBK Records to EMI Music, making EMI
the sole owner of the label. Bandier moved
up to Chairman and CEO of EMI Music
Publishing, while Koppelman segued to
EMI Records Group North America. He
was CEO of that company until 1997,
when he left the music industry.

In 1997, EMI purchased a 50%
stake of Jobete Music Co. for $132 mil-
lion. At the time, Bandier called it the
highlight of his career. “It’s the greatest
American body of music produced dur-
ing the 20th century,” he said.

In the Q& A at Syracuse, which was
moderated by Variety Senior Music Edi-
tor Jem Aswad, Bandier called the Jobete
acquisition one of the most challenging
deals he has ever done.

“|That] was a trial by fire,” Bandier
said. “[Berry Gordy Jr.| was very con-
cerned about his babies—not just the
songs he wrote, but Smokey Robinson
and Stevie Wonder and Holland-Dozier-
Holland. He said ‘You've gotta sell those
people on why you would make a differ-
ence.’ | was able to do that, but it was not
an easy task... Finally, I said, ‘Why don’t
you just sell half the company to me and
I’ll make the other half worth twice the
amount?’ He’s a pretty smart guy and
he said, ‘I’ll take that deal.”” EMI Music
later acquired another 30% of Jobete,
giving it an 80% share in the company.

Bandier was also responsible for
the purchases of Filmtrax in 1991 and
Windswept Pacific in 1999, establishing
a pattern of buying smaller pubcos and
merging them to make them more efficient
and increasingly profitable.

When, in late 2005, Bandier asked
EMI to sell him its publishing unir, the
company turned him down; he resigned
less than a year later.

HE’S THEIR GUY: With Leonard Cohen and Tavlor Siwift
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“Six weeks after he stepped down,
Marty called me, and he made it clear
that he wasn’t ready to retire,” Grubman
recalls. “He had the choice of either
going to Warner/Chappell or Sony/ATYV,
which was a much smaller company.
And Marty made the fateful decision
that he wanted to work with a small
company rather than take over a big
company—Dbecause EMI was a big com-
pany, and so was Warner/Chappell.”

So Bandier took the top post at Sony/
ATV in April 2007 after striking a deal
that gave him a piece of the profits. “I
thought [ was ready for a change and
wanted to do something that had an
entrepreneurial bent to it that offered an
opportunity to share in the growth of a
company,” he told AP at the time.

He immediately went into his aggres-
sively acquisitive mode, negotiating the
acquisition of two prized catalogs—the
Famous Music catalog from Viacom for
a reported $370 million and the Leiber &
Stoller catalog for a reported $40 million.




PUFF PIECES: With Gerardo and Koppelman. Rod Stewart,
Wilson Phillips, Janet Jackson and Neil Diamond

n November 2011, Sony Corp. of
America and an investor group
purchased EMI Music Publishing,
with Sony/ATV administering
the catalog. The move reunited
Bandier and the songs he had over-
seen for 17 years at EMI Music.
The deal cost a then-whopping
$2.2 billion. “It was not an easy
task to put together that type of financ-
ing,” Bandier said at Syracuse. “It was
an incredible array of songs and worth
every penny, but it was a difficult trans-
action and a lot of juggling.”

Four years later, Sony bought out the
Jackson Estate for a reported $750 mil-
lion to gain full ownership of Sony/ATV.
And by 2018, under Bandier’s savvy
Jeadership, EMI had more than doubled
in value ro $4.7 billioa, at which point
Sony bought out the other investors
and formalized the union of the two
companies—in what was undoubtedly
an exrremely gratifying moment for the
man who had transformed both into
powerhouses. The combined value of
Sony/ATV and EMP is now believed to
be in the $6-7 billion range.

Sony/ATV had its most successful
year in terms of both revenue and profit
in 2017, according to Bandier, thanks
to such superstars as Ed Sheeran and

Taylor

Swift. At

the BMI

Pop Awards

in May 2018,

Sony/ATV

was named

Publisher of

the Year for the

fourth time in the past five years. Sheeran,
Camila Cabello and Alessia Cara each
received three awards.

Sony/ATV has also been involved in
several long-running stage shows. Mamma
Mia!, featuring the ABBA catalog, ran
on Broadway for nearly 14 years. Jersey
Boys, featuring hits by The Four Seasons,
ran for more than 11 years. Motown:
The Musical ran for nearly two years.
Beautiful: The Carole King Musical has
been running for more than four years.

Bandier has called out such digi-
tal services as Pandora and
Spotify for failing to properly
compensate songwriters. In
a letter to his staff that went
public, Bandier complained that
the songwriters of the megahits
“Happy” (Pharrell Williams)
and “All of Me” (John Legend and
Toby Gad) earned surprisingly mea-
ger royalties from streaming and on-
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EMPIRE STATE OF MIND: With Alicia Keys and Jay-Z

“We’'re not afraid to fight for our songwriters. I’'m the least contentious
person you’d ever want to meet, and | find myself in arguments with
the Department of Justice and the heads of Spotify and YouTube.”

demand airplay. In the first three months
of 2014, 55 million plays of “Happy”
generated just $3,400, and 42 million
plays of “All of Me” resulted in just
$2,700. “This is a totally unacceptable
situation, and one that cannot be allowed
to continue,” Bandier wrote in the letter.
(He wisely didn’t add that he probably
spends more than that on cigars.)

“We’re not afraid to fight for our song-
writers,” Bandier explained at Syracuse.
“I’m the least contentious person you’d
ever want to meet, and [ find myself in
arguments with the Department of Justice
and the heads of Spotify and YouTube.”

Bandier is also a tireless advocate for
songwriters to get more recognition. One
of his pet peeves is that songwriter credits
are hard to find on streaming services. “It

is as if the songwriters do not exist, and
the only people who matter are the record-
ing artists,” he said in a 2017 speech,
accepting a Lifetime Service Award from
the National Music Publishers Assn.
“However, without the songwriter coming
up with the words and music in the first
place, there would be nothing for the art-
ist to record and no music to stream. The
irony is that the role of the non-performing
songwriter in creating hit songs is probably
greater today than it has been in any time
since the heyday of Tin Pan Alley, when
the NMPA was actually founded.”

In 2006, Bandier founded the Bandier
Program for Music and Entertainment
Industries at Syracuse. In a recent inter-
view with the Los Angeles Tinies, Bandier
admitted that, in the music industry’s
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darkest days several years ago, he was
feeling guilty about the students going
into the program. “I was saying to myself,
‘God, all these kids who love music and
want to be in the business—their passion
was so great—am [ putting them in a posi
tion of doom and gloom?’ Now, we get
400 applications for 30 spots [each year].”
Bandier has received countless hon-
ors. In 1994, he received the Arents
Award, the highest alumni honor, from
Syracuse. In June 2003, he was inducted
into the Songwriters Hall of Fame for a
second time, as a Patron of the Arts. In
February 2015, he became the first music
publisher to be honored at the annual
Grammy Salute to Industry Icons. Bandier
is a board member of ASCAP, the
Songwriters Hall of Fame, the NMPA and
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PLAYERS (clockwise from top left): With Doug Morris, Kaz and Riko Hirai, Allen and Deborah Grubnan; on the links with
Darius Rucker and Tiger Woods; with Dottie Harris-Baundier and Clive Davis

“There’s nobody out there with his level of knowledge and sophistication, and it shows: Every
company he’s run has grown every year. When you talk about the great record guys, like Mo Ostin, |
Ahmet Ertegun and Clive Davis, Marty is their equivalent in music publishing.” —Allen Grubman

the City of Hope. He is also a trustee of or the poshest suite at Hotel Du Cap in will mark the final chapter of his
the T.J. Martell Foundation and a direc- Cap D’Antibes. The staffers at the premier illustrious career. Indeed, specula-
tor of MusiCares. golf courses know him as a famously big tion about his next move—and the
He and his wife Dorothy live in tipper who always snags those most desir- potential investors who were likely
Manhattan with their son, Max. He able tee times. He and Dorothy have been clamoring for a meeting to discuss
also has two grown daughters, Allison on the New York soctal-scene A-list for that move—began as soon as news
and Jenifer. years and are avid art collectors. In short, spread that he’d be stepping down
Bandier is a high roller par excel- Marty is the emperor of all he surveys. from Sony/ATV.
lence, boasting a lifestyle as outsized as “The music business is like the
his beloved Double Robusto Cohibas. ‘ A hile the con- alcohol business,” is how he
He’s a veritable Air Bandier, zipping ‘ " clusion of his explained his passion to The
around the globe in his private jet. You / tenure atop Guardian. “We drink when we’re
can spot him courtside at Madison | the world’s happy, we drink when we’re sad.
Square Garden for Knicks games, or biggest pubco We just continue drinking because
behind the backstop at Yankee Stadium has undoubt- we enjoy it.”
for the World Series, or at the net for the | edly been In all likelihood he’ll be uncork-
finals of the U.S. Open. He always gets bittersweet, ing something new soon enough—
the most coveted table at the best restau- ' few in the accompanied by a Double Robusto
rants in NYC, London, L.A. and Paris, V biz believe it Cohiba, of coursc.®
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Here's the saga, in five parts, of amanwho's been called



C C | FOUND QUT ATV
‘ SALE. AND [ TOLD
HE ASKED WHAT
| SAID. 'YOURE NO

WAS FOR
MICHAEL

THAT WAS

T GOING

¥ 8§ 10 BELIEVE IT: 250 BEATLES
eoll SONGS. THE LITTLE RICHARD

W CATALOG. HE STARTED
SCREAMING ON THE PHONE

| ACTUALLY HAVE A GREAT
NOTE RE WROTE ME. [T SAID,
BRANCA. THE CATALOG IS
MINE. DON'T LOSE IT BY OVER-
NEGOTIATING. | FRAMED

THAT NOTE .- prane

a to the AP in 2009

CLOSER

not hyperbolically—the most expensive lawyer in the world.




IT'S A WELL-WORN ADAGE THAT PAUL
McCartney gave Michacl Jackson the
best investment advice he ever heard:
Buy the publishing.

McCartney had purchased songs
written by his childhood idols, artists
such as Buddy Holly, which prompted
Jackson to respond, “I’m gonna buy
your songs.” John Branca, partner
and head of the music department at
Ziffren Brittenham LLP, made sure it
happened.

McCartney had passed along this tid-
bit while he and Jackson were record-
ing “Say, Say, Say” in 1982 and three

KILLER B’S: Branca, Berry, Bandier

years later, the Australian who owned
247 Lennon-McCartney titles, Robert
Holmes a Court, was putting ATV up
for sale.

Holmes a Court and Branca had a
handshake deal, but Holmes a Court
then agreed to sell it to Marty Bandier
and The Entertainment Co. Branca
went to Bandier’s lead financier, a
person he had done business with, and
asked that he cancel the financing,
which he did. Holmes a Court was
left with only one option, and Branca
chose to play hard to get, eventu-
ally agreeing to fly to London for a

¢
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24-hour period to strike a deal.

“My ass was on the line,” Branca
told Stan Sinberg for his So We Can
Rock Forever blog in 2011. “I told him,
“if this deal didn’t happen while I was
there, to never, ever call me again.””

Branca secured the ATV catalog of
4,000 songs for $47.5 million after
promising a charity performance by M]
and letting Holmes a Court’s daughter
have the rights to “Penny Lane.”

Bandier responded by saying, “next
time we do this, we’re hiring John”—
which came true when he went after
CBS Songs.

JOHN HAS A GREAT SENSE OF THE VALUE OF A
SONG—WHICH SONGS WILL LAST FOR A LONG TIME
HOW CERTAIN SONGS CAN BE LICENSED.”— syt



WHEN BRANCA ORCHESTRATED THE
merging of Jackson’s ATV with Sony’s
nascent publishing business in 1995, he
became music publishing’s most accom-
plished attorney.

Sony paid Jackson $95 million to
merge ATV Music with its catalog to
form a new 50/50 ]V, which immedi-
ately became the world’s second largest
publisher. As the company continued
to acquire other catalogs, it grew to the
point that within 135 years it was earn-
ing $1 billion annually from licensing
and royalties.

In 2012, Branca was a consultant
to Sony/ATV in connection with its
$2.2 billion acquisition of EMI Music
Publishing; he was then hired by EMI
to sell off music assets for $90 million.
His culminating move involving the
EMI property took place six years later,
when, on behalf of the Michacl Jackson
Estate, Branca sold the remaining 10%
of the valuable pubco not already
owned by Sony Corp. for $287.5 mil-
lion—adding to the estate’s swelling
coffers while making his friend Marty
a very happy man.

of Berry Gordy’s Jobete Music
to EMI in 1997 for $132 mil-
—/ lion, the 2007 sale of Jerry

) Leiber & Mike Stoller’s catalog

r\ ranca handled the sale of half
l

to Sony/ATV, and the 2009 sale
L of the Rodgers & Hammerstcin
catalog, which sold for over $200 mil-
lion in a “down” economy.

Richard Rodgers’ estate executor,
Joshua S. Rubenstein, told The Daily
Journal in 2011, “It was a family estate,
we wanted someone who would rake
good care of the legacy, and John blew
us away with his passion and interest.
For us, it wasn’t just about the money,”
though he did get a sale price thar was
95% of the estate’s highest valuation.

Rodgers & Hammerstein was about
more than money, Branca told HITS in
2014. “Something like that is especially
exciting to me, because I grew up lov-
ing musicals like The Sound of Music,
so we’re brought in not just to do the
paperwork but actually to help put
together the offering materials and the
marketing of the company to the finan-

“MY MOM TOLD ME, YOURE EITHER GOING
10 60 TO COLLEGE OR YOU CAN GET A
JU. | DIONT WANT TO CUT MY HAR
oU | TOOK THE GED AND WENT TO LA
BT Y OREEGE ™ ol o e s

cial marketplace, just as
we assisted Apollo, Core
Media and the Raine
Group in selling Elvis
Presley Enterprises.”

His other music-pub-
lishing deals include Kurt
Cobain and Nirvana,
Julian Lennon’s share
of The Beatles’ royal-
ties, and Steven Tyler’s
Aerosmith catalog. He
has helped Don Henley
and John Fogerty secure
unpaid royalties, as well
as getting Henley back his
Eagles song copyrights,
and negotiated royalty
increases for The Beach
Boys and The Doors for
their catalogs.

Branca knows the
business so well that
when names are being
bandied about for a new
worldwide head of a top
music publishing com-
pany, his name is always
on the list.

David Dunn, who
has worked with Branca
on a number of proj-
ects and is managing
partner of Shot Tower
Capital in Baltimore,
told Occidental College Magazine in
2017, “He knows the business better
than anybody. You’ve got artists who
have particular viewpoints which aren’t
necessarily aligned with monetization,
you’ve got labels and publishers who
are more focused on monetization, and
you’ve got John, who over the course
of his career has been able to bridge the
gap and translate in both directions.”

BRANCA GRADUATED FROM THE
UCLA School of Law in 1975. He
didn’t take a particularly straight path
to get there.

His mother was a dancer, and his
father, the Honorable John R. Branca,
ran a baseball school, served two terms
in the New York State Assembly and
became chairman of the New York State
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ROCK STARS: WihiSteveid Tyler, Sharon Osbourne and Gene Simmons
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the table once. If you're against, bang
twice.” Wilson banged three times.

As a bona fide fan, Branca has a
unique ability to represent artists, believ-
ing in their art first and commercial
interests second. His passion translates
into activism on artists’ behalf.

“John Branca is, as I am, a group-
ie,” Daniel Lamarre, Cirque du Soleil’s
chief executive, told the Los Angeles
Business Journal. “He loves artists
as I love artists. When we meet, even
today, 1 don’t remember many conver-
sations about money; it was all about
the artistic content.”

He takes on the young and estab-
lished. More than 30 members of the
Rock and Roll Hall of Fame have been
his clients, among them Aerosmith, The
Beach Boys, Dylan, The Doors, Dr. Dre,
ELO, Flectwood Mac, John Fogerty,

Henley, Elton John (negotiating his deal
for The Lion King). Nirvana, the estate
of Otis Redding, Smokey Robinson,
the estate of Elvis Presley, The Rolling
Stones, Earth, Wind & Fire and

Carlos Santana, who calls Branca “the
Shaman”; he’s also working with Justin
Timberlake, Beyone¢ and Alicia Keys,
as well as industry figures including
Simon Cowell and Rick Rubin. Beyond
the Jackson Estate, he handles the Elvis
Presley Estate and has done work for
The Doors as well.

ranca is a partner at Ziffren
; Brittenham, one the most pow-
L erful firms in the film and TV
< industries. Skip Brittenham
| and Ken Ziffren, who founded
Ziffren Brittenham in 1978,
L_,, represent or have repped a host
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of A-list actors, directors, producers, writ-
ers and athletes including Ben Affleck,
Roseanne Barr, Chadwick Bozeman,
Richard Branson, Sandra Bullock, Matt
Daman, Harrison Ford, Jamic Foxx,
Eddie Murphy, Kcanu Reeves, Sofia
Vergara, Peter Chernin Entertainment,
Dick Clark Productions, DreamWorks, Al
Gore. Guggenheim Partners, Legendary
Pictures, Les Moonves, Tyler Perry,
Ridley Scott, Joe Roth, Haim Saban,
Mike Tyson, Casey Wasserman, Oprah
Winfrey, Dick Wolf, Maria Sharapova
and Serena Williams, as well as the
Sultan of Brunei, the Vatican, Interscope
Records, Rhino Records and industry
investors such as JVC, Matsushita,
Vivendi and Ron Perelman (MacAndrews
& Forbes). Additionally, ZB helped form
and then sell Pixar for Steve Jobs.
Collectively, this roster accounts for



more than 20 TV series and 20-30 feature
films a year. In terms of annual billings,
Ziffren Brittenham is said to be the larg-
est entertainment practice in the world.

The music department includes David
Lande, who handled deals for Beyoncé,
Timberlake and Shakira, Linkin Park,
Jennifer Hudson, Selena Gomez and
Alicia Keys, and David Byrnes, who
has been behind Blake Shelton’s rise to
mainstream fame and also reps Kelly
Clarkson and Pentatonix.

“I haven’t been a traditional lawyer,
in the sense that we’re only there to
review contracts,” Branca told HITS in
2016. “We always encourage our clients
to have managers, but we are usually
part of a strategic team that oversees
touring, branding and various issues that
may come up.”

| e was lawyer/strategist behind
l the deal that reunited Carlos
Santana with Clive Davis and
— 1 resulted in Supernatural, the
movement of The Rolling
[ Stones to Virgin from Sony,
plus their groundbreaking Steel
Wheels tour, and The Bee Gees’ recent
catalog deal with Universal Music. He
oversaw The Beach Boys’ 50th anniver-
sary operation in 2012.
Aerosmith wrote Branca a thank you
letter after he negotiated a then-unprece-
dented $50 million deal for them:

“Dear John,

Thanks a million

An unprecedented amount

An undisclosed sum reported to be
greater than that which any rock n

roll band has ever...
ALOT!Y”

| ost recently, he repped Lil

\ Pump in negotiating out
| of one contract and into a
new $8 million deal with
Warner Bros. Records.
\ 7 “He knows how to close
V | deals,” Bandier raved in
2016. And “he’s a real guy’s guy. He
loves sports. He loves music.”

“My motivation is that I love music,”
Branca confirmed in that Los Angeles
Business Journal story. “Growing up, if
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you had told me [ could represent Brian
Wilson, or Michael Jackson, I would
have said, how much do I have to pay
to do that? To even meet one of those
people would have been enough.”

“I[F | DO NOTHING
FLSE IN MY
CAREER EXCEPT
HAVING DONE
THIS FOR
THE JACKSON
FSTATE.|
CAN SAY 1D

B/ GREA
M FUCKING JoB”

JACKSON AND BRANCA MET IN 1980
as Jackson was enjoying unprec-
edented success with his first album
for Epic, Off the Wall, as he became
the first solo artist to have four singles
from one album reach the Top 10.

By inventing a story about Bela
Lugosi’s religious convictions, Branca
convinced Jackson to put aside his
second thoughts about releasing the
music video for “Thriller”; the objec-
tions came from his faith at the time,
Jehovah’s Witnesses. It led to the dis-
claimer at the beginning of the clip:
BOTTOMS UP: With “Due to my strong personal convic-
David Lee Roth tions, I wish to stress that this film in no







John and Ron

TWO CHAMPS: With Muhammad Ali

way endorses a belief in the occult.”

The “Thriller” video, directed by
John Landis and clocking in at 14
minutes, was the first world premiere
on MTYV and is easily the most influ-
ential pop-music video in history. It
is the only music video the Library
of Congress has ever selected for its
National Film Registry.

But even getting it on film required
Branca’s genius. To fund the video,
which cost more than $1 million at a
time when most video budgets were
50 grand, Branca negotiated the sale
of a “Behind the Scenes” special to
MTYV and Showtime.

“It seemed odd that no one
had ever thought of this before,”
Jackson wrote in his autobiography,
Moonwalk.

Branca also helped Jackson obtain
the rights to his masters and brokered
the purchase of Neverland Ranch at a
significant discount. He secured Pepsi
as a sponsor for The Jacksons’ 1984
Victory Tour, and unlike most brand
deals, the contract stipulated that
Michael would never be seen holding
a Pepsi can and the limit to any screen
time for the soda company would be
three seconds.

They were friends as well: They
traveled together and socialized;
Jackson was the best man at Branca’s
first wedding, which Little Richard
presided over.

The two parted in 1990, only to
be reunited in 1993, when Jackson
was being sued in a child-molestation
case. Jackson surrounded himself with
other advisers, and in 2006, Branca
said, “No more.”

“He was surrounded, and I had to
resign,” Branca told the AP. “He did
not ask me to stay. I resigned amica-
bly. Later on in his career, he really
had a line between his business and
personal life.”

little more than a month
before Jackson died,
Jackson’s former manager,
Frank DiLeo, called to
discuss potential deals sur-
rounding his comeback
slated to start in London.
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A concert movie, books, merchandis
ing deals—*“exactly what [co-exec-
utor] John McClain and I are doing
now for the estate,” Branca said in
that AP interview.

Jackson rehired Branca just eight
days prior to his death in 2009. The
estate, at the time, was around $500
million in debt.

Attorney Howard Weitzman,
whom Branca tapped as the chief
litigator for the estate, told the
Occidental Magazine, “It was an
uphill battle to sell assets and see if
there was anything left, so we were
very concerned about the children.
John—along with McClain—managed
to turn this around. As a lawyer, he’s
about as good as it can get.”

After Jackson’s death, Branca and
McClain secured financing for the
record-breaking concert film This Is
It and a soundtrack album, produced
two Jackson shows with Cirque du
Soleil, one for Las Vegas and one
for the road, and released an album
of unreleased material, Xscape. As
Chairman of the Michael Jackson
Company, Branca also served as a
producer of the animated Michael
Jackson's Halloween, a 2017 CBS
prime-time special; Michael Jackson’s
Thriller 3D, which debuted in 2017
at the Venice Film Festival; and the
Spike Lee movies Michael Jackson’s
Journey From Motown to Off
the Wall and Bad 25.1n 2013, 60
Minutes did a segment on the estate
and called it “the most remarkable
financial and image resurrection in
pop-culture history.”

t’s not traditional legal
‘ ‘ work,” he said in a HITS
interview. “What we do
for the estate is not unlike
what we do for an art-
ist or a brand—we are
involved with records,
deal with touring and
branding, as well as overseeing vari- #D
ous aspects of their career. v

“What we did with This Is It
was to try to show the real Michael
Jackson, the entertainer and not the
tabloid sensation. It was really a A A
rebranding effort.”® WANNA BE STARTIN' SOMETHING: With Rob Stringer
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s a manager, entrepreneur and
innovator, Troy Carter epito-
mizes the modern-day vision-
ary. Based on his impressive
track record, which has seen
him nimbly navigating the risk/
reward tightrope, the 45-year-
old Carter can write his own
ticket whenever he’s ready to
begin his next chapter.

All industry eyes are on him
as he formulates his plan; at
presstime, that meve remained
a mystery beyond the expec-
tation rthat he’ll return to his
entrepreneurial roots. Rumor
has it he’s forming a new media

company with a vertical model for monetizing music
assets via distribution, management, publishing, record-
ing and branding that will be built for the next evolution
of the marketplace. It’s highly likely that he’ll be able to
secure the millions in funding he’ll need to launch this
startup, because Carter has long evidenced a knack for
staying well ahead of the curve.

“Troy gets the true 360 of it all for artists, tech and music
companies,” says Warner Bros. Records Co-Chairman/
CQO Tom Corson. “His depth of experience in both busi-
ness and life is matched only by his undying curiosity and
imagination, rare qualities to exist in a single person.”

Carter was certainly a huge difference-maker dur-
ing the 27 months he spent at Spotify, starting in June
2016, as Global Head of Creator Services. Almost single-
handedly, Carter radically changed the perception of
Spotify both inside and outside the business from that of




A' an indifferent partner of artists and labels to

an extremely friendly and helpful collabora-

1 tor. The marketing team Carter put together
was a key element, acting aggressively and

efficiently in identifying shared goals and
S making good on them.

2. ; s The changes he initiated and oversaw

N ;:... pon ‘.e r_l can occurred soon after the launch of Apple
\ & Airlines
)

Music, a pivotal moment for Spotify in that
mighty Apple was the Swedish company’s
first bona fide competitor. At the time, nearly
everyone, it seemed, believed Apple Music
would blow Spotify out of the water. Instead,
Carter transformed Spotify into a well-oiled
marketing machine, and the company held
its own even as Apple was offering artists big
money for exclusives. This transformation
served to add value to the company, greatly
enhancing its attractiveness leading up to
and following its direct listing on the NYSE
earlier this year.

When Carter made his departure from the
streamery in September 2018, he could take
immense satisfaction in what he’d been able
to accomplish during the most crucial years
in the company’s history. Spotify CEO Daniel
Ek showered praise on the departing exec.
“By all measures, Troy has made a tremen-
dous impact at Spotify,” he said. “When he
joined our team, there was skepticism from
the artist community on streaming overall.
Troy has been instrumental in changing that
perception, and his efforts to establish true
partnerships across the industry will be felt
for years to come. He’s built a very capable,
global team that embodies an artist-first
approach, and this philosophy has been
adopted across Spotify. We are in an excellent
position to build on the momentum we’ve
established well into the future.”

“Troy is one of the most forward-thinking
and creative executives in our business,” says
Capitol Music Group chief Steve Barnett,
who knows Carter well. “He always advo-
cates for what is right and fair for artists, but
does so in a way that builds consensus within
the industry. He made a huge difference at
Spotify; he brought in all the right people
and really helped bridge the gap between the
goals of that company and what was needed
by independent and major-label artists alike. I
think the world of Troy and always look for-
ward to what he has in store for us.”

v 0 ' In his statement, Carter gave a brief over-
TASTEI/VIN(E S ' view of his tenure. “I came to this company
w4 4 d o help bridge the gap between Spotify and
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the creative community,” he noted. “Over
time, that goal evolved from fixing a chal-
lenge to building a global team focused on
changing the game for artists around the
world, partnering with them to help bring
their creative visions to life in new and inno-
vative ways. I'm very proud of what we’ve
achieved, but with so much accomplished,

it was the right time to move out of the
day-to-day into an advisory role. The know-
ledge, relationships and personal experiences
will remain with me, and I know that this
talented team is committed to continuing
this important work.”

Given Carter’s track record, he’s
approaching that advisory role with the same
commitment he’s evidenced in every stage of
his career.

“Troy is a very interesting individual,”
notes attorney Joel Katz, “because he is a
unique mix of an entrepreneur and an opera-
tor. He has the ability to manage a business,
but also the ability to begin a business and
promote it to a level where it needs strong
management, which he also does well. Troy
is equally capable as an entrepreneur and as
a manager, and there are very few individuals
in our business who can do both.”

But before putting a smiley face on
Spotify, before instituting order to the Prince
estate, before guiding Lady Gaga on a
unique path to unprecedented commercial
success, Troy Carter was a rapper.

A high school dropout from West
Philadelphia, young Troy held a fervent
belief that if his music made it into the hands
of local breakouts Will Smith and DJ Jazzy
Jeff Townes, he’d be on the road to riches.

Carter and two friends—Armique Shartez
Wyche, aka Jazz, and Anthony Fontenot (Ant
Live}—called themselves 2 Too Many. After
recording a demo tape, they spent nearly six
months hanging outside Townes’ studio in
the hopes of a chance encounter. Townes saw
them and continually ignored them.

Carter got lucky one day when friends
of his were in the studio. They let the three
aspiring rappers in, and Smith took their
tape and listened. “Will saw some potential
in us,” Carter told NPR in 2017. “He drove
us home that night and basically told our
parents that, you know, he had us covered.
We were going to be OK.”

That demo led to Jive signing the act
and releasing their lone album, Chillin’ Like
a Smut Villain, in 1992. Then it was over.
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Carter joked at a UJA event in 2018 that
“It was probably the fastest signing and
dropping in history.”

The chance meeting with Smith, how-
ever, led to a next step—a 1989 meet-
ing with Smith’s business partner, James
Lassiter. “In my soul, I wanted to be less
Fresh Prince and more James,” Carter said
in that NPR interview. “So I just kind of
put myself under James. And James became
my teacher.”

He became Jazzy Jeff’s assistant in 1993
and played the same role for Lassiter start-
ing in 1997. When Smith, Lassiter and their
company Overbrook moved to L.A., Carter
made the move too. But when Lassiter
fired Carter over a car-service bill in 1998,
he returned to Philly, hooking up with J.
Erving, son of Sixers legend Julius “Dr. J”
Erving, to launch Erving Wonder. Their
first client was Eve.

Despite having no experience, Carter
became her manager, helping her on a Cash
Money-Ruff Ryders tour, developing a
clothing line and seeing her career beyond
music include the film Barbershop and her
UPN serics, Eve.

“I was on cloud nine because, you know,
this is everything that I've ever dreamed,”
Carter said. “And because I was a failed
artist, the fact that I was actually able to
help somebody accomplish their dream was,
you know, definitely fulfilling. And then the
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PAYING IT FORWARD: Troy stands
with Michelle Obama and her Reach
Higher education initiative.

f

trappings that came along with it as a
voung guy; I was loving it.”

He and Erving sold Erving Wonder for
$2.275 million in 2004 to the Sanctuary
Group, which had just bought Matthew
Knowles’ company, Music World
Entertainment. He stayed with them,
returning to L.A. in 2003 to help set up
Sanctuary’s new West Coast offices.

He lasted about 18 months before
choosing to start another business.

A year into that operation, and eight
years after their partnership began, Eve
dropped him as her manager.

It was early 2006, and Carter was
broke. Rent on the office was overdue,
the house was nearing foreclosure, cars
were being repossessed and he visited
his children’s private school to ask for
an extension on paying tuition. His wife
and mother-in-law pawned their wed-
ding rings to make a mortgage payment.

ere’s where the story takes a
dramatic turn. The expres-
sion, “You learn more from
your failures than vour
successes,” may be over-
used, but not enough can

be said about how Carter
approached the next chapter
in his life. He saw diversifi-
cation, technology and partnerships as

#
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keys to success; he just needed cash. And
an artist.

Enter Vincent Herbert, a friend from
Newark, who dropped by Carter’s office
in 2007 to introduce him to a woman
Herbert had found out about through
producer Rob Fusari; her name was
Stefani Germanotta. She had a ditferent
sound—more European than American,
artier than the party jams on the radio
in the mid-2000s—and Def Jam had just
dropped her.

“She walked in with these huge sun-
glasses on, fishnet stockings, and basical-
ly told me how she was going to change
the game,” Carter told Fast Company in
2014 about his first meeting with Lady
Gaga. “I believed her.”

Carter and Gaga split up their duties
95/5: He handled 95% of the business
and 5% of the music; Gaga did the
opposite. Vince helped shape her sound,
and they signed with Interscope—coinci-
dentally, the same label Eve was on.

They spent nearly 10 months work-
ing on songs, which they intended for
her debut, but some suggested that she
instead hand them to Britney Spears
or Pussycat Dolls. Nonetheless, the
partners stuck to their guns, and Carter
tried to take the songs to radio on his
own, with no success whatsoever.
With radio airplay elusive, Carter
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took a different approach, getting her

in front of gay, fashion and visual-artist
crowds via live performances, sometimes
booking her for four shows in a night.
These were all underground music commu-
nities, and while many a night the crowd
was fewer than 100 people, word of mouth
was taking off.

They turned to nascent forms of social
media to generate interest: Facebook had
only been open to the general public for a
few months when Carter started manag-
ing Gaga, and Twitter, which started to
take off after a SXSW demonstration, had
only 60,000 users. They also put music
videos on YouTube under the Gagavision
moniker—three-minute clips of Gaga and
her dancers with the music embedded. In
2012, they built a social network—little-
monsters.com—for fans.

“It was more about building a platform
on top of music, because music, we real-
ized, sells everything but music,” Carter
explained to Fast Comparny. Interscope
provided “a shoestring budget,” he told
NPR. “We basically bootstrapped this
thing. And every dime that she did make,
she reinvested it back into her career...
didn’t have a plan B, she didn’t have a plan
B, Vincent didn’t have a plan B—we had to
make this work.”

Caution doesn’t appear to be part of
Carter’s DNA. He understood the risk
in being a one-artist manager, but rather
than look to bulk up a roster, he chase
to challenge and reinvent music-industry
paradigms. Artist management, in the age
of declining sales, was no longer just about
getting record deals. Technology was the key.

In 2010, months after Cherrytree/
Interscope released Gaga’s The Fame,
which would go on to sell 15 million cop-
ies worldwide, Carter went on a whirlwind
tour of Silicon Valley. He met investars and
platform creators, and a year later made his
first tech investment, via a Guy Oseary tip:
TinyChat, a video service that still exists.

For a 2016 Fortune article, Carter
recalled telling his wife, Rebecca, as they
were leaving a barbecue at the Silicon
Valley home of investor Joe Lonsdale in

2010, “The world was going into
a very different place. And the power
was shifting.”

Carter invested in startups to the point
where entrepreneurs were coming to
him with nascent deals, and dealmakers

were becoming his friends. He put money
into Spotify, Uber, Lyft, Warby Parker,

Dropbox and close to 100 other start-ups.

In 2011, he funneled his experience build-
ing Gaga’s career via sacial media into
the Backplane, which helps artists, musi-
cians and athletes integrate their social
networks; Gaga had an undisclosed stake
in the newco.

A year later, he created A \IDEA, a
product-development and branding agency,
as well as AF Square, an angel fund and
technology consultancy.

“Like his artists, Gaga included, who is a
multiple threat of singing, writing, dancing
and playing instruments, Troy can manage,
innovate, is an entrepreneur, and can part-
ner with people who have complementary
skills,” MTV Networks’ then-President Van
Toffler told Fast Company. “He’s a force to
be reckoned with.”

The Internet served as a promotional

ALL ABOUT THE MANAGEMENT: With Meghan Trainor

playground. To promote her second
album, Born This Way, Carter and Gaga
worked with Facebook game-maker
Zynga to create Gagaville with Farmville
to provide pre-release access to the

new songs. They went after the fashion
crowd, striking a deal with the flash-sale
site Gilt.com to promote the album,
while Gaga’s fashion director, Nicola
Formichetti, created Gaga-inspired cloth-
ing for sale.

Carter’s work with Gaga was getting
noticed. Wired magazine tagged him as
“Mogul 2.0,” the man who “reinvented
the celebrity game with social media.”
The Harvard Business Review commis-
sioned two studies on Carter’s role in
Gaga’s success.

Gaga’s rise, a professor who co-
authored the Harvard studies, Anita
Elberse, told the Philadelphia Inquirer,
“has been phenomenally fast, and to
manage such a quick climb to the top is
incredibly difficubt. It requires making a
wide range of decisions, on touring, on the
release of her albums, on forming partner-
ships with the right people and companies,
each of which comes with significant risk.”

“AS ANYONE WHO HAS CROSSED PATHS WITH HIM KNOWS, TROY EMBODIES WHAT IT MEANS TO BE DRIVEN.
BOTH PROFESSIONALLY AND PERSONALLY. HE IS ON A LIFELONE JOURNEY OF SELF-IMPROVEMENT AND IS
NEVER COMPLACENT WITH THE STATUS QUO.™ -Jooy seRsoN
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n 2011, the year Gaga’s third album,
Artpop, was released, she was the
most-followed person on Twitter,
Rolling Stone named her Queen of
Pop based on empirical data, the
University of South Carolina offered
a course on her fame, the Global
Language Monitor named “Lady
Gaga” the top fashion buzzword and
she was a year into a six-year run on
Forbes’ Celebrity Top 100.

When Scooter Braun began the
ambitious undertaking of rolling up
management companies in conjunc-
tion with deep-pocketed investor
Waddell & Reed in 2013, Carter was the
first to become part of the newco, Ithaca
Management Holdings, which would also
bring together The Creed Co. (Brandon
Creed), Sandbox (Jason Owen) Morris
Higham (Clint Higham) and OVO (Future
the Prince). No one anticipated what would
happen soon thereafter with the crown
jewel of Carter’s management roster.

That November, Gaga walked into
Carter’s Atom Factory offices in Culver
City and said they were finished, citing
creative differences. In his NPR interview,
Carter drew a comparison to his split with
Eve. “The first time, I went into panic
mode. This time, I think I was able to sit
in the middle of that storm and watch

the storm pass. That’s the thing about
management: I can’t do it without pour-
ing my soul into it. I didn’ go into the
relationship with Gaga with my guards
up, you know, because of the thing that
happened with Eve. There’s just no gray
for me. I'm either all in or all out.”

As much as Carter was known
for handling a single client, his Atom
Factory was concurrently establishing
itself in artist management and tech cul-
ture, and within a couple of years would
have a roster that included Meghan
Trainor, Miguel, Charlie Puth and
Kamasi Washington.

Beyond business, Carter had been
stepping up his philanthropic activities as
well. Four months before his split with
Gaga, he traveled to Tigray, Ethiopia,
where a group of millionaire tech moguls
were being shown the country’s lack of
paved roads, electricity and access to
clean drinking water. It was on that trip
that he met Daniel Ek.

“We bonded over our love for helping
people,” Carter said at the UJA event.
“We were visiting people and places that
were in desperate need of water, and we
spent almost a week in the back of SUVs
and at night by campfires, and that’s
when I heard his incredible vision for
transforming the music business.”

Less than three years later, Carter
joined Ek at Spotify and began his
extreme makeover of the company. In
April 2017, he doubled down, taking
on another huge task as entertainment
adviser for the Prince estate. In that role,
he worked out a deal with Sony’s Legacy
division to handle the re-release of 35
albums over the next three years. He has
also overseen two albums of unreleased
material for Warner Bros.

“As anyone who has crossed paths
with him knows, Troy embodies what it
means to be driven,” UMPG chief Jody
Gerson tells us. “Both professionally and
personally, he is on a lifelong journey of
self-improvement and is never complacent
with the status quo. But more importantly,
I appreciate our deep friendship.”

Today, he splits his time between
Atom Factory, his VC firm, Cross Culture
Ventures, where one of his five children
has a hands-on role, and his advisory
role at Spotify. On the downside, Carter
has been dealing with a lawsuit filed
against him, his wife and Atom Factory
by Braun’s Ithaca Management Holdings
alleging that Carter failed to pay back
a $10 million promissory note secured
in June 2016, when he went to Spotify.
The suit further sought foreclosure on
the Atom Factory Culver City property
which Carter had put up as collateral in
September 2016. The issues are complex,
and the damage to the once-strong Carter-
Braun relationship may be irreparable, but
most expect them to arrive at a settlement,
and for Carter to emerge with his stellar
reputation intact.

“Troy Carter is the leader of our gen-
eration as far as executives go,” says J.
Erving. “He showed us there is no limit
to the things we can accomplish. More
importantly, he’s my friend, uncle to my
kids, and example of the man I hope to
be to my family.”

Regardless of where or when Carter
makes his next bold move, he wants to
make clear that, as he told NPR, “I'm a
simple guy. What [ appreciate in life and
the things that make me happy tend not
to have to do with the money itself. More
importantly, it’s having the ability to live
a life that I can wake up every morning
doing what I love to do. Nothing’s more
important to me than that.”e
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n 2014, Jody Gerson made what
was perhaps the boldest move of her
career—despite some initial trepida-
non—and saw her years of hard
work, superb instincts and creative
passion rewarded with one of the
most powerful posts in the business.
Her contract was up for renewal
at Sony/ATV Music Publishing and
she wanted a promotion. She had
heen Co-President (with Danny
Strick) for six years and wanted a top

GERSO

SHE WENT
FO R
BIG JOB
(AND
MADE
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post of her own. “I had a great situation until
I realized T wanted more,” she recalled in a
2017 HITS interview, “and I wasn’t going

to get more.” She made her case to her boss,
Martin Bandier, who wouldn’t go along with
it. So, she reports, she picked up the phone
and called a competitor, Lucian Grainge,
who offered her an even bigger job—Global
Chairman and CEO of Universal Music
Publishing Group.

And with that, history was made. On Jan.
1, 2015, Gerson officially became the first
woman CEO of a major music-publishing
company.

She’s emerged as one of the most impor-
tant music execs in the world in whar seems
like a short time—Dbut she’s had years of
traning to get where she is today.

Part of what makes Gerson so successful
1s balance: She’s a tough negotiator but scru-
pulously fair-minded; fiercely outspoken but
a good histener; and she can relate to creators
and businesspeople with equal focus and
understanding. She’s a peer-group leader with
superb optics and appears on the shortlist for
all manner of community endeavors.

Irving Azoff asserts, “Jody believes what
is best for her writers is best for Universal.
She’s an artists’ rights pioneer. We need more
like her.”



“Jody’s an incredible executive,” says
Republic boss Monte Lipman. “Her pas-
sion, her drive, her determination and
her competitive edge make her one of the
most impressive executives in our busi-
ness, without question. She has such tre-
mendous instincts, and she’s in the streets.
She doesn’t operate from some lofty space
as Chairman; she’s in it. Usually when |
run into her it’s backstage—it’s sweaty
and the floor is sticky and people are run-
ning back and forth. She gets out there.”

Gerson first spoke publicly about her
dramatic ascent to the Chairmanship
in June 2017 in a speech at the United

.'\ 'E‘ l —=3 W < ‘e ' 4
SET A SPELL: Gerson with Big Sean v

Jewish Appeal’s luncheon in which

she introduced the honoree, Universal
Music Group EVP Michele Anthony.
She revealed more a few months later in
a HITS interview.

“I think I just hit a wall,” Gerson
told HITS, by way of explaining why
she chose to leave Sony/ATV, and
Bandier, for whom she had worked for
most of her career. (They first worked
together at EMI Music Publishing.)

“My career was really with one per-
son for over 20 years. It was amazing,
but I think it was time for me to really
go for it...I knew I could run a com-

pany; I just didn’t know it was OK for
me to want to run a company. I've been
thinking a lot about that. Why didn’t I do
it before?

“...As ambitious as I was, I was so
caught up in the loyalty. And there was
nothing wrong (at Sony/ATV). | had a
great situation until I realized I wanted
more, and [ wasn’t going to get more.”

And having taken the leap, how did
having the top job feel? “It feels amaz-
ing,” Gerson said in the September 2017
interview. “Better than I ever thought it
would. Looking back on my first two
and a half years; signing an abundance of




incredible artists, having hits, changing
the culture, increasing the revenue, work-
ing for Lucian, loving my staff and the
company. I couldn’t imagine being hap-
pier and more accomplished.
“Empowerment...is really a two-
way street. First, we need to empower
women. And then, at that point, we
as women need to say, “Wait, why not
me?’ I had to come to that myself. And
I want other women to be prepared and
confident to do the same thing when we
give them the opportunities they deserve.
That’s the bottom line.”

t Glamour’s
Women of the
Year Live Summit
at the Brooklyn
Museum in

New York last
November, Gerson
said that she bore
the responsibil-
ity for not “own-
ing her power”
sooner.

“I spent my career being the loyal good
girl, on every level. And I just hit a wall and
I decided, you know what? I'm going to
take my power and I called a competitor,
Lucian Grainge, and he said ‘Are you ready
to be the global Chairman of Universal
Music Publishing? And I said yes.

“...Until I finally decided to take this
job, I didn’t go for the big jobs. I really
did think it was my job to make men
look good...

“It was me not going for the big jobs
and me thinking that by being the good
girl I was going to get the reward—
without having to take it. And one day
somebody said to me, ‘Uh-uh—it’s time
for you to step into your own power and
think about you; don’t worry about him.’
I thought I couldn’t leave my boss of all
those years because I thought I would
hurt his feelings and he would be upset.
Honestly. It’s like, I had to change. So 1
think that was me getting in my own way.

“It’s not enough that there’s only one
[female] global Chairman of a music
company. There should be more than one.
But we’re not going to get there unless we
support each other, and we put each other
in that position.”

o
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TOWERING: With Capitol chief Steve Barnett, COO Michelle Jubelirer
and UMG topper Sir Lucian Grainge
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“FIRST, WE NEED TO EMPOWER WOMEN.
AND THEN, AT THAT POINT, WE AS
WOMEN NEED TO SAY, "'WAIT, WHY NOT
ME?" THAD TO COME TO THAT MYSELF.”
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“Jody’s a pioneer, visionary and always
willing to take a risk for what she believes
in,” adds TDE boss Top Dawg. “The
thing I love most about her is that she
empowers women. It’s been a great expe-
rience working alongside her.”

Gerson grew up in Philadelphia, sur-
rounded by performers. Her father and
grandfather owned a nightclub in nearby
Cherry Hill, N.J., which booked such
stars as Frank Sinatra, The Supremes, the
Temptations and Richard Pryor. “My
mom took my brother and me every
Sunday for the matinee,” Gerson recalled
in an online interview. “I think what I got
from that was a real understanding of art-
ists and how to connect with them.”

Gerson was still in high school when
she started working in the entertainment
field. “I worked at The Mike Douglas
Show for two summers, when I was 16
and 17,” she said. “I worked at a radio
station. [ was so ambitious, in a nice way,
but I knew I wanted this.”

When Gerson graduated from
Northwestern in 1983, she wanted a job
at MTV. Unfortunately, so did everyone
else at that time. There were no openings.
So Gerson took a job at Chappell Music.

“I went in and got the job Xeroxing
lead sheets. I had no idea what Chappell
Music was. I had no idea what music
publishing was.”

Gerson worked as an archivist for
Chappell starting in 1983, working for
then-President Irwin Robinson. It gave
her a solid foundation in publishing. “I
got to listen to songs all day—I had to
splice them into reel-to-reels,” she told
Bloomberg. “It gave me knowledge
of the catalog.” She then moved into
A&R. When Chappell was purchased by
Warner, she was overseen by the legend-
ary Chuck Kaye and Les Bider.

Gerson has superb networking and
people skills, which helped her in her
advancement. “Every time I met someone,
the next morning they would get a note
from me,” she remembered. “‘Dear Mr.
Davis, It was so nice to meet you at the
T.J. Martell dinner. We had a conversa-
tion about so-and-so.’ Every single person
got a note from me.”

In 1988, she moved on to EMI Music

PRODUCING RESULTS: With Jeff Bhasker _ Publishing, under Bandier and Charles
Koppelman. She ran the company’s East
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Coast office, and later, the West
Coast office. She stayed with EMI
for 17 years, signing such talents

as Norah Jones, Enrique Iglesias,
Jermaine Dupri, Dallas Austin,
Arrested Development and a 14-year
old prodigy named Alicia Keys.

Gerson signed Keys in 1996. “For
years, she was making records that
never came out,” Gerson said. “I
remember the chairman of the com-
pany saying, ‘You know, she may be
talented, but it doesn’t mean she’ll
ever have success.””

Gerson’s belief paid off in 2001,
when Keys’ debut album Songs in A
Minor and its lead single, “Fallin’,”
both reached #1. In February 2002,
Keys won five Grammy Awards,
including Song of the Year.

In 2008, Gerson followed Bandier
to Sony/ATV Music Publishing,
where she served as Co-President.
Her first signing was Lady Gaga,
long before anyone had heard of
Lady Gaga.

“Everybody else at Sony had
passed on her,” Gerson said. “She
told me she was going to be the big-
gest artist in the world, and that it
wouldn’t be about money, it would
be about fame and art. I believed her,
I supported her—and I paid her a lot
of money.”

During Gerson’s tenure, the EMI
catalog was brought under Sony/
ATV’s roof. “This is a transformative
moment for Sony/ATV,” Gerson said
at the time. “We went from being a
small yet mighty global company to
the world’s largest music publisher.”

Gerson also played an integral
role in the careers of Iglesias, Mac
Miller, Pharrell Williams, Pitbull,
RedOne and many others.

A week into her new job at the
Universal Music Publishing Group,
Gerson gathered her staff for a town
hall meeting. She began her speech by
listing all the things she’s not:

“I’m not an attorney or an
accountant; I’'m not a copyright
expert or a royalty expert; I'm not
a songwriter or a musician. What
I am is somebody who is passionate
about music.”

At UMPG, Gerson has
led the signings and contract
extensions of such stars
as Adele, Coldplay, Justin
Bieber, Harry Styles, The
Bee Gees, Bruce Springsteen,
R.E.M,, Jack White, Pearl
Jam, Linkin Park, Miley
Cyrus, Mumford & Sons,
Romeo Santos and Zedd, as
well as such newer talents as
Post Malone, SZA, Travis
Scott, Quavo, Metro Boomin,
Lil Yachty, Sam Hunt and
Kane Brown.

“Jody is the present and
the future of music publish-
ing,” says mega-attorney
John Branca. “She covers all
the bases—relationships with
artists and writers, business
acumen, people skills and
charisma.”

In the HITS interview,
Gerson spoke warmly about
several of her writers. “There’s
a thing some people have
that other people don’t, and
he had that thing,” she noted
of Harry Styles, whose post-
One Direction solo bow for
Columbia earned major criti-
cal kudos and featured the hit
“Sign of the Times.” Crediting
manager Jeffrey Azoff for can-
nily handling her introduction
to the Brit star, she added that
pairing Styles with producer
Jeff Bhasker “was really excit-
ing. It came together the way
that you used to put together
a band.”

Of SZA, whose TDE/RCA
debut, Ctrl, was a smash and
who subsequently earned a
brace of Grammy nods, she
noted, “I signed her as she
was finishing her record...
had a great meeting with her
and that was it. What I love,
personally, is to sign artists we
think can make a difference.
That’s why I think SZA can
be an important voice.”

Gerson described stream-
ing giant Post Malone as
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“another |developing artist] I'm super-
proud of. Nobody knows the talent that
he is as a songwriter yet, and he will
continue to surprise people.”

Of Migos star Quavo, she declared,
“I think he’s going to do way more than
anyone expects him to. I think he’s bril-
liant and he could do anything”).

Gerson also said that she takes pride
in the diversity of her staff. “In our
industry, there is not enough diversity.
There aren’t enough women leaders;
there aren’t enough minorities. I look
at my company and we’re increasingly
diverse. I have many women CFOs
across the globe.”

And she said she wants her people
to be ambitious. “Again, it’s about
empowering people. I want everyone
who works for me to want my job, and |
want them to have my job one day when
I’'m ready to give it up.”

“I learned how to hire people, how to
support them and how to put together

ele Anthony and Boyd Muir

a team,” she noted to The New York
Times. “My management stvle is differ-
ent from a lot of others because I don’t
pit people against each other. I don’t
think the point of management is to
make people insecure.”

That team includes such accom-
plished execs as COO Marc Cimino,
President North America Evan Lamberg,
A&R heads David Gray and Jessica
Rivera, VP Creative Walter Jones,
Director of Creative Sterling Simms,
Worldwide CFO JW Beckman, Chief
Counsel, Biz Affairs/Digital Rights
Management head David Kokakis,

U.K. chief Mike McCormack, Latin
America head Alexandra Lioutikoff and
Production Music Prez Michael Sammis.

“Jody was the first person [ intro-
duced to Lady Gaga when I signed her
[for management],” recalls Troy Carter.
“It was the week Jody started her role
at Sony/ATV. She’s tough as nails, but as
genuine as they come. It’s been incredible
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to watch her grow the once-sleepy UMPG
into a real player in publishing.”

Gerson was a producer of the 2002
film Drumiline and the 2006 film ATL
{(with Dallas Austin also serving as a
producer) and exec producer for VH1’s
Drumline: A New Beat. and She sits
on the Board of Directors of ASCAP,
MusiCares and the National Music
Publishers Association.

erson’s advocacy on
behalf of women goes
well beyond the imme-
diate platform of her
Chairman post. She
serves on the advi-

sory board for USC’s
Annenberg Inclusion
Initiative, as well as on
the Board of Trustees for
The Archer School for
Girls, a college prepara-
tory school located in West Los Angcles,
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and industry-focused nonprofit She Is the
Music. In 2018, she helped shine more
light on the latter organization by pre-
senting SZA with the first-ever She Is the
Music Award at City of Hope’s Songs of
Hope gala.

She was featured prominently in
Variety’s Power of Women L.A. and was
Executive of the Year in Billboard’s 2015
Women in Music issue; in 2018 she became
the highest-ranking woman in the history of
Billboard’s Power 100 (she got the #8 spot).

Gerson has three children, Julian (now
in A&R at Republic Records), Luke and
Daisy. That experience has informed her
management style. “My leadership style
comes from being a mother,” she told
Adam Bryant of The New York Times last
September. “I want the best out of people.
When it doesn’t work, I find the kindest
way to have the conversation: What’s right
for them? What's right for me? What’s
right for the company? [ want people to
grow. The big thing for me about leader-
ship is being in a position to empower
people who deserve to be empowered, and
to set the right example for how they can
empower others.”

Gerson told Bryant she quickly grew
“comfortable” in this, her first job as CEO.

“I was worried at first that I had to
know everything. I was worried that I had
to be able to read a balance sheet. I was
worried that I would have to know what
the royalties were in Russia. I was worried
that I had to understand the litigations in
Germany. But I quickly grew comfortable
because I recognized that I have experts in
every area of the company. I don’t have to
solve every problem. They have to come
to me and tell me what the issues are, and
I have to surround myself with people |
trust and who know what they’re doing in
those areas.

“I like being a CEO,” Gerson con-
cluded. “I'm good at it, because I'm very
secure about making decisions. And I like
making the final decision.”®

“I LIKE BEING A CEO. I M GOOD AT IT, BECAUSE
['M VERY SECURE ABOUT MAKING DECISIONS.
AND I LIKE MAKING THE FINAL DECISION.”

74



"866L ©ouys orsnm JuryewW JOo I8 oyl

.

B AR AR A AR AN A AR A RA R AR A A AR AR R R AN A AR AR AR ANARARARARARAAARAARARARAS

A AR LA AL AR A A A AR IAA R IA AR A A A A MMM AR A A AR L A A N A A A A A A A A A A I A R A R ATy

MUMMYNMAMAY MY

A ATATAFRTV AT AV RV

—




76



77

[ 4
& «
L ]
l‘ L 3
I 4 L Y
[ 4 A )
'} A )

'} )

! ]
[ ]
] L}
[ ] (]
(] [
] ]
)

[ )
[}
|}
)
L Y
L 3
A )
L ]
‘Q
S
»
»
Sa
e
L]
L
L )
A )
A )
L )
|
1}
4
]
]
[} ]
'] [}
v [

[ [ ]
s [ ]

' ?

[y [
‘ ’
‘ '
[ 4
[ [ 4
'S &

v
Seamaee=’ irLucian Grainge
is the first Englishman operating a global music
company based in the U.S. to ever get it right. And
when, in 2011, he came to ultimate power, taking
control of the biggest music group in the world, the
business was in decline. His willingness to take risks
and draw on his decades of music-business experi-
ence and combined with his great instincts encour-



aged him to bet on the future and lead
rights holders into the new streaming
revolution. He moved forward swiftly
to make deals with Spotify, Apple,
YouTube, Amazon and Facebook. As a
result of Grainge’s wager, his Universal
Music Group has become more domi-
nant than ever: At presstime, UMG had
38.1% in overall U.S. marketshare and
39.2% in streaming share, while snag-
ging well over half of the Top 50 albums
and Top 50 streaming tracks, more than
double the share of its closest competitor

in each metric.

The second half of 2018 promises to
be huge for UMG, following parent com-
pany Vivendi’s decision to sell up to 50%
of the company to a strategic partner to
be determined, with the process begin-
ning this fall. Grainge will be making the
key decisions in this all-important matter,
including the ultimate one—the choosing
of said strategic partner. Who will line up
to bid on a chunk of the dominant music
group, and which of the suitors will Sir
Lucian choose? Those are shaping up as
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the most intriguing questions of the year.
“He’s the great hope for the music
business,” Irving Azoff accurately pre-
dicted in a 2014 L.A. Times profile
of Lucian Grainge. “He started as a
songplugger and a publishing guy. He
understands the entire worldwide record
business. And he gets technology. He
understands that’s the future of the busi-
ness.” With the deep-seated affection of
a fellow record man, Doug Morris said
of his onetime colleague and subsequent
rival, “He is so deceptive, with that little



kind face and those little glasses. Behind
them, he is actually a killer shark.” Bob
Geldof put his assessment even more
bluntly when he stated, “He’s a ruthless
fucker—but he’s got good ears.”

Grainge’s achievements are many, but
he’ll go down in the books for pulling
off the Steal of the Century, acquiring
EMTI’s recorded-music assets in 2012 for
the bargain-basement price of $1.9 bil-
lion. That investment has paid off many
times over as a central component in the
rise of UMG’s market value to north of
$40 billion.

Even more crucially, Sir Lucian, as
he’s now formally addressed, having
been knighted by Prince William in
November 2016 for his accomplish-
ments in the business, has been a key
matchmaker in the courtship and mar-
riage of music and tech. “A dozen entre-
preneurs in the tech space—they’d be
like Irish coffee,” he analogized early on
for the benefit of the uninitiated. “The
cream would hit the whiskey and the
coffee really nicely. Technology and tal-
ent: That’s what I’m trying to do: merge
talent and technology.”

And that he has accomplished,
leading an industrywide crusade for
premium streaming across every viable
platform, helping to reverse a decade
and a half of contraction, revitalizing
and restoring optimism to a moribund
industry. “In 2017, our efforts really
began to pay off,” Grainge said with
undisguised pride. “The dramatic world-
wide increase in streaming has been the
single most important catalyst in return-
mg UMG—and the music industry at
large—to growth. In part, that’s why we
posted our best financial performance in
15 years by many metrics. How did we
do it> We started, of course, with great
music. That’s where it all begins.”

And that’s precisely what his mis-
sion statement has been from the
beginning. By prioritizing A&R—opti-
mizing existing talent while developing
new career artists—Grainge has kept
the focus on any music company’s
most important asset.

What’s more, this forward-thinking
traditionalist has been ahead of the
curve in championing gender equal-
ity, greenlighting deserving women for

.
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With Ariana Grande
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key roles at Universal, helping bring
together an industry-leading group of

top executives that includes corporate
EVP Michele Anthony, UMPG CEO
Jody Gerson, CMG EVP/COO Michclle
Jubelirer, Motown President Ethiopia
Habtemariam, Carolinc President
Jacqueline Saturn, Republic EVP/Head

of Urban A&R Wendy Goldstein, IGA
President of Promotion Brenda Romano,
UMG Nashville President Cindy Mabe,
UMG EVP of Sales Candace Berry and
recent arrival Celine Joshua, UMG’s GM,
Commerctal, Content and Artist Strategy.
These moves were practical as well as
philosophical. “Lucian chooses his execu-
tives without regard to anything but tal-
ent,” Azoff noted with admiration.

“All of us know that people who
choose to spend their lives in the music
business are special, they’re unique and
they might be a little bit crazy,” Grainge
recently acknowledged. “Because for us,
this isn’t simply a job, it’s a mission—a
mission motivated by our love of music.”
Grainge has been walking like he talks it
throughout his four-decade career, pursu-
ing his life’s mission with zeal and a card
shark’s willingness to take risks. “He has
an instinctive ability to go for the jugular
and to pounce when the opportunity is
just right,” a longtime colleague marveled.

rainge was raised in north
London, the son of a
['V-and-radio-store owner

that also conveniently sold
records, and the younger
brother of Nigel Grainge,
who’d formed Ensign
Records in 1976, when

k Lucian was 16. Music was
in the youngster’s blood,




so much so that he began looking for
opportunities in the business while still
attending Queen Elizabeth’s Grammar
School for Boys. After snagging an entry-
level job as a runner for talent agency
MPC, the teenager—whose taste was
being shaped by his love of The Clash
and The Sex Pistols—began looking for
an opening in the big leagues.

Grainge’s longstanding reputation as
a tough customer may well be rooted in
the profound influence of his first men-
tor, Maurice Oberstein, who was known
throughout the U.K. music business as
Obie. Lucian had begun cold-calling label
heads, whose names and numbers he’d
pulled from the Music Week directory,
and Oberstein, then the Chairman of
CBS Records U.K., had been the first to
take his call.

Obie surprised the youngster by giv-
ing him a job in the A&R department of
April Music, and Lucian soon showed
his acumen by walking out of his college-
entrance exam in order to sign The
Psychedelic Furs to a publishing deal,
reportedly pocketing 400 quid for his
trouble. In 1984, two years after moving
over to RCA Music Publishing, Obie—
who had by then become the MD of
PolyGram—re-entered his life, giving him
a job as A&R Director and subsequently
tasking the rapidly rising Grainge with
setting up PolyGram Music Publishing.

“] felt comfortable and normal around
musicians and artists and managers,”
Grainge recalled in 2005. “I liked the
social scene and loved the music. I was
absolutely obsessed with it.” “When
you’re in this business, and particularly
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when you’ve been in this business
since you were 18 like I have, there’s
no difference between the personal
and business.”

But it wasn’t just the opportunities
Obie had provided Grainge with that
shaped the latter’s business approach
but also his mentor’s colorful personal
style. Obie, who often brought his
dog to business meetings, amused
some and alarmed others by pretend-
ing to seek Fido’s counsel. Better yet
was his approach to solving disputes:
He’d place his ever-present hat on the
desk, abruptly leave the office and
on his way out, dismissively state,
“Talk to the hat.” Years later, the
story goes, Grainge pulled a similar
stunt when, walking into a conference
room for an internal staff meeting,




he switched off the lights and explained
to the startled attendees, “This is what it
looks like when you don’t have any hit
records.” Somewhere, Obie was smiling
in satisfaction.

After getting PolyGram’s pubco up
and running, Grainge continued his
rapid climb up the corporate ladder, add-
ing business affairs to his A&R-centric
oversight as Polydor’s GM in 1993 and
rising to the label’s Managing Director
of Polydor four years later. He was a
natural, never losing sight of his primary
focus as he raced up the corporate ladder.
“I understand songs,” he explained. “It’s
very, very difficult to define. I can definite-
ly smell it. I can feel it in my fingertips.”

Morris subsequently recognized
Grainge as a fellow big-stakes winner
while the latter was running Universal’s
international operations, playing a
key role on Morris’ executive team.
Vivendi CEO Jean-Bernard Lévy was
likewise impressed with Grainge’s acu-
men, managerial abilities and aggressive
decision-making, so much so that Lévy
handpicked him to succeed Morris as
Chairman/CEO of UMG. To say that
Grainge hit the ground running when he
became the sole ruler at the beginning of
2011 would be a gross understatement.
He brought his global view of the music
business, formulated during his six years
at UMG International, to his new job
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and has applied it with surgical precision.
During the ensuing seven and a half
years, Grainge has been diligently remak-
ing the company according to a clearly
defined set of priorities, starting with
the building of a strong and aggressive
A&R force dedicated to attracting and
developing top talent. When EMI went
on the block just nine months into his
reign, Grainge saw an opportunity to
exponentially increase UMG’s cache
of frontline talent while also substan-
tially enriching its catalog holdings (The
Beatles! Sinatra! The Beach Boys!), and
though he wound up having to give up
more than he would have liked—notably
Coldplay—the respected English veteran
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scored a historic, landscape-shifting vic-
tory when the EU formally approved
the deal that September.

Just days after the deal closed,
Grainge explained the reasoning behind

another bold decision: moving UMG ) VERSAL
headquarters to L.A. “You have to Sk 4
remember that Universal over the last i &l -
15 years was a coming together of the -

old PolyGram and MCA structures,” he 754 =

began, taking a quick jog down mem- {

ory lane. “The music publishing busi-
ness was always globally L.A. All of
our administration, sales, key accounts,
business affairs, legal, distribution, all
were West Coast-based. And I |also]
saw as the business was evolving how
important the future of technology is...
so I wanted to be 45 minutes away
from all of this. And in terms of our
cost savings and our synergies, our
requirements are to globalize UMG.
We historically had three structures:
London, New York and L.A., and now
we have one. So we’re leaner, we're flat-
ter, we’re more efficient, we’re better
disciplined and we have a real global
outlook. I'm very proud of that.”

The jewels in the crown of the
EMI acquisition were Virgin, EMI
Records and Parlophone, and Grainge
turned to Steve Barnett to lead and
retool the U.S. team of the combined
labels, rebranded under the nameplate
Capitol Music Group. A fellow Brit,
Barnett had accrued most of his label
experience in the U.S. As Grainge had
expected, Barnett has cannily and fit-
tingly combined the strongest aspects
of British and American operational
principles, transforming what had
been a battered and mismanaged oper-
ation into a highly competitive, state-
of-the-art modern music company.

Post-acquisition, the members
of the UMG hierarchy—label heads
Monte Lipman of Republic, John
Janick of Interscope and Barnett, along
with EVP/CFO Boyd Muir, Gerson,
Anthony, EVP and Head of Global
Communications Will Tanous, General
Counsel/EVP of Business & Legal
Affairs Jeff Harleston and EVP Digital
Strategy Michael Nash—have expertly
executed Grainge’s aggressive, A&R-
driven business philosophy.

With Kacey Musgraves and Mi




With Justin Lubliner, Steve Berman, Billie Eilish and John Janick

ipman really blossomed as a
major-label head during the
Grainge era, as his game came
to be tully realized. The proof
is in the points Republic has
consistently been putting on
the scoreboard.

Janick, who took the reins
of IGA at 34 after having
great success with his indie
label Fueled by Ramen, was mentored by
Grainge and Jimmy lovine, who handed
over the keys to his talented protegé in
2014. During his six years at IGA, Janick
has emphasized the values of “artistry
and entrepreneurship,” as he puts it,
while maintaining the label’s momentum.

During our 2012 conversation, with
the industry still peering up from a deep
hole and pining for the good old days,
which then seemed lost forever, Grainge
stated, “I'm working tirelessly to create
more music and to run a better music

company so that we stop the declines,
because declines aren’t acceptable.”
Simple as that—he would simply not
accept the prospect of a permanently
shrunken music business. Six years later,
the fruits of Grainge’s fiercely determined
efforts are abundantly apparent.

Grainge is super-smart, very competi-
tive, aggressive and in it 24/7. One of the
keys to his success has been his embrace
of black music and culture, a fortuitous
decision in that black music is dominat-
ing today’s ecosystem. His U.S. labels
have all embraced the streaming culture
in a big way. They all saw the writing on
the wall and have pivoted in that direc-
tion big time. The recent naming of the
savvy, entrepreneurial Paul Rosenberg,
Eminem’s longtime manager, to head Def
Jam, and the tapping of A&R-centric
Island U.K. chief Darcus Beesc to run the
U.S. label are indicative of this strategy.

As the commander of a massive work-
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force—around 7,000 in all, spread over 60
territories—Grainge has made it clear what
their priorities should be. “We have liter-
ally thousands of people around the world
whose responsibility, task, joy, is to get as
much music to as many tans in as many
ways as possible,” Grainge told the L.A.
Times in 2014. “Music has been around a
thousand years, and it’s going to be around
for another thousand years. Human beings
like rhythm. That’s why there is a future.
It’s never going away.”

Three years later, in his Christmas
letter to UMG staff, Grainge posited a
broader agenda for UMG, one that values
sociocultural progressiveness and philan-
thropic efforts right alongside profitabil-
ity. “Impressive commercial results and
remarkable chart positions are not the only
things that drive us,” he said. “Being the
global market leader comes with responsi-
bility. We take that role seriously.”

He then enumerated cxamples of this
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values system in action: the more than $2
million raised for the victims of the May
2017 atrack on Manchester concertgoers;
the philanthropic initiative All Together
Now, which targets “key areas of need
across education, health and well-being,
with a special tie to music and the arts”;
the Accelerator Engagement Network,
“a first-of-its-kind program that will

support the next generation of entrepre-
neurs and promote the development of
their innovative music startups”; and

an industry-first partnership with USC

. Wi .
Anncnberg on its Annenberg Inclusion I B

Initiative, whose purpose is to increase
the representation of women and minori-
ties in the entertainment industry.

“The reality is this: When the business
was experiencing double-digit declines, we
didn’t dig a hole and hide; we invested—in
new artists, in emerging markets, in new
business models, new technologies and in
local music from around the world. We
didn’t lose faith. We just kept doing what
we came here to do—work tirelessly on
behalf of our artists.”

That commitment must be in
Grainge’s DNA, because it’s also evi-
dent in the burgeoning career of his
25-year-old son, Elliot, who founded
and heads the TenThousand label
and management company Strainge
Entertainment, signing and devel-
oping hip-hop artists Trippie Redd
and 6ix%ine. Dad stays current by
tapping the sensibilities of Elliot and
daughter Alice, 18, during the fam-
ily’s observation of the traditional
Shabbat dinner on Friday nights.

In June 2017, Sir Lucian was
honored as Media Person of the Year
at Cannes Lions; he dedicated the
award to his brother Nigel, who’d
passed away just days earlier, as well as
Universal’s artists, songwriters and his
“incredible” team.

Like an English bulldog, Grainge
has tenaciously guarded artists and
the music they make. It all comes
down to that, and in his mind it
always will. The other fundamental
aspect of Grainge’s character is
that, for this lifelong fan of Arsenal
FC, winning is the best feeling in
the world, and losing is—here’s that
word again—unacceptable. o With Mick Jagger

With Steve Barnett
and Katy Perry

With Eddy Cue



IR N IS




Grubman

it only takes one hit to get a career
launched, then one of the largest
entertainment law practices in the
world has to celebrate every time
“Macho Man” gets played.

Over the last 44 years, Allen
Grubman has built Grubman Shire
Meiselas & Sacks from a small firm
into an international legal power-
house covering all areas of enter-
tainment. Its core has always been
music, the area where Grubman has
established himself as a confidante
of the industry’s biggest stars and
moguls, a fierce negotiator and a
dealmaker of the highest order—
not to mention the most colorful
attorney in the biz. His connections
to labels, executives and artists are
legendary—every CEO of a major
music group has retained Grubman
as a consultant over the last 40 years.
What’s more, he represents or has
represented eight of the other 17 in-
dustry figures profiled in this volume.



“People disagree with me, but I'm a big
believer that success in business is 75% luck,
25% brains,” Grubman told Varmity Fair three
years ago. “Maybe it’s 50-50. But there are a
thousand people with the same talent, but they
didn’t get the break. You need luck and you
need sechel.”

Sechel, he translates for the non-Yiddish
speakers, is “a combination of instinct, balls
and common sense.” And it’s a big part of
what’s taken the gruffly formidable Grubman
trom the street to his regular perch at the
Hotel du Cap.

No other music-business attorney has cast as
large a shadow or left a bigger footprint over the
last 40 years than Grubman. He’s street-smatrt,
funny and gregarious; powerful caprains of
industry enjoy his company. And he enjoys a
big lifestyle.

Grubman entered the music birsiness at
a time of transition. His first job found him
stepping into the old-school way of doing busi-
ness—visiting people like Morris Levy to get
a bill paid and walking out with a five-figure
settlement—in green, inside a brown paper bag.
He saw the adversarial side of the relationship
between labels, managers and artists.

“You had to adapt as the times changed,”
Grubman has said. “The artists have a dif-
ficult time understanding that the [executives]
they have to meet are very different people
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than the ones they would have met 10
or 15 years ago. One of the functions
a lawyer performs is, he becomes the
bridge between the artist and the execu-
tives. If you’re able to do that, you’re
able to succeed. I think I've done that.”

By the time he hung up his own shin-
gle, in 1974 at the dawn of the disco era,
he saw the advantage of firm negotiating,
avoiding litigation and—in a move away
from legal tradition—embracing prac-
tices that in other areas of the law could
represent conflicts of interest. The music
industry had grown up; legal battles were
with corporations, not seat-of-the-pants
operations. He saw value in deal-making
and partnerships rather than going mano
a mano over royalty rates.

He also pioneered the concept of not

individual earnings. Businessweek later
called him “the most powerful lawyer in
the music business.”

His career has rolled out like a
superstar’s—one hit leading to another.
Success with The Village People and
Hall & Oates early on led to Billy Joel
for 52nd Street, then Bruce Springsteen
prior to his breakthrough Born in the
U.S.A., and then John Mellencamp;
each artist was impressed with the
results of Grubman’s efforts to get
larger advances and better royalty
rates. U2, Madonna, Lady Gaga, Sting,
Elton John, Lionel Richie, Sean Combs
and others fill his high-end client roster,
along with iHeartMedia, Spotify, Live
Nation, Irving Azoff, Doug Morris,
David Geffen and Jimmy lovine.

and therefore has never said, “I listened
to your record and I think it could be a
hit.” But he has great instincts and can
smell success from across the room.

Springsteen manager Jon Landau told
the Los Angeles Times, “There’s a very
simple reason why Allen has accumu-
lated such a masstive list of the industry’s
smartest and most sophisticated clients
over the years. He gets results.”

rubman, whose first high-pro-
file client was Tommy Mottola,
then running his artist man-
agement company Champion
Entertainment, built his empire
by representing artists and the
companies they work for, though his
attorneys will never be seated on both

sides of the table at a negotiation or on
opposing sides in court.
“All this hullabaloo we keep hear-

charging an hourly rate and instead hand-
ing a bill to a client after a financial settle-
ment had been made. It quickly made him

Interestingly, Grubman is no fan of
rock & roll—he prefers the music
of Frank Sinatra—

a millionaire—Forbes had him in the top
five of corporate lawyers in the
late *70s based on
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ing about Allen and conflict of interest
is absurd,” Azoff told the Los Angeles
Times. “Every artist who goes to Allen
hires him precisely because he has rela-
tionships with all the label executives.”

One of Grubman’s clients told
Newsweek ages ago that the lawyer has
a favorite witticism: “If there’s no con-
flict, there’s no interest.”

We were first introduced to Allen in
the late 1970s by Bang Records head
Eileen Burns; we needed help collect-
ing money from Don Arden, who had
hired us to market and promote ELO’s

releases on his CBS Records-distributed
Jet label. We flew to New York, and
Allen walked us into the office of
Walter Yetnikoff. The CBS Records
Chief said he would pay us on the
condition that if he ever needed help
with an artist, he could call us and
ask for a favor. We were OK with
that—despite the fact that the line
sounded chillingly like it came
straight out of Godfather I1. Not
long afterward, Arden’s daughter
Sharon stole Black Sabbath from
her dad and went on to marry
frontman Ozzy Osbourne—and
the rest, as they say, is history.
A brash Brooklynite from
- Crown Heights, Grubman got
his first taste of show biz as
a 10-year-old when he was
a singer on NBC’s Sunday
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morning variety show Horn and Hardart
Children’s Hour.

“They picked me up in a limousine
every weekend,” Grubman said in that
Vanity Fair profile. “The only other time
you were ever in a limo was behind a
hearse on the way to a funerai. And they
took us to good restaurants. Then my
voice broke! But I never forgot the res-
taurants and the limousine. It was totally
unheard of. In my neighborhood, I was a
macher. | was on a TV show.”

He attended City College before head-
ing to Brooklyn Law School, where ke
squeaked by near the bottom of his class
in 1967. During law school, he worked in
the mailrcom at William Morris Agency
and interned at CBS as a page.

His first job was with Walter Hofer, the
New York attorney most famous tor rep-
resenting The Beatles and Brian Epstein.
“