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OVER 6.5 MILLION ADJUSTED ALBUMS WORLDWIDE
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How rap mainstay  
FRENCH  MONTANA charmed  

his way to the top

PLUS

DJ Snake’s global rhythm,  
Sabrina Carpenter’s 

next act and your guide to the 
rest of this year’s lineup
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D
J KHALED’S “NO 

Brainer,” featuring Justin 

Bieber, Chance the 

Rapper  and Quavo, 
soars onto the Billboard Hot 100 
at No. 5. The collaboration  follows 
their prior single, “I’m the One” 
(also  featuring Lil  Wayne), which 
launched atop the chart dated 
May 20, 2017.

Released July 27, “No Brainer” 
— Bieber’s 14th Hot 100 top 10, 
Quavo’s ifth, Khaled’s fourth and 
Chance’s second—arrives at No. 2 
on Digital Song Sales with 41,000 
downloads sold, according to Nielsen 
Music; No. 5 on Streaming Songs 
(29.8  million U.S. streams); and 
No. 28 on Radio Songs (35.8 million 
in audience), marking the highest 
entrance of 2018 on the airplay tally.

“No Brainer” also starts atop Hot 
R&B Songs, where Khaled earns his 
second No. 1, after “One” follow-up 
“Wild Thoughts”  (featuring Rihanna 
and Br yson Til ler) in 2017.

Elsewhere, Quavo’s fellow Migos 
member Offset  rises 10-9 on the 
Hot 100 as featured on Tyga’s 
“Taste,” making for a rare double-
up of bandmates sharing space in 
the top 10 on separate titles. Among 
other such instances: The Beatles’ 
Paul McCartney  and George 

Harrison, as well as McCartney and 
Ringo Starr, charted in the region 
simultaneously in the 1970s; on 
June 30, 1973, Harrison’s “Give Me 
Love (Give Me Peace on Earth)” was 
No. 1, and McCartney and Wings’ 
“My Love” followed at No. 2. 
 —GARY TRUST

Khaled enlists 

Bieber, Quavo and 

Chance the Rapper 

for his latest 

top 10 hit.

Another One:  
DJ Khaled & 
Friends Return 
With ‘No Brainer’
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B E C K Y   G 
&   N A T T I 

N A T A S H A
Sin Pijama

The collaboration between 

Mexican-American singer 

Becky G (pictured), 21, and 

Dominican artist Natasha, 

31, also reaches a new No. 4 

peak on Hot Latin Songs.

Where did “Sin Pijama” come together?

BECK Y G In the studio with Mau Y Ricky . 

We had one verse, but it stuck. I wanted all 

the girls on it: Karol G , Leslie Grace , Lali 

Espósito . There are more women in Latin 

music now; I’m proud to call them friends. 

I remember writing Natti [Natasha] on 

Instagram after [co-writer] Daddy Yankee 

mentioned [this track] to her. She was like, 

“When can I record my part?” People tried 

to pit us against each other, but we want to 

collaborate with other women.

What is a girls’  night out for you?

Literally what you see in the music video: 

sweatpants, face mask. Sometimes we 

do makeovers — it’s not like we have the 

intention of going anywhere, but just to take 

cute pictures for [Instagram]. Chinese food 

or pizza, maybe a bottle of wine.

What does it  mean to you to have a 

 Latina reggaetón collab on the Hot 100?

It’s making a point. Reggaetón has always 

been sexy, but you’re not used to women 

singing the lyrics. Some say, “How can you 

consider yourself feminist if you’re half-

naked?” My message is to empower. If you 

want to walk around in lingerie, you go, girl.

 —TATIANA CIRISANO

As the smash rules the Hot 100 

with 95.7 million in airplay 

audience, 95.4 million  

U.S. streams and 72,000 sold, 

it becomes Drake ’s record-

extending 33rd No. 1 on the 

Mainstream R&B/Hip-Hop 

airplay chart.

D R A K E
In My Feelings1
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As Khalid and Normani ’s “Love 

Lies” ascends to a new high on 

the Billboard Hot 100, rising 18-

15, the duet reaches the top 10 

of the Radio Songs chart, lifting 

12-10 with a 9 percent boost to 

66.6 million in audience during 

the tracking week, according to 

Nielsen Music. Khalid adds his 

second Radio Songs top 10 and 

first in a lead role, after hitting 

No. 3 as featured, with Alessia 

Cara , on Logic ’s “1-800-273-

8255,” last November. Normani 

earns her first as a soloist; she 

tallied two as a member of Fifth 

Harmony in 2015 and 2016. —G.T.

15

K H A L I D   & 
N O R M A N I

Love Lies

The duet starts at No. 27 on 

Digital Song Sales with 11,000 

sold, while drawing 5.8 million 

U.S. streams. OneRepublic 

frontman Tedder makes his first 

solo appearance since notching 

two in 2011 and 2012.

L O G I C 
F E A T.  R YA N 
 T E D D E R
One Day

80
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The Dallas rapper makes his 

Hot 100 debut as the track, 

which hits the top 40 of the Hot 

R&B/Hip-Hop Songs chart 

(47-39), gains by 21 percent to 

7.4 million U.S. streams.

Y E L L A  B E E Z Y
That’s on Me92



O N  T H E  COV E R
French Montana 

photographed by 

Meredith Jenks on July 31 

in Los Angeles. Watch 

How It Went Down for his 

song “Unforgettable” at 

billboard.com/videos.

DJ Snake photographed 

by Sami Drasin on 

July 20 at Seven Magic 

Mountains in Las Vegas. 

Watch him discuss the 

inspiration behind “Bird 

Machine” and more at 

billboard.com/videos.

TO OUR READ E RS
Billboard will publish its 

next issue on Aug. 25. 

For 24-7 music coverage, 

go to Billboard.com.
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F E AT U R E S

46  Hot 100 Festival DJ Snake 

and French Montana  talk 

their come-ups from a Paris 

“ghetto” and the South 

Bronx, respectively, ahead of 

their sets at the 2018 Hot 100 

Music Festival (Aug. 18-19). 

Plus: a guide to the rest of the 

genre-spanning acts taking 

the stage, including Sabrina 

Carpenter, who is poised to 

leap from Disney grad to full-

blown pop star.

56  The Music Video’s New Rules 

Why shell out six figures for 

a clip kids will half-watch on 

their phones? Because these 

days, there are levels to how 

you monetize a video.

B I L L B OA R D  H OT  1 0 0

13  Another one! DJ Khaled’s 

latest all-star collaboration, 

“No Brainer,” blasts in at 

No. 5.

TO P L I N E

23  Vivendi is looking to sell up 

to half of Universal Music 

Group. Will the potential 

sale spark a new wave of 

consolidation in the music 

business?

26  Tensions rise as the Music 

Modernization Act meets 

new roadblocks, including 

renewed opposition from 

SiriusXM.

7  DAYS  O N  T H E  S C E N E

32  Lollapalooza, HARD 

Summer

T H E  B E AT

37  EDM trio Cheat Codes built 

a pop-crossover career with 

help from Demi Lovato and 

Fetty Wap. Now they want to 

be superstars, too.

40  Catching up with Australian 

alt-rocker Courtney Barnett 

between tour runs in support 

of her latest album.

B AC KSTAG E  PA S S

59  The 44 leading music 

business managers on 

Billboard’s annual list keep 

an eye on the income of 

rising artists and superstars.

CO DA

80  In 1986, Run-D.M.C.’s Raising 

Hell became the first rap 

album to crack the top 10 of 

the Billboard 200.
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ATLANTIC CITY
ROCKS & ROLLS!

Whether you’re looking for a great concert, 
exciting nightlife, just wanting to watch the waves 
roll in from the beach or stroll the Boardwalk, 
ATLANTIC CITY has something for everyone! 

  Plan your trip today, for information vist 

  www.atlanticcitynj.com
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N JULY 30, VIVENDI 

announced that it would 
look to sell up to half 
of its  lagship record 

company, Universal Music Group 
(UMG), on the private market — a 
move that could pay of  handsomely 
for shareholders of the French 
media conglomerate, but is unlikely 
to afect operations at the world’s 
 biggest label group.

Such a sale, though, could have 
a broader impact on the music 
 business: It would likely spur other 
music-asset owners to 
try to cash in as well, 
 potentially triggering a 
wave of consolidation the 
likes of which the industry 
hasn’t seen in years.

“This would be a very 
public type of event. It would be 
very interesting, because it will set 
 valuation benchmarks for music 
rights,” an independent music 
 publishing company head tells 
Billboard. “You’re going to see a lot 
of the smaller guys sell.”

Currently, “there’s a lot of money 
chasing very few deals,” says 

B Y  H A N N A H  K A R P  a n d  M E L I N D A  N E W M A N

Let The Universal Bidding Begin
As the music industry booms, many are watching closely to see how much a minority stake in 
UMG, the world’s biggest record company, might fetch. Is it time for other owners to cash in?

another music-business veteran. 
Deep-pocketed investors outside 
the industry are salivating to get in 
while there’s still an upside,  having 
watched a handful of other big 
music bets  blossom in recent years. 
Warner Music Group’s  publishing 
unit, Warner/Chappell Music, for 
example, is now worth about as 
much as all of WMG was when 
Len Blavatnik  bought it in 2011 for 
just over $3.3  billion, sources say, 
while Sony’s purchase in 2018 of 
an additional 60 percent stake in 

EMI — in a deal valuing 
the publishing unit at 
$4.75 billion, more than 
double its 2012 purchase 
price — has fattened 
the wallets of investors 
including Blackstone, the 

United Arab Emirates’ Mubadala 
and Malaysia’s Jynwel Capital.

Sovereign wealth funds such as 
Mubadala might also be  interested 
in buying a minority stake in UMG 
 without  gaining full control, while 
Japan’s SoftBank operates with 
a similar war chest and in 2013 
 unsuccessfully ofered over $8 billion 

to buy UMG, sources say. Analysts 
today estimate UMG’s value between 
€20 billion and €25 billion.

Other potential investors for 
UMG include China’s Tencent, 
which  operates its own  streaming 
services, for which it has been 
exploring an initial public ofering. 
Rival Alibaba, meanwhile, might be 
interested in a UMG deal in order to 
compete with Tencent, according to 
sources. These Chinese companies 
could act more as strategic  partners 
to UMG than would Western digital 
distributors: While Spotify is still 
losing money, Tencent Music is 
 proitable, in part because it already 
owns the rights to much of the 
Chinese repertoire that it plays, 
so it doesn’t have to spend the 
bulk of its revenue on licensing, 
as Spotify does. Tencent can also 
ofer its users additional perks like 
the ability to use music in their text 
messages,  something that U.S. fans 
still can’t do.

Tech giants like Apple are 
unlikely to shell out so much money 
for a minority stake in one label, 
sources say, but Hollywood ilm 
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MARKET WATCH

16.68B

11.11M

486.6B

 1.1%

 0.8%

 41.6%

TOTAL ON-DEMAND STREAMS 

WEEK OVER WEEK

Number of audio and video on-

demand streams for the week 

ending Aug. 2

ALBUM CONSUMPTION UNITS  

WEEK OVER WEEK

Album sales plus track-equivalent 

albums plus audio streaming-

equivalent albums for the week 

ending Aug. 2

TOTAL ON-DEMAND STREAMS 

YEAR OVER YEAR TO DATE

Number of audio and video  

on-demand streams for 2018  

so far over 2017
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From left: Mubadala’s 

Sheikh Mohammed 

bin Zayed Al Nahyan, 

DreamWorks co-

founder Steven 

Spielberg, SoftBank’s 

Masayoshi Son, UMG’s 

Lucian Grainge, 

Tencent’s Ma Huateng 

and Apple’s Tim Cook.
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studios might: UMG chairman/
CEO Lucian Grainge  joined the 
DreamWorks board of directors 
in 2013 and is now a director at 
Lionsgate.

Vivendi is putting UMG on the 
market at a time when both buyers 
and sellers of music rights stand to 
proit, with most analysts  forecasting 
the industry to continue growing 
briskly at least for the next one to two 
years as more consumers sign up for 
streaming subscriptions.

But it’s not clear for how long 
such deals will be mutually 
 attractive: Volatility looms for the 
music business when streaming’s 
growth inevitably slows down. Once 
 everyone likely to subscribe has 
done so around the world, the ight 
for market share will intensify.

UMG is particularly well-poised for 
a partial sale. On a recent  earnings 
call, Vivendi CEO Arnaud de 

Puy fontaine  said that the timing 
“could not be better with respect 
to our competitive performance,” 
 pointing out that according to Nielsen 
Music’s midyear 2018 report on the 
U.S. market, UMG represented eight 
of the top 10 artists, including all of 

 “You’re going to see a lot of  
smaller guys sell.” —independent music publisher

the top ive, plus the top eight acts 
ranked by on-demand audio streams. 
“No company has ever achieved this 
level of success,” he told  investors, 
making clear that Grainge and his 
management team would be a selling 
point, and would remain in control. 

a label  executive. Sources say that 
major labels are also paying far 
bigger advances to new artists than 
Spotify has been ofering acts and 
managers for direct deals — upfront 
investment that’s still crucial for 
emerging talent.

 manufacturing, physical  distribution 
and  warehouses: The record labels 
don’t own that  anymore, and even 
if they did, you wouldn’t  necessarily 
need it because of online modes of 
 distribution. And then  marketing 
and PR are also functions that can 
be done outside of a  traditional 
record-label  construct. Our point 
was not that these roles aren’t 
important, just that, do you need to 
go to a major company to do it?”

Singlehurst adds that by  putting 
UMG up for sale, Vivendi has 
 signaled that “they think they can 
get a good price, which tells you, 
based on the current economy, it’s 
worth more to someone else than 
it is to them. Secondly, they’re very 
speciic about saying they need a 
strategic partner, which also speaks 
to the fact that they’re obviously 
in need of some support in some 
way.” But it’s  possible Vivendi won’t 
sell at all: “There are lots of players 
who might like to own UMG,” says 
Singlehurst, “but I can’t think of a 
single one who has to own UMG. 
There’s not a company sitting there 
going, ‘You know what, my business 
is going to fail if I don’t own this.’ ” 

B Y  E D  C H R I S T M A N

The second quarter of 2018 served as a shakeup of the status quo with 
some publishers making big strides — but the top spot remained intact

Kobalt Surges, Sony/ATV Leads

Sony/ATV Music Publishing 

is back on top of the publisher 

rankings of the top 100 radio 

songs in the second quarter 

of 2018 for the third quarter 

in a row, and 23rd of the 

past 24. In the period ended 

June 30, Sony/ATV racked up 

a 25.81 percent market share, 

with a portion of 58 songs 

for the period, the same as in 

the first quarter. Its top song 

was “The Middle,” by Zedd, 

Maren Morris & Grey , which 

was also the top track for 

Kobalt Music Group.

For the quarter overall, 

“Meant to Be” by Bebe Rexha 

& Florida Georgia Line was 

No. 1 in radio airplay, and was 

the top song for Universal 

Music Publishing Group 

(UMPG), Warner/Chappell 

Music, BMG and Round Hill. 

The top songwriter was Ed 

Sheeran , who partook in two 

top 100 songs: “Perfect” (No. 8) 

and “Shape of You” (No. 37).

Kobalt claimed a share of 

19.06 percent, significantly up 

from the 11.68 percent it had 

in the first quarter. Its portion 

of 40 of the top 100 songs 

ranked Kobalt at No. 2, the first 

time it has held that spot since 

the fourth quarter of 2014.

UMPG had 17.21 percent, 

down a bit from 17.59 percent 

in the prior quarter but still 

good enough to remain at 

No. 3. For the third quarter in 

a row, UMPG’s top 100 song 

count improved to 52 from 

48 in the first quarter.

After riding high for 

three years, ranking at 

No. 2 for 10 of those 

quarters — and at No. 1 in 

the third quarter of 2017, 

breaking Sony/ATV’s run — 

Warner/Chappell 

stumbled to No. 4, with a 

15.65 percent share. The 

publisher placed 50 songs in 

the top 100, down from 55.

BMG was up in both market 

share and song tally, while 

Round Hill and Pulse Music 

Group also posted market-

share gains. Meanwhile, both 

Big Deal and Big Yellow Dog 

returned to the top 10 after 

missing out of late. 

TO P  1 0  P U B L I S H E RSPUBLISHERS QUARTERLY

SONG ARTIST

1 “Meant to Be” Bebe Rexha & Florida Georgia Line

2 “The Middle” Zedd, Maren Morris & Grey

3 “Never Be the Same” Camila Cabello

4 “God’s Plan” Drake

5 “Whatever It Takes” Imagine Dragons

6 “Psycho” Post Malone feat. Ty Dolla $ign

7 “Wait” Maroon 5

8 “Perfect” Ed Sheeran

9 “Pray for Me” The Weeknd & Kendrick Lamar

10 “Mine” Bazzi

TO P  1 0  S O N G S

  Sony/ATV Music

 Publishing 25.81%

  Kobalt Music Group

 19.06%

  Universal Music

  Publishing Group 17.21%

  Warner/Chappell Music

 15.65%

  BMG 6.54%

  Round Hill Music/

 Big Loud Shirt 2.36%

  Big Deal Music Group

 1.57%

  Pulse Music Group 1.28%

  Big Yellow Dog 1.27%

  Ole Media Management

 0.98%

At the half year, UMG’s  revenue was 
up 6.8 percent,  primarily driven by 
streaming and subscription, which is 
up over 34 percent.

UMG also announced in July an 
expansive deal with The Rolling 

Stones, covering the band’s 
iconic recorded-music and 
 audiovisual catalogs, archival 
support, global merchandising 
and brand  management. The deal 
 highlights the value of modern 
record  companies in a world where 
 artists can sign direct licensing 
deals with streaming services, since 
The Rolling Stones could have 
commanded essentially a “blank 
check” from any other entity, says 

But Citi analyst Thomas A . 

Singlehurst, who co-authored an 
extensive music industry report 
published on Aug. 7, warns that his 
team expects “the record labels to 
take a diminishing share of industry 
revenue over time.”

“When you look at what they 
 provide in the here and now, 
it’s really diicult to see why 
they should continue to have 
as  prominent a role as they did 
in the past,” Singlehurst tells 
Billboard. “Let’s look at the 
 diferent  components: access to 
 recording  studios and recording 
 equipment. You don’t need that; 
you can do it yourself. The access to 

Rexha
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Note: Percentage calculations based on the overall top 100 detecting songs from 1,904 U.S. radio stations electronically monitored 
by Nielsen BDS 24 hours a day, seven days a week during the period of April 1 to June 30. Publisher information for musical works has 
been identified by The Harry Fox Agency. A “publisher” is defined as an administrator, copyright owner and/or controlling party.
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C A N  T H E  M U S I C  

M O D E R N I Z AT I O N  AC T 

B E AT  T H E  C LO C K?

Music trade groups are scrambling to 
drum up support as SiriusXM fights on

Time is slipping away for the passage of a 

bill that could ensure digital music services 

pay fair royalties to rights holders while 

giving streaming companies certainty, legal 

protection and more efficient payment tools.

Although the Music Modernization Act 

(MMA) technically has until the end of the 

year to pass, insiders say that it likely 

needs to move by Oct. 12, before the U.S. 

House of Representatives adjourns in 

advance of the midterm elections on Nov. 6.

“We’re running out of time,” says 

Nashville Songwriters Association 

International executive 

director Bart Herbison.

The bill unanimously 

passed the House on April 25, 

and a revised and amended 

version came out of the 

Senate Judiciary Committee 

on June 28. If the bill 

passes a Senate vote, it goes back to 

the House for a final signoff. But after 

clearing a major hurdle on Aug. 2 when 

SESAC/Harry Fox Agency parent Blackstone 

dropped its opposition to a section of the 

MMA — in part due to a social media blitz by 

songwriters and artists — obstacles remain.

Some senators still have concerns (the 

SESAC fight cost the bill’s proponents three 

weeks that could have been spent courting 

senatorial support), and in July, SiriusXM 

and Music Choice added more lobbyists to 

fight portions of the bill. The RIAA is 

trying to broker a compromise with SiriusXM 

over its objections to paying royalties for 

playing pre-1972 recordings.

But National Music Publishers’ Association 

president/CEO David Israelite says there’s 

no compromise to be had on SiriusXM’s and 

Music Choice’s stance against another part 

of the bill eliminating a “sweetheart deal” 

that the two companies have enjoyed for 

years. “They can hire all the lobbyists they 

want to fight this,” he says, “[but] I’d warn 

Sirius and Music Choice that they ought to 

tread carefully because they are now dealing 

with a creative class that is energized and 

focused, and their entire content depends on 

those people.”

B Y  M E L I N D A  N E W M A N

The U.S. Capitol 

Building in 

Washington, D.C.

Going, And Staying, Viral In 2018
Making lasting careers out of one-hit wonders has labels working to help artists 
crank out more material. But some early online sensations are starting over

D
ar yon “DLOW ” Simmons was 17 when 

he recorded a song titled “The DLOW 

Shuffle,” shot a bop-to-the-right-two-

times music video in a friend’s basement, 

posted it on YouTube and scored 1 million views 

in less than a week. He went viral in 2013, a time 

when major labels were just figuring out how to 

make money from instant online-video stars, and 

Atlantic signed him to a deal, with a $125,000 

advance, for the single. The label funded a new 

clip for “The DLOW Shuffle” with big crowds in a 

high school, and then Simmons’ “Do It Like Me” 

video went viral when his manager invented the 

#doitlikemechallenge, drawing contributions from 

such celebrities as Kevin Hart . Other majors came 

calling, and the artist tried to jump to Capitol — but 

Atlantic exercised its option to keep Simmons, 

before dropping him in late 2017.

Brianna Harrison , Simmons’ product manager 

at Atlantic, says that the label worked hard to 

broaden his audience, “trying to show people 

that he was a real artist,” and that his streaming 

numbers grew significantly every week. Today, at 

22, Simmons is back to making music for himself, 

working on an EP and a clothing line.

“They didn’t know how to market me,” says the 

Chicago rapper and street dancer.

Simmons’ journey offers a window into the 

uncertain trajectories of today’s viral stars, who 

are risky to sign because they generate instant, 

massive attention that often results in a higher 

price tag, especially now as streaming revenue 

balloons. “If Person A comes in with a large 

following on Instagram or musical.ly, where you 

have this built-in platform, the cost of partnering 

with them may be a lot more expensive, and there’s 

more competition to work with them,” says John 

Fleckenstein , co-president of RCA Records, home 

of Jacob Sartorius and William Singe . “But if you 

do your job right on the A&R side, and you’ve done 

your research and established this person has real 

potential, then it’s worth it.”

To improve their viral signees’ chances, A&R 

executives are working to provide the artists 

with more material to feed their fans across 

a proliferating number of streaming outlets. 

Eesean Bolden , the Warner Bros. Records vp A&R 

who signed “Watch Me” viral star Silentó when 

he worked at Capitol, says, “You want to be an 

established, credible artist — the only way to do 

that is to put out steadily credible product.”

Labels are also increasingly concerned with 

what Bolden calls “drive” in viral acts — their 

ability to brand themselves and create their own 

social media presence on multiple platforms. 

Bolden met Sacramento, Calif., rapper Saweetie 

at a steakhouse in 2017 after her self-produced 

“ICY GRL” became huge on YouTube and decided 

that she had that “It factor,” leading the label to 

sign her immediately. “That’s really the art of 

what we do,” says Bolden. “Identifying what is 

real and what’s not.”

Warner Music Group is also betting on careers 

for Mason Ramsey , the Walmart yodeler, and 

Danielle “Bhad Bhabie” Bregoli , after her 

appearance on Dr. Phil blew up in 2017.

Like Simmons, viral star Dawin Polanco — 

whose clip of his song “Just Girly Things,” set to 

actor Alfonso Ribeiro ’s “Carlton dance” from 

The Fresh Prince of Bel-Air, landed him a deal with 

Republic — is also independent again after a mixed 

experience. But, says the 27-year-old, working 

closely with Republic’s top executives gave him 

“tools I can take with me for the future.” 

B Y  S T E V E  K N O P P E R

1 Simmons at 

Global Citizen’s 2016 

Show Up and Vote 

concert. 2 Saweetie 

onstage in Atlanta in 

July. 3 Ramsey in June. 

4 Bregoli at a recording 

session in 2018.
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T O P L I N E

FROM THE DESK OF

O
UTSIDE LANDS, WHICH 

kicks of in San Francisco on 
Aug. 10, is an  increasingly 
rare species for a major 

music  festival: It isn’t owned by concert 
 promotion giant Live Nation or rival 
Anschutz Entertainment Group.

Danielle Madeira, 42, plays a key 
role in helping the 11-year-old festival’s 
promoter, Another Planet Entertainment, 
thrive independently as the third-biggest 
promoter in the United States, with 650 
events per year. The high-energy mother 
of two launched and now spearheads the 
Bay Area-based company’s fast-growing 
private event business, which  generates 
what she describes as “signiicant” 
revenue in its own right, but also helps 
secure  partnerships for Another Planet’s 
public shows.

At the venues the promoter  operates 
— such as San Francisco’s Bill Graham 
Civic Auditorium; the Lake Tahoe 
Outdoor Arena at Harveys; the Greek 
Theatre in Berkeley, Calif.; and the Fox 
Theater in Oakland, Calif. — she has 
hosted  evenings for deep-pocketed tech 
companies like Dropbox and SalesForce, 
securing  talent such as Kelly Clarkson 
to Chromeo. Special  occasions have 
included  product launches for Apple, 
ilm-premiere  parties for Pixar’s 
Inside Out and Cars 2 and Genentech 
employee- appreciation events,  including 
a four-hour  private concert in 2016 that 
featured OneRepublic, The Killers, 
P!nk  and Justin Timberlake. The 
biotech behemoth’s  gathering in 2018 
featured performances from Ziggy 

Marley, The Steve Miller Band  and 
Christina Aguilera.

“San Francisco is a persnickety  market. 
We’re very spoiled by the curation of 
food, music, even innovation and tech. 
It is a community that expects a lot,” 
says Madeira, speaking from her oice 
at Another Planet’s expanding swath of 
oice space in Berkeley’s trendy Fourth 
Street shopping district. “You can’t 
just throw an artist on a stage who sells 
 millions of albums and assume it is going 
to do well with our audience,” she adds. 
“You have to know the culture.”

Madeira grew up in Oklahoma,  moving 
to Los Angeles to intern for Steven 

Spielberg’s Amblin Entertainment before 
relocating to Northern California and 
becoming Zappos’ eighth employee, and 
joined Another Planet’s marketing team in 
2003. In 2009, growing corporate demand 
prompted the promoter to start a special-
events division and put Madeira in charge.

“My bosses realized that I enjoyed it, 
and a lot of the clients I kept as friends,” 
says Madeira, who used her Zappos 
connection to help the shoe company’s 
founder, Tony Hsieh, launch the Life Is 
Beautiful festival in Las Vegas. “My mom 
said, ‘Some people collect stamps. Some 
people collect coins. You, in your life, 
have collected people.’ ” One job bonus: 
early access to the latest Pixar movies. “It 
takes that kind of client to make me look 
good to my kids,” she jokes.

Strong relationships are the cornerstone 

of your job. How do you foster them?

I am a very excitable person, but I am not 
a very salesy person. Part of my job is to 
reach out to a lot of corporate clients and 
personal clients. I like to do this in a more 
relaxed setting, because I don’t think my 
attention span is great on the phone. So I 

B Y  T A Y L O R  M I M S 

P H O T O G R A P H E D  B Y  G A B R I E L A  H A S B U N

Danielle 
Madeira

The executive overseeing special 
occasions for the biggest indie 

promoter in the U.S. talks catering 
to techies and “collecting people”

V P  S T R A T E G I C  A L L I A N C E S  A N D  E V E N T S , 

A N O T H E R  P L A N E T  E N T E R T A I N M E N T

Madeira photographed 

July 11 at Another 

Planet Entertainment in 

Berkeley, Calif.
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go and have a lunch. If you’re lucky and 
you don’t have much going on afterward, 
you throw in a bottle of rosé, and we’re all 
 leaving pretty happy whether or not a deal 
was done. The best way to know if there is 
going to be a it to work with a group is to 
sit down and eat with them, break bread.

Are there still benefits to being 

independent with giants like Live 

Nation competing in your market?

Hell yes. The beneit for me is having a 
boss like [Another Planet co-founder/
CEO and former Bill Graham Presents 
president] Gregg Perloff, and [Another 

Emanu-El brought together San Francisco 
Giants CEO Larr y Baer, SalesForce CEO 
Mark Benioff  and Daniel Lurie, who 
is head of the nonproit Tipping Point. 
They wanted all hands on deck. It was 
about putting away egos and having 
Another Planet working with Live Nation 
because it was for the betterment of the 
 community. It was all these people getting 
together that never get together. It was 
amazing, and when it was over we had 
raised a lot of money. The next thing we 
know, Mark was able to book another one, 
and it was round two.

How do you balance working with 

the seemingly opposite worlds of 

corporate and creative?

Part of it is that these events are hugely 
important to the clients. To disregard that 
in any sort of way is to miss the whole 
point of what I am doing. If you treat them 
like it is just one of your other shows, 
then you miss the energy that you should 
be giving these people who have waited 
the whole year to have this  celebration. 
To downplay a person’s  experience is 
 unacceptable. I see that and I try to 
 translate that to all the people involved.

What are corporate clients looking for?

You have to provide entertainment that 
speaks to everybody. They aren’t  asking 
to discover new bands. They want to 
dance and drink. It becomes how to make 
 something special, have  somebody  familiar 
onstage and have them get excited. 

Planet co-founder/president] Sherr y 

Wasserman  is amazing as well. Once 
Gregg noticed how I built relationships 
he encouraged me, and there was no 
 ceiling. For an independent, you can 
throw something at a wall and see if it 
sticks. My throwing at the wall was using 
the  relationships that we have with bands 
to book these private corporate gigs that 
they make more money on because they 
are one-ofs. I was able to create my own 
space because Gregg said, “Try it. See 
what happens.”

With Live Nation and AEG steadily 

acquiring independent promoters and 

festivals, are there downsides to being 

the holdouts?

It does afect us. When bands get to a 
 certain stature, it becomes a Live Nation 
or AEG tour. It simpliies things for  artists. 
I get that. But it is still  beautiful in our 
space that we can help grow bands. There 
aren’t that many  companies in the live 

space that still can. It  usually starts with 
our 500- capacity club [The Independent 
in San Francisco] and goes to 8,500 at 
the Greek Theatre or Bill Graham Civic 
Auditorium. Then it goes to one of our 
music festivals. You don’t usually see a 
band built by a corporation.

Has the festival scene been damaged 

by high-profile disasters like 2017’s 

Fyre Festival or Northern California’s 

XO Fest, which promised extravagant 

events but couldn’t deliver?

Anybody that comes in and tries to 
do what XO did — which was clearly 

1 The Another Planet team takes shots of 

Madeira’s Clase Azul Reposado tequila to 

kick off, or cap off, long nights. 2 A photo 

of Madeira’s youngest son, Cole, leaping 

between couches as their dog, Penny Lane, 

seeks attention. 3 Madeira keeps David 

Bowie’s artistic spirit close with her Aladdin 

Sane keychain. 4 Bill Graham Presents: My 

Life Inside Rock and Out is required reading 

for Another Planet employees. 5 A guitar 

signed by Florence Welch was a gift from 

Madeira’s boss.
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 “We can help grow bands. You don’t usually 
see a band built by a corporation.”

 something that wasn’t possible with what 
they were  selling — makes  everybody in 
the music industry look bad. It can make 
people pensive about trying a new music 
festival, whether the organizers are skilled 
at it or not. It hurts, but it also helps the 
festivals that are already out. It makes us 
look  better for the fact that we have been 
able to execute really well thus far.

Your special events include benefit 

concerts like Band Together Bay Area, 

which raised $23 million for those 

affected by California’s North Bay Fire 

in 2017. Why do you think that event 

was so successful?

Rabbi [Ryan] Bauer  of Congregation 

4
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New Deals

Sony confirmed 

its signing of 

Vampire Weekend .

Rapper Jack 

Harlow signed with 

Atlantic Records.

Musical.ly merged 

with video app TikTok.

David Guetta 

entered a worldwide 

publishing deal with 

Kobalt Music.

Cypress Hill inked a 

worldwide record deal 

with BMG.

Aerosmith signed 

with Larr y Rudolph 

of ReignDeer 

Entertainment/

Maverick for 

management.

Concord Music 

snapped up 

Independiente 

Records in the 

United Kingdom.

Executive Turntable

Columbia Records 

executive vp/GM Joel 

Klaiman announced 

he is leaving the label.

The American 

Association of 

Independent Music 

named its executive 

committee, chaired 

by Louis Posen .

Telemundo president 

Luis Silber wasser 

announced his exit.

Media Alert

Jennifer Lopez 

was named the 

Michael Jackson 

Video Vanguard 

Award honoree at 

the 2018 MTV Video 

Music Awards.

The Viper Room in 

Los Angeles was 

sold as part of an 

$80 million real 

estate deal.

United Talent Agency 

sold an equity 

stake to Investcorp 

and the Public 

Sector Pension 

Investment Board.

Meet & Greet

Leona Lewis and 

Dennis Jauch became 

engaged, as did 

Ellie Goulding and 

Caspar Jopling .

Obits

Model Rick “Zombie 

Boy ” Genest died at 

age 32.

The Facts of Life star 

Charlotte Rae died at 

age 92.

David Stein , 

associate of  

Sid Bernstein , died  

at age 70.

The Viper 

Room 

in Los 

Angeles.

As this fall’s midterm elections creep closer, organizations and artists are 
trying to bring more new voters than ever before to the ballot box

T
HE MIDTERM ELECTIONS IN 

November are promising to be the 
most competitive in decades, which 
has musicians looking to get involved 

at an “unprecedented” level, says HeadCount 
executive director Andy Bernstein.

“There is an energy that hasn’t been 
there for every midterm  election,” 
says Bernstein, noting a nearly daily 
 outreach from bands and media 
 partners wanting to make an impact. 
“I’ve never seen anything like this.”

In 2018, HeadCount will register 
voters at over 1,000 live music events, 
including nearly 50 festivals and tours 
by Beyoncé & JAY-Z, Dead & Co.  and 
Panic! at the Disco. The just-wrapped 
Vans Warped Tour has been the 15-year-
old nonpartisan nonproit’s most 
successful outreach efort this year, 
with 3,577 voters registered over 37 dates. It also 
has launched a new digital ad  campaign called 
“The Future Is Voting,”  produced pro bono by 
Anomaly/ACE Content, that will include ilm 
elements, social  engagement with hundreds of 
entertainers and more.

Similarly, Pepe Aguilar  teamed with Voto 
Latino to bring the organization along on his 
Jaripeo Sin Fronteras family tour, with on-site 
voter registration and a series of videos and 
messages encouraging civic engagement. 
That Aguilar’s tour will cross generations, says 
Voto Latino COO Jessica Reeves, makes it 
especially appealing, noting that when Latinos 

B Y  C O L I N  S T U T Z

Volunteers from 

HeadCount help 

register people 

to vote.

are registered to vote, roughly 80 percent cast 
ballots, higher than any other demographic.

“We can’t see the society we want if we do 
nothing,” says Aguilar. “In this moment, it is 
the obligation of Latinos to connect with their 
roots, remember their culture, remember where 

they come from, teach the pride they 
feel for their grandparents, parents and 
traditions. Will we let these times take 
everything away? Hell no!”

No stranger to activism, Pearl Jam 
has turned its sold-out Aug. 13 show 
in Missoula, Mont., into a vehicle for 
political empowerment. Dubbing the 
event “Rock2Vote,” the band partnered 
with four local progressive nonproits 
to promote the importance of voting 
and mobilizing fans in bassist Jeff 

Ament’s home state.
“It’s important to remind people 

that to have an opinion about any of this, you 
 actually have to have a hand in it,” says Ament. 
“A lot is at stake now. I think all Montanans 
believe in access to public lands, clean air and 
water, and want to protect the places we love 
to hike, hunt and ish. Voting is the best way to 
protect this part of Montana’s heritage.”

Bernstein says the focus is now shifting to 
reaching potential voters beyond concerts 
and festivals, citing HeadCount’s  partnership 
with March for Our Lives and its guides for 
 registration drives at high schools: “We’re 
 taking all the positive energy out there in the 
music world and trying to spread it beyond.” 

Ament

Aguilar

GOOD WORKS

‘A Lot Is At Stake Now’

NOTED  July 31 - Aug. 8
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G Herbo sprayed the crowd 

with champagne on the first 

day of Lollapalooza 2018.
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1 Lipa (center) closed 

Lollapalooza’s Lake Shore 

stage on Aug. 4 following  

her performance at the Vic 

Theatre the night before. 

2 Billie Eilish (left) and  

Khalid embraced after singing 

their “Lovely” collaboration 

during day two. 3 Mars  

sported a Chicago Bulls 

uniform during his headlining 

set on Aug. 3. 4 Post Malone 

walked through the crowd 

after his Aug. 3 performance. 

5 Camila Cabello delivered 

her set during the festival’s 

opening night. 6 Brian Robert 

Jones (left) and Koenig of 

Vampire Weekend took over 

the Bud Light stage on Aug. 4.

HERBO: ROGER HO/LOLLAPALOOZA. 1, 5: ERIKA GOLDRING/FILMMAGIC/GETTY IMAGES. 2: CANDICE LAWLER/LOLLAPALOOZA.  
3: FLORENT DECHARD/LOLLAPALOOZA. 4: GREG NOIRE/LOLLAPALOOZA. 6: JOSH BRASTED/FILMMAGIC/GETTY IMAGES.

Lollapalooza
C H I C A G O ,  A U G .  2 - 5

LOLLAPALOOZA RETURNED TO CHICAGO’S 

Grant Park for the four-day-long music festival 
that brought together ive headliners from rock, 
R&B and hip-hop: The Weeknd, Jack White, 
Travis Scott, Arctic Monkeys  and Bruno Mars. 
On the inal night, White jokingly reminisced 
about the last time he played the event, in 2012, 
telling the crowd, “They asked me back; I don’t 
know why. Because last time I was here, I broke 
everything in the dressing room.” While the event 
was heavily fronted by men, a number of female 
acts provided memorable moments throughout the 
park. Normani  of Fifth Harmony  made a surprise 
appearance during Khalid’s set to perform their 
“Love Lies” collaboration, Lykke Li  delivered sex 
appeal with new songs from her So Sad, So Sexy LP, 
Dua Lipa  displayed a growing conidence onstage, 
and Kali  Uchis’ hypnotizing vocals salvaged her 
performance after a few wind-related technical 
diiculties. One of the most exciting moments 
came courtesy of Vampire Weekend  on day 
three. Before playing a inal song, frontman Ezra 

Koenig  conirmed that the band’s anticipated 
fourth album is inally complete and in the process 
of being mastered. —BIANCA GRACIE

1

2 3

4 5

6



1: FINBARR WEBSTER/SHUTTERSTOCK. 2: ANDREW LIPOVSKY/NBC/NBCU PHOTO BANK/GETTY IMAGES. 3: FRAZER HARRISON/GETTY IMAGES. 4: ERIK PENDZICH/SHUTTERSTOCK. 5: DAVE HOGAN/
BCU18/GETTY IMAGES. 6: JOHN SHEARER/GETTY IMAGES. 7: NICHOLAS HUNT/GETTY IMAGES. 8: PARAS GRIFFIN/GETTY IMAGES. 9: STEVEN FERDMAN/GETTY IMAGES. POLAROID: MANNY CARABEL/
GETTY IMAGES. HARD FEST: 1: IVAN MENESES/INSOMNIAC EVENTS. 2: GABRIEL OLSEN/GETTY IMAGES. 3: CALDER WILSON/INSOMNIAC EVENTS. 4: DREW RESSLER/INSOMNIAC EVENTS.
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Smashing Pumpkins frontman Billy Corgan reunited onstage with Courtney Love during the group’s 30th-anniversary show at PNC Bank Arts Center in Holmdel, N.J., on Aug. 2. Love joined the band for its 1995 single “Bullet With Butterfly Wings” and also sang two Hole songs.

1 Grace Jones performed at Bestival 2018 

in Dorset, England, on Aug. 4. 2 Tonight 

Show musical guests Nicky Jam (center) 

and J Balvin (right) danced with host Jimmy 

Fallon on Aug. 1. 3 Meghan Trainor attended 

the Fox Summer TCA All-Star Party in West 

Hollywood, Calif., on Aug. 2. 4 Keith Urban 

signed autographs after performing on 

NBC’s Today in New York on Aug. 2. 5 Britney 

Spears onstage during the Brighton, 

England, stop of her Piece of Me Summer 

Tour on Aug. 4. 6 Jennifer Nettles and Kristian 

Bush of Sugarland performed at Bridgestone 

Arena in Nashville on Aug. 2. 7 Kelsea 

Ballerini sang on ABC’s Good Morning 

America SummerStage in New York’s Central 

Park on Aug. 3. 8 Janelle Monáe’s Dirty 

Computer Tour stopped at The Tabernacle 

in Atlanta on Aug. 4. 9 Wiz Khalifa hoisted a 

giant prop joint at the Ford Amphitheater in 

Brooklyn on Aug. 2.

1

4

6

7

7  D A Y S  o n  t h e  S C E N E
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HARD Summer
F O N T A N A ,  C A L I F . ,  A U G .  4 - 5

1 Rick Ross performed his guest verse for the 

DJ Khaled-produced “All I Do Is Win” and other 

tracks during HARD Summer at the Auto Club 

Speedway. 2 Diplo (left) and Dillon Francis 

backstage at the festival following their joint 

NASCAR-themed DJ set on Aug. 5.3 Jaden 

Smith cooled down the crowd while delivering 

songs from his studio album SYRE at the 

Harder Stage on day one. 4 Marshmello paid 

tribute to late rappers XXXTentacion and 

Lil Peep during his headlining set on Aug. 4.
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Billboard presents live music’s top gathering of industry insiders, 

power players and artists for a 360-degree look at the challenges 

and opportunities we share as an industry. This year’s summit will 

redefine and expand the boundaries of the live experience.

REGISTRATION OPEN 
R E G I S T E R  N O W  F O R  T H E  E A R L Y - B I R D  R A T E

FOR SPONSORSHIP OPPORTUNITIES

Cynthia Mellow  �  615-352-0265  �  cmellow@comcast.net

Lee Ann Photoglo  �  615-376-7931  �  laphotoglo@gmail.com  

Joe Maimone  �  212-493-4427  �  joe.maimone@billboard.com

Bil lboardLiveMusicSummit.com

NOVEMBER 13  -14, 2018 
T H E  M O N T A G E  B E V E R L Y  H I L L S
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From left: Kevin Ford, Trevor Dahl 

and Matthew Russell of Cheat 

Codes photographed July 25 at the 

Perris (Calif.) Raceway. Find out 

how well the members know one 

another at billboard.com/videos.

GAMING  
THE SYSTEM

EDM trio Cheat Codes built a pop-crossover career  
with help from Demi Lovato and Fetty Wap.  
Now they want to become superstars, too

B Y  B O B B Y  O L I V I E R

P H O T O G R A P H E D  B Y  C H R I S T O P H E R  P A T E Y

THE PULSE  
OF MUSIC  

RIGHT NOW
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the beat
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Wrapping Up The Vans Warped Tour
As the last-ever show of the traveling fest played West Palm Beach, Fla., on Aug. 5, participating artists 

recall their favorite moments of years past — and how the tour got them to where they are today

STARING OUT FROM THE WINDOWS OF THEIR 

25th-loor hotel room at Caesars in Atlantic City, 
N.J., Cheat Codes’ Trevor Dahl  and Matthew 

Russell  can see the sprawling stage that until 48 
hours ago was meant to host their  collaborator 
Demi Lovato’s performance down on the Jersey 
Shore beach.

When the singer was hospitalized on July 24 
after a reported drug overdose, the cancellation 
of the concert, set to take place two days later, 
seemed inevitable. That is, until the rising Los 
Angeles DJ group — Dahl, 25; Russell, 27; and 
Kevin “KEVI” Ford, 26 — agreed to ly in to ill in 
for its friend, whose towering vocals helped the 
act secure its irst hit on the Billboard Hot 100 
last fall: “No Promises,” which peaked at No. 38. 
(Ford, who was ill, couldn’t make the show.)

“We’re learning more and more nowadays 
that celebrities are just humans,” says Dahl as he 
lounges on the hotel bed, his mop of curls poking 
out from beneath his hoodie. “All the fame and 
money can be a bad thing, and [Demi] has been 
very upfront about it with everyone. She has let 
people see another side of that world.”

Celebrity is a mounting reality for Cheat 
Codes. Four years of relentless touring, writing, 
 collaborating and rapid-ire releases have put 
them next in line behind The Chainsmokers 
and Zedd  as EDM’s latest pop hitmakers. Their 
two dozen or so pulsating singles have collected 
414.7  million total 
on-demand streams, 
according to Nielsen 
Music; earned them 13 
appearances on the Hot 
Dance/Electronic Songs 
chart,  including three top 
10s; and reeled in  additional  collaborations with 
Fetty Wap  and Little Mix, the latter  appearing 
on their latest kinetic jam “Only You,” which reach 
No. 15 on Hot Dance/Electronic Songs. They 
released their debut EP, Level 1, in June, but they 
have yet to release a full-length album.

“We all agreed from day one that all those 
rules, as far as ‘you release a song at this time,’ 

were just made up by 
labels 40 or 50 years ago,” 
says Dahl. Now, “people 
consume things faster, 
are able to create things 
faster.” Onstage and in the 
 studio, they have it down 
to a  science. In concert, 
Dahl is the group’s  primary 
(and often  shirtless) 
singer, while Russell 
mans the  turntables and 
Ford hypes the crowd. 
But when recording, all 
three  members write 
and produce. They pride 
themselves on their 
 self-suiciency and ability 
to release singles at will: 
“It’s the perfect time for 
 somebody like us,” says 
Russell.

Prior to forming Cheat 
Codes in 2014, the trio 
 pursued less fruitful 
solo careers. Dahl dropped out of high school 
in Oregon at 16 to tour under the moniker 
Plug In Stereo  and signed to Atlantic Records 
as a pop solo artist before  eventually  leaving 
the label to release music under his own name. 

Russell,  originally 
from St. Louis, dabbled 
in rock, country and 
heavy metal in the 
Midwest before diving 
into dance. But only 
after  meeting Ford, a 

Calabasas, Calif., native with a  background in 
hip-hop, while they were  gigging around Los 
Angeles, did the group ind a vision.

“Even though we were living in this small house 
in Van Nuys, Calif., making no money, we’re 
 sitting there talking about making $100,000 per 
show one day, like, ‘That’s going to happen; we 
are deinitely going to get there,’ ” recalls Dahl. 

The trio  cultivated a following on Spotify and 
signed to 300 Entertainment in 2016.

These days Cheat Codes are in a new strata, 
bringing stacks of cash to shows, tossing an 
 estimated $100,000 in dollar bills out to the crowd 
over the past year. With their strobe lights and 
 confetti cannons, the guys can come of like party 
bros. But they work harder than they play. Even as 
they gear up for tonight’s performance, Dahl and 
Russell are both a little worse for wear. They just 
returned home from nearly a month of tour dates 
in Europe, and, after this impromptu gig, traveled 
to Miami for a club show the following night before 
heading back home to hit the studio. They’ll visit 
New York in August for Billboard’s Hot 100 Music 
Festival. As the band readies new music to release 
throughout the rest of 2018, the members are 
 anxious to reach a new level within popular music. 
“We want to do our thing and make our own lane,” 
says Dahl. “The more you try to follow somebody, 
the more you’re going to fall behind.” 

 “ It’s the perfect time for 
somebody like us.”

 —Russell

Dahl (left) onstage 

with Lovato in 2017.
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“The first year we played, Motion City 

Soundtrack also played. I was waiting to watch 

them on the stage, and Jesse, the keyboard player, 

was like, ‘Do you guys want to have a beer with 

us?’ ” —Dan Lambton, Real Friends

“Hanging out with Bad Religion’s Brian Baker in 

2007, because our buses were parked near each 

other. We were a little piano-rock band, he was 

a punk-rock legend.” —Shaun Cooper, Taking 

Back Sunday     —TAYLOR WEATHERBY

“The first time I went [in 2007], they threw us on a 

stage because we were bubbling in Denver. [The 

next year], Katy Perry was on the same stage as 

us and dove into the crowd when we were playing 

‘Don’t Trust Me.’  ”—Sean Foreman, 3OH!3

“At the Columbia, Md., show in 2016, [Warped 

founder] Kevin Lyman asked us to play at the 

nightly barbecue after the show. The night ended 

with [him] crowd-surfing and hanging from the 

rafters.” —Aimee Interrupter, The Interrupters
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LOS ANGELES | NASHVILLE | SAN FRANCISCO | WOODLAND HILLS

BUSINESS MANAGERS TO THE ENTERTAINMENT INDUSTRY

WWW.PROVIDENTFM.COM

On being named among Billboard’s Top Business Managers 

Your achievements, passion and dedication to the business management industry 

and your clients are exceptional

We are extremely proud to be your partners

Bill Vuylsteke

Santa Monica

Barry Siegel – Barbara Karrol

Bo Gardner – Pamula Solar

Shelley Venemann

Woodland Hills

Larry Einbund – Lisa Ferguson

Jeffrey Turner – Debra Diez

Ivan Axelrod

San Francisco

Joni Soekotjo

Nashville

Dawn Nepp

Congratulations to our colleague and friend
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I
t has been three years since Courtney Barnett 

broke out as an alternative-rock crossover 

success. In that time, her 2015 debut album 

earned her a Grammy nomination for best new 

artist in 2016, and she has played Lollapalooza, 

Coachella and Saturday Night Live. Still, the 30-year-

old Australia native admits that she gets stage 

fright. “It shows you care,” she says. In the midst of 

a promotional tour supporting her second release, 

Tell Me How You Really Feel, which arrived in May 

and reached No. 4 on Billboard’s Top Rock Albums 

chart, Barnett is serene. “I get the laid-back-stoner 

misconception,” she says. But, “I’m not a stoner.” Now, 

after her summer tour leg wrapped at the Newport 

Folk Festival in Rhode Island in late July, and before 

a North American fall run kicks off Sept. 29, she is 

heading back to Melbourne for a different sort of 

respite: “It’s time to go [home].”

What’s the best thing you’ve bought on the road?

There was a while where I was collecting snow globes. 

It just got too hard. There were a couple of times 

where I got stopped at security with them because 

there’s too much liquid.

Growing up, were you ever consciously tr ying to 

find, or l isten to, more women in rock?

I was into male-dominated bands, and I don’t think I 

ever thought, “I can’t do that,” which is good. I didn’t 

even discover a lot of female-fronted bands until later. 

I watched The Punk Singer [about Bikini  Kill ’s Kathleen 

Hanna] a couple of years ago, and even that was a new 

level of discovery for me, because when I was growing 

up I was listening to Nirvana and all that. [I never knew 

about] the riot grrrl stuff — Bikini Kill and Sleater-

Kinney . I always think how different my life could’ve 

been if I just had [exposure] to different music.

Why do you think some people are eager to put a 

gender on music?

It’s complicated because there are levels of people 

who are clueless, and people trying to be helpful and 

trying to magnify that exposure idea. But it’s hard 

to come up with any sort of solid answer, because it 

[alienates] people — a “female guitar player” versus a 

normal guitar player, which is a man, I guess? The way 

that different groups of people are described or talked 

about or sexualized is endless, but it’s definitely better 

the more people talk about it and become aware of 

what’s offensive and unnecessary.

Your latest album is titled Tell  Me How You Really 

Feel .  Are you good at saying how you feel?

When I grew up we just got the internet, and chat 

programs like ICQ and MSN. I would chat with my 

friends, and with my crushes and boyfriends. But in 

a way, I feel like it lowered my communication skills 

or something. It made it this barrier, this distance. 

[Now], I hate phone calls and voicemails. They make 

me anxious. 

B Y  L Y N D S E Y  H A V E N S

How Courtney Really Feels
Catching up with Australian alt-rocker (and snow globe collector) Courtney Barnett 

between tour runs in support of her latest album, Tell Me How You Really Feel

Barnett

When Jesse Peretz set out to direct the 

big-screen adaptation of Nick Hornby ’s 

2009 novel, Juliet, Naked, he faced a 

unique challenge: How do you create 

music for a cult classic album by an 

artist who doesn’t exist?

“You have to have something that 

[understandably] makes the music 

alienating to some people,” says 

Peretz, 50, a former music video 

director who pivoted to film. Juliet, 

Naked, a comedy-drama that debuted 

at Sundance in January and will 

open on Aug. 17, follows Annie (Rose 

Byrne), an English woman stuck in 

a relationship with Duncan (Chris 

O’Dowd), a professor whose spare 

time is spent obsessing over Juliet 

— the singular album from reclusive 

singer-songwriter Tucker Crowe (Ethan 

Hawke). When Duncan receives a 

stripped-down demo version titled 

Juliet, Naked, Annie posts a negative 

review on Duncan’s message board, 

and it throws the couple into disarray 

and brings Crowe 

into their lives.

To craft the songs 

on Juliet, of which 

Peretz estimates 

“five or six” short 

vignettes are played 

throughout the 

film, he turned to 

collaborator Nathan 

Larson , 47, who 

wrote music for 

Velvet Goldmine 

(1998) and worked 

with him on Our Idiot 

Brother (2011). Over nearly three years, 

they drafted originals and solicited 

demos from roughly 35 artists including 

Conor Oberst , Robyn Hitchcock and 

Ryan Adams , some of which appear on 

the movie’s soundtrack. Larson drew 

inspiration from Big Star ’s polarizing 

1978 set, Third/Sister Lovers, and friend 

Jeff Buckley, channeling the mythology 

around each for songs on the Juliet LP.

“You’re trying to portray that this 

person is a genius, and you need to 

understand why,” says Larson. “To 

do that convincingly, you get about 

10 seconds of a song. You really have 

to consolidate it and hit people with 

something great.”

To Peretz, inventing a faux legendary 

project isn’t about capturing artistic 

intent so much as fandom itself: “It’s 

about the small group of people who 

love that record,” he says, “who keep it 

alive and relevant, teaching and bringing 

it to new generations of people. That’s 

all it is.” —STEVEN J. HOROWITZ

C R E AT I N G  A 
M Y T H I C A L 

M AST E R P I E C E

Peretz

Larson

From left: Hawke, Byrne and 

O’Dowd in Juliet, Naked.

O N  T H E  ROA D
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In October 2015, three years after his band S c i s s o r S i s te rs went on an indefinite 
hiatus, frontman J a ke S h e a rs bought a one-way ticket from his home in Los Angeles 
to New Orleans, where he worked on a bluesy new self-titled solo album. Shears, 39, 
had long fantasized about living in the Big Easy, but it was only after splitting with 
his partner of 11 years that he took the leap. Still, he insists the album isn’t a breakup 
record: “It’s very much about finding yourself,” he says. While getting acquainted with 
his new home, he fell in love again. Now, he says, the city “feels like a person to me.”

S H E A RS’  N O L A  H A N GS

  Drinks
The Phoenix. “It’s kind of [the 

area’s] leather bar. There’s 

a big, dark room upstairs. 

There’s a sex shop in the back. 

There’s a great jukebox. It’s 

open 24 hours a day. It’s so 

old-school and a lot of fun.”

  Dinner
Mimi’s. “A neighborhood bar, 

really unassuming. But they 

serve incredible tapas. That’s 

my favorite spot for casual, 

quick, delicious food.”

  Music Venue
One-Eyed Jacks. “It’s this old 

theater [where] locals hang. I 

shot the video for [my single] 

‘Creep City’ and played there. 

It’s got a great vibe.”

  Inspirational Place
Crescent Park, on the 

Mississippi River. “The 

last song [on my album is] 

‘Mississippi Delta I’m Your 

Man.’ You don’t see the river 

in the city. When you step over 

the levee, you see New Orleans 

in a whole different way.”

  Touristy Spot
Preservation Hall. “It seats 

about 50 people. [The Jazz 

Band will] do 45-minute shows, 

about four a night. It’s life-

affirming. The band did a lot of 

the horns on my record.” 

 —PATRICK CROWLEY

TO U R  G U I D E

A S K  T H E  S TA R S

WHICH RISING ARTIST MOST DESERVES A VMA?
Up-and-coming acts on other up-and-comers they think should be up for a Moon Person at the MTV Video Music Awards on Aug. 20

GREY

“Tove Styrke! We 

really feel like she’s one 

of the most forward-

thinking pop artists 

around right now.”
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GALL ANT

“Any and all 

of Sasha 

Samsonova’s 

videos.”

DENNIS LLOYD

“Tom Misch. His vibe 

is absolutely unique. 

Classic-sounding, but 

at the same time very 

contemporary.”  

 —ROB LEDONNE

SAWEETIE

“If I could add one it 

would be Ella Mai’s 

‘Boo’d Up.’ I love 

the song and video 

concept.”

The pop singer will 

release his debut solo 

album on Aug. 10.
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Fo r  m o re  i n fo r m a t i o n

v i s i t  vadengroup.com

Waylon Jennings was one of o

L

THANK YOU
WAYLON
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R&B singer Lloyd — whose 2004 

debut, Southside, hit No. 11 on 

the Billboard 200 and was followed 

by three top 10 albums — dropped 

his last LP seven years ago. So 

when it came time to announce Tru, 

out Aug. 31 on Empire, he went all 

out — literally. For its striking 

cover, he posed nude in Desoto 

Falls in northern Georgia, with 

only his guitar covering him up. 

“I was fearless,” says the New 

Orleans native, 32, recalling 

the photo shoot. And while Lloyd 

(real name Lloyd Polite Jr.) had 

good intentions, social media was 

quick to poke fun (“Photographer 

was wild horny,” read one popular 

tweet). Still, Lloyd stands by his 

choice. After taking time to focus 

on his mental health and family, 

Tru conveys a new mind-set: “I 

mean, look at the cover,” he says. 

“‘Liberation’ is exactly the word 

that comes to mind.” He explains 

what inspired him to let it all 

hang out.

SELF-LOVE 

“I wish everybody could move 

around like that in the world: no 

clothes, no makeup, no nothing to 

hide behind. So much insecurity 

is hidden behind clothes. [When] 

people have their guards up, it 

prevents them from being able to 

love someone who they don’t know 

and also from loving themselves.”

FINDING HOPE 

“I’m usually in a good place. 

However, with so much news about 

murder and hate crime and very 

close relatives suffering through 

their own depressions, that 

triggered me to assess my own 

mental health. Multiplied with 

the fact that I changed my diet a 

few years ago, I started to gain 

a new appreciation for every day 

that I was given.”

INSTRUMENT OF CHOICE 

“I always have [my guitar] with 

me, and I happened to have it the 

day [of the shoot]. It seemed like 

a good prop to carry around. And 

also, I think I was trying to say, 

‘Here is my most natural music 

that I’ve recorded,’ and also, 

‘Here is me in my most natural 

state.’” —CARL LAMARRE

L LOY D  L AYS 
I T  A L L  BA R E

B E H I N D  T H E  A L B U M  A RTO
VER TWO DECADES AGO, WHEN 

Set Free Richardson, then-director 
of entertainment marketing for And1 
Basketball, irst met Yasiin Bey, 

formerly known as Mos Def, the rapper was 
signed to ’90s indie rap label Rawkus Records and 
recording his irst solo album, Black on Both Sides. 
Through the years, the pair worked alongside 
each other on music projects and products with 
companies like EA Sports, Adidas and UGG. But 
their most recent venture, a new art gallery situated 
in the South Bronx, The Compound, is their most 
signiicant passion project yet. “Free and I have 
always been family,” writes Bey, 44, in an email. “It 
was a no-brainer for my brother [and I] to open up 
a gallery in such a historical borough and further 
bring together the art and hip-hop worlds.”

As development in the South Bronx accelerates, 
honoring its artistic legacy has become critical. 
“We had [the building complex] 5Pointz up here 
with all the graiti and beautiful murals, and they 
knocked that down,” says Bey, referring to the 2014 
demolition of the building, which was known for 
the street art covering its exterior. “The Bronx had 
some of the great artists. A lot of the graiti artists 
now” — he mentions K AWS, Barr y McGee  and 
Futura  — “have gotten transferred to blue-chip 
galleries, but they started in hip-hop.”

Created to celebrate the borough as the 
birthplace of hip-hop, the gallery — where 
Richardson will oversee day-to-day 
operations and Bey, who lives in Paris, will 
curate special projects — is an ofshoot of 
Richardson’s creative studio of the same 
name. Inspired by Andy Warhol’s 
Factory, Richardson opened it in 
2006 after years spent working as 
an artist, producer and marketing 
consultant. It has been used for 
a Chris Rock  commercial and 
an ad for Toshiba, and visited 
by musicians and athletes 
including Jadakiss, A$AP 

Ferg  and Kevin Durant.

The gallery’s irst show, which will start when the 
space opens in September, is an exhibition of works 
by music photographer Jonathan Mannion, who 
shot classic album covers like JAY-Z’s Reasonable 

Doubt and Eminem’s The Marshall Mathers LP. In 
the future, Richardson hopes to be able to work 
with artists like painter-graiti visionary McGee, 
multidisciplinary artist Hebru Brantley  and 
graiti collective Cat’s Crew. (He has already 
worked with contemporary artist Ron English.)

“The South Bronx didn’t get its credibility for 
what it created in the culture,” says Richardson. 
“The story hasn’t been told the way it should. I’m 
not saying that I’m the person that can tell the story 
best, but I do want to contribute to telling it.” 

B Y  A D R I E N N E  G A F F N E Y

Big-Upping The South Bronx
Artist Yasiin Bey and music-industry vet Set Free Richardson will open  

an art gallery this September in the heart of where hip-hop began

The Compound and Ron English’s toy collaboration.

Bey (left) and 

Richardson.
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you’ve got the fame part down; we’re here to help you with the rest.
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At Citrin Cooperman, success stories about our clients cross our desks everyday. 

It is with great honor that today, we congratulate our own

VICTOR WLODINGUER
on being recognized for the third consecutive year 

as a Billboard Top Business Manager!



DJ Snake photographed 

July 20 at Seven Magic 

Mountains in Las Vegas. Hear 

about how Snake got his start 

at billboard.com/videos.



INTERNATIONAL 
PLAYER’S 

Born to Algerian parents in a Paris “ghetto,” DJ Snake 

chased down his dance idols in America before he’d even 

learned English. Now he’s got smash hits with Justin Bieber 

and Major Lazer under his belt — and admirers including 

soccer stars and the president of France

BY MATT MEDVED
PHOTOGRAPHED BY SAMI DRASIN

ANTHEMS



T
THE MAGIC HOUR HAS JUST 

descended on Seven Magic 
Mountains, an outdoor art 
installation near Las Vegas. As 
if the sunset and Swiss  artist 
Ugo Rondinone’s pillars of 
candy-colored boulders aren’t 
a striking enough backdrop, 
 lightning lashes across the sky 
as DJ Snake poses for photos 
and the Afrobeat rhythms of 
London-born Ivorian artist 
Afro B’s “Drogba (Joanna)” 
pulse from a speaker.

“This is the biggest record 
in the hood right now,” says 
Snake, the 32-year-old  artist 
born William Grigahcine.  
“I want to make a record like 
this with Rihanna.” That’s the 
kind of dream collaboration 
Snake — the French-Algerian 
DJ-producer behind “Turn 
Down for What” featuring 
Lil Jon, “Lean On” with  
Major Lazer and the Justin 
Bieber-assisted “Let Me Love 
You” — could realistically will 
into existence.

If casually invoking Rihanna 
speaks to how far Snake has 
come, the barren setting speaks 

to a more desolate moment in 
his career. Before he released 
“Bird Machine” — his 2013 
 breakthrough single that won 
him the support of Skrillex, 
Dillon Francis and Diplo — “I 
was in a desert,  walking by 
myself, struggling,” says Snake. 
“I wanted to quit music. I was 
about to get a [nonmusic] job... 
and bang, God blessed me.” (He 
drew on this idea for the cover 
of his 2016 debut album, Encore, 
which shows him wandering in 
the direction of a Paris Métro 
stop  incongruously plopped in 
the middle of a sandy waste.)

Back at his hotel room at 
the Wynn, Snake reclines on 
a couch in a fresh khaki jacket 
and athletic pants. He ingers 
his sunglasses and admits with 
a grin that “when I take these 
of, no one recognizes me.” He 
chuckles as he recalls buying 
scalped tickets to Miami’s Ultra 
Music Festival and lagging 
down Francis from the general- 
admission crowd despite barely 
 speaking English. “We went 
 backstage and I met RL Grime, 
Flosstradamus and Baauer,” 

he says. “I got all their phone 
numbers, and I was so excited 
that the day after, I was  sending 
all my music. I was the worst — 
like, 10 emails each.”

Born to Algerian parents 
in the poor Parisian banlieue 
[suburb] of Ermont, he dropped 
out of school at age 15 to work 
in a record store. He says he has 
never smoked, drank or done 
drugs, though he earned his 
stage name as a young street 
artist due to his skill in  slithering 
away from the police.

Ermont is “just like every 
ghetto in the world,” he says. 
“A lot of poverty. Drugs. 
Criminality. No hope. You just 
feel like no one cares. All they 
give you is a few soccer ields 
in your hood, and everything is 
closed. So you just play soccer. 
You don’t have nothing else.”

Now, though, Snake never 
misses an opportunity to rep 
for France. He formed the DJ 
 collective Pardon My French 
with his countrymen Tchami, 
Malaa and Mercer in 2015, 
and became the irst artist 
to  perform atop the Arc de 
Triomphe in Paris in 2017. 
He also now counts  soccer 
 superstars like Neymar Jr. 
and Kylian Mbappé among 
his friends, and planned his 
 summer travel schedule around 
France’s World Cup matches: 
“There was no way I was going 
to be in the sky missing the 
games.” He also attended the 
inal in Moscow. Watching 
alongside Olympic sprinter 
Usain Bolt and Dutch DJ Armin 
van Buuren, he broke down 
 crying after France prevailed 
4-2 over Croatia.

“Our country needed this,” 
he says. “We had some fucked-
up shit going on for the last 
couple of years. I was putting 
the pressure on the players. 
Texting every  motherfucking 
one to give everything 
on the ield. And then we 
won... Everybody was happy 
 watching me crying, because 
I’m not that type of dude. I 
never show my weakness.”

In ebullient scenes 
 broadcast on Instagram, Snake 
could be seen singing “Let 
Me Love You” with fans and 

players, hoisting the World 
Cup trophy with Mbappé and 
dancing atop a table with Paul 
Pogba while wearing a gold 
medal. The next day, Snake 
awoke to an email from French 
President Emmanuel Macron 
inviting him to join the victory 
parade in Paris.

“He said, ‘The kids in France 
look up to you,’ ” he recalls, 
paraphrasing Macron. “And 
that’s going to be a big moment 
for them, to see this world 
champion team  [alongside] a 
lot of diferent types of people 
— African, West Indies, Arabic, 
French, Italian — but all of them 
are French and repping France.”

Snake canceled a show and 
rerouted his travel to oblige, 
cutting a striking igure in 
a neon-orange trench coat 
 alongside the president. 
Snake says that Macron 
thanked him, and told him, 
“We need to see  someone 
that started from nothing and 
became one of the biggest 
French artists in the world.”

AS A TEENAGER, SNAKE AVIDLY 

followed American hip-hop 
acts like 2Pac and Fugees, 
though, he admits, “I had no 
idea what they were saying. I 
was just  listening to the beats, 
the low, the vibe.” He was 
inspired to take up DJ’ing after 
seeing a scene in the classic 
1995 French ilm La Haine, in 
which  turntablist Cut Killer 
performs from his window for 
the neighborhood below.

Snake rose to become one 
of Paris’ top club DJs,  landing 
a residency at one of the city’s 
“iconic” hip-hop clubs. But 
he  eventually tired of playing 
the same rap records every 
night and started trying to 
work house music into his 
sets. It was not well-received: 
“I remember the irst time 
I dropped a couple of house 
records, someone threw an Air 
Force One in my face.

“So I decided to stop,” he 
says. “I was like, ‘I want to be 
able to play everything.’ People 
were like, ‘You’re crazy. You’re 
going to lose all your  credibility 
and fans.’ But I wanted to try 
new things and make my own 
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music. So I became a producer.”
Snake also felt emboldened 

after watching fellow French 
DJ David Guetta ind global 
 success as a pop crossover 
 artist. “I was like, ‘We can do 
it,’ ” he recalls. “We don’t have 
to be at the back of the club, 
next to the bathroom.”

One night, after a show 
in Paris, Snake gave a CD 
of his beats to American DJ 
Clinton Sparks and struck up a 
 collaborative partnership that 
would bring him stateside. 
Aided by a friend who acted 
as a translator, Snake soon 
found himself producing for 
major pop artists like Lady 
Gaga (“Government Hooker”) 
and Pitbull (“Shut It Down,” 
“Shake Señora”). His work 
on Gaga’s 2011 album, Born 

This Way, even netted him a 
Grammy nomination.

“The good thing about not 
speaking the language is you 
just listen,” he says. “You listen 
to everyone, every producer, 
every writer. Then one day I 
said, ‘Yo, fuck that shit. Now 
it’s going to be my vision. I’m 
not going to listen to anybody, 
no A&R, nobody. I’ve seen 
this. I get it. This is greatness. 
But now I’m going to bring my 
 fucking greatness, my sound.’ ”

That led to DJ Snake’s irst 
bona ide hit in 2013, “Turn 
Down for What.” Boasting 
booming 808 kick drums, 
Snake’s signature vocal synth 
lead and a very hyped Lil Jon, 
the EDM/trap hybrid topped 
the dance charts and peaked at 
No. 4 on the Billboard Hot 100. 

Spoofed by the likes of Jimmy 
Fallon, Ellen DeGeneres and 
Michelle Obama, who posted a 
Vine clip dancing along with a 
turnip in hand, the song became 
a viral smash. “God bless the 
 internet,” says Snake.

Still, he felt a near-crippling 
pressure to avoid becoming a 
one-hit wonder. “It was pretty 
hard for me to make music, but 
I never lost faith,” he recalls. 
He ultimately evolved into one 
of dance music’s most proliic 
crossover acts, notching four 
top 20 hits in the span of three 
years: 2014’s “You Know You 
Like It” with AlunaGeorge 
(No. 13 on the Hot 100), 
2015’s “Lean On” with Major 
Lazer featuring MØ (No. 4), 
“Middle,” featuring Bipolar 
Sunshine (No. 20) and 2016’s 
“Let Me Love You” featuring 
Justin Bieber (No. 4).

“Snake makes the hardest 
beats of anyone out there,” 
says Neil Jacobson, president 
of Gefen Records, Snake’s 
label. “If you listen to ‘Middle,’ 
to ‘Lean On,’ you hear the 
sound Snake solidiied that’s 
now an absolute mainstay of 
modern production.”

Snake says that “Let Me Love 
You” came together after Bieber 
heard the demo and said he 
wanted to jump on it. Snake was 
skeptical that it would actually 
pan out but was delighted when 
the pop star cut the record in 
one session. “Justin blessed me 
with a huge record,” he says. 
“This is like the highest level of 
greatness. He killed the record, 
one night, bam.”

Snake gives a coy smile 
while discussing his second 

album, which he’s inishing, 
though he does say it features 
 collaborations with A-listers 
like Cardi B (“She’s real.  
Like, the realest in the  
game... She’s the queen right 
now”), and the genre-bending 
blend of electronic and world 
music showcased on his recent 
singles “Magenta Riddim”  
and “Maradona Riddim,”  
the latter featuring Nigerian 
singer Niniola.

Inspired by a freestyle 
 competition he heard on an 
Indian radio station, Snake built 
“Magenta Riddim” around his 
own pitch-shifted vocals and 
watched it become a festival-
set staple and one of India’s 
biggest foreign hits this year. 
“Paris inluenced me a lot back 
then, but now the world has a 
big inluence on me,” he says. 
“There’s no way I’m going to 
sleep on the new things that I’m 
hearing in Brazil and India.”

Snake embraces his new 
station as role model to a 
 rising generation. In March, he 
launched his Premiere Classe 
label to support new talent 
with a release from Jersey 
Club DJs 4B and Teez. Despite 
being an old-school hip-hop 
die hard, he welcomes the 
current crop of SoundCloud 
rappers (“I like the realness... 
they just don’t give a fuck”), 
and speaks about “the streets” 
like a living, breathing entity.

“You don’t need money to be 
creative,” he says. “The ghetto 
builds champions every day. 
I just want to show the kids in 
every ghetto in the world that 
we can make some hot shit. 
We can change the world.” 
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With 2.3 billion views, 

“Lean On” remains one 

of YouTube’s top 15 

most-viewed music 

videos of all time.

Snake and 

Macron (right) 

celebrated 

France’s 2018 

World Cup win.
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P H O T O G R A P H E D  B Y  A U S T I N  H A R G R A V E

WHEN SABRINA CARPENTER WAS 10 

years old, she igured she’d play Madison 
Square Garden within ive years. “I was that 
kid who was dreaming as big as I possibly 
could,” she says. Carpenter hasn’t made it 
to the New York arena yet, but the 19-year-
old singer-songwriter-actress has built an 
impressive résumé. At 11, she made her 
Law & Order: SVU debut; by 12, she was 
a Disney Channel regular,  booking roles 
including a recurring character on Girl Meets 

World; and by 2014, she released her irst 
single with Hollywood Records, the label 
behind Disney-turned-grown-up pop stars 
Miley Cyrus, Selena Gomez and the Jonas 
Brothers. Now, after two albums that drew 
in tweens and teens, Carpenter is at a cross-
roads: With her dead-on pop instincts, frank 
social media presence and devoted young 
 audience (14.7 million Instagram followers), 
she’s poised to recruit more adult fans and 
become the biggest singer to emerge from 
her Disney generation.

“Since I was a kid, I’ve loved doing 10 
things at once. I’m constantly moving,” says 
Carpenter, who’s zooming around New 
York as we speak. (She’s on a fan-event 
tour; Miami’s next.) Before year’s end, 
she’ll release her third album, Singular, 
and appear  alongside Amandla Stenberg 
in The Hate U Give, the much-anticipated 
ilm  adaptation of Angie Thomas’ young 
adult novel touching on Black Lives Matter 
(out Oct. 19). Growing up, Carpenter was 
“mesmerized” by singers like Adele and 
Christina Aguilera, “those huge voices 
coming from these  beautiful, intelligent 
women,” but her taste has evolved: She 
gushes over Brockhampton (“I really, really 
love them!”) and recently caught Arctic 
Monkeys on tour. As for her own live show 
(at Billboard’s Hot 100 Music Festival 
on Aug. 19), Carpenter says that as she’s 
matured, so, too, has her stage presence: 
“When you’re in front of a crowd every 
night, you forget you’re even putting on a 
show. That’s when it gets really good.”

W

SABRINA THE TEENAGE 
BREAKTHROUGH
A generation after Selena and Miley, Sabrina Carpenter has emerged from her 

Disney class as Most Likely to Become a Full-Blown Pop Star — and with a buzzy 

movie and a new album on the way, she’s ready to make that leap

BY LYNDSEY HAVENS

“Music fulfills me in 

a different way than 

acting does, but it was 

always my goal to try 

both,” says Carpenter.
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WHO’S WHO ONSTAGE
Prepare for two packed days (Aug. 18 and 19) of lively sets from the diverse,  

genre-spanning artists at this year’s Hot 100 fest — ranging from up-and-comers  

like Lil Xan and Bhad Bhabie to headliners like Halsey and Future

SATURDAY, 
AUG. 18
ANDREW MCMAHON IN 
THE WILDERNESS
Something Corporate and 

Jack’s Mannequin founder 

turned Southern California 

piano rocker.

BAD ROYALE
DJ-production trio with Major 

Lazer and Steve Aoki cred.

CHEAT CODES
See story, page 37

FRANK WALKER
Trop-pop DJ who has 

collaborated with Emily 

Warren.

GNASH
Los Angeles singer-

songwriter-producer who 

scored a top 10 hit in 2016 

with “I Hate U, I Love U.”

HALSEY
Outspoken pop star with 10 

Billboard Hot 100 hits and a 

2017 Billboard 200 No. 1 in 

hopeless fountain kingdom.

JACQUEES
Cash Money crooner, 24, 

who dropped his sultry debut 

album in June.

KEHLANI
’90s-splashed R&B singer 

recently featured on Cardi B’s 

“Ring,” which hit No. 28 on 

the Hot 100.

KIM PETRAS
Rising German pop star 

known for hooky, dancefloor-

ready tunes.

Your song of the summer?

“ ‘Gucci Flip Flops’ by Bhad 

Bhabie. I play it so much, all 

my friends know every word.”

KREWELLA
Sisters Jahan and Yasmine 

Yousaf, best-known for bass-

heavy productions.

LIIV
Bruno Mars-endorsed 

Hawaiian singer-songwriter.

Your song of the summer?

“ ‘Body’ by Loud Luxury is 

a perfect tropical summer 

jam. Everybody [in Hawaii] 

constantly plays it.”

LIL XAN
California MC, 21, and sad-

rap SoundCloud prince.

LONDON RICHARDS
British-born singer-rapper 

due for a breakout after 

bubbling around the fringes 

of the minimalist-R&B wave.

LOVELYTHEBAND
L.A. alt-pop trio whose single 

“Broken” led Alternative 

Songs for nine weeks.

MATOMA
Norwegian producer-DJ 

with an all-star roster of 

collaborators like Noah Cyrus, 

Akon and Enrique Iglesias.

MATT MEDVED
Billboard Dance’s own brings 

bass-heavy jams.

OLIVIA O’BRIEN
Cali singer-songwriter known 

for moody electro-R&B.

Most memorable festival as 

an attendee?

“Seeing Frank Ocean at FYF 

in L.A. His songs trigger 

such specific emotions and 

memories for me.”

PHANTOMS
Electronic band from Los 

Angeles putting a fresh spin 

on dance music.

Your song of the summer?

“ ‘Dished (Male Stripper)’ by 

Purple Disco Machine. You 

can’t help but dance to it.”

RAE SREMMURD
The inventive Mississippi 

duo dropped a triple album 

in May.

SHEPPARD
Australian indie-pop band 

serving anthemic, singalong-

friendly tunes.

Craziest festival experience 

as a performer?

George Sheppard: “Getting to 

zipline onto the stage in front 

of 100,000 people at Rock 

in Rio while the band played 

‘Bulls on Parade’ by Rage 

Against the Machine.”

TAYLOR BENNETT
Rapper-singer (and Chance 

the Rapper’s little bro) who 

explores his bisexual identity 

and self-love in his music.

THEY.
Timbaland and Skrillex have 

co-signed this duo’s genre-

blurring R&B.

VÉRITÉ
Her moniker translates to 

“truth” — fitting the raw 

lyricism of her 2017 debut.

Most memorable festival as 

an attendee?

“I saw Florence & The 

Machine headline 

Lollapalooza in a lightning 

storm right before a 

downpour from front of 

house. I cried for an hour.”

SUNDAY, 
AUG. 19
BELLA THORNE 
Former Disney star turned 

power Instagram influencer 

and pop talent.

BEXEY
Onetime tourmate of the late 

Lil Peep, now boosting rap’s 

emo revival.

BHAD BHABIE
Teenage Florida rapper 

transcending viral fame one 

two-minute banger at a time.

Craziest festival experience 

as a performer?

“Some girl flashed me at 

Splash Festival in Germany 

while I was performing. Kind 

of liked it.”

DAYA
The big-voiced 19-year-old 

scored a Grammy as featured 

artist on The Chainsmokers’ 

“Don’t Let Me Down.”

DJ SNAKE
See story, page 46

FRENCH MONTANA
See story, page 52

FUTURE
ATLien trap-rapper and top-

of-the-charts fixture with 72 

Hot 100 hits and five No. 1 

albums.

J.I.D
Versatile lyrical talent from 

Atlanta signed with J. Cole’s 

Dreamville.

JUSTINE SKYE
Groovy Roc Nation R&B 

songstress who released her 

debut album in 2018.

LOGAN HENDERSON
TV boy-band vet (as part of 

Nickelodeon’s Big Time Rush) 

turned solo star.

LOOTE
Pop duo who co-wrote/

produced Cheat Codes and 

Demi Lovato’s “No Promises.”

MACHINE GUN KELLY
Triple-threat rapper known 

for riotous shows.

THEY.

Kehlani
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Go-to festival set opener?

“I hit them with ‘Wild Boy’ right 

out the gate and make their 

bodies shake from the 808s.”

MATY NOYES
Delivered velvety vocals on 

Kygo’s “Stay”; brings saucier 

lyrics to her own music.

NGHTMRE
DJ who has captured the 

attention of Skrillex, Diplo and 

DJ Snake.

RICH THE KID
Atlanta act known for bass-

heavy trap beats who has 

worked with Lil Wayne, Future 

and Kendrick Lamar.

ROZES
Philadelphia-born electronica 

vocalist broke big in 2015 on 

The Chainsmokers’ “Roses.”

Craziest festival experience 

as a performer?

“I once came offstage 

after singing ‘Roses’ with 

The Chainsmokers and Usher 

was backstage. I got a photo 

of him kissing my cheek.”

SABRINA CARPENTER
See story, opposite page

SHORELINE MAFIA
L.A. quartet winning over the 

West Coast with unruly raps 

and rowdy stage presence.

THE KNOCKS
Duo from New York with a 

nonchalant electro-funk vibe.

TWO FRIENDS
Yes, two best friends from 

California, with a cheeky 

dance-pop sound.

Your song of the summer?

“ ‘Jackie Chan’ with Tiësto and 

Post Malone. We might need 

to do a little remix soon.”

WICCA PHASE SPRINGS 
ETERNAL
The 28-year-old’s dark alt-pop 

brings new meaning to “in my 

feelings.”

YVNG SVNT
Energy-building DJ returning 

to the fest for his second year.

+ more 

artists to be 

announced



WELCOME 
TO THE 

PARTY

French Montana 

photographed July 31 

in Los Angeles. Hear 

French break down 

the story behind his hit 

single “Unforgettable” at 

billboard.com/videos.



French Montana attained hip-hop 

fame the old-fashioned way, escaping 

poverty in the South Bronx via mixtapes 

and, eventually, radio hits. Over one 

shot-filled night at Mr. Chow, he shows 

how he charmed his way to the top

BY MEAGHAN GARVEY
PHOTOGRAPHED BY MEREDITH JENKS
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IT HAS BEEN BARELY 45 

 seconds since French Montana, 
the jovial Morocco-born, Bronx-
bred rapper, settled into the 
private backroom of Beverly 
Hills’ Mr. Chow, and already 
—  without even  glancing at a 
menu — he has ordered a lychee 
 martini, a round of vodka shots 
for the table and three distinct 
types of prawns. Then there’s the 
chicken satay, and the  scallops, 
and the  vegetarian  lettuce wraps 
for his little brother, Ayoub, who 
 frequently whips out his phone 
to amuse French with Instagram 
comedy videos. But our entire 
party hasn’t yet arrived, and 
French insists that he won’t eat 
until everyone eats — so, in the 
meantime, more shots. By the 
second one, I am ready to show 
him my “Stay Schemin’ ”  tattoo 
— inspired by the 2012 Rick 
Ross song mostly remembered 
for its French Montana hook 
— to which he responds with a 
 joyful “Gra-ta-ta!”

There are  celebrities who suck 
the air out of a room, implicitly 
demanding  everyone be on 
their  absolute best  behavior. But 

when French walks in the door 
— grinning widely in  lavishly 
embroidered white linens, 
top buttons undone to just-
stepped-of-the-yacht efect so 
as to better highlight the dozen 
diamond chains around his neck 
— the party has oicially begun.

As a matter of fact, 
 unbeknownst to Sandra Bullock 
(who’s celebrating her 54th 
birthday in the room next 
door, the waiters murmur), her 
party hasn’t oicially begun, 
either. “Ahh, they’re singing 
that ‘Happy Birthday,’ bro!” 
says French with a smile when 
he hears strains of the song 
through the wall, as if the mere 
thought of complete strangers 
enjoying themselves soothes his 
soul. “I’m about to roll in there!”

His manager laughs. “You’re 
just going to walk up in there 
like ‘Yoooo!’? You’ll steal her 
 thunder!” French concedes — 
then, a half-hour later, he strolls 
in to introduce  himself and wish 
Bullock a happy  birthday as if 
they were  childhood pals.

To anyone who has listened 
to hip-hop radio in the last 

six years, it’s no surprise that 
the 33-year-old born Karim 
Kharbouch would be in such 
a gregarious mood. French 
Montana came to New York 
from Morocco as a teen, then 
spent his early life  acclimating 
to the streets of the South 
Bronx, selling drugs to provide 
for his family and ultimately 
getting shot in the head  leaving 
a recording studio in 2003. But 
since then, he has managed 
to transition from New York’s 
mixtape circuit to big-budget 
hits, becoming the go-to guy 
for reliably fun guest verses 
and  landing two albums in the 
top ive of the Billboard 200 as 
a solo artist. He’s a throwback 
to rap’s old school who, 
with his cheerfully DGAF 
attitude, its in perfectly with 
the genre’s changing, youth-
dominated landscape. He vibes 
with everyone.

Recently, French returned 
from a summer spent  playing 
European festivals, from 
London’s Wireless to a 
headlining set at Belgium’s 
Tomorrowland. “I know there 
are bigger artists than me, but 
put them on the same stage 
as me at a festival, and I’ll 
blow them out of the water,” 
French says matter-of-factly. 
He managed to catch the World 
Cup inals in Russia, where 
“Welcome to the Party,” his 
recent collaboration with Diplo 
and Lil Pump, blasted through 
the stadium in the  immediate 
wake of France’s win. For 
French, the moment  resonated 
beyond the initial thrill: “Soccer 
gave me my irst visa to leave 
Africa and showed me [it’s a] 

bigger world out there!” he 
tweeted ecstatically from the 
game, punctuating the thought 
with his trademark “Hannnn!”

“I believe in love,” he says 
with a shrug. “I come from a 
lifetime of negativity — from 
being shot to everything you 
can think about, I done been 
through it. But I got more out 
of love.” He helps himself to 
more salt-and-pepper prawns. 
“Since I started, I was always 
the underdog. And everybody 
loves the underdog.”

KARIM KHARBOUCH SPENT 

the irst 13 years of his life 
in Morocco, just outside of 
Casablanca. His father crafted 
a plan to bring his family to 
New York, but it went south 
pretty quickly. “My father got 
in trouble, and they gave him 
visas to bring me here,” says 
French. “He couldn’t handle it 
and he went back; my mother 
had to stay here with us and get 
on welfare. It was a choice — she 
sacriiced for us. And it worked, 
by mistake.” He sips from one 
of two lychee  martinis that have 
just arrived (both for him). “I 
became the biggest artist out of 
my country by mistake,” he says.

Arriving in the South Bronx in 
1996, French spoke no English. 
“The language barrier was, like, 
the most  disrespectful thing 
you could ever step into,” he 
remembers. “If you walk into 
somewhere and you can’t speak 
English, everybody looking at 
you, laughing at you and  making 
jokes. I didn’t know what the 
fuck they was  talking about. 
But you could tell.” Noticing his 
accent, the guys on his block 
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French with Swae Lee 

(right) in the Uganda-set 

“Unforgettable” video.
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started calling him “Bonjour,” 
which  eventually became 
“French.” Montana came 
later, after Tony from Scarface, 
 naturally: “Everybody knew I 
was the No. 1 hustler.”

Back then, rap wasn’t the irst 
thing on French’s mind. “I was 
trying to play  basketball, and I 
was good at it,” he says. “But I 
couldn’t go to college. I had a 
green passport, so they was like, 
‘You can’t get a scholarship.’ ” 
Out of high school, he started 
selling drugs and served time in 
jail twice; after the third ofense, 
he was told, he’d be deported. 
“What the fuck am I going to 
do now? Keep going until I get 
locked up again?” French  recalls 
thinking. He was out of options, 
and wanted to provide for his 
brothers. “So that’s when I 
started rapping.”

French’s trajectory spans 
just about every formal shift in 
21st century hip-hop: from his 
early Cocaine City DVDs, which 
established him in the streets, 
to the late 2000s mixtape 
circuit (both as a solo artist 
and  alongside Harlem legend 
Max B), to major-label deals and 
studio albums. If you start with 

his irst DVD in 2002, French 
has been relevant in the rap 
game for over 15 years, and at 33, 
he isn’t just surviving — he’s the 
biggest he has ever been. 2017’s 
“Unforgettable,” a balmy, 
dancehall-inspired collaboration 
with Rae Sremmurd’s Swae Lee, 
is French’s highest- charting 
song to date, peaking at No. 3 on 
the Billboard Hot 100.

In an era when a kid can 
upload a track to SoundCloud 
and go viral overnight, this 
kind of patient upward slope is 
far from the norm. But French 
has a nonchalant attitude 
toward bridging the old and 
new schools of success. “I just 
know how to make music,” he 
says. “When the DVD game 
was poppin’, I was poppin’. 
When the internet took over, 
I was poppin’ on the internet. 
When the mixtape game was 
poppin’, I stayed on top. When 
I jumped into albums, I was 
poppin’. I think everybody gets 
this whole shit fucked up: It’s 
just about music.”

French on record is a lot like 
French in person — the guy 
invited to every party, who 
charms without trying and never 

seems to wear out his  welcome. 
His irst real hit, “Choppa 
Choppa Down,” both beguiled 
and confused people. Here was 
a Moroccan  immigrant from 
the Bronx, making hardcore 
Southern trap music with a 
Waka Flocka Flame feature. But 
then came “Shot Caller,” a track 
that couldn’t have been more 
quintessentially New York, with 
lyrical nods to classic ’90s one-
liners and a beat that sounded 
like a block party.

“And that’s when I started 
hitting them: ‘Pop That,’ 
‘Stay Schemin’,’ all that. I was 
like, ‘Ping, ping, ping, ping! 
How do you want it?’ ” says 
French, tossing imaginary 
darts across a map. He wasn’t 
stuck in any particular box. 
He was even a couple of years 
ahead of the  rappers who’d 
start  interpolating Caribbean 
sounds: 2013’s insanely catchy 
“Freaks,” featuring Nicki Minaj, 
sampled Jamaican duo Chaka 
Demus and Pliers’ 1992 classic, 
“Murder She Wrote,” before 
just about anyone. And as his 
presence on the charts became 
a constant — 14 songs on the 
Hot 100 since 2012 — French’s 
formerly  elusive appeal became 
increasingly clear: He wasn’t 
trying to bowl you over with 
lyrical miracles, he was just 
trying to have a great time. 
I can basically sum up every 
party I attended in 2012 with 
one nasal, Bronx-accented 
ad-lib: “Hannnn!”

Lately, he says, he has been 
turning down far more ofers 
than he says yes to; after years 
of nonstop output, he wants 
to work smarter, not harder 
— a lesson he has absorbed 
from Sean “Diddy” Combs, 
the founder of French’s label, 
Bad Boy Records. “One thing 
I learned from him is that you 
don’t have to rap,” he says. As in, 
you retire in your 40s and invest 
elsewhere? “It’s not that — Pufy 
still raps,” he explains. “But 
when it becomes a  business, 
that can take away from the love 
of music. Some people have to 
tour because they got bills. You 
got to become that person who 
can take ive years of and come 
back because you love it.” His 

next album is coming together, 
but he doesn’t want to rush it. 
“I come from the mixtape era — 
we just dropped shit,” he says. 
“I’m going to make sure this one 
gets the respect it deserves.”

“I knew French had that 
special sound since the irst time 
I heard him,” says Combs. “And 
now, to see how far he has come 
— he’s a major force in hip-hop 
and a proven hitmaker. But he’s 
also more than that: He’s an 
agent for change.”

Already, French has started 
to turn his focus outward. 
After ilming the video for 
“Unforgettable” in Uganda 
with local dance crew Triplets 
Ghetto Kids (who joined 
him onstage at the 2017 BET 
Awards), he donated $100,000 
to the local Mama Hope 
 organization, toward  building 
the Suubi Health Center. His 
latest  campaign, We Are the 
Dream, responds to the Trump 
 administration’s  rescindment 
of the Deferred Action for 
Childhood Arrivals  immigration 
policy; its  website is a hub of 
 information for  undocumented 
students, including  scholarship 
 opportunities — the kind that 
French dreamed of nearly two 
decades ago.

And in July, after a 10-year-
plus process prolonged by 
legal hassles, French inally 
became an American citizen. I 
wonder if he ever gets dragged 
down by the injustices in his 
adopted homeland — if there 
are times when he still feels 
like the 13-year-old kid who 
doesn’t belong. “Honestly, 
this  country is built by 
 immigrants. So I never feel 
like that anymore,” he says 
after some  consideration. 
He thinks back to that time, 
imagining if his mother had 
returned to Morocco with his 
dad. “Who knows where I’d 
be right now?” he relects. “I’d 
be in Morocco, selling corn, 
cameras. In some countries 
there’s more opportunity — but 
I feel like that’s only limited by 
how many chances you want 
to take.” It could be a somber 
moment, but within seconds, 
he’s back to laughing and 
 toasting the table. 
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On his first birthday, 

with his mother, in 

Morocco in 1985.

French was sworn in as a 

U.S. citizen earlier in 2018.



A
CAMERA PANS THROUGH 

a warehouse, lingering on a 
dancing, shirtless Childish 
Gambino. Carrying a rile, 
he guns down a gospel 
choir. His face seizes in 
fear as he lees the terrors 
of our racist world.

The music video for “This Is America,” 
released in May by Gambino, aka Donald Glover, 
 demonstrated the artistic power of a format that 
some people had pronounced dead: The clip, 
directed by Hiro Murai, was an  unlinching, 
magnetic take on gun violence as seen through 
the lens of American minstrelsy. It also 
 demonstrated the medium’s commercial clout: 
Of the track’s 66.7  million streams in the United 
States its irst week of release, 44.7  million of 
them came from the viral video, according to 
Nielsen Music, making the song an unexpected 
No. 1 on the Billboard Hot 100.

The video had an immediate impact on 
 popular culture, the kind rarely seen since 
another American horror story 35 years  earlier: 
Michael Jackson’s “Thriller.” Back in 1983, 
however, even saturation play of “Thriller” on 
MTV only got it to No. 4 on the Hot 100. Now, 
though some fans still lament the absence of a 
premier cable-TV venue for music videos, online 
platforms,  especially YouTube, have even greater 
efects on a song’s fortunes.

Danny Lockwood, executive vp creative and 
video production at Capitol Music Group, has 
been making videos since 1992. “When I started,” 
he says, “videos were purely loss leaders, and 
MTV airplay was the golden ring. We aimed 
for  brainwash rotation, and labels were selling 
CDs.” The internet capsized the music industry’s 
 business model, and for a time video budgets 
severely contracted. But in the longer term, says 
Lockwood, “it was the best thing ever for music 
videos. MTV’s playlists were small, and you were 
 watching  whatever MTV decided to serve you. 
Now, the  eyeballs have become more valuable 
because they’re not passive.”

The income stream from YouTube play has 
become signiicant enough that, in some cases, 
big-budget videos can pay for  themselves. 

The Music 
Video’s New 
Rules

Why s hell  out s ix f igures for 
a cl ip kids wil l  half-watch on 
their  phones? B ecause these 
days ,  there are leve ls to 
how you monetize a video

By Gavin Edwards

Zack Gershen, partner/executive vp at artist- 
development irm mtheory, still urges his clients 
not to focus solely on the chance of a video 
alone recouping its costs. “If we get  meaningful 
 engagements, we’re going to monetize it,” says 
Gershen. “For most artists, that will come in the 
form of monetizing touring. Everybody gets how a 
cool video can be really interesting to fans, but our 
job is to educate artists on how we maximize the 
algorithms of these  platforms. 
The way the YouTube 
 algorithm works, you need to 
have an active channel: If you 
don’t, you’ve depressed the 
potential virality of any video. 
And you need to have a steady 
low of content.”

That means posting not 
only “oicial” music videos 
with high  production values, 
but lyric clips  (highlighting 
only the words), static 
videos (music  playing over 
a single image) and behind-
the-scenes  footage. “There’s a 
 tremendous amount of value 
in having a mix of video assets 
with one  underlying audio 
track,” says Gershen.

Those also include the 
 relatively new  “vertical 
video,” sized to it the 
 dimensions of a phone rather 
than a  monitor. Horizontal videos can’t just be 
cropped into vertical clips (or at least not with 
 appealing results), so artists are still iguring out 
how best to make use of them, but the format 
is on the rise: A vertical video is easier to it 
on social media platforms like Instagram, and 
they’re  particularly  important on Spotify, where 
they’re starting to crop up on popular  playlists 
like Today’s Top Hits — which means both labels 
and artists are paying attention.

Even with this diverse array of new video 
 formats, there’s still great power in the classic, 

oicial video. “It’s a tool we have to really make 
stars and cement them in the public mind,” says 
Lockwood. “A big video that resonates, you’ll see 
quite a bit of repeat viewing,” adds Gershen. “And 
a really powerful video — that gets into playlists.”

That power afects both 
established  superstars — 
Beyoncé and JAY-Z’s tens of 
millions of YouTube views 
for their Louvre-set “Apeshit” 
video helped send it to the 
Hot 100’s top 20 in June — 
and rising names. Take Dua 
Lipa: Before her single “New 
Rules” came out, she’d found 
making videos one of the 
trickiest parts of her career to 
manage. “When I’m  writing 
songs in the studio, I’m 
 imagining doing them live 
at a festival, not the music 
video,” she says.

But when it debuted in July 
2017, the “New Rules” clip 
— a cleverly choreographed, 
candy-colored, all-girl  slumber 
party-cum-empowerment 
 session — changed the course 
of her career. “The song was 

doing well, but the music video turned it into that 
viral thing,” she says. “It was relatable, it was fun, 
and nobody expected it to do what it did.” To date, 
229.5 million of the song’s 539.3 million streams 
have come from the video.

THE BASIC METHOD OF PUTTING TOGETHER 

artists and directors has remained the same 
for decades: A label solicits treatments for 
a song and sets a budget. The executive in 
charge of  production might have a title like 
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67%
Portion of the total opening-

week U.S. streams from the 

video for Childish Gambino’s 

“This Is America,” according 

to Nielsen Music

174.3M
YouTube views to date for 

Ella Mai’s “Boo’d Up”

13
Hot 100 debut position 

for The Carters’ “Apeshit” 

following its video premiere



“director of media,” but is often known as the 
video  commissioner. Beggars Group vp  content 
and strategy Gabe Spierer is one of those 
 commissioners. “Frequently, we’ll go out with 
the budget range and get back treatments that 
cost twice as much,” he says. “We have to say, 
‘No, we were serious.’ ”

Director Sarah McColgan is keenly aware 
of that tension between art and commerce. “I 
want to make things that are meaningful and 
 creative,” she says, “but a lot of times in pop 
music, you’re  essentially making a musical 
commercial for an artist’s brand. It can be great 
— there are a lot of creative music videos being 
made — but it can also be exhausting.” Take 
her shoot for one of 2017’s most viral videos, 
Charli XCX’s star-studded “Boys” (now viewed 
over 88 million times on YouTube). Gathering 
all those celebrity appearances required 17 
 shooting days stretched across several weeks and 
 locations, from Coachella to South Korea.

“[With] music video budgets, the money goes 
very quickly,” says McColgan. “Certain days, we 
were scraping together all our resources to make 
something happen.” While it’s possible to do a 
microbudget video armed only with creativity 
and a camera phone, the videos McColgan has 
worked on recently have had budgets  ranging 
from $80,000 to north of $500,000. “For 
 household name  artists, $100,000 to $125,000 is 

pretty  average. But they might spend $300,000 
or $400,000 on the irst video from an album 
and then save money on the follow-ups. And the 
worldwide superstars like Beyoncé and Katy Perry 
are easily spending a million-plus.”

Typically, labels front the money for music 
video production. “They are the beneiciaries of 
the royalties that come from those videos, so it is 
their obligation to pay for them,” says Gershen. 
But, he adds, streaming platforms are starting to 
inance videos too. “Apple has funded a bunch of 
videos, Spotify less so, and YouTube is doing some 
 inancing of content, partnering with artists.”

As in any ilm, product placement —  sometimes 
subtle, sometimes not — provides key funds as well: 
“as little as $5,000 and as much as hundreds of 
thousands of dollars, depending on the  integration 
and the artist,” says Lockwood. “Brand dollars 
are more important than ever to us. It allows us to 
make more and better videos.”

Ella Mai’s “Boo’d Up,” which is No. 8 on the 
Hot 100, has a video directed by Nick Walker 
that depicts a charming amusement-park date 
night — one that kicks of with a prominent Lyft 
appearance. “Videos are expensive,” says Mai of 
the product placement. “I’ve deinitely been in 
situations where you wish you had a little bit of 
money to pull things together.” She likes her videos 
to closely mirror her songs, and the extra resources 
that product placement afords can help artists like 

her create them: “Music videos are like acting — if 
I don’t believe in the  treatment, I’m not going to be 
able to perform with 100 percent conidence.”

And bringing artists’ visions to life is still a gig 
that, much like in the heyday of MTV-reared 
auteurs like David Fincher and Spike Jonze, 
can help directors develop their own. Jonathan 
Desbiens, who as Jodeb has directed videos for 
Imagine Dragons, Skrillex and Jack White, aspires 
to make feature ilms, and says that music video-
making is “my school — they allow you to fail 
without being in trouble.” Periodically, music video 
directors can reinvent their style without unduly 
disrupting their artistic brand. “You don’t get to do 
that with movies,” says Desbiens.

Big-budget videos are still being made and 
 having an impact (see Ed Sheeran’s “Shape 
of You,” Taylor Swift’s “Look What You Made 
Me Do”), even if the channel through which 
they’re seen has evolved tremendously — and 
 directors are adapting for better or worse. “It 
doesn’t change the approach, but it makes me 
sad,  shooting all these videos on an [Arri] Alexa 
[high-end digital camera], with so much time 
color-grading and nitpicking and crafting the 
shots,” says McColgan. “It could be cinema 
 quality, and it’s going to be a blip on YouTube on 
the phone while they’re doing something else.” 
She laughs  ruefully — it’s one more  contradiction 
in a  business full of them. 

The new music-video landscape looks 

like this: 1 The haunting clip for Childish 

Gambino’s “This Is America.” 2 Charli XCX 

(fourth from left) cast famous (and fame-

adjacent) faces such as (from left) Joe 

Jonas, Charlie Puth, Tinie Tempah and 

Diplo as her co-stars in “Boys.” 3 Mai’s 

“Boo’d Up” introduced her as a young R&B 

chanteuse to watch. 4 Lipa danced through 

a girls-only get-together in “New Rules.”

4



MICHAEL KAPLAN

Congratulations on being named to the 

Billboard Top 
Business Managers

list and for your dedication to your clients.
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Top Business Managers 2018
The 44 leading financial experts who keep an eye on the income, 
spending, investments — and taxes — of rising artists and superstars

W
hether they work in 

New York, Los Angeles, 

Nashville or elsewhere, 

business managers 

were laser-focused on 

Washington, D.C., last 

December. After months 

of legislative wrangling, President Donald Trump 

signed into law the nation’s first major tax overhaul 

in three decades, affecting the 2018 income 

received by all U.S. taxpayers, musicians most 

certainly included.

So the business managers who track — and 

maximize — artist revenue from recording, publishing, 

touring and other sources, and who manage 

money flowing out through spending, investments 

or philanthropy, face a new challenge this year: 

absorbing the impact of the 400-page-plus tax-reform 

law for their clients.

Bumstead McCready & McCarthy.

Tax planning aside, business managers face the 

perennial challenge of guiding their clients’ spending 

and investments. That’s true even if the money-

making schemes of their creative clients include, for 

example, a company that clones pets, a cactus farm in 

Mexico or the development of a state-of-the-art beer 

helmet. A number of artists are also putting money 

into the growing marijuana industry.

Business managers often decline to identify the 

performers who obtain their advice. (In a high-profile 

exception, prior to settling a legal dispute with actor 

and Hollywood Vampires guitarist-keyboardist 

Johnny Depp, his former business managers detailed 

in court papers his $2 million-a-month lifestyle, 

including expenses for his island in the Bahamas, his 

taste for fine wine and a 156-foot yacht.)

Not surprisingly, managers watch their own money 

as well as their clients’ funds. Their favorite bargains? 

“Shopping at Costco and buying strawberries on the 

roadside,” says Bernard Gudvi, longtime adviser to the 

late Tom Petty (and now his estate). “Fresh veggies 

from the garden,” says Nashville business manager 

Lillian Williams. Adds Tri Sports and Entertainment 

Group CEO Lou Taylor: “Any designer shoe on sale.”

LOUIS BAR A JAS, 56
BUSINESS MANAGER , BUSINESS MANAGEMENT LAB

As Latin music revenue has soared 

over the past year, so has Barajas’ 

business in Los Angeles and Miami. He 

has doubled his staff (from six to 12) to 

serve a clientele that includes Nicky 

Jam, Yandel and the estate of Jenni Rivera. He helped 

Mexican pop star Ana Bárbara recover $416,000 

after the singer filed suit against Wells Fargo in 2016 

for opening false accounts in her name. Barajas also 

stopped another act from investing in a scam that 

would have cost the artist over $500,000. “After 

doing a background search on the potential investor, 

we found out that he had a longer rap sheet than my 

client’s list of Billboard hits,” says Barajas.

JULIE BOOS, 48
OWNER/CHAIRMAN, FLOOD BUMSTEAD McCREADY 

& McCARTHY

JAMIE CHEEK, 47
OWNER/PRESIDENT, FLOOD BUMSTEAD McCREADY  

& McCARTHY

DUANE CL ARK, 48
OWNER/VICE CHAIRMAN, FLOOD BUMSTEAD  

McCREADY & McCARTHY

CARMEN ROMANO, 5 4
OWNER/VP, FLOOD BUMSTEAD McCREADY &  

McCARTHY

The Nashville-based business-management 

powerhouse had a changing of the guard in 2017 as 

Boos, Cheek, Clark and Romano assumed new titles 

and roles that put in place a succession plan set up 

by the company’s founders. The move seeks to 

guarantee the continuity of clients’ “financial 

management and security for decades to come,” 

according to the company. FBMM closely guards 

the identities of its clients but has been reported to 

work with Kenny Chesney’s manager, Clint Higham, 

among many others. The managers report a year 

packed with deals, including opportunities to 

maximize non-touring revenue for clients, sales of 

songwriting catalogs and “some long overdue 

audits with major record companies,” says Cheek. 

“Two of them were combined with some 

“This tax law takes away deductions,” says Michael 

Karlin, a founding partner in Los Angeles business 

management firm NKSFB, citing just one provision 

of the complex legislation. Performers whose income 

flows through their own businesses — or who receive 

investment earnings — will fare best. “But if you’re 

treated as an employee and you receive wages, 

then all of your employee business deductions are 

eliminated — all of them,” he says.

Likewise, new limits on deductions for state and 

local taxes and mortgage interest payments will 

disproportionately affect residents of New York and 

California, the home states of a large proportion of 

musical artists.

“I caution [clients] that, although it looks like tax 

rates may have been cut, it doesn’t automatically 

mean that they’ll be paying less tax in the end, given 

the limits on state tax deductions,” says Julie Boos, 

chairman/co-owner of Nashville-based firm Flood 
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NKSFBGO’s 

Oppenheim counts 

Beyoncé among his 

clients.

renegotiations with labels. I was very proud of what 

we were able to accomplish in settling out the 

audits and redoing [the artists’] deals.”

DAVID BOLNO, 42
PARTNER , NKSFB

RICHARD FELDSTEIN*
PARTNER , NKSFB

MICHAEL K ARLIN, 6 4
FOUNDING PARTNER, BUSINESS MANAGEMENT, NKSFB

MICKEY SEGAL , 60
MANAGING PARTNER , NKSFB

Karlin, who co-founded NKSFB in 1981 with Segal 

(and now-retired partner Fred Nigro) says the 2017 

tax act is “generally going to hurt” 60 percent of his 

firm’s individual, high-net-worth clients who live in 

Southern California “because they’ll no longer get to 

deduct state and local income taxes.” But he cheers 

the reduction in the top tax rate on ordinary earned 

income for individuals from 39.6 percent to 

37 percent. And Karlin is relieved that the favorable 

capital-gains treatment on the sale of music 

copyrights survived the tax reform sausage-making: 

“No one expected it to, but it did.” At a firm with 370 

employees, says Segal, “we have about 42 people 

just in our tax department, which sets us apart from 

other business management firms.”

NICHOL AS BROWN, 68
PARTNER , NKSFBGO

BERNARD GUDVI, 71
PARTNER , NKSFBGO

MICHAEL OPPENHEIM, 58
PARTNER , NKSFBGO

Gudvi closed a deal in April for his 50-person GSO 

Business Management to join the larger NKSFB. 

The resulting subsidiary, NKSFBGO, serves as the 

parent firm’s office in California’s San Fernando 

Valley and is managed by Gudvi, Oppenheim 

and Brown. (Each is also a partner in NKSFB.) 

Last October, Gudvi suffered the personal loss 

of longtime client Tom Petty, but he continues to 

handle finances for the singer’s estate. “Tom was 

the best,” he says. “I respected him, liked him and 

miss him.” Brown’s specialty is dealing with non-

U.S. artists on tour in the United States. He says 

that his firm recently reduced a client’s tax liability 

for $9.5 million in touring income — which, at the 

full rate, would have been about $2.8 million — to 

$300,000 through deductions. Says Oppenheim, 

whose clients include Beyoncé, Eminem, Steve Aoki 

and Julia Michaels: “We have more and more clients 

asking about potential business opportunities in the 

[legal] cannabis world. It’s an area every business 

adviser will need to familiarize themselves with.”

LEGINA CHAU DOIN, 46
PARTNER , O’NEIL HAGAMAN

AL HAGAMAN, 65
PARTNER , O’NEIL HAGAMAN

CHERYL HARRIS*
PARTNER , O’NEIL HAGAMAN

KERRY O’NEIL ,  65
PARTNER , O’NEIL HAGAMAN

LILLIAN WILLIAMS, 5 4
PARTNER , O’NEIL HAGAMAN

“Protect and educate” is how O’Neil 

describes his role in overseeing artist 

finances. During the past year, his 

34-year-old Nashville firm named 

Chaudoin and Williams as new 

partners and brought new opportunities for “clients 

who have had major headline arena tours in 

domestic and foreign markets, television specials 

and new album releases, record-label negotiations, 

publishing acquisitions, sales and writer deals,” 

says Hagaman. The firm’s impact can be measured 

in investment returns and tax savings but also 

“ticket sales, media impressions, radio success, 

brand development and extensions — and new 

business-venture startups,” adds Hagaman.

VICK Y CHERRY, 55
PRINCIPAL , VADEN GROUP

A songwriter who had scored a chart-

topping hit came to the Nashville 

offices of the Vaden Group within the 

past year with an admission. “He 

hadn’t filed taxes in five years,” says 

Cherry, who declines to identify the writer (or the 

song). “He had a No. 1, and he wanted to get caught 

up. He owed thousands of dollars. I did an offer in 

compromise with the IRS, and he ended up paying 

56 percent of what he owed. That gave him a chance 

to have a clean slate with the IRS and keep writing 

No. 1 songs.” Of the new federal tax legislation, 

Cherry acknowledges that “we’re all still trying to 

figure out where the big savings are going to be.”

W. ERIC FULTON, 55
FOUNDER/MANAGING PARTNER , FULTON 

 MANAGEMENT

After advising his clients against 

becoming involved with Bitcoin, 

Encino, Calif.-based Fulton says that 

nearly two dozen invested in the 

cryptocurrency, and “all but one lost 

money. We try to make sure that clients don’t get 

caught up in the hype and stick to more 

conservative bonds and boring things that secure 

their future.” Fulton cites client Colbie Caillat as one 

who has done well with this strategy. “Colbie hasn’t 

wanted to tour recently, so we’ve done a good job of 

investing her money and she’s fine.” He’s also 

tallying higher touring grosses for clients Hall & 

Oates who, under a new deal with Live Nation, are 

“reaching a whole new audience.”

TODD GELFAND, 60
MANAGING PARTNER , GELFAND RENNERT & FELDMAN

WILLIAM HARPER JR .,  61
PARTNER , GELFAND RENNERT & FELDMAN

STANLEY LIM, 48
PARTNER , GELFAND RENNERT & FELDMAN

MELISSA MORTON, 44
PARTNER , GELFAND RENNERT & FELDMAN

RONALD E.  NASH, 59
PARTNER , GELFAND RENNERT & FELDMAN

DAVID PHILLIPS, 50
PARTNER , GELFAND RENNERT & FELDMAN

“We’re seeing a sea 

change in the [business 

management] industry 

because of the demands 

of technology and 

cybersecurity,” says Los Angeles-based Gelfand, 

discussing a milestone deal in the past year for his 

firm, which his father, Marshall M. Gelfand, 

launched in 1967. “We felt we needed to continue to 

grow in those areas, so we merged with Focus 

Financial Partners.” The deal allows GRF to 

maintain its own identity while becoming an 

operating entity of Focus, an international 

consortium of independent wealth-management 

firms. As GRF has grown to five offices worldwide, 

“my biggest accomplishment is to be able to 

maintain the culture, spirit and enthusiasm” of the 

firm, says Gelfand. He declines to speak about 

specific clients, but chances are he had no trouble 

scoring tickets to Springsteen on Broadway. (The 

firm is listed in the Playbill credits.)

SEAN GR ANAT, 37
SENIOR PARTNER , COHNREZNICK

Non-U.S. artists touring in the United 

States can have as much as 

30 percent of their gross tour revenue 

withheld for federal income tax — 

unless they have a business manager 

like Granat. His team at CohnReznick in New York 

secured central withholding agreements with the 

IRS “for more than two dozen touring acts over  

this past calendar year,” he says. For a top band 

grossing $100 million, that agreement meant that 

$30 million remained in their accounts until the tour 

concluded. “This tour ended up with a 60 percent 

profit margin, so federal tax liability of roughly 

$23 million was calculated and paid,” says Granat. 

A balance of $7 million was “paid to the artists 

immediately [instead of] being held by the IRS prior 

to being refunded.”

MICHAEL K APL AN, 47
PARTNER , MILLER KAPLAN ARASE

Kaplan advised one top client on a 

worldwide tour during the past year, 

negotiating the act’s contracts and 

dealing with global taxation strategy. 

Of the recent U.S. tax changes, he 

STREAMS SURGE, 

INCOME LAGS

“Streaming is very 

difficult to track and 

audit,” says Michael 

Karlin of NKSFB. “The 

biggest change [with the 

rise of streaming] is the 

decline in revenue artists 

have experienced as a 

result of the hundredths-

of-a-penny per-stream 

royalty versus $2 to $3 

per unit that a major 

artist would have 

received for the sale of 

a record with 10 or 12 

tracks. There has been 

some economic growth 

in streaming due to 

the sheer increase in 

volume. So even though 

the amount paid per 

stream is so tiny, you 

now see artists with 

tens and hundreds of 

millions of streams of a 

song or a release. [That 

has] favorably impacted 

the economics. But the 

money in music today is 

from live performances 

and songwriting/

publishing. There’s not 

a lot of money from 

recording because 

it’s now a streaming 

business.” —THOM DUFFY

*Declined to reveal age
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TOM CYR ANA , 60 
PARTNER/MANAGING DIRECTOR , RZO

JOHN GUL A , 60
PARTNER/MANAGING DIRECTOR , RZO

LIA SWEET, 57
PARTNER/MANAGING DIRECTOR , RZO

BILL ZYSBL AT, 67
FOUNDING PARTNER , RZO

“We are probably the only 

artist-based business 

management firm,” says 

Zysblat of New York-based 

RZO. “We represent no 

managers, agents, executives, labels, 

merchandisers or publishers.”

The firm’s artist roster is unrivaled. 

RZO watches out for the financial 

interests of (“in no particular order,”  

says Zysblat) The Rolling Stones, U2,  

the estates of David Bowie and John 

Lennon, Lady Gaga, Shania Twain,  

Luis Miguel, Steely Dan, David Byrne,  

Joe Jackson, fun. “and probably another 

15 to 20 artists.”

Zysblat and his late partner, Joe 

Rascoff, formed RZO after the shared 

experience of working with The Stones 

beginning with the band’s 1975 tour of 

North America. Today, RZO’s partners, 

who are each responsible for a specific 

department at the firm, include Cyrana 

(royalty compliance), Gula 

(tax) and Sweet (business 

management). That said, 

“We all do a little bit of 

everything,” adds Zysblat.

Zysblat assisted Bowie 

when, before his death in 2016, 

the artist agreed to provide 

items from his 75,000-piece 

archive to the curators of the 

exhibit “David Bowie is,” which 

opened in London in 2013 

and circled the globe before 

closing in Brooklyn in July. 

Estimated worldwide ticket 

sales exceeded $70 million. Bowie, and 

later his estate, did not have any financial 

interest in the exhibit, says Zysblat.

How do you measure success?

It’s a simple metric: Did we do what was 

best for the client, and are they happy 

with the result? If you can achieve both, 

you have succeeded.

What advice have you given clients as a 

result  of the new tax law?

There are a number of changes we are 

recommending, but most of them are 

changes in [business] structure, so we 

don’t need the clients’ active involvement 

in implementing them. None of our 

clients are employees of third-party 

companies, so the major change in 

unreimbursed business expenses does 

not have an impact on us.

How has the rise of streaming affected 

artist income?

Streaming is finally becoming a 

significant income source, but it has a 

long way to go. Tracking the accuracy of 

streaming income remains a challenge.

With U2 and The Stones on tour now and 

Lady Gaga playing arenas in 2017,  what 

was the highlight of the past year?

Looking back, the “David Bowie is” 

worldwide exhibition was one of the 

most satisfying outcomes of something 

that was never anticipated to be a world-

record-breaking event. It was David’s 

wish, long before he passed away, to 

not participate in any of the ticket sales 

revenue with the participating museums. 

So, having helped to raise well in excess 

of $70 million for the arts is as gratifying 

as it gets. —T.D.

R ZO :  T H E  A DV I S E RS  F O R  U 2 ,  G AG A  &  T H E  STO N E S
Bill Zysblat shares the counsel he offers his star-studded client roster

says, “We’re focusing not on how to get around the 

tax, but on where the growth potential for our 

clients is. We’re always trying to generate more 

growth and revenue, then looking at the tax pieces.” 

For Miller, who practices in North Hollywood, Calif., 

and majored in political science at the University of 

California in Berkeley, these times often call for 

wider conversations with clients. “It’s not just about 

the music,” he says. “It’s the message you’re putting 

out there, it’s what you stand for in terms of what 

you’re representing, your brand [and] who you are.”

DAVID LEVIN, 60
CEO, DL BUSINESS MANAGEMENT

Working with his clients’ 

management teams, New York-based 

Levin helps oversee the expansion of 

the careers of husband and wife John 

Legend and Chrissy Teigen, as well 

as Jessica Simpson — and their financial power — 

through endorsements and branding, including 

Legend’s deal with LVE Wines, Teigen’s 

agreements with Becca Cosmetics and 

McDonald’s, and the couple’s pacts with Google 

and Pampers. Simpson’s lifestyle line, a partnership 

with Sequential Brands Group, moved into makeup 

brushes in July and will include color cosmetics 

later in 2018. Levin, whose roster of music clients 

also includes LIVE, Lake Street Dive and Wyclef 

Jean, has a personal favorite bargain: “Amazon 

Prime purchases!”

MAT T LICHTENBERG, 60
PARTNER , LEVEL FOUR BUSINESS MANAGEMENT

For artists or executives living in high-

tax states who face steeper federal-tax 

liability for 2018, Los Angeles-based 

Lichtenberg counsels: “Don’t charter 

that jet to Fiji just yet.” But with the loss 

of deductions for state income tax and property tax, 

they ought to be prepared “to pay more, not less, in 

taxes,” he says. In the past year, the business manager 

says he has been focused on “helping guide clients to 

financially navigate the changing economy,” adding: 

“It’s not easy telling clients they need to downsize or 

modify their lifestyles.”

SOLOMON SMALLWOOD, 49
MANAGING DIRECTOR , PROVIDENT FINANCIAL 

MANAGEMENT

BILL VUYLSTEKE*
MANAGING DIRECTOR/CO-OWNER , PROVIDENT 

FINANCIAL MANAGEMENT

Smallwood scaled back 

his music roster this 

past year to focus on 

key clients Chris Brown 

and Justin Bieber while 

also merging his Atlanta-based TSG Financial 

 Management, as of Jan. 1, with Provident Financial 

Management. Among his music industry concerns: 

streaming contracts that “eliminate our ability to 

accurately track how much the record companies 

are being paid from this content and if, in turn, the 

artists are being properly compensated.” Vuyl-

steke, a co-owner of Provident who works in the 

firm’s Los Angeles office, says the No. 1 mistake 

made by new artists is “not putting money away 

immediately for the long term.”

LOU TAYLOR , 52
CEO, TRI STAR SPORTS AND ENTERTAINMENT GROUP

“Landing their first record deal is as 

defining an achievement for one client 

as grossing $50 million a year on tour is 

for another — it’s all perspective,” says 

Taylor, whose Tri Star firm, based in Los 

Angeles and Nashville, marks its 26th anniversary in 

2018. Clients include Britney Spears, Jennifer Lopez, 

Meghan Trainor, Mary J. Blige and Florida Georgia 

Line. For Spears, Taylor has tracked the earnings from 

the singer’s tours including her 2017 Asia swing and 

summer shows in Europe. And she helped FGL’s Tyler 

Hubbard and Brian Kelley complete a commercial 

development in Nashville’s hip Hillsboro Village to 

house their studio, publishing company “and retail 

space for Tribe Kelley, an apparel brand created by 

Brian and [his wife] Brittney.”

DAVID WEISE, 50
SENIOR PARTNER , DAVID WEISE & ASSOCIATES

In light of the new federal tax law, 

which, says Weise, “targeted negatively 

the blue states and really targeted 

entertainers,” the Encino, Calif.-based 

business manager has delivered blunt 

advice to some of his clients: Get out of California. “I 

had three move out of the state; one to Washington, 

one to Texas and one to Tennessee,” says Weise, who 

counts Coldplay, Jack White and The Weeknd among 

his clients. Given that residents of the Golden State 

will no longer “get the state tax deduction you used 

to,” he says, “it’s just not economical if you’re an artist 

who does not have to be in California.”

KRIS WIATR , 46
PRESIDENT, WIATR & ASSOCIATES

When asked how he would measure his 

success as a business manager — 

advising clients that include Chris 

Stapleton, Maren Morris, Mick 

Fleetwood and Jewel — Wiatr says, 

“You might think the metric is numbers, but it’s more 

than that. What drives our team is a passion for our 

clients and our relationships with them. It’s not easy to 

report on paper,” continues the Nashville-based 

business veteran, “but it’s the one thing that will make 

or break anyone in this business.”

VICTOR WLODINGUER , 6 4
PARTNER/PRACTICE LEADER , MUSIC BUSINESS 

 MANAGEMENT, CITRIN COOPERMAN

The new tax law created a 20 percent 

deduction for income earned by some 

self-employed individuals. “But it has 

been challenging to figure out whether 

some portion of our clients’ businesses 

are going to qualify,” says Wlodinguer, whose roster 

includes DJ Premier, The Strokes, Interpol, Thievery 

Corporation and Ben Folds. While awaiting rulings to 

clarify the new tax law, “we’re using our best 

judgment,” adds the New York-based business 

manager. Meanwhile, the central withholding 

agreement he set up for non-U.S. clients Snow Patrol 

and Gypsy Kings cut advance tax payments for those 

acts as they toured stateside. And for another client 

whose name he declines to disclose, Wlodinguer 

reports achieving a tax savings in the past year “in the 

neighborhood of $200,000 to $500,000.” 

The Brooklyn 

Museum hosted 

the final showing of 

“David Bowie is.”

Contributors Cathy 

Applefeld Olson, Steve 

Baltin, Dean Budnick, 

Leila Cobo, Chuck 

Dauphin, Thom Duffy, 

Melinda Newman, Paula 

Parisi, Deborah Wilker, 

Nick Williams
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As Drake tallies his 31st 

nonconsecutive week at No. 1 

on the Artist 100 as Scorpion 

and “In My Feelings” continue 

to respectively rule the 

Billboard 200 and Billboard 

Hot 100, Kenny Chesney 

vaults 34-2 as his LP Songs for 

the Saints opens at No. 1 on 

Top Country Albums and Top 

Album Sales and at No. 2 on the 

Billboard 200 (see pages 66, 70 

and 73).

NO. 2
Kenny Chesney
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COUNTRY CROSSES 

OVER TO POP

Two acts with country 

pedigrees debut on the 

Adult Top 40 airplay 

chart: Dan + Shay with 

“Tequila,” at No. 38, 

and Kacey Musgraves 

(above) with “High 

Horse,” at No. 39. The 

former topped Country 

Airplay for two weeks in 

July, while the latter is 

from Musgraves’ Golden 

Hour LP, which opened 

at No. 1 on Top Country 

Albums in April. Country 

hits are “our secret 

sauce,” says adult top 40 

WMYX Milwaukee’s 

Molly Cruz, also citing 

Bebe Rexha and 

Florida Georgia Line’s 

pop-country smash, 

“Meant to Be.” “The fan 

base, plus the crossover 

we have from country 

stations in the market, 

helps.” —Gary Trust

Go to Billboard.com for 

full Chart Beat coverage, 

including columns and 

podcasts.

C H A R T  B E A T

Denzel 
Debuts In 
Top 10
Florida rapper Denzel 

Curry (above) debuts at 

No. 7 on Emerging Artists 

as his third album, Ta1300, 

arrives. It’s his first charting 

LP, opening at No. 13 on 

Top Rap Albums and No. 27 

on the Billboard 200, with 

17,000 equivalent album 

units, according to Nielsen 

Music. The set follows 

Nostalgic 64 in 2013 

and Imperial in 2016 and 

features guests GoldLink 

and Billie Eilish — who 

ruled Emerging Artists a 

week ago and dips to No. 5.

Queen Naija returns 

for a second week atop 

Emerging Artists as her 

self-titled EP starts at No. 2 

on Top R&B Albums and 

No. 26 on the Billboard 200 

(18,000 units).

Plus, English singer-

songwriter Rex Orange 

County debuts at No. 31 

on Emerging Artists as 

his 2017 sophomore set, 

Apricot Princess, starts at 

No. 60 on Top Album Sales 

(2,000 sold).

 —Xander Zellner
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Scorpion 
Continues 
To Sizzle
For a fifth straight week, 

Drake’s Scorpion rules 

the Billboard 200. The set 

continues at No. 1, earning 

145,000 equivalent album 

units (down 21 percent) in 

the week ending Aug. 2, 

according to Nielsen Music. 

Of that sum, just 12,000 

were in traditional sales, as 

the album continues to be 

overwhelmingly powered by 

streaming activity.

Of Scorpion’s total of 

145,000 units earned in 

the latest tracking week, 

123,000 were in streaming 

equivalent album units 

(translating to 169.6 million 

on-demand audio streams), 

11,000 were in track 

equivalent album units and 

12,000 were in traditional 

album sales.

Scorpion’s 169.6 million 

on-demand audio streams 

rank as the 20th-largest 

weekly total for an album. 

Scorpion’s first four weeks 

are at Nos. 1, 3, 7 and 

12 among the biggest 

streaming weeks overall.

With a fifth week at 

No. 1, Scorpion clocks 

the most weeks atop the 

chart for an album since 

The Weeknd’s Starboy 

spent five nonconsecutive 

frames atop the list 

between Jan. 21 and 

Feb. 11, 2017. The set 

bowed at No. 1 on Dec. 17, 

2016, then exited the top 

slot until Jan. 21, 2017, the 

first of four more weeks 

at No. 1.

On the next Billboard 200 

(Aug. 18), Travis Scott’s 

Astroworld is set for a 

big debut atop the list. 

Industry forecasters 

suggest the amusement 

park-themed album could 

bow with 450,000 units 

earned in the week ending 

Aug. 9. Much of that total 

is driven by streaming 

activity, though the set 

is also doing sizable 

sales thanks in part to 

Astroworld-inspired 

merchandise/album 

bundles. —Keith Caulfield
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QUINCY JONES 
85TH BIRTHDAY & 70 YEARS IN MUSIC SALUTE

Editorial content subject to change
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2 0 1 8

S E P  1 5 ,  2 0 1 8O N  S A L E

PROMOTION

On September 15, Billboard will celebrate  

Quincy Jones’ 85th Birthday and 70 years  

in music. During his career, the world-renown  

producer has worked with legendary artists  

such as Michael Jackson, Frank Sinatra,  

Ella Fitzgerald, Billie Holiday, Ray Charles,  

Paul McCartney.

Quincy has earned himself numerousaccolades 

including 79 Grammy nominations, 28 Grammy 

wins, including a Grammy Legend Award, and was 

inducted into the Rock & Roll Hall of Fame as the 

winner of the Ahmet Ertegun Award.

CO NTAC T 
Joe Maimone 

212.493.4427 | joe.maimone billboard.com

Debra Fink 

323.525.2249 | debra.fink@thr.com

Lori Copeland

323.525.2020 | lori.copeland@thr.com

Please join Billboard in celebrating 

Quincy Jones 85th Birthday, and 

recognizing his lifelong success.



The album — which earned 10,000 

equivalent album units in the week 

ending Aug. 2, according to Nielsen 

Music — rises with a 27 percent gain 

largely thanks to streaming activity 

by its newly added track, “Don’t 

Leave Me Alone.”

A N N E - M A R I E
Speak Your 
Mind

74

Dig Your Roots nets a 100th week 

on the list, becoming the country 

duo’s third (of three) full-length 

set to spend 100 weeks on the 

tally. It follows Anything Goes 

(2014, 101 weeks) and Here’s to 

the Good Times (2012, 256).

F L O R I D A 
G E O R G I A 
L I N E
Dig Your Roots

117

The soundtrack to The Greatest Showman 

racks up an impressive 30th nonconsecutive 

week in the top 10 on the Billboard 200 as the 

former No. 1 shifts 8-9 in its 34th week on the 

list. It’s now one of only seven soundtracks 

to have spent at least 30 weeks in the top 10 

in the last 50 years. In the last half-century, 

the soundtrack with the most weeks in the 

top 10 is Dirty Dancing, which racked up 48 

consecutive weeks in the region between 

Oct. 10, 1987, and Sept. 3, 1988. —K.C.
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Boz Is The 
Boss Of 
Blues
Boz Scaggs scores his 

third No. 1 on the Blues 

Albums chart as Out of 

the Blues bows at No. 1 on 

the sales-based tallly. The 

set sold 9,000 copies in 

the week ending Aug. 2, 

according to Nielsen Music. 

On Top Album Sales, 

the LP enters at No. 10; 

on the Billboard 200, it 

launches at No. 82 with 

9,000 equivalent album 

units (basically all from 

traditional album sales).

Out of the Blues is 

Scaggs’ 18th entry on the 

Billboard 200 dating back 

to 1971, when Moments 

arrived on the April 17 list 

at No. 187. He went as high 

as No. 2 in 1976 with Silk 

Degrees, which spent five 

weeks in the runner-up slot.

Back on Top Album Sales, 

rocker Dee Snider debuts 

at No. 22 with For the Love 

of Metal, his first set for 

Napalm Records. The LP is 

his fourth solo album, and 

earns Snider his best sales 

week as a soloist. On the 

Heatseekers Albums chart, 

the set arrives at No. 1, 

while it also bows at No. 3 

on Independent Albums 

and No. 11 on Hard Rock 

Albums.

In other genre chart news, 

veteran children’s music 

artist Ra
i returns with 

his new album, Dog on the 

Floor, which barks in at 

No. 5 on the sales-based 

Kid Albums tally (1,000 

copies sold). It’s the singer-

songwriter’s 10th charting 

set on the nearly 23-year-

old list. The 70-year-old 

three-time Grammy Award 

nominee, who has released 

dozens of albums since 

1975, has sold 3.6 million 

albums since Nielsen 

began tracking sales in 

1991. —K.C.
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NCT Takes 
‘Feelings’ 
Challenge
NCT (below) launches back 

to its No. 2 peak on the 

Social 50 chart thanks to a 

315 percent boost in Twitter 

reactions (1.7 million) and 

a 164 percent jump in 

Twitter mentions (251,000) 

in the week ending Aug. 2, 

according to Next Big 

Sound. The K-pop boy band, 

which posted multiple 

times from the three-day 

SMTOWN Live concert in 

Osaka, Japan (at which it 

performed alongside Girls’ 

Generation, Red Velvet, 

EXO and others), also rose 

in social media interaction 

after member Ten 

participated in Drake’s “In 

My Feelings” challenge and 

uploaded it to the group’s 

o�icial Twitter account on 

July 26.

Two spots below NCT, 

Kanye West re-enters 

at No. 4. The rapper’s 

latest gains, including 

an 859 percent boost 

in Twitter reactions 

(604,000), comes as he 

not only posted the cover 

of Harper’s Bazaar’s fall 

fashion issue (on which he 

is featured with his kids 

North and Saint) but also 

shared a first look at the 

designs of the 2019 edition 

of his Yeezy shoes on 

July 29. The sneaker line’s 

o�icial launch has not yet 

been announced.

Meanwhile, as Travis 

Scott and Red Velvet 

respectively re-enter 

at Nos. 6 and 10 while 

promoting their new 

releases, Soulja Boy 

makes his first Social 50 

appearance in a year-and-

a-half and reaches the 

chart’s top 20 for the first 

time, re-entering at No. 13. 

In the rapper’s case, he also 

released new material — EP 

No Sleep arrived July 28 

— but his top posts were 

tweet-length memes. “In 

this world you either crank 

that Soulja Boy or it cranks 

you,” he tweeted on July 26.

 —Kevin Rutherford
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Weezer 
Has No. 1 
Covered
Thirty-five years after 

Toto’s “Africa” ruled the 

Billboard Hot 100, a remake 

by Weezer (above) crowns 

the Alternative airplay chart. 

The recording was inspired 

by an online campaign to 

get the band to cover the 

track after a teen Weezer 

fan heard the original on 

Netflix’s Stranger Things. 

The song is the first 

remake to top Alternative 

since 311’s rendition of 

The Cure’s “Love Song” in 

May 2004. Weezer’s fourth 

No. 1 is its first since “Pork 

and Beans” ruled for 11 

weeks in 2008. Its other 

leaders: “Perfect Situation” 

(four weeks, 2006) and 

“Beverly Hills” (one, 2005).

While “Africa” dethrones 

twenty one pilots’ two-

week No. 1 “Jumpsuit” on 

Alternative, the latter 

leaps to the summit of 

the all-rock format Rock 

Airplay chart (10.8 million 

audience impressions, up 

5 percent, according to 

Nielsen Music). “Jumpsuit” 

is the duo’s third No. 1 on 

the latter list, following 

“Heathens” (nine weeks 

beginning in September 

2016) and “Stressed Out” 

(seven, 2015-16). “Jumpsuit” 

concurrently climbs 24-21 

on Mainstream Rock.

Elvis Costello makes 

the Triple A chart for the 

first time since 2009 as 

“Unwanted Number,” with 

his band The Imposters, 

starts at No. 35. He last 

appeared on the survey 

with his rerecording of 

1996’s “Complicated 

Shadows” (No. 15, 2009). 

“Number” — which For Real 

originally recorded for the 

1996 Grace of My Heart 

soundtrack — is the lead 

single from Look Now, due 

Oct. 12.

Meanwhile, Halestorm 

earns its fourth No. 1 on 

Hard Rock Albums and 

second leader on Top Rock 

Albums as Vicious starts 

with 29,000 equivalent 

album units.

 —Kevin Rutherford
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Stoney 
Tops 
Thriller
Though Stoney by Post 

Malone (above) slips 8-9 on 

Top R&B/Hip-Hop Albums, 

it logs an unprecedented 

77th week in the top 10, 

dating to the chart’s 

inception in 1965. The set 

overtakes the previous 

champ, Michael Jackson’s 

Thriller, which recorded 76 

weeks in the top 10 in 1983 

and 1984. The Stoney feat 

adds to its already proven 

longevity: Last December, 

the album rewrote the 

record for longest wait to 

reach No. 1 on the chart, 

needing 51 weeks to enter 

the penthouse. While 

Stoney overtakes Thriller for 

most weeks in the top 10, 

the latter still holds the 

benchmark for most weeks 

at No. 1, with 37.

Elsewhere, Drake also 

reaches a milestone as 

he becomes the first act 

to reach 100 total weeks 

atop the Rhythmic airplay 

chart, which began in 1992. 

His triple-digit tally comes 

as “In My Feelings” lifts 2-1 

thanks to a 13 percent jump 

in plays during the week 

ending Aug. 5, according 

to Nielsen Music. The 

superstar’s 100th career 

week at No. 1 edges out 

Rihanna, who has logged 

99 in charge. “Feelings” 

marks Drake’s record-

extending 22nd No. 1 on 

Rhythmic; Rihanna ranks 

second with 17.

Plus, Queen Naija debuts 

at No. 2 on Top R&B 

Albums with her self-titled 

EP. The five-song collection 

earned 18,000 equivalent 

album units in the week 

ending Aug. 2, according 

to Nielsen Music. The set’s 

lead single, “Medicine,” 

concurrently hits the 

top 10 of R&B/Hip-Hop 

Airplay, moving 11-8 with 

a 4 percent bump to 

15 million in audience in the 

week ending Aug. 5, and 

crests at a new No. 3 high 

on Hot R&B Songs.

 —Trevor Anderson



Shakira 
Scores 
29th Top 10
Shakira (above) and 

Maluma’s “Clandestino” 

lands in the Hot Latin 

Songs top 10, jumping 14-9. 

The track’s rise is largely 

fueled by its streaming gain, 

with a 43 percent boost 

(to 4.7 million) in the week 

ending Aug. 2, according 

to Nielsen Music. Its surge 

was sparked by its music 

video, which arrived on 

July 27 and a�ected its 

performance during its first 

full tracking week.

The rise grants Maluma 

a ninth top 10 and extends 

Shakira’s record for most 

top 10s among women. 

With the move, she logs her 

29th such hit on the chart, 

ahead of Gloria Estefan 

(with 23). She also ties with 

Chayanne and Cristian 

Castro for the third-most 

top 10s overall. Luis Miguel 

leads all artists with 

39, followed by Enrique 

Iglesias with 38.

Meanwhile, women rule 

the Latin Airplay chart 

as Becky G and Natti 

Natasha’s “Sin Pijama” 

moves 3-1, granting both 

their second No. 1. The 

song earned 16.9 million 

in audience impressions 

during the week ending 

Aug. 5 (up 23 percent). 

Notably, it’s the first time 

since the list’s inception in 

1994 that a title with two 

credited women leads the 

chart.

Elsewhere, Christian 

Nodal tops the Regional 

Mexican Airplay chart 

with “Te Fallé.” It is his 

second leader of the year 

and fourth consecutive 

No. 1 — his entirety of chart 

entries. The song lifts with 

an 11 percent increase to 

8.4 million in audience.

Lastly, Puerto Rican 

reggaetón/trap artist 

Bryant Myers scores 

the week’s highest debut 

on Top Latin Albums 

as his first studio set, 

La Oscuridad, opens at 

No. 4 with 5,000 equivalent 

album units earned.

 —Pamela Bustios
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‘Middle’ 
Is Tops
Zedd (above right), Maren 

Morris (second from 

left) and Grey (left and 

second from right) grab 

a share of the record for 

the most weeks at No. 1 

on Hot Dance/Electronic 

Songs (which began in 

2013) as “The Middle” 

marks a 27th frame on 

top. The song matches 

The Chainsmokers’ 

“Closer” (featuring Halsey), 

which led for 27 weeks 

in 2016 and 2017. Avicii’s 

“Wake Me Up!” follows with 

26 frames at No. 1 in 2013 

and 2014.

Speaking of the duo, 

The Chainsmokers collect 

their 12th Hot Dance/

Electronic Songs top 10, 

surging 45-7 with “Side 

E�ects” (featuring Emily 

Warren, who earns her 

first top 10). The song drew 

3.8 million U.S. streams and 

sold 11,000 downloads in 

its first full tracking week, 

ending Aug. 2, according to 

Nielsen Music. It arrives as 

The Chainsmokers’ record-

breaking seventh No. 1 on 

Dance/Electronic Digital 

Song Sales, passing Nicki 

Minaj’s six.

RL Grime notches his 

first Top Dance/Electronic 

Albums No. 1 with NOVA 

(6,000 equivalent album 

units). With 1,000 in 

traditional album sales, the 

set likewise starts atop 

Dance/Electronic Album 

Sales. Also on the latter list, 

Underworld and Iggy Pop 

enter at No. 2 with the EP 

Teatime Dub Encounters 

(1,000 sold). Pop makes his 

first dance chart showing 

since “Cry for Love (Remix)” 

hit No. 19 on Dance Club 

Songs in 1986.

Meanwhile, R3HAB 

reaps his third Dance Club 

Songs No. 1 and Conor 

Maynard earns his first 

with “Hold On Tight” (2-1). 

Midnight Kids, Owen 

Norton and Tommy 

Jayden, among others, 

remixed the track.

 —Gordon Murray
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Stefani 
Takes 
Vegas
Gwen Stefani (above) 

makes a splash on the 

Boxscore chart as the 

first totals from her Just 

a Girl residency in Las 

Vegas make an impact 

on the tally. Her show, 

hosted at Zappos Theater 

in Las Vegas at Planet 

Hollywood, began June 27. 

Her first 12 engagements, 

through July 21, brought 

in $5.6 million from a 

combined attendance 

surpassing 40,000, enough 

to break the top 10.

The career-spanning 

retrospective covers her 

hits from the last 25 years 

as a solo artist (including 

“Hollaback Girl” and “Cool”) 

and as the leader of No 

Doubt (“Don’t Speak,” “Hey 

Baby”). Stefani’s residency 

picks up again in December, 

and 13 more dates were 

announced through March 

2019.

Zappos Theater, formerly 

The Axis at Planet 

Hollywood, is concurrently 

hosting residencies from 

Backstreet Boys and 

Jennifer Lopez, and 

famously welcomed Britney 

Spears for her four-year 

Piece of Me show. Spears 

collected $137.7 million 

across 248 performances 

before taking her Vegas 

show on the road. The Piece 

of Me Tour is in the middle 

of a European trek that 

continues through Sept. 1.

Backstreet Boys’ Larger 

Than Life residency has 

pulled in $25 million from 

44 shows reported thus far. 

Their run extends through 

next April before embarking 

on a world tour shortly 

thereafter. Meanwhile, 

Lopez’s All I Have residency 

has just one leg left, which 

will play throughout 

September. The show so far 

has grossed $82 million.

 —Eric Frankenberg

 

 



CRITICS WHO DISMISSED RAP AS A 

passing fad were proved wrong when 
trailblazer Run-D.M.C.’s third album, 
Raising Hell, reached the  summit of 
Billboard’s Top Black Albums chart (now 
called Top R&B/Hip-Hop Albums) on 
Aug. 16, 1986.

It was the irst rap LP to reach No. 1 — 
just one of many career breakthroughs 
achieved by the trio of Joseph “Run” 
Simmons, then 21; Darryl “D.M.C.” 
McDaniels, 22; and Jason “Jam Master 
Jay” Mizell, 21.

Run-D.M.C. formed in Queens and 
signed with Proile Records in 1983. 
The following year, the act broke a 
key  cultural barrier when the video 
for “Rock Box,” from its self-titled 
debut, made it the irst rap group 
played on MTV. Two years later, Raising 

Hell presaged hip-hop’s commercial 
viability, crossing over to the all-genre 
Billboard 200, where it rose to No. 3 — 
the irst rap album to crack the top 10.

The LP’s singles made history, too. 
A collaboration with Aerosmith on a 

rap-rock fusion of the latter’s 1975 hit, 
“Walk This Way,” reached No. 4 on 
the Billboard Hot 100, the irst top 10 
for a rap act. “My Adidas,” meanwhile, 
prompted the sneaker giant to sign the 
irst endorsement deal between a hip-hop 
group and an athletic line.

Raising Hell’s critical and commercial 
success made it the RIAA’s irst platinum-
certiied rap album and Run-D.M.C. 
the irst hip-hop act nominated for a 
Grammy. The group was so  pioneering 
that it competed in the R&B vocal 
 performance by a duo or group category. 
(A rap category didn’t exist until 1988.)

Run-D.M.C. would release another 
four albums, the last in 2001. The 
 following year, Mizell was murdered 
in his Queens studio in a still-unsolved 
case. Simmons and McDaniels retired 
the group shortly thereafter, though they 
occasionally reunite to perform.

 —TREVOR ANDERSON
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32 Years Ago 
RUN-D.M.C. RAISED ‘HELL’ 
AND HIP-HOP’S PROFILE
The trio’s third album became the first rap LP to crack the top 10  
of the Billboard 200 and the first certified platinum by the RIAA

From left: Mizell, 

Simmons, then-road 

manager Lyor Cohen 

and McDaniels at 

London’s Elstree 

Airport in 1987.
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ANDREW MCMAHON           » BAD ROYALE » CHEAT CODES 

FRANK WALKER » GNASH » JACQUEES » KEHLANI » KIM PETRAS 

KREWELLA » LIIV » LIL XAN » LONDON RICHARDS » LOVELYTHEBAND 

MATOMA » MATT MEDVED » OLIVIA O’BRIEN » PHANTOMS 

SHEPPARD » TAYLOR BENNETT » THEY. » VÉRITÉ

I N  T H E
W I L D E R N E S S

BELLA THORNE » BEXEY » BHAD BHABIE 

DAYA » FRENCH MONTANA

J.I .D » JUSTINE SKYE » THE KNOCKS » LOGAN HENDERSON 

LOOTE » MACHINE GUN KELLY » MATY NOYES » NGHTMRE 

NOTHING, NOWHERE. » RICH THE KID » ROZES » SABRINA CARPENTER 

SHORELINE MAFIA » TWO FRIENDS » YVNG SVNT

AUGUST 18 & 19

NORTHWELL HEALTH AT JONES BEACH THEATER
LONG ISLAND, NY

#HOT100FEST

ON SALE NOW AT HOT100FEST.COM


