dominated 2021.

Her record-breaking hit has
's career into overdrive?

Wwill an album kick



An icon. A iriend.

Al Schmitt
1930 - 2021

We mourn the loss of a member of our family whose genius
was exceeded only by his kind heart.

His legacy will live forever through the iconic music he created.
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The Kid LAROI

The l(id LARO] & ' e N S—— T
° ° #1 SAVETXQHBLT'IE'FFTIH\EI%ESEKNADM@FeWeeknd&AnanaGrande
Miley Cyrus’ ‘Without You’
Vaults To Top 10

ABALSHE J.QUENNEVILLE,MAX MARTIN,0T HOLTER A GRANDE) XO/REPUBLIC
LEAVE THE DOOR OPEN  Silk Sonic Bruno Mars&Anderson Paak)
BRUNO MARS,D'MILE (BRUNO MARS,
B.ANDERSON, DEMILEIICBBRDWN) ATLANTIC
HE KID LAROI AND MILEY CYRUS’ “WITHOUT YOU” BLASTS
from No. 23, its prior best, to No. 8 on the Billboard Hot 100 following the
April 30 release of its remix with Cyrus. It hits the top 10 with 12.5 million
streams (up 54%) and 8,500 sold (up 254%) in the week ending May 6
and 43.5 million in airplay audience (up 9%) in the week ending May 9,
according to MRC Data. 1 4

The track marks its first week in the top 10 on Digital Song Sales, surging 50-5,
and jumps 13-6 on the Radio Songs chart. On Streaming Songs, it reenters at No. 21,
likewise a new high.

The Kid LAROI posts his second Hot 100 top 10 — and first in a lead role — after
his featured turn, with Polo G, on Juice WRLD and Marshmello’s “Hate the Other
Side,” which debuted and peaked at No. 10 last July. Cyrus scores her 10th top 10
and highest rank since 2013, when “Wrecking Ball” spent three weeks at No. 1. b7

“I’'m making the best music that I can,” the 17-year-old Kid LAROI (born
Charlton Howard in Australia) recently told Billboard. “I'm making money, and 'm
making my family proud. That’s all that matters to me.” —GARY TRUST
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\\MHUH\\ BRAUN DEFJAM

LEVITATING

KOZ,S.D.PRICE (C.COFFEE JR.,
S.KOZMENIUK,S.T.HUDSON,D.LIPA,J.L KIRK)

KISS ME MORE Doja Cat Feat SZA

YETIBEATS,R.CHAHAYAED (A.Z. DLAMINI,D.SPRECHER R.CHAHAYED, BE/ 5 4
G.APOWELLII,C.LANG,L.S.GOTTWALD,S.|ROWE,T.SHADDICK S.A.KIPNER) RCA

RAPSTAR PoloG |

E.BANKZ,SYNCO (T.T.BARTLETT,E.BANKZ,AWU,S.L.LINDSTROM) COLUMBIA

ASTRONAUT IN THE OCEAN  MaskedWolf 7

T.HAPI(H.MICHAEL, T.HAPI) TEAMWRK/ELEKTRA/EMG

SAL[STM WITHOUT YOU.A  TheKidLAROI & Miley Cyrus

0.FEDI,B.SLATKIN (C.K.J.HOWARD, COLUMBIA
MONTERO

B.WALSH,0.FEDI,B.SLATKTIN,M.CYRUS)
TAKE A DAYTRIP,0.!

g:ALL MEBY YOURNAME)  LilNasX
(M.LHILLD.MABAPTISTE,D.BIRAL,0.FEDI R LENZO)

EDI,R.LENZO COLUMBIA
YOUR POWER BillieEilish 1 |

FINNEAS (B.E.O'CONNELL,F.B.0'CONNELL) DARKROOM/INTERSCOPE

Dua Llpa Feat. DaBaby
WARNER

THE WEEK'S MOST POPULAR CURRENT SONGS ACROSS ALL GENRES, RANKED BY RADIO AIRPLAY AUDIENCE IMPRESSIONS AS MEASURED BY MRC DATA, SALES DATA AS COMPILED BY MRC DATA AND STREAMING ACTIVITY DATA BY ONLINE MUSIC SOURCES TRACKED BY MRC DATA. SONGS ARE DEFINED AS CURRENT

IF THEY ARE NEWLY RELEASED TITLES, OR SONGS RECEIVING WIDESPREAD AIRPLAY AND/OR SALES ACTIVITY FOR THE FIRST TIME. SEE CHARTS LEGEND ON BILLBOARD.COM FOR COMPLETE RULES AND EXPLANATIONS. © 2021 BILLBOARD MEDIA LLC AND MRC DATA INC. ALL RIGHTS RESERVED,
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HOT 100

How did “Nobody” come
together?

My wife and | have been
together since we were 15
years old, so the love songs
are easy to write. | remember
us being on the back of the
tour bus late one night in June
2018. [Co-writer/co-producer]
Matt Alderman started playing
the piano — that riff came out
super easy. With technology
these days, you can do a lot in
the back lounge of a bus with a
keyboard and computer.

1

THE WEEKND &
ARIANA GRANDE

“Save Your Tears”

With the help of a remix
with Grande released
April 23, the song holds
atop the Hot 100 with
68.5 million radio airplay
audience impressions,
22.4 million streams and
9,600 downloads sold.

2 GO TO BILLBOARD.COM FOR COMPLETE CHART DATA

You released the song in 2019.
Did you know then it would
become a hit?

| did, and | don’t always think
that. This song immediately
sounded like something that |
would put out to country radio.
In 2019, we put out Nothing To
Do Town, and | started playing it
at shows to see what the crowd
was listening to on the EP. |
remember a show in Columbus
[Ohio] at The Bluestone — |
started playing “Nobody,” and

The 30-year-old Bastrop, La.,
native’s third Hot 100 entry
also reaches a new No. 7
high on Country Airplay.

You’re touring with Luke
Bryan this summer. What are
you most excited for?
Honestly, just being back on
the road playing music. Going
from our worst year ever as far
as touring goes to coming back
to the biggest tour of my life.
I’'ve been a Luke Bryan fan for a
really long time — you always
dream of being on tour with
somebody of that caliber, but
you never really think it’s going
to happen. It’s going to be a

the place erupted. fun summer. —CYDNEY LEE

TITLE cerrirication Artist
PRODUCER (SONGWRITER) IMPRINT/PROMOTION LABEL
BLINDING LIGHTS - The Weeknd

11 BB MAXMARTINO.T.HOLTER THE WEEKND (ATESFAYE, XO/REPUBLIC 1 74
A.BALSHE,J.QUENNEVILLE,MAX MARTIN,0.THOLTER)
UupP CardiB

9 BIPAL VUNGDZA.DJ SWANQO,SEANISLAND (CARDIB, ATLANTIC 1 13
JK LANIER THORPE, J.0.STEED, E.SELMANI,M.ALLEN,J.BAKER)
CALLING MY PHONE Lil Tjay Feat. 6LACK

14 R 1500 6 RY,BORDEAUX,NON NATIVE (LIL TJAY, COLUMBIA 3 12
RVVALENTINE JR.R.AMARTINEZ L.CAMPOZANO,BWALSH)

D.NIGRO (0.RODRIGO,D.L.NIGRO)

GEFFEN/INTERSCOPE

12 B} DEJAVU

D.NIGRO (D.L.NIGRO,0.RODRIGO)

OliviaRodrigo g 5

GEFFEN/INTERSCOPE

13 @l

BEAT BOX SpotemGottem Feat. Pooh Shiesty Or DaBaby

DAMNE (NHARDE SPOTEMGOTTEM/REBELRECORDS) 12 16
DA BACEAMS 0 L IRK) GEFFEN/INTERSCOPE
BEST FRIEND Saweetie Feat. Doja Cat
16 BUVAY DR LUKE,ROCCO DID IT AGAIN! (D.HARPER,A.Z.DLAMINI, Y/ WARNER 14 17

TTHOMAS RVALDES,L.5.GOTTWALD,KAINE ATR.SMITH)
ON ME Bab

32 @ 118 CHICHIEVRGRN QUALITY CONTROL/WOLFPACK 19 22
(D.A.JONES,C.0SONDU, A, M.NURANI) GLOBAL/MOTOWN/CAPITOL
BEAUT'FUL MlSTAKES Maroon 5 Feat. Megan Thee Stallion
AMGOLDSTEIN BLACKBEAR (AN LEVINE, 229 18 9

(22]18]) 19

MT.MUSTO,A.M.GOLDSTEIN,J.KIRKLAND,J.K HINDLIN,M.J.PETE)

/
INTERSCOPE

EVERY CHANCE | GET

4110 TAYKEITH,DJKHALED

(K.M.KHALED,D.A.JONES,D.D.BANKS,B.L.CHAMBERS)

DJ Khaled Feat. Lt Baby & Lil Durk 20
WE THE BEST/EPIC

34 40
28 30
s¢ ()
52 55
@ 38
4 44
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44
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48

49
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TITLE CERTIFICATION

PRODUCER (SONGWRITER)

MY EX'S BEST FRIEND  Machine Gun Kell¥X blackbear

Artist

IMPRINT/PROMOTION LABEL

T.L.BARKER (R.C.BAKER, 1oxx/ganBoy, 21 38
TLBARKER N.A.LONG,MTMUSTO) INTERSCOPE
!.!'EJQASRMTBEABEAK ANNIVERSARY Giveon 710
{6.D.EVANS V.WADE, S THOMAS M. BIDAYE) NOTSOFAST/EPIC
FOREVER AFTER ALL Luke Combs
CHIP MATTHEWS,J.D.SINGLETON, ouse; 2 28
[.COMBS (L.COMBS,D.PARKER RWILLIFORD) COLUMBIANAGHVILLE
MOOD 3 24kGoldn Feat. iann dior 1 39
0.FEDI.B.SLATKIN KBEAZY
(G.L.VON JONES,0.FEDI,B.SLATKTIN,K.C.BACH,M.L.OLMO) RECORDS/COLUMBIA
BACKIN BLOOD - Pooh Shiesty feat. Litouk 13 1g
YC (LWILLIAMS,C.PEARSON,D.D.BANKS) 1017 GLOBAL/ATLANTIC
WHAT YOU KNOW BOUT LOVE =  Pop Smoke
IAMTASH (B.B.JACKSON. victorvictor ~ 9 35
TZENE,T.A.OLIVER ELUMPKIN) WORLDWIDE/REPUBLIC
THE GOOD ONES Gabb% Barrett
R.COPPERMAN.Z KALE arNermosic 19 19
(G.BARRETT,E.L ANDIS,J. MCCORMICK Z.KALE) NASHVILLE/WAR
AZY > ChrisBrown & Young Thug
SATIOUD AU, KELINKCAASTAREDALRPHYKD CLBRONN LLWLLVS SANOUDATOUJKLEM. ~ 300/CBE] ~ 3 92
KCASTANEDACOMURPHYTSAMUELSTSMSS BENELLOUNW SAAMUELSOARMOLUZKHARBOCHPPGLIPOLOOH ~~ RCA
4+35 - Ariana Grande
TBHTS PLJOHNSONXAVLMR FRANKS(AGRANDETL BRONSNICHOLSON, wepuse | 2 27
VMMCCANTS THPARKS C.XHERRERAPLUOHNSONS FRANKS A STANAJAZ DLAMNIM JPETE)
SORRY NOT SORRY  DJKhaled rea. Nas, JAYZ&James Fauntleroy
DJKHALED, STREETRUNNER, T.AZZ0UZ (K MKHALED, TheBesT) 30 1
S.C.CARTER N JONES,B.G.KNOWLES CARTER,J.E FAUNTLEROY Il K COSSON) EPIC
TRACK STAR Mooski 4 1
WOODPECKER (D.HINTON, L.DE JONG) WEALTHY 4 LIFE/CAPITOL
MADE FOR YOU JakeOwen g5
J.MOI (B.DAVIS,J.HYDE,N.A.MEDLEY) BIGLOUD
THEREFORE | AM BillieEilish 5 5
FINNEAS (B.E.O'CONNELL,F.B.0'CONNELL) DARKROOM/INTERSCOPE
HEAT WAVES Glass Animals 3, 15
D.BAYLEY (D.BAYLEY) WOLF TONE/POLYDOR/REPUBLIC
YOU BROKE ME FIRST. TateMcRae 17 a7
B.HARNAGE (T.MCRAE,B.HARNAGE, V.ZARO) RCA
HELL OF A VIEW EricChurch o5 17
J.JOYCE (E.CHURCH,C.BEATHARD, M.CRISWELL) EMINASHVILLE
POSITIONS - Ariana Grande
LONDON ON DA TRACK,TBHITS.MR FRANKS (A GRANDE,TL.BROWN. eepuee 1 28
N.AA.CHARLES A BARRETT.S FRANKS,BVBATES LT HOLMES, JLJARVIS)
DAKITI Bad Bunny & Jhay Cortez
TAINY,MORA (5.A.M QUINTERO,M.E MASIS FERNANDEZ, avas O 27
B.AMARTINEZ OCASI0,J MNIEVES CORTEZ N.YERA LANER £.E.ROSA CINTRON)
WE'RE GOOD Dualipa 35 19
SLY (D.LIPA,S.W.SIVERSTEN,EW.SCHWARTZ,SCOTT HARRIS) WARNER
ZBCBOEWQNSNQUHT% LV:JARST EASYINTHE90'S SamHunt 40 10
ZCROWELL(E K SMITH,.0SBORNE) MCANASHVILLE
TIME TODAY Moneyba%gi 3 13
REAL RED,YC (D.D.WHITE, JR, C.PEARSON,J.D.NELSON) NSt
WANTS AND NEEDS Drake reat. LllBahy
CARDO ON THE BEAT.DEZ WASHINGTON. ovosoung) 2 9
R D O ES R AT OUR D LRV KRELLN. SHEBIB) _ REPUBLIC
IDIDIT DJKhaled reat post Malone, Megan Thee Stallion, LllBahy&DaBahy
DJKHALED JOE DADATAY KEITHDJ360 (K MKHALED AR POST, weTHeBEsT) 43 1
M.JPETED.AJONES L KIRK JZARILLO.OROZBAYAN| DANDREWS B.C.CONEY) EPIC
YOU'RE MINES STILL Yun&Bleu Feat. Drake
N.RHOADS (A.GRAHAM, VANDROSS/OVOSOUND, 18 22
N.W.RHOADS.J.BIDDLE] EMPIRE/WARNER
WHAT’S NEXT Drake ; o
SUPAH MARIO (A.GRAHAM,J.D.PRIESTER MBIDAYE) VO SOUND/REPUBLIC
TELEPATIA Kali UChIS
TAINYMLARAALBERT HYPE (K LOAIZA CHRIS CHIL, vy 39 1
S PAMERAMUSEET AL AGA A C HELENOEE MENASIS FERNANDEZ] INTERSCOPE
WHAT'S YOUR COUNTRY SONG  Thomas Rhett
D.HUFF,J.FRASURE (THOMAS RHETT, oy 29 20
R.AKINS J FRASURE,A GORLEY,PWELLING)
Young Thug & Gunna
WHEEZY,BABYWAVE, OUTTATOWN voUNGSTONER 18 3
(JLWILLIAMS,S.G.KITCHENS, W.T.GLASS. T.DEKKER BABYWAVE) LIFE/300
CGL/RGONAECEBI'LAosngDRIX SZA 9 19
(C.RUELAS,S..ROWE,C.LANG,C.D.MUNOZ,J.COLLIER) TOP DAWG/RCA
GOOSEBUMPS Travis Scott & HVYME
HVME (8.KORSAN, D.JACKSON, TRAVI anangBy 47 16

SSCOTT, LITHU
K.L.DUCKWORTH,K.GOMRINGER R.LATOUR TGOMRINGER) CACTUS JACK/EPIC

SCOTT: CODY VILLALOBOS.

WEEKND: MATT SAYLES/INVISION/AP/SHUTTERSTOCK.

THE WEEK'S MOST POPULAR CURRENT SONGS ACROSS ALL GENRES, RANKED BY RADIO AIRPLAY AUDIENCE IMPRESSIONS AS MEASURED BY MRC DATA, SALES DATA AS COMPILED BY MRC DATA AND STREAMING ACTIVITY DATA BY ONLINE MUSIC SOURCES TRACKED BY MRC DATA. SONGS ARE DEFINED AS CURRENT

IF THEY ARE NEWLY RELEASED TITLES, OR SONGS RECEIVING WIDESPREAD AIRPLAY AND/OR SALES ACTIVITY FOR THE FIRST TIME. SEE CHARTS LEGEND ON BILLBOARD.COM FOR COMPLETE RULES AND EXPLANATIONS. © 2021 BILLBOARD MEDIA LLC AND MRC DATA INC. ALL RIGHTS RESERVED.
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TITLE CERTIFICATION

Artist

PRODUCER (SONGWRITER) IMPRINT/PROMOTION LABEL

NO MORE PARTIES « CoiLeray Feat.LitDurk
MAALY RAW,0KAYKHAN REPUBLIC 26 13
(B.COLLINS, T.HKOO,J.JT.HENRY,D.D.BANKS)

Young Thug & Gunna Feat. Drake
OZWHEEZY,FOREIGN TECK ELYAS (JLWILLIAMS'S 6.KITCHENS, YOUNGSTONER = 12 3
A.GRAHAM,0.YILDRIM,W.T.6LASS, M HERNANDEZ,ESTICKEN) LIFE/300
STREETS Dog'a Cat
BLAQ TUXEDO (A.Z.DLAMINI,D.LOGAN,D.LOGAN, kemosage, 16 17
L ASRAT,D.SPRECHER, T.0.FEEMSTER.C.JEFFRIES, D.SHEKI) RCA
LETIT GO DJ Khaled Feat. Justin Bieber &21 Savage
SKIPONDABEAT AL CRESS,DJ KHALED WeTHEBEST) 94 ]
{KMKHALED,J.D BIEBER $.B.A.JOSEPH,E.FERRERA) EPIC
POV Ariana Grande
TBHITS, MR.FRANKS, 0.FRID (A.GRANDE, REPUBLIC 40 9
T.L.BROWN,S.FRANKS, 0.FRID, TM.PARKS)

SETTLING DOWN Miranda Lambert gg ¢
J.JOYCE (M.LAMBERT,L.DICK N.HEMBY) VANNER/RCANASHVILLE
WOCKESH Moneyba%
YC, REALREDJROCKAMORE(DDWHITE JR, gss) of 2
£.B.JORDAN, 1.DEBARGE C.PEARSON J.B.NELSON,J ROCKAMORE)  INTERSCOPE
TOMBSTONE Rod Wave
EIGHTY8, SAUCILJAI BEATS aamo W T
(RGREEN EFOLEY JR..J. HOWARD, J.HULLUM)
JUST THE WAY . ParmaleexBlancoBrown 4 g
D.FANNING (MTHOMAS, K.BARD,NW.SIPE) STONEY CREEK
HOLD ON Justin Bleber
ANDREW WATT,LBELL (J.D.BIEBER A WOTMAN, 20 9
ATAMPOSI,J.D BELLION, .B.BELL, [.BONFA,W.0E BACKER) BRAUN DEF AN
JI.MISIC.HH]!'!'HUBBARD Nelly & Florida Georgia Line 6l 7
M. SGHMIDT(B REDFERRIN,C.HAYNES, JR.) RECORDS/COLUMBIA
SHOTTAS (LALA) Moneybagﬂ 35 2
YC,REAL RED (D.DWHITE, JR.,C.PEARSON,J.D.NELSON) O ey
GONE Dierks Bentley g3 ¢
D.GARCIA (N.GALYON, B.JOHNSON,N.MOON) CAPITOLNASHVILLE
NOBODY DylanScott g, 10
M.ALDERMAN,C.GIBBS J.ENORMAN (D.SCOTT,M.ALDERMAN,DWILSON)  CURB
QUICKSAND Morray g5 13
MORRAY,ANT CHAMBERLAIN (MRUFFIN,A.JPHILLIPS)  PICK SIX/INTERSCOPE
FAMOUS FRIENDS Chris Young + Kane Brown g5 ¢
C.YOUNG,C.CROWDER (C.YOUNG,C.R. BARLOWE,C.CROWDER)  RCANASHVILLE
RAMEN & OJ  JoynerLucas &LilBaby g7 |
GLAZER TFRENCH (G.M.LUCAS, JR.D.A.JONES) TWENTY NINE
STREET RUNNER Rod Wave
TNTXD,LONDN BLU,KARLTIN BANKZ aawo 16 8
(R.GREEN R.BERHE.T.HORTON, L.PAYNE,S.REYNOLDS)
THE BUSINESS Tiesto
TIESTO,HIGHTOWER (TMVERWEST, musicaLFreebom; 69 11
JKARLSSON, A RUNDBERG, J.BELL) ATLANTIC
ONE TOO MANY Keith Urban Duet With PInk
K.URBAN,PHD CUTFATHER (D.H.DAVIDSEN, HiTRED/CAPITOL | 62 21
PWALLEVIK,M.H HANSEN,J.NORTON, C.TIGHE) NASHVILLE
ALMOST MAYBES Jordan Davis 7, s
P DIGIOVANNI (J.DAVIS,J.FRASURE,H.LINDSEY) MCANASHVILLE
HARD FOR THE NEXT Moneybagg Yo & Future
TOREY MONTANA (D.DWHITE, JR., Less) 49 4
E.LUMPKIN,T.A.OLIVER N.DWILBURN, T.M GILMER) NFLRscont
COUNTRY AGAIN Thomas Rhett 73
D.HUFF,J FRASURE (THOMAS RHETT,Z.CROWELL A GORLEY) VALORY
GLAD YOU EXIST Dan + Shax
D.SMYERS (D.SMYERS, WARNERMUSC 63 13
JREYNOLDS, T-M.PARKS, 5 MOONEY,R LTAYLOR) NASHVILLE/WAR
FOLLOW YOU Imagine Dragons
J.LITTLE (D.REYNOLDS,DW.SERMON, KIDINAKORNER) 1D 5
BLMCKEE,D.PLATZMAN J LITTLE,E.DUHE, FHALL) INTERSCOPE
BOTELLA TRASBOTELLA  GeraMX + Christian Nodal
E GUTIERREZ GERVANTES £ BARRERA (BTORRES MONTANT vrey 60 2
ELENDE ARAMILLG. 11 GARCI N TENG £ CUTRRECERVANTES CNODALE BARRERH
LADY BrettYoung g5 17
D.HUFF (B.YOUNG,R COPPERMAN, J.M.NITE) BMLG
SOMEBODY LIKE THAT  TenilleArts 5 g
AKLINE (T.ARTS, A KLINE,A.M.CRUZ) 19TH & GRAND
BODY IN MOT'ON DJKhaled Feat. Bryson Tiller, LllBahy&Roddwach
DJ KHALED,STREETRUNNER T.AZZ0UZ Sy 79 1
(K.MKHALED BTILLER,D.A.JONES RW.MOORE, JR. K.COSSOM) *B

0! Moneybagg Yo Feat. BIG30
REAL RED,FOREVEROLLING, FLEX (D.DWHITE, cMe/N-LEss) | 92 3
JR.RWHITE JR.J.D.NELSON,J.L JONES JR A BUTLER) INTERSCOPE

100

10

Released at 12 p.m. ET on April 29, the song
debuts with 22.2 million streams and 4,500
sold in the tracking week dated April 30-
May 6. It also drew 9.6 million in airplay
audience in the week ending May 9. Eilish
earns her third debut and fifth overall entry in
the Hot 100 top 10. The track is from Happier
Than Ever, due July 30. Her previous studio
album, 2019’s When We All Fall Asleep,
Where Do We Go?, spent three weeks atop
the Billboard 200 that April-June and has
logged its first 109 chart weeks in the top 40.
(This issue, it rises 30-24.)

TITLE cerriricarion Artist =, Z"‘;‘
PRODUCER (SONGWRITER) IMPRINT/PROMOTION LABEL £& =3
PICK UP YOUR FEELINGS Jazmine Sullivan

DZL (J.SULLIVAN,M.HOLMES, RCA 75 15
B.C.CONEY,D.ANDREWS K.C.COLEMAN,A.M.BUTTS)

DOWN TO ONE Luke Bryan g5 1
J.STEVENS, J.STEVENS (K.FISHMAN,D.DAVIDSON,J.EBACH) CAPITOLNASHVILLE
Tﬁ‘YTRIﬁDETADngS 42Dugg & Roddy Ricch 67 5
RW.MOORE, JR. (TIJ CARTER R.SCHENKER K.MEINE) CMG/INTERSCOPE
%IKETHPDﬁBLEJRKM - DJ Khaled reat. cardiB 8
CARDIB,T.CARR,J. DES((JARTES B.L.CHAMBERS) WETHE BEST/EPIC
DURAG ACTIVITY  BabyKeem & Travis Scott g5
BRICK! (H.CARTER TRAVIS SCOTT,BRICK)) BABYKEEM/PGLANG/COLUMBIA

LA NOCHE DE ANOCHE  Bad Bunny & Rosalia

CHRIS JEDAY,GABY MUSIC,J.E.ORTIZ RIVERA (B.AMARTINEZ OCASIO, avas 93 19
CEORTIZRIVERA,J.G RIVERAVAZQUEZ,JE ORTIZ RIVERA R VILATOBELLA)

BLOAME ITONYOU JasonAldean oo,
M.KNOX (K.MALLISON,

L DWANGS.T KENNEDY,MTYLER B.WHITE) MACON/BROKEN BOW

BIG GANGSTA Kevin Gates g 4
FLEONE (M.K.J.GILYARD,D.PATTON) BREAD WINNERS'

i K. D ASSOCIATION/ATLANTIC
WAHIA?R[J(Y:OAH(BEMN Duncan Laurence 89 4
(D.LAURENCE,W.HARDY,J.SJ00,W.KNOX) SPARK RECORDS/CAPITOL
FINAL WARNING NLE Choppa g
DAMNE (B.L.POTTS, E.JOSEPH) NLE CHOPPA/WARNER

RICH Rod Wave Feat.PoloG
PLUTOBRAZY,FLYNN (R GREEN. aao 22 6
TT.BARTLETTR.HANNAH,F.CRANSTON)

HELLCATS & TRACKHAWKS  LilDurk gg ¢
DJBANDZ (D.D.BANKS) ONLY THE FAMILY/EMPIRE
DRANKIN N SMOKIN  Future & Lil Uzi Vert

DY KRAZY,HAGAN (N.DWILBURN, FREEBANDZ/GENERATION ~ 31 14
SWOODS,D.L.JAVERY,H.LANGE) NOW/EPIC/ATLANTIC
HEADSHOT L|lTJ ,Polo G & Fivio Foreign
TNTAD,TAJHMONEY,DMAC BORDEAUX NONNATIVE fOISCIDE LILTJAY, couvaa 42T
TTBARTLETTFIVOFOREIGN THORTON.T.JVAUGHN. DHMCDOWELL L CAMPOZANO BWALSH)

SINGLE SATURDAY NIGHT Cole Swindell
M.R.CARTER (A.GORLEY, wARNERMUSIC 99 1
MW.HARDY,M L. HOLMARN) NASHVILLE/WMN

IF PAIN WAS A PERSON Moneyba%tt]

YUNG DEE (D.D.WHITE, JR..C.M.HAMPTON, cmM/NTEss) 94 2
R.E.JACKSON, H.BANKS, D.HENRY) INTERSCOPE
TAMPA CicoP g7
TRENCH LORD B (C.SIMMS JR B.RACKLEY) DAWGTIES
HELLO Pop Smoke Feat. A Boogie Wit da Hoodie

RICO BEATS,CASHMONEYAP (8.B.JACKSON, vicTorvicToR 84 7
APETIT.R LAMARRE,J.AVALOS,J DUBOSE) WORLDWIDE/REPUBLIC

WAY LESS SAD AR g5 1
R.METZGER (R.METZGER,J.METZGER,AMETZGER,P.SIMON) A‘JR/E‘D”('J%/\/SE'
THANKFUL DJ Khaled Feat. Lil Wayne & Jeremih

DJKHALED (KM.KHALED 100 1

D.M.CARTER, JR.,J.P.FELTON,D.ANDREWS,B.C.CONEY) WETHE BEST/EPIC

BILLIE
EILISH
“Your Power”

—G.T.

MASKED WOLF
“Astronaut in
the Ocean”

The rapper earns his first
No. 1 on Digital Song
Sales as the title tallied
12,500 in the tracking
week. It has sold 142,000
downloads to date.

——
NN

ARIANA GRANDE

“ 2

pov

Grande becomes the
first artist with three
concurrent top 10s on
the Mainstream Top 40
airplay chart as “pov”
rises 13-10. It joins former
leaders “Positions”

at No. 6 and “34+35”

at No. 9.

GRANDE: DAVE MEYERS.

EILISH: KELIA ANNE MACCLUSKEY. WOLF: HARPREET SINGH.

THE WEEK'S MOST POPULAR CURRENT SONGS ACROSS ALL GENRES, RANKED BY RADIO AIRPLAY AUDIENCE IMPRESSIONS AS MEASURED BY MRC DATA, SALES DATA AS COMPILED BY MRC DATA AND STREAMING ACTIVITY DATA BY ONLINE MUSIC SOURCES TRACKED BY MRC DATA. SONGS ARE DEFINED AS CURRENT

IF THEY ARE NEWLY RELEASED TITLES, OR SONGS RECEIVING WIDESPREAD AIRPLAY AND/OR SALES ACTIVITY FOR THE FIRST TIME. SEE CHARTS LEGEND ON BILLBOARD.COM FOR COMPLETE RULES AND EXPLANATIONS. © 2021 BILLBOARD MEDIA LLC AND MRC DATA INC. ALL RIGHTS RESERVED.

SALES, AIRPLAY &
STREAMING DATA
COMPILED BY



JESSIE JO DILLON

SHAY MOONEY
BIG ASS PILE OF DIMES MUSIC
BIG MUSIC MACHINE / SHAY MOONEY MUSIC
WARNER-TAMERLANE PUBLISHING CORP

KEVIN “CAPI" CARBO

DOMINIC FIKE
HAPPY MONDAY IR PUBLISHING / REPEAT SONGS GLOBAL
SONGS OF UNIVERSAL INC. / SONY/ATV SONGS LLC

TYLER JOHNSON
CONCORD / CREATIVE PULSE MUSIC
ONE YEAR YESTERDAY PUBLISHING

THESE ARE PULSE SONGS

ADAM MET
JACK MET

RYAN MET
AMAB SONGS / SONES OF KOBALT MUSIC PUBLISHING

HALSEY
MARSHMELLO

FREDDY WEXLER
17 BLACK MUSIC / MARSHMELLO MUSIC
SONGS OF KOBALT MUSIC PUBLISHING
SONGS OF UNIVERSAL INC. / SONY/AT SONGS LLC
WENLER MUSIC GROUP

TOM BARNES
BMG PLATINUM SONGS US

EDGAR BARRERA
MICHAEL FOSTER

ANTHONY M. JONES
TIONGE MUSIC/ AVEX USA OBOXEVA MUSIC/ BMG PLATINUM SONGS US
| WROTE THIS WHILE | WAS DREAMIN PUBLISHING
PW BALLADS / SONGS OF UNIVERSAL, NC.
SONY/ATV BAILAR / THE DISTRICT 412

JORDAN JOHNSON
ALI TAMPOSI

ANDREW WATT
BMG PLATINUM SONGS US / RESERVOIR 416
SONGS OF BBMG / SONGS OF KOBALT MUSIC PUBLISHING

BEABADOOBEE
0OSCAR LANG (PRS)

POWFU (SOCAN)
SONGS OF KOBALT MUSIC PUBLISHING / SONY/ATY SONGS LLC
UNIVERSAL-SONGS OF POLYGRAM INTERNATIONAL, INC.

CAROLINE AILIN

IAN KIRKPATRICK
BMG PLATINUM SONGS US / BUCKLEY TENENBAUM PUBLISHING
WARNER-TAMERLANE PUBLISHING CORP

TREVOR DANIEL
CHARLIE HANDSOME
KC SUPREME
MARTIN KOTTMEIER (SOCAN)
TRISTAN NORTON (SOCAN)

TAZTAYLOR
ARTIST 101 PUBLISHING GROUP / CONCORD
KC SUPREME PUBLISHING / SONGS BY TOK MUSIC PUBLISHING
SONGS OF KOBALT MUSIC PUBLISHING / SONGS OF UNIVERSAL, INC.
SONY/ATV SONGS LLC / TAZ TAYLOR BEATS
THESE ARE PULSE SONGS / TREVOR DANIEL PUBLISHING

LIZz0
RICKY REED
ANTHEM BOARDWALK MUSIC PUBLISHING
FREDERIC AND RIED MUSIC / LIZZ0 MUSIC PUBLISHING
SONV/ATV SONGS LLL / WARNER-TAMERLANE PUBLISHING CORP

JAMES “JHART" ABRAHART
JASON EVIGAN
ILLENIUM
ART IN THE FODDER MUSIC / ARTIST 101 PUBLISHING GROUP
'BAD ROBOT / BMG BUMBLEBEE / BMG PLATINUM SONGS US
ILLENIUM PUBLISHING / LET'S GET BRUNCH PUBLISHING
RESERVOIR 416 / SONGS OF A BEAUTIFUL MIND
SONGS OF KOBALT MUSIC PUBLISHING / SONGS OF UNIVERSA INC.

HALSEY
JORDAN JOHNSON
MARK “0JI" WILLIAMS
17 BLACK MUSIC /ART IN THE FODDER MUSIC
MG BUMBLEBEE / BMG PLATINUM SONGS US
RBD MUSIC PUBLISHING / SONGS OF A BEAUTIFUL MIND
SONGS OF BBME / SONGS OF UNIVERSAL, INC.
SUPERREAL PUBLISHING / WARNER-TAMERLANE PUBLISHING CORP.

METRO BOOMIN
CARLO “ILLANGELO" MONTAGNESE (SOCAN)
SONGS OF HEAR THE ART / SONGS OF UNIVERSAL, INC.
SONY/ATY BALLAD

ANDREW GOLDSTEIN
MATTHEW MUSTO
BEAR TRAP PUBLISHING / FRNDZONE MUSIC
SONGS OF KOBALT MUSIC PUBLISHING / SONGS OF UNIVERSA INC.

SAM SMITH (PRS)
EMI-BLACKWOOD MUSIC, INC.
SONY/ATY SONGS LLC / STELLAR SONGS LIMITED

GABBY BARRETT
ZACH KALE
CHARLIE PUTH
CHARLIE PUTH MUSIC PUBLISHING
REVINYL HOUSE / SONGS OF KOBALT MUSIC PUBLISHING
SONY/ATV COUNTRYSIDE / SONY/ATU TREE

JULIA MICHAELS
JP SAXE (SOCAN)
'VE GOT ISSUES MUSIC / MODERN ARTS SONES
MUSIC BY WORK OF ART
SONGS OF STARKER SAXE / SONY/ATV SONGS LLC
WARNER-TAMERLANE PUBLISHING CORR.

DOMINIC JORDAN
PEERMUSIC I, LTD. / SONGS OF ANONYMOUS

NOAH CYRUS
PJ HARDING (APRA)
SONGS OF KOBALT MUSIC PUBLISHING
UNIVERSAL-SONES OF POLYGRAM INTERNATIONAL IN.

TYLER JOSEPH
FUELED BY MUSIE / STRYKER JOSEPH MUSIC
WARNER-TAMERLANE PUBLISHING COR.

LYDIA ASRAT
MIKE CROOK

DOJA CAT
CROOK AND CROOK LLC / DESTA MELODIES
DOJA CAT MUSIC / LOST AND FOUND GLOBAL PUBLISHING
SONGS OF KOBALT MUSIC PUBLISHING
WARNER-TAMERLANE PUBLISHING CORF.
WHERE DA KASZAT?

SONG OF THE YEAR

THE BONES

Maren Morris
Laura Veltz

Big Music Machine
International Dog Music
Purple Hayes Publishing Worldwide
Warner-Tamerlane Publishing Corp.

SONGWRITER OF THE YEAR

HALSEY

Be Kind / Graveyard
Nightmare / You Should Be Sad

PUBLISHER OF THE YEAR

SONY MUSIC PUBLISHING

CELEBRATE WITH US

bmi.com/pop2021
JULIA MICHAELS JULIAN BUNETTA
JUSTIN TRANTER RUTHANNE CUNNINGHAM (IMR0)
I'VE GOT ISSUES MUSIC /JUSTIN'S SCHOOL FOR GIRLS NIALL HORAN (PRS)

WARNER-TAMERLANE PUBLISHING CORP

TAYLOR SWIFT
SONY/ATV TREE / TAYLOR SWIFT MUSIC

JORDAN JOHNSON
ADAM LEVINE

MICHAEL POLLACK

ART IN THE FODDER MUSIC / BMG BUMBLEBEE
BMG PLATINUM SONGS US / SONGS OF A BEAUTIFUL MIND
SONGS OF BBMG / SONGS OF UNIVERSAL, NC.
SONGS WITH A PURE TONE / SUDGEE 2 MUSIC
WARNER-TAMERLANE PUBLISHING CORP
WHAT KEY 00 YOU WANT ITIN MUSIC

CAMILA CABELLO
ANT CLEMONS

ADAM “FRANK DUKES" FEENEY (SOCAN)
EMI-BLACKWOOD MUSIC, INC. / MILAMOON SONGS
SONGS OF UNIVERSAL, INC. / SONY/ATV SONGS LLC

TOBIAS JESSO, JR. (SOCAN)
DRAGON BUNNY MUSIC / HIPGNOSIS INTERNATIONAL
MUSIC OF BIG FAMILY / RESERVOIR 416
SONGS OF UNIVERSAL, INC.

BENNY BLANCO
CASHMERE CAT (TONO)
HALSEY
TREVOR HORN (PRS)
MARTIN KIERSZENBAUM
ELENA KIPER (RAO)
HAPPY PEREZ

VALERI) POLIENKO (PRS)

17 BLACK MUSIC / BACK HAIR MUSIC PUBLISHING
EMI-BLACKWOOD MUSIC, INC. / INFINITE STRIPES
MARTIN CHERRYTREE MUSIC//SONGS OF UNIVERSAL, INC.
UNIVERSAL MUSIC-CAREERS
UNIVERSAL-SONGS OF POLYGARAM INTERNATIONAL ING.

MUSIC MOVES
OUR WORLD

JOE JONAS
KEVIN JONAS

NICK JONAS
JOSEPH JONAS PUBLISHING / NICK JONAS PUBLISHING
PAUL KEVIN JONAS I PUBLISHING
SONGS OF UNIVERSAL, INC.
SONY/ATV SONGS LLC

BLOODPOP
JEREMIAH BURDEN
BURNS
NUA CHARLES
LADY GAGA
TCHAMI
VERNETTA LYNN WILLIAMS

RAMIYACOUB
BMG PLATINUM SONGS US / EMI-BLACKWOOD MUSIC, INC.
EMILONGITUDE MUSIC C0. /56 SONGS WORLOWIDE
SONGS BY AMNLIA / SONGS OF KOBALT MUSIC PUBLISHING
SONGS OF UNIVERSAL, INC. / SONY/ATV SONGS LLC

ALAN MARK SAMPSON (PRS)

JAY SEAN (PRS)
DAVID PLATZ MUSIC, INC./ TENYOR MUSIC

APL.DE.AP
JBALVIN
MIKE GAFFEY (PRS)
ANN LEE (SIAE)
LEE MARROW (SIAE)
GIORGIO SPAGNA (SIAE)

WILL.LAM
APLDEAP PUBLISHING LLC / PEERMUSIC I, LTD.
RIGHTSONG MUSIC, INC. / SONGS OF KOBALT MUSIC PUBLISHING
UNIVERSAL-MUSICA UNICA PUBLISHING
WILLZMANIFEST MUSIC

RODDY RICCH
SONGS OF KOBALT MUSIC PUBLISHING

WAYNE COYNE
STEVEN DROZD
MICHAEL IVINS
SAINT JHN
LEE “FALLEN" STASHENKO
BIMG PLATINUM SONGS US,/ EMI-BLACKWOOD MUSI INC.

LOVELY SORTS OF DEATH MUSIC / STELLAR SONGS LIMITED
THE ST. JOHN PORTFOLIO

JAEGREEN
MUSIC BY 6 PUBLISHING / SONY/ATY SONGS LLC

JASON DERULO
JAWSH 685 (APRA)
IRVING MUSIC /JASON DERULO PUBLISHING
SONY/ATV SONGS LLC

LYDIA ASRAT

DOJA CAT
DESTA MELODIES / DOJA CAT MUSIC
LOST AND FOUND GLOBAL PUBLISHING
SONGS OF KOBALT MUSIC PUBLISHING
WARNER-TAMERLANE PUBLISHING CORP.
WHERE DA KASZ AT?

CAMILA CABELLO
ED SHEERAN (PRS)

JORDEN “PARDISON FONTAINE" THORPE
MILAMOON SONGS / SONY/ATY BALLAD./ SONY/ATV SONGS LLC

WHITNEY PHILLIPS
SKYLER STONESTREET

FREDDY WEXLER
SONY/ATV SONGS LLL / STONESTREET WORKS
WARNER-TAMERLANE PUBLISHING CORP.
WEXLER MUSIC GROUP

BLOODPOP
LADY GAGA

TCHAMI
BMG PLATINUM SONGS US / HOUSE OF GAGA PUBLISHING .
SONY/ATV SONGS LLC

FORREST FRANK
SONGS OF UNIVERSAL, INC.

BENEE (APRA)

JOSHUA FOUNTAIN (APRA)
SONY/ATV SONGS LLE
UNIVERSAL-SONGS OF POLYGRAM INTERNATIONAL, INC.

ANDREW WATT
SONGS OF KOBALT MUSIC PUBLISHING
SONGS OF UNIVERSAL, INC.

MAREN MORRIS

LAURA VELTZ
BIG MUSIC MACHINE / INTERNATIONAL DOG MUSIC
PURPLE HAYES PUBLISHING WORLDWIDE
WARNER-TAMERLANE PUBLISHING CORP

JOEL LITTLE (APRA)

TAYLOR SWIFT
EMI-BLACKWOOD MUSIC, INC.
SONY/ATV TREE / TRYLOR SWIFT MUSIC

NF
CAPITOL CMG PUBLISHING / NF REAL PUBLISHING

TYLER JOHNSON

MITCH ROWLAND
CONCORD / CREATIVE PULSE MUSIC
ONE YEAR YESTERDAY PUBLISHING/ SONGS BY CABIN MOBILE
SONGS OF UNIVERSAL, INC. / THESE ARE PULSE SONGS.

JESSICA AGOMBAR
JOEJONAS
KEVIN JONAS
NICK JONAS

DAVID STEWART
EMFBLACKWOOD MUSIC, NC. /JOSEPH JONAS PUBLISHING
NICK JONAS PUBLISHING, PAUL KEVIN ONAS 1| PUBLISHING

SONGS OF UNIVERSAL,INC. / SONY/ATV SONGS LLC

STELLAR SONGS LIMITED

HALSEY
17 BLACK MUSIC / SONGS OF UNIVERSAL, NC.
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ARTIST cerriFication Title PEAK WKs.ON
IMPRINT/DISTRIBUTING LABEL POS.  CHART
t:3 M DJ KHALED Khaled Khaled 1 1
IXTT@l WE THE BEST/EPIC
MONEYBAGG YO AGangsta'sPain 2
CMG/N-LESS/INTERSCOPE/IGA
MORGAN WALLEN  Dangerous: The Double Album 4 17
BIG LOUD/REPUBLIC
JUSTIN BIEBER Justice 7
RAYMOND BRAUN/DEF JAM
YOUNG THUG & VARIOUS ARTISTS Young Stoner Life: Slime Language 2 1 3
'YOUNG STONER LIFE/300/AG
ROD WAVE SoulFly =~ 6
ALAMO/GEFFEN/IGA
DUALIPA Future Nostalgia
WARNER g 3 57
POP SMOKE Shoot For The Stars Aim For The Moon 1 Al
VICTOR VICTOR WORLDWIDE/REPUBLIC
THE WEEKND 2 After Hours 1 55
XO/REPUBLIC
THOMAS RHETT Country Again (Side A) 10 1
VALORY/BMLG
LUKE COMBS 2 What You See Is What You Get 1 78
RIVER HOUSE/COLUMBIA NASHVILLE/SMN
GOJIRA Fortitude 12 1
ROADRUNNER/EMG
LIL BABY 3 My Turn 1 62
QUALITY CONTROL/MOTOWN/CAPITOL
LIL TJAY Destined 2 Win 5 5
COLUMBIA
TAYLOR SWIFT Fearless (Taylor's Version) 1 4
REPUBLIC
(LT THE KID LAROI @ F*ck Love 3 41
GAINER NI
JUICE WRLD Legends Never Die 1 43
GRADE A/INTERSCOPE/IGA
ARIANA GRANDE Positions 4 o7
REPUBLIC
POST MALONE Hollywood's Bleeding 1 87
REPUBLIC
POOH SHIESTY Shiesty Season 3 13
1017 GLOBAL/ATLANTIC/AG
GIVEON When It's AlL Said And Done... Take Time 5 8
NOTSOFAST/EPIC
POLOG The GOAT
COLUMBIA 2 5]
MACHINE GUN KELLY Tickets To My Downfall 1 32
ESTI9XX/BAD BOY/INTERSCOPE/IGA
(V3 BILLIE EILISH A WhenWe AllFall Asleep, Where Do We Go? 1 110
(Y38(1: B DARKROOM/INTERSCOPE/IGA
GRATEFULDEAD  Dave'sPicks Vol 38:Nassau Veterans Memorial Coliseum, Uniondale, NY-9/8/73 25 1
GRATEFUL DEAD/RHINO
BAD BUNNY ELULltimo Tour del Mundo 1 23
RIMAS
THE WEEKND The Highlights 2 13
XO/REPUBLIC
HQOHVEWEUP[JJ 5 Greatest Hits 8 437
h!lho%gFREl\,/(\GA The Voice 2 20
ELEVATION WORSHIP & MAVERICK CITYMUSIC  OldChurchBasement — 35 ¢
ELEVATION WORSHIP/PLG
MANCHESTER ORCHESTRA  The Million Masks Of God g 1
FAVORITE GENTLEMEN/LOMA VISTA/CONCORD
HARRY STYLES 2 Fineline = 4 73
ERSKINE/COLUMBIA
LUKE COMBS 3 This One's For You 4 9205
RIVER HOUSE/COLUMBIA NASHVILLE/SMN
JUICE WRLD Goodbye & Good Riddance 4 155
GRADE A/INTERSCOPE/IGA
MEGAN THEE STALLION Good News 9 2%
1501 CERTIFIED/300/AG
CARRIE UNDERWOOD My Savior 4 6
CAPITOL NASHVILLE/UMGN
BAD BUNNY YHLQMDL
e U MDLE 3 62
FLEETWOOD MAC ® Rumours 1 493
WARNER/RHINO
ORIGINAL BROADWAY CAST /7. Hamilton: An American Musical 2 993
HAMILTON UPTOWN/ATLANTIC/AG
E:MOD.S{\IB\E/%{\\T Hot Pink g 79
MORRAY Street Sermons 4] 1
PICK SIX/INTERSCOPE
EMINEM 7 Curtain Call: The Hits= 1 527
SHADY/AFTERMATH/INTERSCOPE/IGA
TRAVIS SCOTT = ASTROWORLD 1 144
CACTUS JACK/GRAND HUSTLE/EPIC
DRAKE 5 Scorpion 1 149
YOUNG MONEY/CASHMONEY/REPUBLIC
MORGAN WALLEN If | Know Me
BIGLOUD W ]0 ]36
JUICE WRLD Death Race For Love 1 13
GRADE A/INTERSCOPE/IGA
POST MALONE 3 beerbongs & bentleys 1 158
REPUBLIC
ROYAL BLOOD Typhoons 48 1
IMPERIAL GALACTIC/BLACK MAMMOTH/WARNER
ELTON JOHN Di
RDCKE%SLA#D/OUME |am0nd5 7 ]82
CREEDENCE CLEARWATERREVIVAL 2 Chronicle The 20 Greatest Hits 18 522

FANTASY/CONCORD

GO TO BILLBOARD.COM FOR COMPLETE CHART DATA
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ARTIST cermiFication

IMPRINT/DISTRIBUTING LABEL
KENDRICK LAMAR 3

PEAK
POS.

WKS.ON
CHART

ood kid, m.A.A.d cit
TOP DAWG/AFTERMATH/INTERSCOPE/IGA g : fty 2 445
TAYLOR SWIFT Folklore 1 41
REPUBLIC
BOB MARLEY AND THE WAILERS %5 Legend: The Best Of... 5 @77
TUFF GONG/ISLAND/UME
TAYLOR SWIFT Evermore 1 21
REPUBLIC
CHRIS STAPLETON Starting Over 3 95
MERCURY NASHVILLE/UMGN
JACK HARLOW Thats WhatTheyAllSay 5 9
GENERATION NOW/ATLANTIC/AG
BILLIE EILISH DontSmile AtMe 14 176
DARKROOM/INTERSCOPE/IGA
ROD WAVE Pray 4 Love
ALAMO/IGA ¥ v 2 57
LIL UZI VERT Eternal Atake 1 61
GENERATION NOW/ATLANTIC/AG
ERIC CHURCH Soul 4 2
EMINASHVILLE/UMGN
DABABY BLAMEITONBABY 4 55
SOUTHCOAST/INTERSCOPE/IGA
CHRIS STAPLETON 4 Traveller 1 295
MERCURY NASHVILLE/UMGN
J.COLE 3 2014 Forest Hills Drive 1 335
DREAMVILLE/ROC NATION/COLUMBIA/LEGACY
ZA 2 L
TSOP DAWG/RCA Ctr 3 204
RNEY ! Hi
EJuBHB\A/LEGAcv Journey's GreatestHits 19 gg7
3
gguBSLI MALONE Stoney 4 230
GIRL IN RED IfICould Make It Go Quiet g7
WORLD IN RED/AWAL-KOBALT
LEWIS CAPALDI  Divinely Uninspired To A Hellish Extent 20 103
VERTIGO/CAPITOL
10 i
AzMgFQ/(D:EATHRDW/INTERSCDPE/UME Greatest Hits 3 369
SUMMER WALKER Overlt 9 g3
LVRN/INTERSCOPE/IGA
BRUNO MARS & Doo-Wops & Hooligans 3 518
ELEKTRA/EMG
AC/DC = Back In Black
CULU{’IE\A/LEGACV 4 462
YOUNGBOY NEVER BROKE AGAIN Top 1 34
NEVER BROKE AGAIN/ARTIST PARTNER GROUP/ATLANTIC/AG
THE DROPKICK MURPHYS Turn Up That Dial T4 1
BORN & BRED
DEMILOVATO  Dancing With The Devil...The Art Of Starting Over 2 5
ISLAND/REPUBLIC
RODDY RICCH 2. Please Excuse Me For Being Antisocial 1 T4
BIRD VISION/ATLANTIC/AG
KAROL K 1
UNWERS?LMUGS\CLAT\NG/UMLE 605 6 20 6
MERCYME Inhale (Exhale) 78 1
FAIR TRADE
AET!::gIC-’AEeERAN 4 + (Divide) 1 218
GABBY BARRETT Goldmine 97 4g
WARNER MUSIC NASHVILLE/WMN
GUNS N’ ROSES 5 Greatest Hits
GEFFEN/UME 3 528
MICHAEL JACKSON 3 Thriller
EPIC/LEGACY ] 469
KENDRICK LAMAR 3 DAMN. 1 919
TOP DAWG/AFTERMATH/INTERSCOPE/IGA
FUTURE & LIL UZI VERT Pluto x Baby Pluto 2 25
FREEBANDZ/EPIC/GENERATION NOW/ATLANTIC/AG
KE s Views
YOUNG MONEY/CASHMONEY/REPUBLIC few ] 260
EMINEM Music To Be Murdered By 1 67
SHADY/AFTERMATH/INTERSCOPE/IGA
TAYLOR SWIFT 2 Lover 1 89
REPUBLIC
FLORIDA GEORGIA LINE Life Rolls On 21 12
BMLG
LUKE BRYAN Born Here Live Here Die Here 5 28
CAPITOL NASHVILLE/UMGN
VDDmGAMlgr\EV/;\SHMDNEV/REPUBLIG Take Care ] 427
GLASS ANIMALS Dreamland 7 2
WOLF TONE/POLYDOR/REPUBLIC
LIL Just Cause Y'all Waited 2 2 52
ALAMO/GEFFEN/IGA
LIL UZI VERT LuvIsRage2 1 193
GENERATION NOW/ATLANTIC/AG
SAM HUNT SOUTHSIDE 5 53
MCANASHVILLE/UMGN
SPOTEMGOTTEM Final Destination 70 14
SPOTEMGOTTEM
THE NOTORIOUS B.I.G. Greatest Hits 1 273
BADBOY/RHINO
XXXTENTACION 3 ?
BADVIBES FOREVER ] ]64
JHENE AIKO Chilombo 2 8]
2FISH/ARTCLUB/ARTIUM/DEF JAM
BILLY JOEL 3 TheE tial Bill! L
AT eEssentialBilly Joel 15 235
PINK FLOYD Live At Knebworth 1990 100 1

PINK FLOYD/LEGACY

Khaled’s
On Top

DJ Khaled collects
his third No. 1 on the
Billboard 200 as Khaled
Khaled debuts atop
the list. The set earned
94,000 equivalent album
units in the United States
in the week ending
May 6, according to
MRC Data. He previously
reached the top with
Grateful in 2017 and
Major Key in 2016.

Khaled Khaled features
over 20 guest stars. Most
of them have also scored
their own Billboard 200
No. 1, including 21 Sav-
age, Justin Bieber, Car-
di B, Drake, JAY-Z, Nas
and Justin Timberlake.

Elsewhere on the
chart, The Kid LAROI’s
F*ck Love is the Greatest
Gainer with a 28-16
move (24,000 units;
up 30%), thanks to the
popularity of a new remix
of the album’s “Without
You” with Miley Cyrus.
Plus, Billie Eilish’s When
We All Fall Asleep,
Where Do We Go? picks
up Pacesetter honors as
it shifts 30-24 (21,000;
up 14%) alongside buzz
generated by the new
song “Your Power,” from
her forthcoming album.
Both “Without You” and
“Your Power” debut
in the top 10 on the
Billboard Hot 100 (see
page 1).

—KEITH CAULFIELD

DATA FOR WEEK OF 05.15.2021

THE BILLBOARD 200 CHART RANKS THE MOST POPULAR ALBUMS OF THE WEEK, AS COMPILED BY MRC DATA, BASED ON MULTIMETRIC CONSUMPTION (BLENDING TRADITIONAL ALBUM SALES, TRACK EQUIVALENT ALBUMS AND STREAMING EQUIVALENT ALBUMS).

SALES DATA
COMPILED BY
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THIRD MAN BOOKS

thirdmanbooks.com

Publishing the best in
poetry, fiction, speculative
fiction, and non-fiction.

THIRD MAN
HARDWARE

thirdmanstore.com

Custom-designed pedals

and accessories.
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85

44
108
106
12
79
104

118
103
13
120

72

19
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110

92
121

n
125
124
127
129
144
123
131
147
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153
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ARTIST certiFicaTion

IMPRINT/DISTRIBUTING LABEL

24KGOLDN ElDorad
RECORDS/COLUMBIA orado 22 6
TOMPETTY AND THE HEARTBREAKERS 12 Greatest Hits 2 408
MCA/GEFFEN/UME
POL DieAL
CGRMBﬂG ie AlLegend 6 99
DMX TheBestOfDMX o 7
RUFF RYDERS/DEF JAM/UME
:I(GI:TIF\‘:E!”DRC: American Teen 4 218
1
THE BEATLES D ——
SOUNDTRACK M
WALT DISNEY : oana = 9 230 l()
NF Clouds (The Mixtape) 3 6
NF REAL MUSIC
TAYLOR SWIFT 1989
816 MACHINE BMLG ° 1 334 THOMAS RHETT
DRAKE MoreLife | 908 Country Again (Side A)
'YOUNG MONEY/CASH MONEY/REPUBLIC
%%M‘T‘Nfrm?sﬁ%Q&Eﬁ,&%ﬁ&%"'" SavageModell = 31 Starting with 30,000 equivalent aloum
AJR OKOrchestra 19 ¢ units earned in the week ending
AJR/BMG .
NIRVANA © N nd May 6, the set marks Rhett’s fifth con-
evermin . . . .
SUB POP/DGC/GEFFEN/UME 1523 secutive top 10, starting with his 2013
R[IJQS{)\U%D%EPUBLIC DarkLaneDemoTapes o9 53 debut full-length, It Goes Like This.
UNNA Wonna Country Again (Side A) also enters
YOUNG STONER LIFE/300/AG 150 at No. 1 on Independent Albums and
BIG SCA Big Grim Reaper 95 3 No. 2 on Top Country Albums.
1017 GLOBAL/ATLANTIC/AG
Hzoﬁs%Ron'E%VGVN BAND Greatest Hits So Far... 20 303
CARDIB 3 Invasion Of Privacy 1 161
THE KSR GROUP/ATLANTIC/AG
BTS MAP OF THE SOUL: 7 1 63
BIGHIT ENTERTAINMENT
VARIOUS ARTISTS  Only The Family Presents: Loyal Bros Compilation 12 g
ONLY THE FAMILY/EMPIRE
KING VON Welcome To O'Block 5 27
ONLY THE FAMILY/EMPIRE
FUTURE High Off Life 1 5]
FREEBANDZ/EPIC
ARIANA GRANDE 2 Thank U, Next 1 n7
REPUBLIC
CHRIS BROWN Indigo 1 95
CBE/RCA
BAD BUNNY X100PRE
BADBU 00PRE 11 123 l')
LYNYRD SKYNYRD All Time Greatest Hits 56 125 —
MCA/GEFFEN/UME
KHALID 2 FreeSpirit 1 109 GOJIRA
RIGHT HAND/RCA .
1ZZ0 CuzlLove You 4 107 Fortitude
NICELIFE/ATLANTIC/AG
HALSEY Manic 3 68 The band clocks its highest-charting
THEBEACHBOYS 3. Sounds Of Summer. The Very BestOf TheBeachBoys 15 95 title and best week yet, in both units
OAPITOL/UME earned (28,000) and album sales
QXCAUT’:IRe\s)T(PARTNERGRDUP/ATLANHC/AG Heaven & Hell 21 29 (24,000). The set also launches at
POP SMOKE MeetTheWoo,V.2 7 g5 No. 1 on Top Rock Albums, Hard Rock
VICTOR VICTOR WORLDWIDE/REPUBLIC Albums Top Album Sales and Taste—
BOB SEGER & THE SILVERBULLET BAND ©  Greatest Hits 8 374
HIDEOUT/CAPITOL/UME maker Albums.
LEE BRICE Hey World
s ey Wor 45 24
MO3 Shottaz-14E
HSM/EMPIRE ottaz T va 36 4
MILEY CYRUS Plastic Heart
Ron astic nearts 2 23
BON JOVI Greatest Hits: The Ultimate Collection 5 206
ISLAND/UME
ARCTIC MONKEY AM
B 'C MONKEYS 6 146
TRAVIS SCOTT Birds In The Trap Sing McKnight 1 240
GRAND HUSTLE/EPIC
FALL OUT BOY Take This To Your Grave 140 1
FUELED BY RAMEN/EMG
METALLICA ¢ M i
BLACKENED ¢ states 1 608 |
12
:\I;I;ILECABPEUISIU'A.EES Abbey Road 1 409 r) _
KANYE WEST 5 Graduation 1 170 | I\
ROC-A-FELLA/DEF JAM
HLIAY True2Myself 5 g GRATEFUL DEAD
DABABY KIRK 1 g3 Dave’s Picks Vol. 38
SOUTHCOAST/INTERSCOPE/IGA
GRETAVANFLEET TheBattle At Garden AdsGate 7 g )
LAVA/REPUBLIC The Grateful Dead collects its 48th
RIHANNA ANTI _ 1 i
wssrsummnmuacmon 1 267 top 40 (.:hartmg album, surpassing
TZY GuessWho (EP) 145 | The Rolling Stones for the most such
e sets among groups. The only artists
ELENA ;
SELENA .« Ones g3 15 with more top 40 albums are Frank
IMAGINE DRAGONS 2 Evolve 5 90 Sinatra (58), Elvis Presley (57), Barbra

KIDINAKORNER/INTERSCOPE/IGA

GO TO BILLBOARD.COM FOR COMPLETE CHART DATA

Streisand (53) and Bob Dylan (50).

138
160
143

150
156
128
157
137
158
175

174

154
167

178
170

168
17

192
162
164
180

182

181

169
184
186
193

187

183
68
190
185
185
189

ARTIST cermiFication

IMPRINT/DISTRIBUTING LABEL
KALIUCHIS Sin Miedo (Del Amor y Otros Demonios) 52 11
EMI/INTERSCOPE/IGA
TWENTY ONE PILOTS « Blurryface 1 302
FUELED BY RAMEN/EMG
MONEYBAGG YO Time Served 3 B9
N-LESS/INTERSCOPE/IGA
K?I;EE}UILIEIB-RUUNDS/RBA Greatest Hits 154 14
MYKE TOWERS LykeMike g5 9
ONE WORLD INTERNATIONAL/WARNER/WARNER LATINA
GEORGE STRAIT & Strait Out Of The Box 43 48
MCANASHVILLE/UMGN
THE ROLLING STONES *2 HotRocks1964-1971 = 4, 355
ABKCO
FLEETWOOD MAC s Greatest Hits
WARNER/RHINO : ]4 ]87
KANYE WEST '3 My Beautiful Dark Twisted Fantasy 1 132
ROC-A-FELLA/DEF JAM
SOUNDTRACK Frozenll 1 77
WALT DISNEY
YOUNG DOLPH & KEY GLOCK  Dum And Dummer 2 8 6
PAPERROUTE EMPIRE
KID CUDI Man On The Moon: The End Of Day 4 173
DREAMON/G.0.0.D./REPUBLIC
BT BE
BIGHITSENTERTAINMENT ] 24
EAGLES % Hotel California 1 133
ASYLUM/ELEKTRA/RHINO
HARRY STYLES Harry Styles 1 84
ERSKINE/COLUMBIA
MIRANDA LAMBERT Wildcard 4, 35
VANNER/RCANASHVILLE/SMN
DARYL HALL JOHN OATES The VeryBest Of DarylHall John Oates 34 197
RCA/LEGACY
SOUNDTRACK 3 The Greatest Showman 1 178
FOX/20TH CENTURY FOX/ATLANTIC/AG
FRANK OCEAN Blonde
BOYSDON'TCRY ] 228
YOUNGBOY NEVER BROKE AGAIN AlYoungBoy2 = 80
NEVER BROKE AGAIN/ATLANTIC/AG
TIM MCGRAW Number One Hits
CURB u r ! 27 178

BBA & Gold: Greatest Hits
POLAR/POLYDOR/UME ' : 25 ]88
DRAKE 4 Nothing Was The Same 1 373
'YOUNG MONEY/CASH MONEY/REPUBLIC
MAC MILLER Swi i
WARNER wimming 3 139
BROOKS & DUNN 4« The Greatest Hits Collection L 94
ARISTANASHVILLE/LEGACY

Th h

NF REAL MUSIC/CAROLINE € SEarC ] 92
ROD WAVE h
ALg'IU/IGA Ghetto Gospel 10 78
LIL BABY Harder Than Ever 3 128
QUALITY CONTROL/MOTOWN/CAPITOL
TOBY KEITH 35 Biggest Hits 2 88
SHOW DOG-UNIVERSAL/UME
HOZIER 3 Hozier
RUBYWORKS/COLUMBIA/LEGACY 2 209
BRUNO MARS 3 24K Magic
ATLANTIC/AG g 2 ]72
YOUNG THUG SoMuchFun = 4 88
YOUNG STONER LIFE/300/ATLANTIC/AG
JULIA MICHAELS Not In Chronological Order 183 1
JMICHAELS/REPUBLIC
FUTURE 2 DS2
A-1/FREEBANDZ/EPIC ] ]46
VARIOUS ARTISTS NOW 78 185 1
SONY MUSIC/UNIVERSAL/UME
A BOOGIE WIT DA HOODIE 2 Hoodie SZN 1 n7
HIGHBRIDGE THE LABEL/ATLANTIC/AG
H.E.R. H.E.R.
MBK/RCA 23 ]74
TAYLOR SWIFT 3 reputation 1 143
BIG MACHINE/BMLG
JACKBOYS JACKBOYS 4 70
CACTUS JACK/EPIC
WHITNEY HOUSTON | Will Atways Love You: The Best Of Whitney Houston 4% 54
ARISTA/RCA/LEGACY
VARIOUS ARTISTS Dreamville & J. Cole: Revenge Of The Dreamers ll 1 92
DREAMVILLE/INTERSCOPE/IGA
TYLER CHILDERS Purgator
HICKMAN HOLLER/THIRTY TIGERS g y ]UB 49
LANA DEL REY Born To Die
POLYDOR/INTERSCOPE/IGA 2 392
PRINCE AND THE REVOLUTION 3 Purple Rain (Soundtrack) 1 143
NPG/WARNER/RHINO
XXXTENTACION 7 9 19
BAD VIBES FOREVER/EMPIRE
ERIC CHURCH Heart 5 3
EMINASHVILLE/UMGN
BLAKE SHELTON Reloaded: 20 #1Hits 5 909
WARNER MUSIC NASHVILLE/WMN
TYLER, THE CREATOR IGOR 1 85
COLUMBIA
LADY GAGA & The Fame Ol 044
STREAMLINE/KONLIVE/CHERRYTREE/INTERSCOPE/IGA
KANE BROWN 2 K B
¥ 0 aneBrown 5 915

DATA FOR WEEK OF 05.15.2021

THE BILLBOARD 200 CHART RANKS THE MOST POPULAR ALBUMS OF THE WEEK, AS COMPILED BY MRC DATA, BASED ON MULTIMETRIC CONSUMPTION (BLENDING TRADITIONAL ALBUM SALES, TRACK EQUIVALENT ALBUMS AND STREAMING EQUIVALENT ALBUMS).

SALES DATA
COMPILED BY



OSCAR WINNER - BEST ORIGINAL SONG

“FIGHT FOR YOU”
FROM JUDAS AND THE BLACK MESSIAH - H.E.R.

GRAMMY WINNER - SONG OF THE YEAR

“l CAN’T BREATHE”
H.E.R.

NO. 1 HIT ON THE HOT 100

“LEAVE THE DOOR OPEN”
SILK SONIC (BRUNO MARS & ANDERSON .PAAK)

CONGRATULATIONS!

DERNST “D’MILE” EMILE Il
PRODUCER & SONGWRITER

MEDINAH BMG KENDALL A. MINTER, ESQ

ENTERTAINMENT
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.8 MONTERO (CALL ME BY YOURNAME) LilNesX

PEACHES  JustinBieber Feat. Daniel Caesar & Giveon

SAVE YOUR TEARS The Weeknd & Ariana Grande

4 LEVITATING Dua Lipa Feat. DaBaby

The song holds
at its No. 4
Global 200 high
with 64 million
streams (up 4%)
worldwide in

the week ending
May 6, its top
weekly total to
date. It also hits a
new No. 4 best
on the U.S.-based
Billboard Hot 100.

KISS ME MORE Doja Cat Feat. SZA
YOUR POWER Billie Eilish
ASTRONAUT IN THE OCEAN  Masked Wolf 15
LEAVE THE DOOR OPEN  Silk Sonic (Bruno Mars & Anderson Paak) 9
RAPSTAR PoloG 3 4

{8 WITHOUT YOU  TheKid LAROI & MileyCyrus 10 24

DEJA VU OliviaRodrigo 8 5
BLINDING LIGHTS The Weeknd 2 35
HEARTBREAK ANNIVERSARY Giveon 10 12
BOTELLATRASBOTELLA  GeraMX+ChristianNodal 9 2
FIEL LosLegendarios, Wisin & Jhay Cortez 15 8
DRIVERS LICENSE Olivia Rodrigo 1 17
THE BUSINESS Tiesto 12 26

PAREJA DEL ANO Sehastian YatraX Myke Towers 18 3

DYNAMITE BTS 1 35

FRIDAY RitonX Nightcrawlers Feat. Mufasa & Hypeman 18 11

uUP CardiB 4 13
DAKITI Bad Bunny & Jhay Cortez 1 27
GOOSEBUMPS Travis Scott & HVME 15 18
AM Nio Garcia X Flow La Movie 24 4
BODY Russ Millions X Tion Wayne 25 2
RUNAWAY AURORA 22 5
EVERY CHANCE IGET  DJKhaled Feat.Lil Baby & LilDurk 27 1
MOOD 24kGoldn Feat.ianndior 2 35
HOLD ON Justin Bieber 4 9
TELEPATIA Kali Uchis 10 11
WELLERMAN NathanEvans 16 15

N
D
©

BEAUTIFUL MISTAKES  Maroon 5 Feat. Megan Thee Stallion

IDID IT DJKhaledFeat. Post Malone, Megan Thee Stallion, Lil Baby & DaBaby 33 1

IN THE MORNING iTZY 384 1
CALLING MY PHONE  LilTjayFeat.6LACK 2 12
STREETS DojaCat 8 17
HEAT WAVES Glass Animals 81 18
BEST FRIEND Saweetie Feat. DojaCat 31 17
DANCE MONKEY Tones And| 16 35
EL MAKINON Karol G & Mariah Angeliq 33 6
BANDIDO Myke Towers & Juhn 11 19
WATERMELON SUGAR HarryStyles 9 35
ARCADE Duncan Laurence 36 14
DON’'T START NOW Dualipa 30 35

10 GO TO BILLBOARD.COM FOR COMPLETE CHART DATA
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Artist

SOMEONE YOU LOVED LewisCapaldi 24 35
WE’'RE GOOD Dualipa 21 12
YOUR LOVE (9PM)  ATBxTopicx A7S 37 13
SORRYNOT SORRY D Khaled Feat. Nas, JAY-Z & James Fauntleroy 48 1

LETIT GO DJKhaled Feat. Justin Bieber &21 Savage 49 1

WANTS AND NEEDS Drake Feat. LilBaby 2 9
ON ME Lil Baby 47 22
SOLID  Young Thug & Gunna Feat. Drake 11 3
BED Joel Corry X RAYE X David Guetta 48 9
BEAT BOX SpotemGottem Feat. Pooh Shiesty Or DaBaby 38 14
LA NOCHE DE ANOCHE  BadBunny &Rosalia 7 23
PERFECT Ed Sheeran 30 35
COVER ME IN SUNSHINE  Pink + Willow Sage Hart 90 9
34+35 ArianaGrande 2 27
GOOD DAYS SZA 7 19
TALKING TO THE MOON BrunoMars 59 6
ROSES SAINtJHN 14 35
MY HEAD AND MY HEART AvaMax 32 14
SUNFLOWER Post Malone & Swae Lee 47 35
911 Sech 48 10
VOLTA BEBE, VOLTANENEM  DJGuugaEDJlvis 65 3
HEAD & HEART Joel Corry XMNEK 17 35
BAD GUY Billie Eilish 94 35
ROCKSTAR DaBaby Feat. Roddy Ricch 8 35
SHALLOW LadyGaga & Bradley Cooper 99 35
BACK IN BLOOD Pooh Shiesty Feat. Lil Durk 29 16
POSITIONS ArianaGrande 1 28
SHAPE OF YOU Ed Sheeran 68 35
HAWAI Maluma 3 35
FOLLOW YOU Imagine Dragons 66 8
YOU BROKE ME FIRST. TateMcRae 16 35
BABY SHARK Pinkfong 38 34
DURAG ACTIVITY  BabyKeem & Travis Scott 77 1

WHOOPTY cJ 10 28
SAVAGE LOVE (LAXED-SIRENBEAT)  Jawsh685xJasonDerulo 1 35
THEREFORE | AM Billie Eilish = 2 25
ANYONE Justin Bieber 3 18
SKI Young Thug & Gunna 23 3
WAP Cardi B Feat. Megan Thee Stallion 1 35
POPSTAR DJ Khaled Feat.Drake 1 27
LOVELY Billie Eilish & Khalid 70 35
YORU NI KAKERU YOASOBI 16 35
BATOM DE CEREJA Israel & Rodolffo 57 8
LEMONADE  Internet Money & Gunna Feat.Don Toliver &NAV ~ 4 35
WHAT'S NEXT Drake 1 9
FOREVER AFTERALL  LukeCombs 4 20
BELIEVER Imagine Dragons 70 35
CIRCLES Post Malone 49 35
FOR THE NIGHT  Pop Smoke Feat. Lil Baby & DaBaby 7 35
BEFORE YOU GO Lewis Capaldi 32 35
DREAMS Fleetwood Mac 10 32
BODYINMOTION  DJKhaled Feat, BrysonTiller,Lil Baby &RoddyRicch 96 1

DATA FOR WEEK OF 05.15.2021
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In tribute “Love is Blindness™ out June 4, 2021



RUSS MILLIONS X
TION WAYNE
“Body”

The collaboration between
the British rappers jumps
up 168% to 27.9 million
streams and 369% to
2,000 downloads sold
worldwide in the week
ending May 6, according
to MRC Data. The song,
whose remix featuring
ArrDee, E1, ZT, Bugzy
Malone, Buni, Fivio For-
eign and Darkoo arrived
April 22, also bounds 101-
18 on the Billboard Global
Excl. U.S. chart. It addition-
ally tops the Official U.K.
Singles chart, where it’s
the first drill No. 1in the
list’s history.

ITZY
“In the Morning”

The opening track on
South Korean group
iTZY’s new EP, Guess
Who (released April 30),
debuts with 39.6 million
streams and 3,900
downloads sold. It also
launches at No. 22 on the
Billboard Global Excl. U.S.
chart. ITZY earns its best
ranks on each survey after
“Not Shy,” the first track
on the quintet’s 2020 EP
of the same name, hit
Nos. 124 and 70, respec-
tively. On the U.S.-based
World Albums tally, Guess
Who enters at No. 2, the
highest-charting of iTZY’s
three top 10s to date.
—ERIC FRANKENBERG

79
81
98
70
99

92

76
108
1271
106
147
94
nr
103

118

115
89
135
119

129
126

139
120

105
122
143

140
97
107
138
163

133

164

77

131

101

150

80
86
96
8l
9

100
97

102

98
107
105
108
110

[l
95
126
123

128
115

127
125
112

109
124
136

132

17

116
137

182

145

Artist

PARADISE Meduza & Dermot Kennedy

WHAT YOU KNOW BOUT LOVE  Pop Smoke

SWEATER WEATHER The Neighbourhood

HOLY Justin Bieber Feat. Chance The Rapper

MARTIN & GINA Polo G

ANOTHER LOVE Tom Odell

100

LACURIOSIDAD  DJNelsonPresenta Jay Wheeler & Myke Towers

40

RAMEN & OJ  Joyner Lucas & Lil Baby

104

BAILACONMIGO  SelenaGomez With Rauw Alejandro

22

MONSTER YOASOBI

87

MY EX'S BEST FRIEND  Machine Gun Kelly X blackbear

25

MEMORIES Maroon 5

il

TIME TODAY Moneybagg Yo

70

OLD TOWN ROAD Lil Nas X Feat. Billy Ray Cyrus

70

BOHEMIAN RHAPSODY Queen

107

WHATSPOPPIN  JackHarlow Feat. DaBaby, Tory Lanez & Lil Wayne

THE GOOD ONES Gabby Barrett

96

CLOSER The Chainsmokers Feat. Halsey

100

LOVE RACE  Machine Gun Kelly Feat. Kellin Quinn

115

WOCKESHA Moneybagg Yo

114

SHOTTAS (LALA) Moneybagg Yo

54

RELOJ Rauw Alejandro & Anuel AA

41

GIRL LIKE ME Black Eyed Peas X Shakira

39

DESPACITO  LuisFonsi & Daddy Yankee Feat. Justin Bieber

120

SENORITA Shawn Mendes & Camila Cabello

67

0oDO Ado

122

RAINON ME LadyGaga & Ariana Grande

22

RIDE IT. Regard

86

CONFETTI Little Mix Feat. Saweetie

125

SAY SO Doja Cat

50

TRACK STAR Mooski

107

GO CRAZY Chris Brown & Young Thug

26

MIENTEME TINI X Maria Becerra

129

AT MY WORST Pink Sweat$ Feat. Kehlani

78

PRISONER Miley Cyrus Feat. Dua Lipa

GOOSEBUMPS Travis Scott

102

GREECE DJ Khaled Feat. Drake

38

INTENTIONS Justin Bieber Feat. Quavo

65

ELLANOES TUYA  RochyRdXMyke Towers X Nicki Nicole

39

BICHOTA Karol G

TAKE ME TO CHURCH Hozier

129

KAIKAI KITAN Eve

1

YOU Regard x Troye Sivan x Tate McRae

113

SAY YOU WON'T LET GO  James Arthur

96

EVERYTHING | WANTED Billie Eilish

82

USSEEWA Ado

41

COUNTING STARS OneRepublic

143

DRY FLOWER

Yuuri

48

ALL OF ME John Legend

97

HEADSHOT Lil Tjay, Polo G &Fivio Foreign

42

RASPUTIN Majestic X Boney M.

147

BREAKING ME Topic & A7S

12 GO TO BILLBOARD.COM FOR COMPLETE CHART DATA
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132
152
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146
148
144
149
145

153
162
165
134
161
136
109
169

168
172

166

155

170

158

9l

184
185

130

141

142

186

130
148
68
139
144
140

141
142

146
150
159

138
166
147
122
157
196
162
165

163

153

156
176
158
183
134

167
179

151
177
129

184
164

161
186

Artist

CHOKER twenty one pilots 149 1
SICKO MODE Travis Scott 70 33
LUCID DREAMS Juice WRLD 103 34
LIFE IS GOOD Future Feat. Drake 39 35
IDON'T CARE  Ed Sheeran & Justin Bieber 105 31
KINGS & QUEENS AvaMax 31 35
DIOR Pop Smoke 61 35
BIG PAPER DJ Khaled Feat. CardiB 196 1
BREAK MY HEART Dualipa 47 33
ADORE YOU Harry Styles 68 34
THANKFUL DJKhaled Feat. Lil Wayne & Jeremih 199 1
DICK StarBoi3 + Doja Cat 160 1
THE BOX Roddy Ricch 66 35
SOMETHING JUSTLIKE THIS  The Chainsmokers & Coldplay 150 22
DON’'T STOP BELIEVIN’ Journey 150 29
GIRL FROM RIO Anitta 164 1
GIRLS LIKE US Zoe Wees 124 10
HOTEL CALIFORNIA Eagles 149 29
WILLOW Taylor Swift 2 21
LONELY Justin Bieber & benny blanco 5 29
HIGHEST IN THE ROOM Travis Scott 83 34
YELLOW Coldplay 170 14
MIDNIGHT SKY Miley Cyrus 15 35
THINKING OUT LOUD Ed Sheeran 103 30
HELL OF A VIEW Eric Church 120 3
ANOTHER ONE BITES THEDUST  Queen 159 9
LITTLE BIT OF LOVE Tom Grennan 175 1
DEATHBED PowfuFeat. beabadoobee 43 34
WE GOING CRAZY DJKhaled Feat. H.E.R. &Migos 177 1
STARBOY  The Weeknd Feat. Daft Punk 52 13
THUNDERSTRUCK Ac/DC 176 7
LAUGH NOW CRY LATER DrakeFeat. LilDurk =5 35
WAKE ME UP! Avicii 181 3
FILM OUT BTS & 5
4 DA GANG 42 Dugg & Roddy Ricch 1100 3
SWEET CHILD O’ MINE  Guns N'Roses 167 18
SMELLS LIKE TEEN SPIRIT Nirvana 167 18
HARD FOR THE NEXT Moneybagg Yo & Future 76 4
NO MORE PARTIES CoilerayFeat.LilDurk 70 Ti
JUST THE WAY YOU ARE BrunoMars 162 8
RENEGADES ONE OKROCK 47 3
SHY AWAY twenty one pilots 73 3
TAKE ON ME a-ha 162 15
HECHA PA’ MI Boza 43 21
COME THROUGH H.E.R.Feat.ChrisBrown 74 2
GUNJOU YOASOBI 44 12
OCEAN EYES Billie Eilish 169 1
YOU'RE MINES STILL YungBleuFeat.Drake 67 20
MR. BRIGHTSIDE TheKillers 178 4
WHEN THE PARTY’S OVER BillieEilish 179 2
LIL BIT Nelly & Florida Georgia Line 199 1
BIG GANGSTA Kevin Gates 132 8

DATA FOR WEEK OF 05.15.2021
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ON THE COVER
Olivia Rodrigo photog
by David Needleman
on April 16 at Smashbo
Studios in Los Angeles

TO OUR READERS
Billboard will publish it
next issue on June 5.
For 24/7 music coverag
go to billboard.com.

CORRECTION
Gustavo Menéndez is
president of Warner
Chappell Latin Ameri
Due to an editing erro
his surname was misp
in International Po

via Rodrigo’s “drivers
instantly made her a pop-music
sensation. With her surprising debu
album, Sour, she’s determined to
prove her staying power — and join
the next generation of bona fide
singer-songwriters.

Y

SECRET AGENCY MAN

After wresting control of IMG
Artists in an internal power struggle,
Russian-born tycoon Alexander
Shustorovich has kept the agency
alive through the pandemic to
become the world’s largest manager
of classical music talent. Billboard
investigates the secretive CEQ’s
unlikely path to classical prestige




CONGRATULATIONS

NOEL
SCHAJRIS

ON 20 YEARS OF
INCREDIBLE SONGS

HERE’S TO
THE NEXT 20!

History is always being written.®
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ainey Wilson photographed

THE FIGHTS OVER RIGHTS

As the recorded-music business continues to grow, debates about whether consumers will pay

for music are giving way to new ones about the spoils of streaming. The Billboard Pro Spotlight
“Creators and Copyright,” presented by Yankovsky Law, features interviews with choreographer
JaQuel Knight (Beyoncé, Megan Thee Stallion), U.S. Register of Copyrights Shira Perlmutter and
both ABBA co-founder and CISAC president Bjérn Ulvaeus and CISAC chief executive Gadi Oron
— plus panels about copyright termination and proposed German legislation that could make it
hard for rights holders there to license TikTok and other clip-focused platforms.

>

BILLBOARD HOT 100
1

’s “Without You”
hits the top 10 after the release of
its remix with

THE MARKET
21

The Recording Academy’s decision
to ditch Grammy nomination-review
committees gives more power

to members, who are younger and
more diverse than ever.

22

Luxury listening: The next battle of the
streaming war will be high fidelity.

THE SOUND
31

How unlearned

habits from six years in the major-label
system and scored as

the producer for her latest album.

34

’s decades-old
musical In the Heights finally hits the
silver screen — and makes history
along the way.

THE PLAYERS
53

Latin pianist-composer is
celebrating 20 years in the business by
launching his independent career and
his own subscription model.

CHARTBREAKER
56

Country artist

is soaring — and educating
listeners — with breakout hit
“Things a Man Oughta Know.”

A New Davis

Sony Music chief creative
officer Clive Davis has assumed
an important new role:
great-grandfather. His first
great-grandchild, Chase Davis
(above), was born April 29.

DAVIS: COURTESY OF THE DAVIS FAMILY



Congratulations
Noel, you’re not
only a remarkable
musician &
songwriter, but also
an amazing human
being. We are
honored to be part
of your 20 years of
music making!

Your Team

®

dltafonte
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On June 5th, Billboard will publish its 3rd annual
Pride issue honoring culturally moving and
influential people who have contributed to the
community’s history and its current landscape.
Year-round Billboard and Rolling Stone celebrate
the LGBTQIA+ community through the lens of
music, amplifying the culture of the proud
LGBTQIA+ commmunity across our editorial
channels, including Billboard Pride.

Building on this platform, Billboard and Rolling
Stone will be joining fogether for the entire month
of June to celebrate love, acceptance, diversity
and what it means fo be queer in music. All
month long, Billboard and Rolling Stone will be
the go-fo destination for music and entertainment
Pride content. Leveraging our iconic voices within
music and culture, Billboard and Rolling Stone will
curate a mix of engaging video and social
content featuring thought-provoking panels,
heartfelt performances, and glam tutorials — all
fostering a community of consumers and
influencers in celebration of LGBTQIA+.
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LABEL
POWER PLAYERS

On June 5th, Billboard will publish

its fourth annual Indie Label Power
Players List. This special feature in
advance of Indie Week (6/14-6/17) and
the 10th Anniversary Libera Awards will
profile leading executives af top
independent record labels, publishing
companies and distribution companies.
Positioning themselves as the driving force
behind the success of independent music,
these executives confribute to the
independent music sector and fo the
world of music at large.

Take this opportunity to advertise
and congratulate this year’s 2020
Indie Label Power Players.
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FTER DECADES OF
having “secret” review
committees determine
Grammy Award
nominations in an ever-increasing
number of categories, it’s majority
rule again at the venerable awards
show. So the nominations for the 64th
annual Grammys may look a bit
different when they’re announced
later this year: Expect fewer surprise
omissions of records that met the
usual benchmarks for commercial and
artistic success and cultural impact,
and fewer head-scratching inclusions
of projects that didn’t make a
significant impression. And when the
next outrage does inevitably occur, the
Recording Academy can now skirt
blame by pointing to an easy-to-
understand nomination process that

WME PARENT ENDEAVOR LAUNCHED ITS INITIAL PUBLIC OFFERING, SEEKING TO RAISE $588 MILLION.

ILLUSTRATION BY DANI CHOI

Rock The Vote

The academy’s decision to ditch Grammy nomination-review committees gives more

power to members, who are younger and more diverse than ever

BY PAUL GREIN

puts power back in the hands of the
11,000-person voting membership.
The academy board of trustees’
April 30 vote to disband nomina-
tion-review committees — whose
membership, but not existence, was
kept secret — walks back a decades-
old practice that frequently stirred
controversy and was at odds with the
academy’s professed desire for trans-
parency. The process started in 1989,
when the first nominations-review
committee was added in the classical
field. By 2020, it was implemented
in 59 out of 84 award categories. The
major turning point came in 1995,
when the committee approach was
adopted in the Big Four categories —
album, record and song of the year,
and best new artist — after Tony
Bennett and The Three Tenors both

scored album of the year nods the
year prior, while alternative rock and
hip-hop artists that dominated the
era were left out. The idea was that
the creatives and executives deemed
genre experts who made up the 15- to
30-person committees would be less
likely than the general membership
to vote for sentimental favorites,

big names or bestsellers. In the first
five years, this benefited acts such as
Pearl Jam, The Smashing Pumpkins,
Radiohead, Garbage and TLC, all of
whom received album of the year
nominations. Over time, however, the
committee also seemingly bypassed
front-runner pop acts including Justin
Timberlake, Ed Sheeran and, most
recently, The Weeknd, whose hit al-
bum After Hours and its smash single,
“Blinding Lights,” failed to receive
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even one nomination this year. In an
ironic twist, committee oversight was
implemented to keep the Grammys
from seeming out of touch; now it’s
being abandoned for the same reason.

Since 2018, academy leadership
has aggressively focused on increas-
ing membership diversity, primarily
through recruitment: After adding
1,345 new voting members last year —
about 12% of its total — the academy
reported that people from tradition-
ally underrepresented (nonwhite)
communities now account for 27% of
overall membership (up from 25% the
year before), and people who are 39
or younger account for 28% (up from
25%). Women account for 26% (the
same as the year before).

Now the academy is also planning
a new review process that’s likely to

TUNECORE OWNER BELIEVE MUSIC BEGAN ITS IPO PROCESS, WITH PLANS TO RAISE $608 MILLION.
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disproportionately weed out older
members. As part of the April 30
vote, the academy will begin requir-
ing existing members to reapply for
membership. By the end of 2021,
over 90% of members will have un-
dergone the requalification process,
with a goal, according to a statement,
of “ensuring that the voting body is
actively engaged in music creation.”
Whereas academy membership had
previously been for life, members
will now have to show that they
have accrued one new credit within
the past five years and that music
remains their primary career.

A younger, more diverse member-
ship will be less likely to snub acts like
The Weeknd, and probably won’t pick
as many surprise nominees like Jacob
Collier (whose 2020 album of the year
nod had many Googling his name) or
Black Pumas, Tank and the Bangas
and Yola (who all notably edged out
Lewis Capaldi from 2019’s best new
artist class). But don’t expect drastic
changes: As the broadest genre, pop
will likely continue to dominate,
while hip-hop’s growing influence
is sure to continue and country may
move up the ranks thanks to the acad-
emy’s sizable Nashville membership.

While the review committees be-
came controversial, they did consider
genre, gender and racial diversity,

Compilation
soundtrack1

.JUST TO BE NOMINATED

Since nomination-review committees were implemented
in the Big Four categories in 1995, these genres and artists
received the most nods for album of the year

Contemporary
R&B 14

Alternative 13

Rock 21

Country 11
R&B 8

Contemporary folk
and/or Americana 5

Electronic/dance 2

Jazz vocal or
contemporary jazz 2

Taylor Swift
Beck

Beyoncé

The Chicks
Eminem

Lady Gaga
Kendrick Lamar

Radiohead

W W W W W W W w N

Kanye West

Note The Waiting To Exhale soundtrack wasn’t
eligible in a genre album category because of rules
in place at the time. It would have competed in
either the R&B or compilation soundtrack fields. The
name of contemporary R&B was changed to urban
contemporary and then progressive R&B.

Note Lamar was also
nominated as a featured artist,
producer and songwriter on
Black Panther: The Album,
Music From and Inspired By, a
project with various artists.

albeit imperfectly. That oversight
won’t exist now, and the academy
can only hope that an increasingly
diverse membership can deliver
results that make sense to both the
industry and fans.

Looming over the change is the
search for a permanent academy
president/CEO after Deborah Dugan
was ousted in January 2020 after less
than six months in the position. That
hire is expected to be made by the
end of May or early June. This will
likely be the last major action that
Harvey Mason Jr. will oversee as in-
terim president/CEO (although he’s
expected to be elected to a second
term as chair). With the 13-month

eligibility period for the 64th awards
already about two-thirds finished, the
academy needed to move now to en-
act this change for the 2022 honors.

And then there’s The Weeknd,
whose name will forever be linked
to this decision, even though a task
force had been considering a pro-
posal to disband nomination-review
committees since last summer,
according to an academy represen-
tative — months before this year’s
nominees were announced. “The
Grammys remain corrupt,” The
Weeknd tweeted Nov. 24. “You owe
me, my fans and the industry trans-
parency.” The academy just took a
big step in that direction. B

Luxury Listening

THE NEXT BATTLE OF THE STREAMING
WAR WILL BE HIGH FIDELITY

BY MICAH SINGLETON

HIS YEAR, MORE BIG

streaming services are offering

a new way to listen to music

that makes it sound richer than
it has in ages. The question is, How many
people will pay a premium for it?

Early results from Amazon Music,
which launched its “high-quality, lossless
audio” high-definition service in 2019,
are promising. The company says that
HD subscriptions ($12.99 a month for
Prime members, compared with $7.99 for
its standard Unlimited tier) have grown
100% globally year over year as of March.
Amazon is also seeing a bump in engage-
ment from customers upgrading to its
HD option: Those subscribers streamed,

BYTEDANCE CFO SHOUZI CHEW WAS NAMED CEO OF TIKTOK WHILE INTERIM HEAD VANESSA PAPPAS MOVED TO COO.
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on average, 11% more overall and 16%
more on albums in the first 30 days after
switching, and both the hip-hop and rock
genres’ global market shares are 20%
higher on HD than on Unlimited.

“It has exceeded everybody’s expecta-
tions,” says Amazon Music vp Steve Boom.
While he declined to share numbers, he
notes, “You could add up [the subscribers
to] all the other HD services together and
they wouldn’t be close to us.”

That bodes well for Spotify, which will
launch its own hi-fi tier later this year, and
Apple Music reportedly has a version in the
works as well. With high-fidelity subscrip-
tions averaging $15 to $20 a month, this
could help Spotify increase its closely

watched average revenue per user, which
has been declining since 2017.

Music’s sound quality tanked with the
popularity of MP3s and then the arrival of
iTunes in 2001, prompting most listeners to
sacrifice CD-quality sound for compressed
digital files. Since then, companies like
TIDAL and Deezer have established busi-
nesses in part as high-fidelity alternatives,
but for the most part, streaming audio
quality is near that same low point it was
when file-sharing was the norm.

According to a 2020 study from music
research firm MusicWatch, 69.2 million
people in the United States between the
ages of 13 and 65 are open to paying more
for a service that can provide studio-
quality sound. “The question is, How do
the hardware partners, the [digital service
providers] and even the labels bring the
consumer to the water and make them
drink?” says MusicWatch managing
partner Russ Crupnick. “Eventually, we
will all be listening to something that has
better sound quality, regardless of what it’s

[ maRKer waTen
22.1B

0.0%

TOTAL ON-DEMAND
STREAMS WEEK
OVER WEEK
Number of audio and
video on-demand streams for
the week ending May 6.

16.34M

1 0.4%

ALBUM CONSUMPTION
UNITS WEEK OVER WEEK
Album sales plus
track-equivalent albums plus
streaming-equivalent albums
for the week ending May 6.

380.3B

110.4%

TOTAL ON-DEMAND
STREAMS YEAR OVER
YEAR TO DATE
Number of audio and video
streams for 2021 so far over the
same period in 2020.

called, just as TV went from 720p to 1080p
to 4K and now 8K

Marketing hi-fi streaming may be the
biggest challenge, but as more platforms
start offering the option, Amazon expects
its HD tier to become its subscribers’ most
popular choice. “We see this as the future,”
says Amazon Music global head of artist
and label relations Andre Stapleton. “We
wanted to set this standard, and we want it
to be adopted by everybody.” B

LIVE NATION CFO KATHY WILLARD ANNOUNCED PLANS TO RETIRE IN JUNE.
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Coming
Subtractions

For film composers, screen time is
money — and they’re getting less of both
BY KRISTIN ROBINSON

HE PANDEMIC ISN’T

just hurting performers

who make money touring

— public performance
royalties have fallen as stores, clubs
and concert venues close for various
lengths of time. Among those affected
most seriously: film composers.

In nearly every major country
except the United States, composers
and songwriters whose work is used
in movies are paid a “cinema royalty,”
a special public performance fee for
theatrical showings that can, in some
cases, add up to hundreds of thousands
of dollars. The fees — collected by per-
forming rights organizations, which
in turn pay creators and publishers
— are pegged to box-office revenue in
most territories. (They’re not col-
lected in the United States because of
a 1948 antitrust ruling against ASCAP.)
Last year, however, amid pandemic
lockdowns, they declined “between
50% and 90%” in Europe, according
to Robert Neri, executive vp/head of

European business development at
Downtown Music Holdings.

Because PROs pay out cinema roy-
alties on an annual basis after the first
quarter of each year, the issue is only
now starting to affect film composers,
and it could last a year or more after
theaters reopen. “Performance royal-
ties are a very slow-moving thing for
us,” says John Powell, who composed
music for the Ice Age and Bourne films,
as well as Solo: A Star Wars Story. “You
could have a hit today and not see any
money from it for a year.”

Video streaming services, which
grew in popularity in 2020, also pay
composers and songwriters, gener-
ally by allocating a percentage of their
subscription revenue. Cinema royal-
ties are usually far more lucrative,
though. “Apart from the fact that I
love the films and the people work-
ing on them,” says Powell, “there was
definitely a consideration [about] how
well the Ice Age films would do abroad
versus others I had been offered.”

WARNER MUSIC NASHVILLE SIGNED ZAC BROWN BAND IN PARTNERSHIP WITH HOME GROWN MUSIC.

Consider the music Powell wrote
for Ice Age: Dawn of the Dinosaurs,
which took in over $690 million in
theaters outside the United States, ac-
cording to Box Office Mojo. Different
countries handle payments in differ-
ent ways, but U.K. theaters allocate up
to 1% of box-office revenue for music.
Production companies give their cue
sheets to the U.K. PRO, PRS for Music,
to determine what music plays during
the film and for how long. If Powell’s
score was, hypothetically, featured
in 50% of Dawn of the Dinosaurs,
which grossed $56.8 million in U.K.
theaters, PRS would collect 50% of
1% of box-office revenue, or $284,000.
Most film scores are created under
“work for hire” agreements — which
means the production company owns
the publisher’s share of the copy-
right while the composer retains the
writer’s share — so PRS would then
send the writer’s share of that money
to either Powell or his PRO. So, in this
case, minus the PRO administrative
fees, Powell (who is an ASCAP mem-
ber) would potentially make about
$100,000 from this film in the United
Kingdom alone.

For the past year, Europeans have
only been watching movies at home, of
course, and video streaming num-
bers have skyrocketed. And although
streaming services still compensate
composers — they pay PROs, which
pay creators based on the popularity
of the content their music appears in
— composer-conductor John Debney,

SONGWRITER-PRODUCER DERNST “D’MILE” EMILE 1l SIGNED A GLOBAL PUBLISHING DEAL WITH BMG.

who is known for his music for Elf and
the Spider-Man films, calls cinema
royalties “the bread and butter” of a
composer’s income in the long term.

Streaming services don’t pay as
well, and the way music licens-
ing deals are negotiated, as well as
the limited amount of information
available on the popularity of various
programming, means their accounting
is less transparent. Some streaming
services are also pushing rights buyout
deals in which they pay composers
more upfront but no royalties later.

“T haven’t done the calculations,”
says Powell, “but I've talked to lots
of people, and we think [the perfor-
mance royalties from streaming are]
just a fraction of royalties we make
from cinema.”

Will that money return? Before
the pandemic, there were reasons for
optimism: Global box-office revenue
reached an all-time high in 2019 of
$42.5 billion, of which $31.1 billion
was generated outside the United
States, according to Comscore. But
lockdowns have been hard on com-
panies that own theaters: Cineworld,
which has locations in the United
States, the United Kingdom and
Ireland, stopped operating in October.
And continental Europe lags behind
the United States and the United
Kingdom in vaccinations, so theaters
there, which provide the lion’s share
of cinema royalties worldwide, are
in deeper trouble because they’re
unlikely to be able to reopen at full
capacity until late this year.

When the pandemic does end,
however, many people may be eager to
go to a movie theater — or, really, any-
where — and plenty of major movies
have been delayed until then. “Mas-
sive tentpole releases were held back,”
says PRS director of strategic partner-
ships Gavin Larkins, who thinks that
will give consumers good reason to get
off their couches.

In the long term, theaters aren’t go-
ing anywhere soon — but there may be
fewer of them in Europe, which is the
most important source of these royal-
ties. Although theaters are likely to
struggle in 2021 and 2022, according
to veteran analyst Eric Wold of B. Ri-
ley Financial, he believes the business
will recover in 2023. “We remain op-
timistic,” says Wold, “that moviegoers
will return to theaters when permitted
to catch the best film slate in years.”

Powell remains optimistic too.
“Nobody has a crystal ball, but I think
we will be fine,” he says. “Things will
just transform.”
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PUBLISHERS QUARTERLY

‘LICENSE’ PARKS AT NO. 1

Sony Music Publishing pulls into No. 1 on the Hot 100 ranking while UMPG takes its spot at Top Radio Airplay

BY ED CHRISTMAN

ONY MUSIC PUBLISHING CAME IN AT NO. 1 ON THE
. . ) TOP RADIO AIRPLAY: PUBLISHERS*
Hot 100 Songs publishers ranking for the period from

January to March, but the company was dethroned by

BMG
Universal Music Publishing Group on Top Radio Airplay War“erChﬁE:ig 774%
after a 13-consecutive-quarter reign. 16.05% Round Hill Music
Olivia Rodrigo’s “drivers license” dominated Hot 100 Songs, and she 2.41%
and co-writer Daniel “Dan” Leonard Nigro tied atop the list’s songwrit- Kobalt

— ______, Reservoir

1.55%

Pulse Music Group
1.50%

ers ranking. (Sony represents both of them.) On Top Radio Airplay, 18.26%
24kGoldn’s “Mood” (featuring iann dior) remained at No 1. (UMPG and
Kobalt control stakes in the song.) Kobalt’s Finneas Baird O’Connell (bet-

ter known as FINNEAS) was the No. 1 writer on Top Radio Airplay, with Spou"b}lizl#is;; Big Machine Music
stakes in two songs: his sister Billie Eilish’s “Therefore | Am” (No. 4) and 20.69% 1.1%
Justin Bieber & Benny Blanco’s “Lonely” (No. 12). Downtown Music

Sony has led Hot 100 Songs in seven quarters Universal Music [ Uik
.. . Publishing Group 0.92%
out of the chart’s nine-quarter history, and had a 29.59% o
. . 0 L, Other
stake in 59 songs with a 23.56% market share (up 718%
from 54 songs but down from 24.13% last quar-
ter). It ranked second on Top Radio Airplay with RANK  TITLE ARTIST LABEL
55 songs, including Chris Brown and Young Thug’s 1 “Mood" 24kGoldn feat. iann dior RECORDS/Columbia
“Go Crazy” (No. 2). 2 “Go Crazy” Chris Brown and Young Thug 300/CBE/RCA
FINNEAS ; . .
UMPG’s Top Radio Airplay lead reflects its 3 “Positions” Ariana Grande Republic
increased market share (22.59%, up from 20.56%, t?ut down to 55 4 “Therefore | Am" Billie Eilish Darkroom/Interscope
§ongs from 58). On Hot 100 Songs,‘ where the publisher ranked second, 5 4344357 Ariana Grande Republic
it earned 3,22'|625’ mT""P:keJVShaged",‘”t%fsds_ongs (Ep f“?\lm 220'29" and 6 “HOLY" Justin Bieher feat. Chance the Rapper Raymond Braun/Def Jam
50 songs), including e Weeknd's ‘Blinding Lights (No-2). 7 “Blinding Lights” The Weeknd XO/Republic
Market-share calculations on both charts could change — but not B IE— ATt s Geffen/int
a rivers VI 1 erren/interscope
enough to alter the rankings — because both Sony and UMPG are 9 T FraY gt DaBab W Record P
disputing the shares that the Harry Fox Agency assigned for Brown AMEMNE SRS BELEERY arnerrecoras
e 10 “Bang!” AJR AJR/BMG/S-Curve

and Young Thug’s “Go Crazy.” Publishers of writers on
that song have claimed over 100% of it, and when that
happens, HFA assigns a pro rata share to each publisher

until the matter is resolved. If Sony and UMPG have the HOT 100 SONGS: PUBLISHERS*

stakes in the songs that they claim, as opposed to what

HFA assigned, their shares could increase by 40 to 70

basis points, although it’s not clear which publishers Warner Chappell J gzlg%

would lose share. 1':;'?;57% Round Hill Music
On both Hot 100 Songs and Top Radio Airplay, 2.54%

Nos. 3-5 remained the same as the previous Kobalt Reservoir

quarter: Kobalt, Warner Chappell Music and BMG, 16.99% 1.08%

Big Deal/

respectively. Kobalt rebounded to an 18.26% .
Words & Music

market share on Top Radio Airplay (from 16.79%) Universal Music 1.05%

and to 16.99% on Hot 100 Songs (from 15.27%). Publishing Group Big Machine Music

Warner Chappell’s share grew on both charts, 22.64% 1.01%

reaching 16.05% on Top Radio Airplay (from 15.15%) . ST Music (Songtrust)
Sony Music 0.711%

and 16.97% on Hot 100 Songs (from 14.82%). And BMG Publishing

stumbled to 7.74% on Top Radio Airplay (from 8.22%) 23.56% Other

and 6.46% on Hot 100 Songs (from 7.61%). 6.99%

On Top Radio Airplay, Round Hill Music came in at

No. 6 (2.41%), Reservoir at No. 7 (1.55%), Pulse Music RANK  TITLE ARTIST LABEL
Group at No. 8 (1.50%), Big Machine Music at No. 9 1 “drivers license” Olivia Rodrigo Geffen/Interscope E
(1.11%) and Downtown Music Publishing — which 2 “Blinding Lights” The Weeknd X0/Republic §
sold the song copyrights it owned to Concord on 3 “Mood” 24kGoldn feat. iann dior RECORDS/Columbia
April 26 — at No. 10 (0.92%). . . 4 “34+35" Ariana Grande Republic é
No(_)g (2?4135, i::grsv’o?;':';{Jfgg;jii;:nked 5 “6o Crazy’ Chris Brown and Young Thug 300/GBE/RCA
Hipgnosis-owned Big Deal/Words & Music No. 8 . “Levitating” Dua Lipa feat. DaBaby Warner . §
(1.05%) and Big Machine Music No. 9 (1.01%). 7 “Save Your Tears" The Weeknd X0/Republic g
ST Music, also known as Songtrust, made 8 “Positions” ananslonnds GEUlE §
its publisher ranking debut at No. 10 with a 9 “What You Know Bout Love” Pop Smoke Victor Victor Worldwide/Republic i
0.71% share. B Rodrigo 0 “up” CardiB Atlantic

WARNER CHAPPELL MUSIC NAMED MICHAEL LOBIONDO HEAD OF BUSINESS DEVELOPMENT. ® HIPGNOSIS SONGS BOUGHT THE CATALOG OF POP SONGWRITER-PRODUCER ANDREW WATT.

*For the top 10 publishers Top Radio Airplay chart, percentage calculations were based upon the overall top 100 detecting songs from 2,007 U.S. radio stations electronically monitored by MRC Data, 24 hours a day, seven days a week during the period of Jan. 1to
March 31. For the top 10 publishers Hot 100 Songs chart, percentage calculations were based upon the top 100 songs as ranked by Billboard Hot 100 points calculated from digital sales, streaming and MRC Data-tracked radio airplay detections during the period of Jan. 1
to April 1, reflecting the issue dates of Jan. 16 through April 10. Publisher information for musical works on both charts 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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GERARDO ORTIZ

10™ ANNIVERSARY

Gerardo Ortiz is one of Latin music’'s most defining artists of
the last decade, scoring a total of ten No. 1s on the Billboard
Regional Mexican Airplay chart, over 22.3 Million followers on
social media, and an astounding ONE BILLION and counting
views on VEVO. The two-time GRAMMY ® nominee and one-
time Latin GRAMMY@®, is one of the architects of the
alternative corrido movement and one of the most award-
winning singers of Regional Mexican music in the past years.

Inrecent years, Ortiz has winning a number of awards
including twenty seven Billboard Latin Music Awards, twelve
Premios Lo Nuestro, earning four Platinum records and five
Gold records as certified by the RIAA, and selling out festivals,
dance halls, and arenas across the United States and Mexico.

He breaks schemes with each production, after his successful
9th studio album, "Mds Caro Que Ayer" was released in
February 2020 he placed at #1 on Apple Music's "Mexican
Music" chart. His first single titled popular charts followed by
the hit single "Otra Borrachera', the band version that reached
##1 on México's Monitor Latino "Popular”’ chart, and #1 on the
Billboard's "Regional Mexican Airplay” chart. Starting a new
decade and commemorating his 10th career anniversary,
Gerardo Ortiz celebrates with the debut of his production
'Décimo Aniversario” (10th studio aloum.)

Join Billboard in congratulating Gerardo Ortiz on his
remarkable career over the past 10 years.

CONTACTS

Marcia Olival
786.586.4901 | marciaolival29@gmail.com

Joe Maimone
201.301.5933 | joe.maimone@billboard.com

Lee Ann Photoglo
615.376.7931 | laphotoglo@gmail.com

Cynthia Mellow
615.352,0265 | cmellow.billboard@gmail.com

Ryan O’Donnell
+447843437176 | rodonnell@pmc.com

ISSUE DATE 6/5 | AD CLOSE 5/26

| MATERIALS DUE 5/27




THE MARKET

Will German Copyright Go Kaput?

Proposed legislation could make it difficult for music rights holders to
license TikTok and other clip-focused platforms

&IVA LONDON — The music busi-
7l ness may have spent the
better part of a decade trying to solve
one problem with online licensing,
only to create another that could
make it harder to monetize song clips
at a time when sites like TikTok are
exploding in popularity.

For years, labels, publishers and
performers lobbied Brussels to ad-
dress the “value gap” that let online
platforms like YouTube avoid indirect
liability for copyright infringement
and, rights holders say, use those
laws as leverage to license music on
more favorable terms. In 2019, the
European Union passed a new Copy-
right Directive that would require
platforms to make “best efforts” to
remove unlicensed content, take
concrete steps to ensure it wasn’t
uploaded again and reach “fair remu-
neration” deals with rights holders.

The legislation, which was aggres-
sively lobbied on both sides, drew
thousands of young people into the
streets of German cities in March
2019 to protest online filters that they
described as “censorship machines,”
which many sites use in some form
already. The directive passed anyway

JAPANESE MUSIC GROUP AVEX LAUNCHED A U.S. RECORDING/PUBLISHING DIVISION.
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BY RICHARD SMIRKE

that spring, giving the 27 EU countries
until June 7 to incorporate it into their
national laws. (It’s not unusual for
countries to run late when imple-
menting changes in policy.)

The political fallout from those
protests seems to have influenced
German lawmakers to loosen the
directive’s liability provisions so
much that it could become hard to
license sites like TikTok and Triller,
which rely mostly on short clips. Ger-
many’s draft bill, which is scheduled
for a final presentation to the Bund-
estag on May 20, calls for platforms
to license content, as well as remove
infringing material. But it also states
that clips of under 15 seconds will
be considered “minor use” and thus
essentially exempt from the liability
provisions in Article 17 of the direc-
tive, although platforms will have to
pay collecting societies for their use
under a fixed-rate tariff.

If a rights holder can show that
an upload would create significant
economic harm, it can request a take-
down with what policymakers call a
“red button” mechanism; platforms
then have a week to comply. At a time
when YouTube is working more close-

ly with labels and clips are becoming a
more important source of revenue, the
bill essentially substitutes one kind

of safe harbor for another one that’s
more relevant now.

“The proposed German approach
is miles away from the text of the
EU directive and is out of touch with
the reality of today’s music market,
where short clips are big business,”
says Helen Smith, executive chair of
European independent labels organi-
zation IMPALA.

Most EU countries are planning
legislation that’s closer to the text of
the directive: The Netherlands and
Hungary have already passed laws,
and France, Italy and Croatia are
well on their way to doing so. The
legislation for Germany — the world’s
fourth-largest music market, worth
$1.4 billion in 2020, according to
IFPI — “would go against the spirit of
the directive, undermine legal clarity
for rights holders and platforms, and
kill value,” says Dr. Florian Driicke,
CEO of the German music industry
association BVMI.

German politicians want to pass a
law that offers more leeway to inter-
net users, says Driicke, because they

remember the 2019 protests and want
the support of young people in the up-
coming national elections scheduled
for Sept. 26. “They’re deeply scared

in regard to the young voters,” says
Driicke, “and the potential effect that
talk of upload filters and censorship
could have on the election.”

Germany is not alone in pushing
back against the directive, however.
Austria has been considering legisla-
tion that is incompatible with the
intent of the directive, although that
plan may be revised, and Poland has
brought a case to the European Court
of Justice asking it to annul parts of
Article 17 that involve online filters. A
ruling is expected later this year.

The German bill includes a remu-
neration right — meaning that sites
that rely on song clips would have to
pay collecting societies, which would
then distribute money to rights hold-
ers. But labels and publishers see this
as a clumsy, less lucrative substitute
for direct licensing that would sup-
press growth. Artists don’t like it
either: Over 1,200 acts, including big
names like Rammstein and Helene
Fischer, have signed an open letter
voicing their objections.

Without liability to incentivize
platforms to keep infringing content
offline, “it’s very hard for the industry
to negotiate with these behemoths,”
says John Phelan, director general
of the international music publish-
ing trade association ICMP. “Rights
holders need to be able to say to
YouTube or other digital platforms,
‘We’re going to enforce notice and
stay down [orders] if you don’t agree
on a fair license. ”

The German legislation is now with
the Bundestag’s legal committee, so
it could still be changed before it is
formally presented. But if it passes in
anything like its current form, says
Driicke, BVMI plans to challenge it
— first in the German constitutional
court and then, if necessary, in the
European Court of Justice. [

For more information on how the
EU Copyright Directive could
change the music business, check
out the Billboard Pro Spotlight
event “Creators and Copyright,”
which includes several panels and
keynote interviews with ABBA
co-founder and CISAC president
Bjorn Ulvaeus and U.S. Register of
Copyrights Shira Perlmutter.

> billboard.com/spotlight

SONY MUSIC UK NAMED CHARLOTTE EDGEWORTH DIRECTOR OF DIVERSITY, INCLUSION AND SOCIAL IMPACT.

ILLUSTRATION BY GLENN HARVEY
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ROBERT GIBBS

Partner/head of music, ICM Partners

T’S ONE THING TO TALK

about diversity,” says Robert Gibbs.

“It’s another to actually put people

in positions of power to help shape
the future”

That’s the position Gibbs finds himself in now

as head of music at ICM Partners. He’s also the
highest-ranking Black music executive in the agency
business, following the restructuring of ICM’s
leadership team in February. Based in Los Angeles,
Gibbs took over Mark Siegel’s role in an ICM shuffle
that saw Siegel replacing Rob Prinz as ICM’s head
of worldwide concerts. (Prinz returned to being a
full-time agent and remains a partner.) Gibbs says
the blueprint mapped out under Prinz’s watch was
“a redefining moment for ICM’s music department,
despite the challenges” created by the pandemic.
Just prior to the shutdown of the live-music business
last March, ICM expanded its international footprint
by partnering with London-based agency Primary
Talent International (The 1975, Alt-J, Stormzy). Over
the last year, nine new music agents from Paradigm,
WME and other companies also came on board.

Born and raised in Ann Arbor, Mich., Gibbs was
enrolled in the music business program at the Art
Institute of Philadelphia when, in his words, he
“stumbled upon the agency world” during an intern-
ship with a boutique firm. He found his mentor in
Dennis Ashley at Creative Artists Agency, where he
was hired as Ashley’s assistant in 2001 before becom-
ing an agent. Gibbs later joined Ashley as co-head of
ICM’s West Coast urban music division in 2006. Both
advanced to partner status in 2016. (Ashley, still a
partner and concerts agent, reps Nelly, D’Angelo and
Trey Songz, among others.) Then last August, Gibbs
joined ICM’s leadership team as head of contempo-
rary music before ascending to his current position.

Throughout his career, Gibbs has focused on R&B
and hip-hop and still maintains relationships with
artist clients in those genres as well as their manag-
ers. They include J. Cole (whom he has repped for
12 years); Cole’s manager and Dreamville president
Ibrahim Hamad; Dreamville artist Ari Lennox and
her manager, Justin Lamotte of Blackwax; Par-
tyNextDoor and manager Tyler Henry of Range Me-
dia; and, most recently, SoFaygo, who is co-managed

by Barry Hefner of Since the 80s. Now as ICM’s head
of music, he adds oversight of pop, rock, electronic
and alternative, alongside Siegel.

Gibbs is intent on paying his success forward
through his role as a board member of DiversifyICM.
“I love this world,” he says of the agency business.
“Hopefully, we can inspire other young men and
women that look like me to feel the same way.”

After Billboard spoke with Gibbs, ICM was the
subject of a May 5 story in the Los Angeles Times in
which former employees alleged a toxic work envi-
ronment involving misconduct ranging from sexual
harassment to a culture of pervasive bullying. He
would not comment, but ICM issued a statement
from board members and department heads Lorrie
Bartlett, Jennifer Joel and Janet Carol Norton.
“Neither we nor our company are perfect; no one
is,” the statement read, in part. “But in a challeng-
ing, competitive and labor-intensive industry that
demands much of its participants, we feel privi-
leged to enjoy a safe and encouraging environment,
fair and abundant opportunities, and the respect
and support of all colleagues of all genders.”

COVID-19 decimated the live industry. How was ICM
able to remain resilient?

When things shut down, we said, “How do we get
better?” So, we went out and acquired agents like
Simon Clarkson and Paul Gongaware to build out
and oversee our new electronic music department.
We also brought in Pete Nash from WME. He
represents Kings of Leon and Pet Shop Boys. We
began integrating more on the international front

® WARNER MUSIC GROUP NAMED ANTON PARTRIDGE DIRECTOR OF GLOBAL STRATEGY, ELECTRONIC MUSIC. ® ARTIST GROUP INTERNATIONAL UPPED JARRED ARFA TO COO.
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with the March 2020 acquisition of Primary Talent
International. We pivoted to virtual shows and brand
and TV/film deals for artists that wanted to dive into
those. Now it feels like full steam ahead.

As festivals and shows ramp up, how are
the economics of the agency business and
booking changing?
When we started to negotiate artist fees for festivals,
the conversation was, “Well, the artists are going to
need to take a reduction, because we don’t know what
the capacity is or what other restrictions are in place.”
Then, over time, there was more science and more
people were being vaccinated. Outside Lands was
one of the first festivals that went up, and they had
massive numbers on their launch day. After that you
had Life Is Beautiful, Bonnaroo and the Reading and
Leeds festivals in Europe — all with sales numbers
going up and up. Then promoters were saying, “Let’s
not worry so much about reducing artists’ guarantees.
The demand is there and people are ready to go.”
People are paying a premium right now. That is
great for our business. However, agents, artists and
managers can’t get lost in this moment of pent-up de-
mand. As we go into 2022, there are going to be more
shows and festivals — along with movie theaters and
restaurants reopening. There are going to be so many
options for fans. We have to be very smart about
ticket charges.

Hip-hop had explosive growth in streaming and tour-
ing before the pandemic. Do you see more hip-hop
artists selling out arenas as live music returns?
Selling out arenas doesn’t always correlate with
streams. Do I see more artists moving into that
space? Yes. You're probably talking about a handful
of hip-hop artists from the present generation that
can headline arenas: Drake, Kendrick Lamar, J. Cole,
Travis Scott, Childish Gambino and Tyler, The
Creator. And from the generation before them, there
are just four headliners: JAY-Z, Kanye West, Eminem
and Lil Wayne. I’'m not including R&B artists like
The Weeknd, Rihanna or Beyoncé. When you look

at the careers of all those artists, it has taken time to
build up to that level.

How is R&B holding its own in relation to hip-hop?
It hasn’t gotten the credit it should have over the
years. R&B is stronger than ever, and it’s only going
to get bigger. With Chris Brown — who continues to
deliver No. 1 records — Rihanna, The Weeknd and

UNIVERSAL MUSIC GROUP PROMOTED PAULA SALVATORE TO VP CLIENT RELATIONS AND STUDIO MARKETING.

Queen Bey herself, the sky’s the limit. And beyond
the high-profile artists, people’s eyes are opening up.
That’s why you’re seeing the success of H.E.R., SZA,
Jhené Aiko, Ari Lennox, Daniel Caesar and others
who are phenomenal songwriters.

Conversations have arisen recently about the lack
of diversity at ICM and other agencies. Given how
important the live business is to the music industry,
why haven’t agencies come under the same scrutiny
in terms of systemic bias?

It’s no secret that there aren’t a lot of minorities in
our business. But current events have opened every-
one’s eyes to look around and say, “This isn’t right.”
It’s incumbent upon all of the agencies to step up,
educate and truly mentor — to not only get people
of color in the door but to make sure we’re there to
walk them through the process. Saying that we are
doing our job because we hired someone of color is
not going to fly. We must reach into our communities
on a local and national level to find candidates. ICM
has partnered with HBCU LA to bring in one-third
of our interns this summer from historically Black
colleges and universities around the country. Educa-
tion is where it starts. Going to school, I didn’t know
much about what agencies did or their history. I
stumbled upon the agency business when someone
took me under their wing and mentored me. That
gave me the opportunity to grow and succeed.

Endeavor, the parent company of rival agency WME,
recently went public. What does that mean for ICM
and other agencies moving forward?

Agencies are getting into other businesses. We’re
diversifying our portfolio. While a primary goal
remains building a global footprint musicwise, we’ve
also entered the sports world, having just acquired
the U.K.-based sports agency Stellar Group. I hope
Endeavor is successful, because their success is good
for the entire sector.

As the live industry reboots, what does the new
landscape look like?

It will be a hybrid of different things until everything
is back. Livestreams and virtual meet-and-greets will
continue. And as that market sector and virtual tech-
nology continue to develop, there will be big events
that people can tap into and feel like they’re inside
the venue. Over the past year, there have been some
pretty good virtual shows, but the majority have been
underwhelming,. Live trumps everything. B

1. A collection of tour credentials and tickets spanning two decades:
“This reminds me of my journey from fan to intern to assistant to
executive.” 2. In his home office, Gibbs keeps this award on his
desk: “A reminder of my first time making Billboard’s Power 100 list.”
3. A tour plaque celebrating one of Gibbs’ longtime clients: “| was
very proud to be a part of J. Cole’s worldwide tour in support of

4 Your Eyez Only. The tour grossed over $37 million in ticket sales.”
4. This Can AM Custom Ryker is a recent diversion: “My friend/
client Bas and engineer Derek ‘MixedByAli’ Ali decided to buy
three-wheeled motorcycles for a unique way to enjoy outdoors
during the pandemic.”

WME HIRED FORMER VIACOMCBS EXECUTIVE DANA JETER AS AN AGENT.
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NOEL. SCHAJRIS:

A tu lado, hemos sido testigos de que los

suenios se cumplen porque los hemos sonado
juntos. E1 mayor triunfo es lo que representas

como ser humano, como padre y esposo. Aqui

:} wel d- O ‘h y n estamos siempre caminando a tu lado
Dennell
Lmma iFelices 20 afios de carreral
Dylan
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ISAIAH RASHAD’S RETURN % THE MAKING OF IN THE HEIGHTS

SAYING IT
RIGHT

How Justine Skye unlearned
habits from six years in the
major-label system and scored
Timbaland as the producer

for her latest alboum

BY TATIANA CIRISANO

PHOTOGRAPHED BY
MICHELLE GENEVIEVE GONZALES

Skye photographed
April 23 in Los Angeles.
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THE SOUND

USTINE SKYE WAS AT A

lunch meeting in the fall of

2019 with E&E Creative agency

founders Emily Pires and Elena

Hristu, who were hoping to sign

the newly independent artist. But
Skye had barely said a word.

“Elena and | were looking at each other
like, ‘Is this going well?’ ” recalls Pires.
“Finally, | was like, ‘Listen, do you like us?
| want to make sure you want to work
with us.”

At that, Skye removed her sunglasses
and said: “That’s the first time someone has
asked me that”

A Brooklyn native, Skye found fame in
her teens thanks to her popular Tumblr,
which helped her early-2010s YouTube
cover of Drake’s “Headlines” take off. She
signed her first record deal with Atlantic
in 2013 at age 17 and scored commercial
success with her single “Collide” (featuring
Tyga). She parted ways with Atlantic three
years later and signed with Roc Nation,
which released her 2018 debut album, Ul-
traviolet — only to leave that label, too, the
following year. “You get comfortable with
a big system making all these calls for you,”
she says. “You’re not exactly happy, but it’s
going, so you go with the flow.”

But now, Skye, who is 25 and splits time
between New York and Los Angeles, has
a new outlook on what success means
— and how to achieve it on her own
terms. She hired Pires and Hristu as her
co-manager/creative directors, rounding
out an all-women core team alongside
Skye’s mother and business manager,
entertainment lawyer Nova Perry. Last
June, Skye released her first independent
album, Bare With Me, which she calls an
“appetizer” to the main course coming
June 25, Space & Time. The record, which

“You get comfortable with a big system
making all these calls for you.”

—SKYE

Skye has started referring to as “the bad
bitch manual” and oozes confidence on
tracks like “It’'s About Time” and the pop-
flavored jam “In My Bag,” will arrive on her
own label, Nynetineth, and was produced
by her idol: Timbaland.

The famed producer direct-messaged
Skye last spring while she was deep in her
quarantine project, Space & Time Sessions
(an Instagram series of song covers),
asking to produce an upcoming clip. She

suggested covering Nelly Furtado’s “Say
It Right,” but he wanted an original. The
next morning, she sent him her verse,
which later became the starting point for
“Intruded,” the tender lead single from
Space & Time that arrived in February.
Skye and Timbaland weren’t planning
to make an album. But as they continued
pumping out clips on a weekly basis,
with each video gathering hundreds of
thousands of views, they soon realized

Q&A

BACK ON
TRACK

know if all else fails and | don’t
want to rap anymore, I'll fuck
around and just work at the
office. Them n—as love me,

prepared than ever to hit the
ground running.

Label founder/CEO Anthony
“Top Dawg” Tiffith talked
about dropping you during

and they love us.

they had the foundation for one. Ten clips
later, Skye and her team rented an Airbnb
near Timbaland’s home studio in Miami —
where the two met in person for the first
time — and knocked out the project in just
over two weeks.

Skye says she had to unlearn habits she
had picked up from the major-label system,
like people-pleasing and relying on co-
writers. “It’s easy for her to play a beat and
find the pockets that she falls in,” says Pires.
“Where she never spent enough time was,
“You landed the melody. Now what are you
talking about?’ ” Before getting in the stu-
dio, her team held quasi-therapy sessions,
complete with candles, wine and a lot of
talking. Few were invited into the creative
process, with the exception of Timbaland’s
longtime collaborator, Justin Timberlake,
one of two guests on the album (along with
Nigerian artist Rema).

“The biggest hurdle, which is what labels
are really good for, is the money,” says
Skye. “Most of this stuff is financed literally
from my pocket.” Rather than dilute E&E’s
creative vision, the team took a quality over
quantity approach and was helped along
by directors and other collaborators who
willingly lowered their rates. “In a perfect
world, we’'d do a video for every song,
but it's a matter of being selective,” says
Hristu, citing a technology-filled visual for
“Intruded” with cameos from Bella Hadid
and Lil Yachty that has raked in over 1 mil-
lion YouTube views. (Meanwhile, the single
has collected 4 million global on-demand
streams, according to MRC Data.)

As Skye and her team begin to route a
fall tour and conceptualize her next video,
she isn’t afraid to look back.

“| see so much growth,” says Skye.

“I’'m really forming into the artist | always
wanted to — and knew that | could be.” @

then I have to continue giving
them parts of me. | have to
make sure for every new fan |
get that I'm still hitting my bills
from back in my SoundCloud
days. I'm still making myself

AMID BIGGER STARS LIKE
Kendrick Lamar and SZA,
Isaiah Rashad has become
Top Dawg Entertainment’s
secret weapon for his fearless
storytelling and unapologetic
candor. Now, after a five-
year hiatus during which he
battled substance abuse
issues, Rashad will return in
2021 with his third album, The
House Is Burning, featuring
6LACK and Smino, led by the
single “Lay Wit Ya.” With a
renewed mindset and a strong
commitment to sobriety, the
29-year-old artist is more

32 BILLBOARD e MAY 15, 2021

your hiatus. Why didn’t he?
If anything, | might have made
that n—a a little soft. | went
through more in these five
years than | did last time. After
[my 2016 album] Sun’s Tirade,
[my manager] Matt [Miller]
checked me into rehab, and
we got all that shit out the
way. Top was damn near about
to cry through the shit, bro.

| had a dad that | ain’t never
had in my life. | got love that

| been looking for from n—as
that if you was coming from
any other place, you'd think
they want you for money, but |

How did it feel to record
your upcoming album
entirely sober?

It challenged my confidence
because | had to rely on
myself. At first, it was hard,
but once | had some sessions
with [producer] Kenny Beats,
he taught me some of the
methods that he used with
[Atlanta rapper] Key! and what
he seen [Young Thug] do and
how they got comfortable to
say whatever’s on their mind.
[My collaborators] gave me
the space and time to practice
that shit.

You’ve said critical acclaim
didn’t mean much to you.
Do you still feel that way?
Nah. If n—as going to stick
around and help me with all the
streaming, pay my bills, help
me keep money in my pocket
and have me looking good,

cry sometimes. That’s what

I'm most proud of about this
project — the only compromise
was to get bigger.

Knowing what you’ve
overcome, what does
turning 30 mean?
| was scared until | got here.
| was like, “Damn, | hope it
ain’t over.” At 30, | just hoped
| don’t have to do anything
except fulfill my promises.
That’s all I'm at right now. |
don’t have any responsibility to
nobody but myself.

—CARL LAMARRE

SKYE: SET DESIGN BY JAMES M. RENE. RASHAD: COURTESY OF TOP DAWG ENTERTAINMENT.
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Reaching
New ‘Heights’

Lin-Manuel Miranda’s decades-old
musical finally hits the silver screen —
and makes history along the way

BY LEILA COBO

N THE HEIGHTS WAS BORN IN THE WINTER

of 1999 in Lin-Manuel Miranda’s dorm room at

Wesleyan University, inspired by what simply

wasn’t there. “It was, in many ways, an attempt

to write what | saw was missing, both in terms

of representation and in terms of stories about
[Latinos] in popular culture,” he says. Now, Miranda’s story
has made its way to movie theaters as an adaptation of the
Broadway show that ran from 2008-11 — one of the few
Latin musicals to become a feature film.

It's a journey that has taken two decades and many rides
on New York’s A train, where Miranda rewrote much of his
original score, while also working with arranger/producers
Bill Sherman and Alex Lacamoire, both of whom worked
on Hamilton. Miranda says that “about five notes from the
DNA of the Wesleyan version” carried over to the movie,
directed by Jon M. Chu (Crazy Rich Asians) and filmed in
Manhattan’s Washington Heights neighborhood, a tiny,
mostly Dominican microcosm of the Latin experience. (The
movie was originally slated for a summer 2020 release but

was delayed due to the coronavi-
rus pandemic.)

In the Heights tells the story of
young Usnavi — a role Miranda
relinquished to Anthony Ramos, a
former understudy who stepped
into the part during a Washington,
D.C., production in 2018 after the
original actor hurt his foot. Usnavi,
a young bodega owner who lives
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Ramos (left) and Barrera
in Warner Bros. Pictures’
In the Heights.

with his grandmother Claudia (Olga Merediz), spends his
days pining for Vanessa (Melissa Barrera), who wants to be
a fashion designer. The cast includes such up-and-comers
as Dominican-American singer Leslie Grace, who took on
the role of Nina, while Gregory Diaz IV portrays Usnavi’s
nephew, a “Dreamer” with an alcoholic father played by
Marc Anthony. (Miranda says he wasn’t shy about shooting
down suggestions to cast stars who “tested international,”
like Jennifer Lopez or Shakira.)

Bringing the story and its young cast of developing art-
ists to the forefront is even more powerful when consider-
ing Latinos represent only 4.5% of speaking roles in U.S.
films, even though they represent 18% of the U.S. popula-
tion and 23% of the moviegoing public, according to a 2019
study by the University of Southern California’s Annenberg
Inclusion Initiative.

“It's the paradox of, ‘We don’t have Latino stars that
test international, so you don’t take chances on young
talent and you don’t make stars that test international,”
says Miranda. “Many of the biggest Latin stars in the world
are music stars,” he adds. “Bad Bunny can reach No. 1on
[the Billboard 200] all in Spanish ... and now everyone s,
‘When’s Bad Bunny doing movies?’ But again, that’s Hol-
lywood passing the buck to the music industry to create
stars for them. Busting up those cycles is really important.”

It’s why he’s proving that investing in young Latin talent
can be just as fruitful, evidenced by the opening musical
number that brings to life the beat of the clave, the quintes-
sential Latin rhythm, in spectacular fashion.

“The opening clave betrays [those] who really listen to
Latin music and [those] who only know show tunes,” says
Miranda with a laugh. “The people who only know show
tunes go, ‘What a cool homage to “America” from West
Side Story! No, [composer] Leonard Bernstein is doing an
homage to Latin music. The three and the two is the funda-
mental building block for many of our rhythms.”

In spite of how many boundaries In the Heights
has already broken, Miranda admits that one story “can’t
hold it all”

“| also want Latinos who see In the Heights and say,
‘That wasn’t my experience. | didn’t grow up in a Latino
neighborhood” — and then begin to write that experience.
Because the more stories we have, the stronger we are” [

Zoe Wees

Hamburg, Germany
19
Capitol Records UK

Zoe Wees grew up with-
out any local idols: “People always think
you won’t get out of Germany; they don’t
believe in you at all,” she says. But at age
12, when her aunt introduced her to the
music of Jessie J, particularly the song
“Who You Are,” Wees says, “Il directly fell
in love. The song changed the whole way
| think when | look at myself in the mir-
ror. It gave me confidence and strength.”
With the encouragement of her mother
and music teacher at the time, Nils
Bodenstedt, she decided to double down
on pursuing music as a career. “[Bodenst-
edt] showed me that it’s possible to turn
this hobby into a full-time job, and that’s
always what | wanted.”

In 2017, Wees competed on
the fifth season of Germany’s The Voice
Kids but was eliminated. Two years later,
she had her first songwriting session
with a pair of co-writer/producers she
now sees as older brothers. That session
resulted in “Control,” the artist’s break-
out hit that has earned 75.1 million U.S.
streams, according to MRC Data. She
wrote two more songs that same week,
including her latest single, “Ghost.” By
the fall of 2020, her music teacher quit
his job to join the rising singer’s manage-
ment team at Valeria Music, and soon
after, Wees had her first major-label
meeting with Capitol Records UK. By
the start of 2021, the label announced it
had signed her to a worldwide recording
contract with a license from Valeria.

Wees will release her debut
EP, Golden Wings, which includes hits
“Control” and “Girls Like Us,” on May 21.
“l was on ‘Control’ for like eight months
[where | didn’t] release any songs after,
and was just so annoyed,” she recalls. “I
actually wanted to stop because | was
so depressed. | write songs because it’s
my therapy, and when | can’t release
the stuff I'm writing about, | can’t let it
go.” She says she has written prolifically
through the pandemic (“You’re more
creative when you’re sad”), and is look-
ing forward to her first aloum, for which
she and her collaborators have already
written a few tracks. “If the album is
finished,” she says, “I'm unstoppable.”

—LYNDSEY HAVENS

HEIGHTS: MACALL POLAY. MIRANDA: CRISTOBAL VIVAR. WEES: JEFF HAHN.
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Rodrigo photographed
on April 16 at Smashbox
Studios in Los Angeles.

Styling by Dani + Emma
Thom Browne jacket, Sami Miro
Vintage jeans, Versace shoes, Asos
rings, Fox and Bond earrings.



Rodarte shirt and pants,
Gladys Tamez Millinery
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THERE ARE ONLY A FEW BOXES
left to unpack in Olivia Rodrigo’s new
home in Los Angeles. On top of every-
thing else going'on'in the life of the
world’s busiest 18-year-old, the star
singer-songwriter-actress just moved
out of her parents’ house. “Yeah, it’s
very weird,” she says over Zoom from
her living room in April. “I turned 18,
and then I came back and finished my
album and moved out and every-
thing. So it was all a very condensed
growing-up experience.”

Rodrigo is happily nesting in her
new digs, which she nervously but
excitedly refers to as “my first, like,
own house, sort of, situation.” But she

won’t have time to get too comfortable.

“We're traveling a bunch, this month
and the next month,” she says. “So I'm
trying not to get too settled anywhere.”

That’s understandable, because
the month Rodrigo has ahead of her
is exhausting just to think about. On
May 14, High School Musical: The Mu-
sical: The Series, the popular Disney+
show on which she stars as talented
but insecure theater kid Nini Salazar-
Roberts, launches its second season.

A week later, she’ll release Sour, her
full-length debut album and one of
the year’s most anticipated releases,
through the revamped Geffen Records.
Plus, at some point, she’ll probably
have to find time to graduate high
school. “I have like a month left of se-
nior year, and I've sort of been neglect-
ing that,” she says. “Because I've been
off making my album, I sort of forgot I
was a high school student.”

All of this is happening quickly for
Rodrigo, in large part because her
official debut single — the midtempo
breakup ballad “drivers license” —
was the kind of runaway hit that
demands to be capitalized on. The
brilliantly detailed tearjerker struck
an immediate chord with listeners
everywhere and went viral on TikTok
as Internet speculation about its real-
life inspirations added fuel to the fire.
By the end of its first weekend, it was
already the biggest new smash of 2021,

breaking Spotify records for daily
plays both nationally and globally.

It then debuted atop the Billboard
Hot 100, where it spent eight weeks
at No. 1 — unprecedented for an artist
with only a couple of TV soundtrack
credits to her name. Rodrigo went
from promising Disney starlet to bona
fide pop star almost overnight.

One viral hit is no guarantee of con-
tinued stardom, however, especially
in the age of TikTok, when listeners
often get attached to a song without
bonding with the artist behind it.
Rodrigo has already departed from the
playbook of past Disney stars — unlike
Miley Cyrus, Demi Lovato and Selena
Gomez, she skipped a stint at Disney-
owned Hollywood Records and went
straight to a major label. But the
path to artistic independence is not
clear-cut, especially when the sheer
phenomenon of her success (spawning
fan theories, think pieces and parodies
in short order) could very easily drown
out the art itself.

Despite the challenges ahead of
Rodrigo, no one around her seems
particularly worried about her coming
down with senioritis. Her work ethic
is already the stuff of legend, both on
the set of High School Musical: The
Musical: The Series and at her label. “I
honestly don’t think she sleeps,” says
Nicole Bilzerian, executive vp at Gef-
fen. “She sets the bar for us. We defi-
nitely have to rise to the occasion and
work as hard, if not harder, to make all
of this happen.”

That focus and ambition also
inform her songwriting — which,
despite her list of accomplishments,
remains both her primary artis-
tic calling card and her top career
priority. “She’s never satisfied,” says
Dan Nigro, her Sour producer and co-
writer. “With Olivia and I’s dynamic,
there’s a constant, like, ‘What if we
tried this? What if we changed all the
pianos out and made them guitars?
What if we rewrote the lyrics?” No
song feels like it’s done.”

Rodrigo’s team is betting that she
has the presence, the talent and the
fortitude to use “drivers license” as
a springboard to greater things —
and come into her own as a singer-
songwriter in the classic sense. “It’s
the music, and that’s what people are
connecting to, but I think that people
believe in her,” says John Janick, chair-
man/CEO of Interscope Geffen A&M
(IGA). “She’s the real deal. And that’s
why she’s going to be a global superstar
who’s going to be around for a long

time. Because she gets it — but she also
has the drive and wants to win.”

OVER THE COURSE OF OUR
conversation, Rodrigo raves about her
infatuation with all sorts of musical
subjects: vinyl records, the Grammy
Awards, Jack White, Taylor Swift’s
recently released Fearless (Taylor’s
Version). But while she may have
many obsessions, she’s perhaps most
obsessed with, well, being obsessed.

“T am just obsessed with all types
of music,” she says, even though she
can’t help but give an eye roll at her
own overexuberance. “You know how
somebody’s like, ‘Oh, what kind of mu-
sic do you listen to?” And they’re like,
‘I like all music!” And you're like, ‘OK,
that gives me nothing.’ But I truly am!”

Rodrigo’s inextinguishable excite-
ment for music is one of the most
striking things about her. Along
with certain wardrobe choices (like
the Twilight: Eclipse shirt she wears
during our Zoom call) and a habit of
responding to questions that catch her
off guard with a gleeful but slightly
anxious giggle, it’s a reminder that the
wise-beyond-her-years songwriter is
still a teenager.

“She’s a young adult now, but I
remember being struck and moved by
how ordinary the conversations were
[between her and her castmates] in
between takes,” says Tim Federle, cre-
ator and showrunner for High School
Musical: The Musical: The Series. “All
the insecurities and all of the self-
doubts and all of the dreams that every
kid out there has, Olivia has and had
them too. And she happened to strike
gold where her dreams met a perfect
intersection of her abilities.”

Rodrigo inherited her earliest
musical obsessions from her parents:
Jennifer, who is German and Irish, and
Christopher, from whom Rodrigo gets
her Filipino heritage. (Rodrigo calls
the recent wave of violence against
Asian Americans in the United States
“heartbreaking,” adding that “we all
need to keep speaking out against
these injustices in the world.”) Grow-
ing up in Temecula, Calif., she would
go record shopping with her mom, a
third-grade teacher. Although Rodrigo
describes her mother as “the sweet-
est woman ever,” Jennifer gravitated
toward metal, punk and "90s alterna-
tive rock. Those influences, mixed
with Rodrigo’s fondness for Lorde’s
emotionally layered pop anthems and
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the vivid storytelling of country music,
began to influence her own songs,
which she started writing as a tween.

Her first chance to write profession-
ally came on High School Musical: The
Musical: The Series, where she was
cast by Federle, who wasn’t aware of
her songwriting abilities. Federle real-
ized he needed a song for Rodrigo’s
character at the end of a mid-first-sea-
son episode. He found out about the
diaristic original songs Rodrigo was
posting on Instagram and asked her to
try writing it herself.

“I sent Olivia this email, being like,
‘I think Nini needs a song, and I think
you should be the person who tries to
write it, ” says Federle. “And I remem-
ber three days later, Olivia was sort of
sheepishly like, ‘T've got a little some-
thing, do you mind if I show you?’ ”

That “little something” was “All
I Want,” a piano ballad about being
repeatedly let down by significant
others, which blew Federle away,
and landed in episode four of the
first season. Though the song was
one of many featured in that season
— and far from the showiest or most
prominently placed — it was the one
that became a hit on TikTok, crossing
over to the Hot 100 in early 2020. “I
didn’t even have TikTok at the time. I
was like, “‘What’s this thing? Why are
people making stuff that’s [just a few
seconds] long? ” Rodrigo says with a
laugh. “But that song is how Inter-
scope found me.”

“You just knew right away — her
personality, her vision, her talent as a
songwriter and as a singer,” says Janick
of his first meeting with Rodrigo. “She
had all of the pieces that we look for in
an artist. We knew right away that we
wanted to sign her.”

Still, it took six months, as Rodrigo
was being courted by multiple other
majors at the time. “It has always been
important for Olivia as a songwriter
and artist to be able to separate herself
from the characters she has played
on TV,” says manager Kristen Smith.
“When the time came to look at labels,
we were lucky enough that we had cre-
ated the freedom for her to be able to
meet with different potential partners
who would be the best fit for Olivia.”

An industry source tells Billboard
that Rodrigo’s camp proposed to at
least one company that it pay roughly
$10 million to sign her, but Janick end-
ed up signing her to Geffen for closer
to $2 million, the source says; neither
Geffen nor Rodrigo’s reps commented
on the terms of the agreement.
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In the end, Rodrigo says Geffen had
the right pitch for her. “All the other
major labels were like, ‘Oh, you could
be a star] ” she recalls. “And I remem-
ber going into Interscope for the first
time and [Janick] telling me, “‘We love
your songwriting. We think you’re a
great songwriter, and that’s the most
important thing to us’ And I remem-
ber being like, ‘Oh, OK, this is where
I'm supposed to be. ”

Janick saw Rodrigo as a potential
new face of the resurgent Geffen —
once home to iconic ’80s and *90s art-
ists like Aerosmith, Guns N’ Roses and
Nirvana — which officially relaunched
in 2017 as part of the IGA family. The
label’s rap-heavy roster now boasts
streaming stars Lil Durk and Rod
Wave, but few pop singer-songwriters,
and no one with a hit the size of
“drivers license.” “As we rebuild it, it’s
hyperfocused on her and turning her
into a global act,” says Janick. “[She’s
one of | those artists who move culture
and are going to be career artists.”

So far, Rodrigo says she’s very happy
with the fit. “I really just trust and
value their input,” she says of the team
at Geffen. “I’ve done a good job of sur-
rounding myself with people who are
really honest with me and can help me
make my music instead of just being
like, “Yeah, you're perfect!” Because I
hate that. Like, that’s my least favorite
thing in the whole world.”

IN EARLY APRIL, RODRIGO POSTED
assnapshot of a parking ticket she
had recently received from the city of
Los Angeles to her Instagram story:
“damn this driving shit isnt all fun
and games,” read the quippy caption.
“I parked on street cleaning day,” she
explains a few weeks later, still incred-
ulous at her own naiveté. “I remember
being like, ‘Huh, nobody’s parked on
this street. Oh, well?” So stupid.”
Writing one of the most popular
songs of all time on the subject of
driving tends to mean you’ll forever
be associated with motor vehicles.
For her part, Rodrigo’s fine with her
pop cultural place behind the wheel
— some young fans even write to her
asking for advice about their own
driver’s tests. “Driving in the car is
like my favorite thing — any time 'm
stressed out, I just get in the car and
drive around aimlessly and listen to
music or something,” she says. (She
says a few car companies have reached
out about using the song in commer-
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cials, though no such licensing deals
have been struck to date.)

Though Geffen announced her
signing only three days before the
song’s release, Rodrigo first played
them “drivers license” last August.
The label was immediately taken
with it. “When ‘drivers license’
came in, we were like, ‘Whoa, we
got one here!” ” says Sam Riback,
co-head of A&R at IGA. “Obviously
we didn’t know the level of bigness,
but we knew it’d do well.” Rodrigo,
however, says she was convinced
of the song’s power when she
played it for her father in — where
else — the car: “I could just see
the tears under his sunglasses —
and I like, never see my dad cry,
ever. I was like, ‘Oh, OK, maybe I
did something here. ”

Seeing people react to her
music in person is still a novelty.
Apart from a lone TV perfor-
mance on The Tonight Show
Starring Jimmy Fallon, Rodrigo
experienced her debut smash
mostly through stat updates and
celebrity co-signs viewed on her
phone — she was ensconced in
Utah, under strict COVID-19
protocols, while filming the
second season of High School
Musical: The Musical: The
Series. “While everything was
happening, I was literally doing
the same thing [as always],” she
says. “Going to set, doing my
statistics homework and then
going to sleep.”

“Drivers license” wasn’t
a song that needed much of
a promotional boost from
Rodrigo. It received count-
less covers and reinterpreta-
tions, both through scores
of amateur musicians on
TikTok and more established
artists like pop-punk social
media star Jxdn. Saturday
Night Live even dedicated
an entire skit to the song
— on Rodrigo’s 18th birthday, no less
— with a bar full of male cast members
discussing the song’s lyrics and belting
along to its towering bridge. “It was re-
ally crazy to see [how much] it started
to impact culture,” says Matt Morris,
part of Geffen’s A&R team. “People
where I'm from were talking about
it — people reaching out to me that I
hadn’t talked to in 10 years.”

The song was also inescapable in
the headlines. Fan theories quickly
circulated that it was written about

Rodrigo’s rumored relationship and
breakup with co-star Joshua Bassett
and his supposed new flame, fellow
singer-actress Sabrina Carpenter.
Rodrigo never commented publicly
on the matter — “to me, that’s re-
ally the least important part of the
song,” she told Billboard in January.
But subsequent single releases from
Bassett (“Lie Lie Lie”) and Carpenter
(“Skin”) appeared to come at least
partly in response to Rodrigo’s song,
turning the “drivers license” love

Chanel vest and skirt, Thom
Browne shirt, Koi boots,

triangle into one of the biggest enter-
tainment stories of early 2021.

That buzz was hardly quashed by
Rodrigo’s follow-up single in April, the
wistful but seething “deja vu,” which
appeared to be a thematic continu-
ation of her breakout hit — down to
Rodrigo’s disappointed sighs in the
second verse about her ex’s new girl:
“another actress.” Returning to that
subject matter was not necessarily a
safe choice: It further churned the gos-
sip mill and risks typecasting her as, in



her words, “the heartbreak girl.”

There’s much more where that
came from on Sour, which has no
shortage of additional heartbreak on
its 11 tracks. “At first I was like, ‘I don’t
want to do this. I don’t want to be
pigeonholed, ” says Rodrigo. She even
tried to balance out Sour with some
sweeter-skewing love songs. In the
end, though, it wasn’t worth fighting
inspiration. “I’'m a songwriter who
writes from a place of authenticity and
truth,” she says. “And truthfully, love
and happiness and everything weren’t
feelings that I was feeling at the time.
And what’s the point of putting out
arecord if it isn’t something that you
feel is important to say to people?”

If listeners got déja vu of their
own from Rodrigo’s second single,
they certainly didn’t mind: It de-
buted at No. 8 on the Hot 100, mak-

ing her the first artist ever to debut
both of her first two official singles
in the top 10. “When you have a
monster song, sometimes it takes
up all the oxygen for your second
release,” says Riback. “In this case,
‘deja vu’ has held up fantastic.”

Lee L'Heureux, executive vp and
GM at Geffen, feels confident that the
rumors and tabloid fodder around Ro-
drigo’s early songs won’t be a big part
of their legacy. “It’s the songs that
are really resonating with people,”
he says. “Any other sort of story that
somebody wants to make of it, that’s
not what people will be talking about
down the line”

Besides, any notions that Rodrigo
has already shown all she has to offer
won’t last more than 12 seconds into
Sour. That’s when album opener
“brutal” swiftly transitions from a

fluttery string intro to a stomping,
distorted-guitar crunch — an homage
to her mother’s "90s alternative fa-
vorites and a bold opening statement
that, of course, Rodrigo says she’s
“obsessed” with, too. The song’s pivot
comes by request of Rodrigo herself,
who is first heard on the album giving
instructions in the studio: “I want it
to be, like, messy.”

Those instructions were for Dan
Nigro, who got his start in the 2000s
indie rock band As Tall as Lions
before becoming a go-to collabora-
tor for left-field pop artists like Carly
Rae Jepsen and Conan Gray. Though
he co-wrote and produced all but
one song on Sour, he describes their
early sessions as bumpy but promis-
ing. “We both knew that there was
something really special there,” says
Nigro. “I feel like it took about two
to three months — a couple of days a
week of us getting together. We did
areal deep dive into exploring the
sonic palette of every song we were
working on before we kind of decided
on, ‘Oh, this is how it should be. ”

Originally, Geffen planned for
Rodrigo to release an EP. Instead,
unsatisfied with the scope of the
shorter project, she focused on
making a full album that was “truly
reflective of what I can do.” (It’s also
good business sense: Plenty of viral-
breakout artists have taken their time
working up to an album only to lose
the momentum.) Rodrigo, in fact, can
do quite a lot: Sour includes ballads,
folky torch songs and sung-rapped
freakouts. One song starts off like a
menacing Billie Eilish creeper, then
explodes into an early-Paramore-style
rave-up. For an artist whose early
praise often focused on comparisons
to other acts, Sour is exceptional at
subverting listener expectations.

As with other close writer-producer
partnerships in recent years — Eil-
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ish and FINNEAS, Lorde and Jack
Antonoff — the album works because
the songs are so gut-punching. A lyri-
cal detail like Rodrigo decrying her ex
and his new flame “watching reruns of
Glee, being annoying, singing in har-
mony” (in “deja vu”) hits not only be-
cause the image is so specific, but also
because she and Nigro cleverly double
her vocals on the last three words so
she’s “in harmony” with herself.

The album has plenty of drama for
fans to nibble on, but what Rodrigo re-
ally excels at with these songs is build-
ing her own pop universe — something
Taylor Swift, her songwriting idol,
would be proud of. Swift has, in fact,
said as much publicly on Instagram,
where she offered “drivers license” a
valuable early co-sign, and in a hand-
written letter to Rodrigo.

“I don’t want to divulge too much
because it’s really sweet and per-
sonal,” says Rodrigo of the note. “But
she talks a lot about how, I think, you
make your own luck in the world.
And when you do kind things to oth-
ers, good things come your way...” She
trails off, worried that she’s not doing
the writing justice. “I don’t know, she
put it so eloquently, and when I say it
now... it’s not as cool.”

IN FEBRUARY, RODRIGO SPENT
her 18th birthday in L.A., hanging
out on the beach and getting her
Tarot cards read in Malibu with her
best friend. “The Tarot card lady
predicted some good things happen-
ing in my life,” says Rodrigo, laughing
at the timing. “She was talking about,
like, success and celebration. She
might’ve saw the Billboard charts
that day or something.”

With just two singles, Rodrigo has
pulled off the kind of four-quadrant
approval very few artists can achieve
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in 2021 — dominating not just stream-
ing but also the airwaves, topping
Billboard’s Radio Songs chart and
crossing over to a half dozen formats.
In order to capture as big an audience
as possible, Geffen is taking a long-
term approach to promoting Sour-.
“We’re really looking at: ‘What does it
look like for Olivia for the next 12 to 18
months? ” says Janick.

That means more music videos
and singles, her own Saturday Night
Live appearance on May 15 and,
when it’s safe, Rodrigo’s first head-
lining tour — her first time playing
her own songs anywhere, for anyone
besides her mom. (She got her first
vaccine dose the day before her Bill-
board cover shoot: “So if I look tired
as hell, that’s probably why.”) But her
team wants her to take some time
off first. “Booking a vacation is really
important,” says Smith. “We’re mak-
ing sure we’re taking into account all
aspects of her as a human being, not
just as an artist.”

Rodrigo is already dreaming about
her future beyond Sour. She’s still mak-
ing music in the studio, but what she’s
most looking forward to is collaborat-
ing with other artists, particularly as
a writer. “The second the album cycle
for this is over and I'm not traveling,
that’s the one thing that I want to do
so bad,” she says. “I always said that I
wanted to do that: Maybe when I was,
like, 30 or something and I had kids —
T'd stop making music and just write
for other people. Because I just love
songwriting. I love songwriting more
than putting out songs.”

There are few artists operating at
her level who are fantasizing about
slinking back into the writing credits.
But Rodrigo seems a little ambivalent
about the glare of imminent stardom.

“To a certain degree, having really
commercially successful music means
that lots of people are really affected by
your music and really like it, and that’s
awesome in and of itself,” she says. “If
my music becomes really commercial-
ly successful, that’s incredible, and that
means I did a good job. But some of my
favorite artists are not commercially
successful, and that doesn’t mean that
they’re any less amazing,.

“The answer is I don’t know,” she
concludes, sounding at peace with
not having all the answers. “But I'm
really just truly enjoying myself, and
I love that I get to do this for a living.
And it’s super cool that people want
to listen.” Maybe they’ll get a little
obsessed themselves. [
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THERE WAS A TIME WHEN DISNEY MUSIC GROUP’S
Hollywood Records was primarily associated with the Disney
Channel’s homegrown stars: Miley Cyrus, Demi Lovato, the
Jonas Brothers and, more recently, Sabrina Carpenter.

When High School Musical: The Musical: The Series star
Olivia Rodrigo made her debut on Geffen Records in early
2021 — coincidentally, around the same time that Carpenter
departed for Island Records — it seemed like Hollywood,
much like the stars it raised, might be going through growing
pains. But just like those artists, the 22-year-old label has
simply grown up, and in a newly expanded Disney musical
universe, its reach extends further than ever before.

In 2019, Disney acquired 20th Century Fox, ushering in
a major shift for Hollywood. The imprint trimmed its artist
roster by roughly 30% to around 20 artists, making way for
a wealth of new musical releases associated with incoming
franchises. “We expect our volume [of releases] is going to
increase about four or five times over the next three to five
years,” says Disney Music Group president Ken Bunt. “Our
traditional theatrical and direct-to-streaming releases are
ramping up dramatically.”

Disney does not disclose financials for its music business,
but Bunt says 2020 was DMG’s most profitable year yet.
Billboard estimates that its U.S. revenue last year (excluding
synchronization) was between $125 million to $150 million,
with significant additional revenue coming from outside the
United States. (DMG has put out the music from Frozen, for
instance, in 45 languages.)

Walt Disney Records and Hollywood — both of which are
distributed in the United States by Universal Music Group,
which licenses DMG releases around the rest of the world —
have operated independently for a long time. But, since Bunt
took over DMG in 2012, they’ve combined staffs and share
most resources. “We have a dedicated artist marketing team
[at Hollywood], but our digital sales team works everything,”
says Bunt, noting that at digital service providers, for instance,
soundtracks and artists alike are promoted by one team.

Each imprint has a unique focus, though. Walt Disney
Records releases music related to Disney-branded
properties including Walt Disney Animation, Disney+ and
Pixar (whose Soul just won the Academy Award for best
original score), as well as Lucasfilm. Hollywood’s roster
includes individual artists, as well as the music from content
produced by 20th Century Fox, National Geographic,

Hulu, Marvel, ESPN, ABC and more. (After three years of
awarding the winner of ABC’s American Idol a contract,
Hollywood recently ended that affiliation; it is still home to
season 20 winner Laine Hardy.)

Talented, young multihyphenates from Disney’s franchises
like Sofia Carson, Olivia Holt and Latin sensation TINI still
populate Hollywood’s roster, and Bunt describes Rodrigo’s
Geffen signing as more disappointing than debilitating. “We
wanted to sign her, to be honest,” he says, and typically, DMG
has first option on signing artists from Disney Channel shows;
Rodrigo, along with co-star Joshua Bassett, who signed with
Warner Records, were rare exceptions to that rule. Still, DMG
reaps some benefits of their sudden mainstream success. The
new music they perform as part of High School Musical: The
Musical: The Series’ second season, which premieres May 14,
will arrive weekly on Walt Disney Records.

Hollywood already has lucrative long-term success stories.
For two decades, DMG has owned Queen’s masters in North
America. A perennial seller, the legendary band and Holly-
wood got a major boost in 2018 from the Bohemian Rhapsody
soundtrack, which has earned 2.55 million equivalent aloum
units in the United States, according to MRC Data.

Its relationship with a younger rock act has also proved
fruitful. Breaking Benjamin, which has landed eight albums
on the Billboard 200 and 16 top 10s on the mainstream rock
chart, signed to Hollywood 20 years ago and has repeatedly
renewed its deal. “My experience [has been] nothing but
great,” says frontman Benjamin Burnley. “They’ve never tried
to change the music, never tried to change what we wanted
to do.” As the label’s flagship rock act, he says, Hollywood has
“really put in the work [at radio] and [understands] how we
want to express our message. That’s really important to us.”

Since 2015, Hollywood has also partnered with S-Curve
Records to work Andy Grammer, We the Kings and AJR to
pop radio formats. (It has worked in tandem with S-Curve’s
promo staff since 2018.) “We're a really good fit,” says Steve
Greenberg, S-Curve Records founder and AJR’s manager,
noting that the relationship has yielded nine platinum singles.
“They treated the records as their own.”

Walt Disney Records’ Disney-branded streaming playl-
ists, which rely heavily on music from films like Moana,
Frozen and The Lion King, have become a financial windfall
for DMG, too: Worldwide, music from Disney TV and film
averages 3 million streams per day, according to Bunt. But
more significantly, Disney owns its master recordings and
publishing. “We're in a unique position,” says Bunt. “Other
companies might not own all the publishing, or maybe it’s
split across seven writers. We own everything 100%.” (As
work-for-hires, composers’ works belong to Disney, which
usually gives back the writers their royalty share.)

Now, Bunt and his team are looking to the next phase of
expanding Disney’s musical universe. Hollywood’s roster will
grow slightly to around 25 artists, including recent signee
Area21, the duo of Dutch DJ-producer Martin Garrix and
American producer Maejor. Bunt also emphasizes that while
the Disney Channel is “still an important piece of the Disney
company,” it's far from the only one capable of producing
music. “Look at what Disney+ is now,” he says. “There will be
more talent that we will want to sign.”

In April, Hollywood artist Alt Bloom released a song in
conjunction with NatGeo’s Disney+ series Planet Possible.
Bunt sees opportunities for alt-rock band Joywave, whose
vocalist, Daniel Armbruster, is a big hockey fan — fortuitous,
considering Disney’s new rights deal with the NHL. Around
Juneteenth, Hollywood will partner with ESPN and its
sports/culture site The Undefeated to release Liberated —
the third volume in its Music for the Movement series — as
part of a Black music initiative. And toward the end of the
year, the label will have another potential gold mine on its
hands: the soundtrack to Steven Spielberg’s highly antici-
pated remake of West Side Story.

For good reason, Bunt looks across the Disney spectrum
and says he sees nothing but possibility: “Our playground is
just so big.”

Additional reporting by Ed Christman.
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Secret Agenc




After wresting control of IMG Artists in an internal power

struggle, Russian-born tycoon

has kept the agency alive through the pandemic to become
the world’s largest manager of classical music talent.
Billboard investigates the secretive CEO’s unlikely

path — from building a publishing fortune to igniting

a U.S.-Russia summit crisis — to classical prestige

BY FREDRIC DANNEN / ILLUSTRATION BY SELMAN HOSGOR

n the morning of April 15, 2009,
Elizabeth Sobol was flipping through
The New York Times in her Miami
Beach apartment when a headline and
photo stopped her cold.
“You son of a bitch,” she said.
Sobol, managing director of IMG
Artists, one of the world’s premier
classical music talent agencies, was
looking at a picture of the agency’s
47-year-old chairman, Barrett Wissman, in a story titled,
“Hedge Fund Executive Guilty of Securities Fraud.” Wiss-
man, a Texas financier and classical pianist, had purchased
IMG Artists for $7.5 million in July 2003, two months after
the death of the previous owner, legendary sports impre-
sario Mark McCormack. Originally a division of parent
company IMG, which also operated businesses in sports,
media and modeling, IMG Artists was an international
firm with an A-list roster that included conductor André
Previn, pianist Evgeny Kissin, violinist Itzhak Perlman,
soprano Renée Fleming and flutist James Galway. But Mc-
Cormack’s unexpected death had thrown the company’s
future into jeopardy. Wissman, a fashionably stubbled bon
vivant with a taste for linen suits and fine wines, had been
welcomed by the staff of IMG as a savior. He seemed ideal
— a wealthy financier with musical talent.
But, as Sobol learned from the Times, Wissman had lately
enhanced his wealth by illegitimate means. He and two
New York state political operatives had conspired to direct
billions of dollars from the state’s pension fund to private
investment firms in return for kickbacks. Wissman had per-
sonally made millions from the pay-to-play scheme and was
awaiting sentencing. Angry and incredulous, Sobol picked
up the phone and called Wissman at his home in Dallas. She
demanded that he assemble the New York staff for a morn-
ing meeting, get on the speakerphone and explain what his
guilty plea meant for the company’s future. “And then,” she
added, “you are going to ask the staff for forgiveness.”
Wissman obeyed, but he faced bigger problems than win-
ning back the good graces of his staff. If he did not appease
the New York state attorney general’s office, he was look-
ing at up to four years in prison. To avoid that, he testified
against his co-conspirators and paid $12 million in penalties
and forfeitures.
IMG Artists felt the financial repercussions. “We were
already undercapitalized,” says a former senior manager.
“And once Barrett’s assets were frozen, there came a point
where we were holding back payments to artists.”
Finally, in 2011, Wissman sold part ownership of the
Some of the players who figure in the byzantine agency to a minority shareholder. At first, the staff knew little
story of IMG Artists and president/CEO Alexander more than his name: Alexander Shustorovich. “We could find
Shustorovich, from left: Ksenia Sobchak, Nina Kotova, o 5 .
Barrett Wissman, Boris Yeltsin, Shustorovich, Mark nothmg, and Imean nOthlng’ abouthimon the Web’” v Alec
McCormack and Donald Trump. Treuhaft, then an IMG senior vp, apart from Shustorovich
being a Russian-born U.S. citizen who had made his fortune
in what sounded like an arcane field, publishing scientific
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journals. Wissman insisted he would remain in full
control, and all but characterized Shustorovich as
a silent partner. “Barrett told us, ‘You’ll never see
him, ” recalls Treuhaft.

It didn’t work out that way. Before long, the staff
was summoned to meet Shustorovich at IMG’s
New York office, and he confounded expectations.
“We pictured some greying guy in a rumpled
suit,” says Treuhaft. Instead, they encountered a
tall, slender, preppy-looking man in his mid-40s.
“He was much more vital than we had imagined,
more so than Barrett.” Shustorovich, who turns 55
in June, projected intelligence — he had graduate
degrees from Harvard’s law and business schools
— but little charm and less tact. “He showed up
without having any idea who was who and talked
about everything we were doing
wrong,” says Treuhaft.

In the decade since, Shustorovich
has conspicuously elbowed Wissman
aside. “Alex is very much running the
show,” says Ian Smallbone, former
managing director of IMG in Europe.
Wissman, 58, is designated chair-
man and Shustorovich president/
CEO, but those are not legal corpo-
rate titles. Shustorovich says he now
has majority control of the privately
held company. Wissman claims his
stake and Shustorovich’s are equal.
The two men do not appear to agree
on much, and their mutual distaste
is palpable. Wissman will not speak
of it on the record; Shustorovich has
no such qualms. “People have asked,
why would I get in a bed with a guy
like this?” says Shustorovich of his
fellow shareholder. “I thought he’d
done his penance. He presents him-
self like he’s a nice guy, and a lot of
people fall for that crap. Now that I've got to know
him better, I've learned to be more careful.”

Shustorovich says he recently had to sue
Wissman in New York State Supreme Court for
failing to repay a large personal loan. Wissman is
currently suing Shustorovich in the same court for
allegedly overcharging the agency for rental space
in a New York townhouse Shustorovich owns.

Abrawl at the top was once inconceivable at IMG
Artists, but the company bears little resemblance
to the collegial agency founded in 1979 by two
former school teachers. For a quarter-century,
says co-founder Edna Landau, “We ran our office
like a family” The camaraderie was such, she
adds, that “nobody ever left.” The era of Wissman
and Shustorovich changed all that. During their
reign, senior managers have departed en masse —
including Sobol, who had risen from intern to U.S.
managing director — taking with them decades of
institutional memory. They also took artists. When
Charlotte Lee, a 17-year IMG veteran, left in 2015
to start her own boutique agency, Itzhak Perlman
went with her. Many of the managers who quit
grumbled about Wissman, but said the tipping
point was Shustorovich. “We used to call him “The
Oligarch, ” says Lee.

Shustorovich is known for speaking frankly,
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but not for speaking to the press, and his Billboard
interview is his first ever with a music publica-
tion. “Alex is a difficult person to get informa-
tion on, and shrewd about keeping himself out
of the limelight,” says Smallbone. Though now
a major player in the business of classical music,
he remains an elusive presence in that world. He
has been equally coy about his other ventures,
which, in addition to publishing scientific jour-
nals, include Russian media, advertising and real
estate interests. “I'm the opposite of Elon Musk.
I try not to be the frontman,” he says. Learning
about facets of his complicated life — Yeltsin-era
wheeler-dealer, uranium broker, million-dollar
Trump donor — required interviews with knowl-
edgeable sources, supplemented by court filings

and other documents, public and private. Many
details about Shustorovich appear here for the
first time in English, or anywhere.

about Shustoro-
vich, he has continued subsidizing
IMG Artists with his own money at
a time when COVID-19 has devas-
tated classical-artist management. “I
told our people from the beginning of
the pandemic, ‘T will keep our busi-
ness afloat, ” he says. Not every agency has been
so lucky. IMG is surely now the world’s largest
performing arts agency, following the unfore-
seen collapse of its biggest stateside rival, Colum-
bia Artists Management. Last August, the music
world was staggered by the news that Columbia
had been felled by the pandemic and was shutting
down for good. For decades, Columbia Artists was
the king of agencies, the looming giant across the
street from Carnegie Hall. Its client list filled page
after page of the trade magazine Musical America
— without even including its roster of conductors.
There was no need to publish it: Columbia boss
Ronald Wilford seemed to control almost every
major orchestra leader in the world.

When Wilford died in 2015, he left a successor,
Tim Fox, who held no voting stock. Columbia
was owned by Wilford’s widow and other
private shareholders, who peremptorily shut
the company down, effective Aug. 31, 2020, after
making their intentions known via email just
two days earlier. “Stunning and sad and scary,”
says David Lai, co-president of management
agency Park Avenue Artists. “If a behemoth like
Columbia Artists can fold so easily, what does
that mean for the rest of us?”

Another dramatic announcement came less than
two months later, this time involving IMG’s other
biggest competitor in the United States, Opus 3
Artists. Headquartered in New York, Opus 3 is
the lineal descendent of the agency founded in
the 1920s by impresario Sol Hurok.
In October, Opus 3 disclosed that it
had been 100% acquired by the San
Francisco Conservatory of Music,
the first time a nonprofit institution
has bought a for-profit artist agency.
David Foster, the president/CEO
of Opus 3, says that during the pan-
demic, “Our income shrunk to about
a seventh or eighth of what it was,”
and 40% of the staff was let go. Had it
not been for the sale to SFCM, Foster
admits, “We might have gone the way
of Columbia.”

Today, artist management com-
panies are among the last remaining
for-profit organizations in classical
music. Record labels are another
example, but their margins are slim-
mer than they were in the heyday of
the CD. “Record deal advances are
zero percent of the business now;”
says Michael Benchetrit, president
of Minerva Artists, an agency he
founded in October after the collapse of his pre-
vious employer, Columbia Artists. The fee struc-
ture for classical management in North America
is a standard 10% for opera and media and 20%
for concerts and recitals. The financial returns
tend to be unexceptional. Says Lai: “You don’t go
into this business unless you love music.”

Another distinctive feature of classical music
management is the long lead time for perfor-
mances. Opera companies and symphony orches-
tras plan their seasons years in advance — some-
times four and five years out. Or at least they used
to. COVID-19 has created a logistics nightmare.
“At the moment, 'm working as hard as ever,”
says veteran manager Kathryn Enticott — not on
booking events, but on rescheduling them.

For now, star violinist Joshua Bell is not com-
plaining about the postponements. After 30 years
of nonstop touring, he is finally getting the sab-
batical he had craved, and is practicing Bach,
shooting hoops, raising chickens and playing
with his sons. But when his touring schedule re-
sumes, he tells Billboard, “It’s going to be like fit-
ting Tetris pieces together.”

There is still only sporadic classical concert
activity in the United States. The Metropolitan
Opera, the nation’s largest performing arts or-
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ganization, is scheduled to reopen in September,
and the classical industry is anxiously watching.
If the Met makes a comeback, it augurs well for
live classical performances in the United States.

Shustorovich thinks a fall recovery is “optimis-
tic,” adding that IMG’s budget is based on the ex-
pectation that bookings for 2021 will be only 25%
of pre-COVID-19 levels. “I think that was our es-
timate last year, but it came in at 10%.” IMG will
not lack for bookings when concert halls fully
reopen, however long that may take. It has hun-
dreds of artists on its roster, many of them stars,
such as pianists Leif Ove Andsnes and Mitsuko
Uchida, vocalists Susan Graham and Lawrence
Brownlee, violinists Hilary Hahn and Sarah
Chang, and conductors Semyon Bychkov and
Franz Welser-Most. IMG also has departments
for dance, world music and jazz.

Whatever the long-term economic impact of
COVID-19, the classical music business will go on,
because prestige drives it more than profit. It is the
reason sports marketing mogul Mark McCormack
took ownership of IMG Artists in its early years,
and let it run at lower margins than the rest of his
business empire. “Mark understood that the sports
business had good names, but never the level of
prestige of a classical music business,” recalls one

of McCormack’s former deputies.
When IMG sponsored a 1988 produc-
tion of Aida at Earl’s Court in London,
“Prince Charles and Princess Diana
showed up. They wouldn’t have come
to a golf tournament.”

cannot
have been lost on Shustoro-
vich, who has been known
to chauffeur prospective
clients around New York
City in a Rolls-Royce. He
was a patron of the arts be-
fore investing in IMG — he financed the
2007 Metropolitan Opera revival pro-
duction of Prokofiev’s War and Peace,
which led to a meeting with the female
lead, soprano Anna Netrebko, then an
IMG client. Two years later, her man-
ager informed Shustorovich of IMG’s
financial woes, and he says he invested
in the agency “because I believe classi-
cal culture is very important.”

He does not deny that being CEO of
a big performing arts agency lands him
in social settings with other business
leaders — many of them, like himself,
immensely wealthy. Shustorovich has
been labeled a billionaire in the Rus-
sian press, though his name has never
appeared on Forbes’ annual list. “If T
made an effort to be on the list, I prob-
ably could,” he says. “I don’t disclose
my net worth. Is it substantial? Yes.”

Shustorovich arrived in New York
in 1977 at age 11 with his parents,
Evgeny and Maria, Russian Jewish
émigrés fleeing Soviet oppression.
They came, he told The Wall Street Journal, with
“two suitcases and not enough money to buy
food.” During the 1970s, the USSR, bowing to
social pressure, allowed nearly a quarter-million
Jews to emigrate, but the application process was
maddeningly capricious. Shustorovich and his
parents received their exit visas after only four
months. Evgeny’s brother waited 10 years.

Evgeny, a master chemist, joined Eastman Ko-
dak’s research department in 1979, and the family
moved to Rochester, N.Y. Maria, who had taught
high school mathematics in Moscow, learned
English and American Sign Language in order
to accept a teaching job at Rochester’s National
Technical Institute for the Deaf.

Alexander earned a bachelor’s degree from
Harvard University, followed by a J.D. from
Harvard Law School and an MBA from Harvard
Business School. Remarkably, while Shustorovich
was taking postgraduate courses, he was shuttling
between the Soviet Union and the United States.
There were opportunities for him in Russia, and
Shustorovich was a young man in a hurry.

During a trip to the USSR in 1989, Shustorovich
met British-born John Evans, IMG Artists’ current
COO, and then international director of General
Media — the publisher of Penthouse. Evans want-

ed to launch a Russian edition of General Media’s
pop-science magazine, Omni. Shustorovich had
befriended Yuri Osipov, a high-ranking official at
Russia’s prestigious Academy of Sciences. (Before
emigrating, Evgeny Shustorovich had been an
academy member, but Alexander says his father
never met Osipov until years later.) The Osipov
connection would prove invaluable. By September,
General Media had entered a joint venture with
the academy to distribute Russian Omni.

On Dec. 26, 1991, the Soviet Union was dis-
solved, and Boris Yeltsin, president of the Rus-
sian Federation, ushered in sweeping economic
reforms, privatizing state-owned industries in a
way that created once in a lifetime business oppor-
tunities for the well-connected. For Shustorovich,
there was a much bigger prize to be gained than
the Omni deal. The academy published hundreds
of scientific journals, for which universities and
corporations paid hefty subscription fees — espe-
cially if they were translated into English. With
General Media’s backing, Shustorovich launched
an academic publishing firm, Pleiades Publishing.

In September 1992, 19 prestigious Academy
of Sciences journals previously translated and
published by the American Institute of Physics
came up for grabs. ATP executive director Kenneth
Ford could not believe that Shustorovich, a
non-scientist in his mid-20s, bankrolled by the
publisher of Penthouse, was in contention for the
rights. He complained about Pleiades to the British
magazine Nature, which ran an article about
the controversy, alongside a cartoon of a leering
magazine salesman telling a customer, “If you
want something stronger, I've got the Journal of
Experimental and Theoretical Physics under the
counter.” ATP ultimately held on to the 19 journals.
“It’s a miracle we prevailed, because Pleiades had
political connections and clout,” says Ford. “But
scientific loyalty triumphed.”

In the long run, Shustorovich prevailed. Today,
Pleiades is the world’s largest publisher of trans-
lated Russian scientific journals, with an estimated
90% of the market, and Shustorovich is Pleiades’
principal, if not sole, owner. “Alex has become very
wealthy as a result,” says Evans.

The Russian press has accused Shustorovich
of monopolizing a state industry. “My detractors
make it sound like the fairy godmother came to
me and gave me some big business,” he says. “It’s
a competitive industry — we have over 100,000
authors’ rights contracts every year — and no one
person could control that volume of people, in-
cluding Mr. Osipov.

“Was he a relevant person at the time? Yes,” says
Shustorovich of Osipov, who nine days before the
dissolution of the Soviet Union became the acad-
emy president.

While publishing scientific journals made Shus-
torovich’s fortune, Osipov and other powerful
friends supported him in a venture of far greater
significance: Megatons to Megawatts, the program
that paid Russia around $17 billion to destroy over
30,000 nuclear weapons, creating enough reactor
fuel to provide, for two decades, 10% of all the en-
ergy consumed in the United States. It was argu-
ably the most consequential business transaction
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of modern times — Russian warheads meant to
obliterate American cities ended up lighting them
— and Shustorovich wanted in. His involvement
disrupted and ultimately threatened the success of
the entire program. From corporate boardrooms
to the U.S. State Department, the question was re-
peatedly raised: What is he doing in this deal?

ne person asking that question was
the man who conceived Megatons to
Megawatts and for 20 years helped
hold it together, Massachusetts Insti-
tute of Technology physicist Thomas
Neff. In October 1991, U.S. and So-
viet scientists and Soviet officials met at a hotel
in Washington, D.C., to discuss a dire problem:
What would become of the Soviet nuclear arse-
nal after the USSR was dissolved?
The dying empire was so broke that
Victor Mikhailov, head of the USSR
nuclear program, could not even
pay the security personnel guarding
the weapons. During a break, Neff
found Mikhailov chain-smoking
in a corridor and made a proposal.
If Mikhailov could collect and dis-
mantle Soviet weapons, the highly
enriched uranium could be blended
down into nuclear reactor fuel worth
billions. Intrigued, Mikhailov asked
how much uranium he could sell.
Neff took a gamble and proposed
a huge number: 500 metric tons.
Mikhailov believed he could provide
that amount.

Neft’s big idea changed the world.
The Megatons to Megawatts agree-
ment was cosigned in February 1993
by Victor Mikhailov and William F.
Burns, a retired U.S. major general. It
was dubbed the “HEU deal,” short-
hand for highly enriched uranium.
By then, Osipov had introduced
Shustorovich to Mikhailov, who now
ran Minatom — Russia’s Ministry of
Atomic Energy — and who subse-
quently supported Shustorovich’s
involvement in the deal. Neff points
out that Osipov was a frequent visi-
tor to the Yeltsin household, and sus-
pects that when Mikhailov backed
Shustorovich, “He might have just
been following orders.”

The Megatons to Megawatts pro-
gram was negotiated to run for 20
years — 1993 to 2013 — as a com-
mercial enterprise backed by two governments.
Tenex, the overseas trading company of Minatom,
was selected as Russia’s executive agent, while the
United States assigned the U.S. Enrichment Cor-
poration (USEC), a business division of the De-
partment of Energy.

Shustorovich first popped up in the HEU deal
in 1994, when Osipov proposed replacing Tenex
with a new company for which Shustorovich
would be vice chairman. The proposal never got

BILLBOARD e MAY 15, 2021

off the ground, but Neff, acting as a back-channel
intermediary between the United States and Rus-
sia, was baffled. Who was this young man? Neff
recalls thinking that the instructions to give him
a central role in the HEU deal “had to have come
from above, likely far above.” In time, Neff saw
evidence that the Yeltsin family, Russian Prime
Minister Viktor Chernomyrdin and oligarch Boris
Berezovsky were supporters of Shustorovich. Neff
never met Shustorovich in person but remembers
a Russian official describing him as “a guy who can
get up your ass without grease.”

Shustorovich reemerged in the HEU deal in
January 1996, when he registered a new Delaware
corporation called Pleiades Group — not to be
confused with his publishing company — with the
stated goal of buying USEC, which was about to be
privatized. If Pleaides acquired USEC, Shustorov-

“Wissman presents himself like he’s
a nice guy, and a lot of people fall for
that crap. Now that I've got to know him
better, I've learned to be more careful.”

—SHUSTOROVICH

From left: Putin, Shustorovich and
former fiancee Sobchak, and Russian
politican Lyudmila Narusova in 2003.

ich would become the U.S. executive agent in the
HEU deal. And if he had influence with Minatom
(and therefore Tenex) through his association
with Osipov and Mikhailov, he could conceivably
control both sides of the deal. It was, Neff says, “a
breathtakingly audacious scheme.”

There was a legal obstacle. In order to buy
USEC, Shustorovich had to persuade a dubious
Clinton administration State Department that he
was not a foreign agent. Two weeks before he in-

corporated Pleiades Group, he managed to meet
then-U.S. President Bill Clinton as one of 15 invi-
tees to a coffee klatsch in the White House Map
Room. It is unlikely the HEU deal was brought up,
but Shustorovich no doubt endeavored to make a
good impression. He had come as the guest of a
business friend, Democratic donor Ronald Oehl.

Shustorovich was himself a lifelong Repub-
lican. At 18 he had cast his first vote for Ronald
Reagan and sought influential Republican busi-
ness allies to enhance his credibility with the U.S.
government. His first such ally was Max Kample-
man, formerly Reagan’s chief arms negotiator, but
Kampleman soon became uneasy over Pleaides’
Russian ties and opted out.

Then Shustorovich met Georgette Mosbacher,
a socialite and cosmetics entrepreneur married
to Robert Mosbacher, former secretary of com-
merce for the George HW. Bush
administration. Georgette told jour-
nalist Andrew Cockburn that Shus-
torovich was introduced to her as
someone who could help her sell
her Borghese cosmetics line in Rus-
sia, and that he agreed to assist if her
husband joined his company. In Oc-
tober 1996, Robert Mosbacher be-
came chairman of Pleiades Group.

Pleiades now had more credibil-
ity with the U.S. government — “a
clean bill,” Robert Mosbacher told
The Wall Street Journal — but by
then buying USEC had taken a back
seat to other moneymaking oppor-
tunities in the HEU deal. The natu-
ral uranium content of the nuclear
fuel shipped by Russia was a state
asset. Under the terms of the agree-
ment, it had to be replaced with ore
warehoused in the United States,
or its equivalent sale value — an es-
timated $4 billion over the span of
the program. The broker for that
uranium stood to make a handsome
profit, while helping Russia replen-
ish its near-empty coffers. Cameco, a
Canadian uranium trading company,
made a bid to be sales agent, as did
Cogema, a French nuclear company.
Pleiades, which had no experience in
the uranium market, also put itself in
the running.

In a March 1998 article headlined
“Uranium-Gate,” the Russian busi-
ness daily Kommersant reported
what happened. “The Minatom
leadership opted for the Pleiades
company, previously unknown to anyone... No one
knows how Shustorovich charmed the leaders of
Minatom.” Under the terms of an April 4, 1997,
agreement between Pleiades and Tenex, Pleiades
would store the uranium for two years in antici-
pation of market prices going up and Russia get-
ting more money. In reality, there was no reason
to expect prices to rise. Meanwhile, Pleiades could
conceivably borrow money against the stockpile,
while the Russian Federation got nothing. “In-
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comprehensible,” an unnamed Minatom employee
told Kommersant.

Pleiades had thrown a monkey wrench into the
HEU deal. On March 8, 1998, Neff wrote to the of-
fice of Vice President Al Gore and reported that
“there is no money from [the natural] uranium be-
cause Minatom chose to do business with inexpe-
rienced friends of Russian officials when it could
have done a good deal with major western compa-
nies that could pay immediately.”

By that time, Pleiades’ status in the HEU deal
was already imperiled. A week earlier, Yeltsin had
summoned Mikhailov to his office and asked for
his resignation. An increasingly hostile Russian
press had taken to calling Shustorovich “uranium
boy.” Mikhailov’s replacement, Yevgeny Adamoyv,
no fan of Pleiades, essentially tore up the com-
pany’s 1997 agreement with Tenex.

The long delay in Russia receiving money for the
natural uranium took its toll. At a Moscow summit
on Sept. 2,1998, Yeltsin informed Clinton that Rus-
sia was pulling out of the HEU deal. Though the
deal was not supposed to use public funds, Con-
gress approved paying Russia $325 million for two
years’ worth of natural uranium, saving
Megatons to Megawatts and putting an
end to Pleiades’ involvement.

Shustorovich was not ready to give up,
and he initiated a round of lawsuits, all
unsuccessful, including a $1 billion suit
against the Russian government filed
in Stockholm. A breach of contract suit
against Tenex was thrown out of New
York federal court when the Clinton ad-
ministration filed a statement of interest
branding Pleiades’ case a national secu-
rity risk. “That was extraordinary,” says a
U.S. lawyer for Tenex.

Today, Shustorovich’s account of the
HEU deal differs radically from the ac-
cepted historical record. “Thomas Neff
may think otherwise, but 'm the person
who brought the Megatons to Mega-
watts idea to the Russian government,” he says.
“That’s nonsense,” says Neff, who for his efforts
received the coveted Leo Szilard Award for “the
use of physics for the benefit of society.”

in business with
Robert Mosbacher, Shustorovich
maintained a lasting friendship with
Georgette, who inadvertently brought
him unwanted publicity. In August
2000, just before the Republican Na-
tional Convention nominated George W. Bush for
president, Shustorovich, at Mosbacher’s urging,
wrote the RNC a check for $250,000. Through a
clerical error, the check bounced. Shustorovich
offered to replace it with a certified check, but
by then the RNC had made inquiries and learned
about the uranium controversy. His money was re-
fused. A New York Post headline read: “A Fat 250g
‘Donation’ to GOP Goes A’Bouncin’”’
Shustorovich had an even harder time ducking
the spotlight in Russia, where his business ven-
tures included the broadcast franchise for Fash-

ionTV. He was often photographed escorting mod-
els, and his wedding engagement in 2005 made
him fodder for Russian gossip columns.
Shustorovich’s fiancée, Ksenia Sobchak, was a
blond society girl dubbed “Russia’s Paris Hilton.”
She was the daughter of Anatoly Sobchak, the first
post-Soviet mayor of St. Petersburg, who held the

dubious honor of being the teacher and political
mentor of Vladimir Putin. Ksenia’s notoriety was of
a different kind. She hosted Dom-2, a long-running
reality TV show marked for its vulgarity, and oc-
casionally acted in Russian B-movies (she was Eva
Braun in a 2008 spy caper called Hitler Goes Kaput!).
Later, she became a political activist and worked to
rehabilitate her image, a transformation even some
Russian opposition leaders thought genuine.

Sobchak told Komsomolskaya Pravda, a Russian
tabloid, that she met Shustorovich on Feb. 19,2001,
at a concert in honor of her father on the first an-
niversary of his death. (Putin had wept at Anato-
ly’s funeral.) Shustorovich “courted me for a year,
then we began to live together,” said Ksenia. They
shared an apartment on Tverskaya Street, the most
expensive shopping street in Moscow. Shusto-
rovich proposed in 2004, and a wedding was set
to take place in St. Petersburg on July 1, 2005. He
would be 39, and she, 24.

Sobchak decreed the wedding would be “sim-
ple,” by which she meant 300 guests at the Kon-
stantin Palace, a bridal gown from fashion designer
Valentin Yudashkin and a wedding-reception band

hired for $200,000: the Pet Shop Boys. One week
before the ceremony, the wedding was called off.
According to the gossip pages, Shustorovich’s fam-
ily disapproved of the bride; Sobchak, for her part,
said she decided she was too young. She has since
married twice; Shustorovich remains a bachelor.
Shustorovich’s engagement to the daughter of
Putin’s mentor led to speculation about a Shus-
torovich-Putin connection, but that was exam-
ined and dismissed by investigators in the course
of Robert Mueller’s probe of Russian interfer-
ence in the 2016 election. Shustorovich had sent
a $1 million check to Donald Trump’s inaugural
committee — this time his money was accepted,
no questions asked. He thereby became one of six
Russian-born million-dollar donors invited to an
exclusive, black-tie “Chairman’s Global Dinner”
on the eve of Trump’s inauguration. (Warner Mu-
sic Group owner Leonard Blavatnik was another.)
An FBI inquiry into whether men with supposed
Kremlin ties were reporting their private conver-
sations with Trump to Russian intelligence proved
a dead end. All that is certain is that for
$1 million, Shustorovich, who once de-
scribed himself as a “political junkie,”
got to break bread with the president-
elect. Georgette Mosbacher, who knew
Trump from her New York socialite
days, reaped a more tangible benefit
from his election: He made her ambas-
sador to Poland.

imagined

an owner like Alex Shusto-

rovich when IMG Artists

was getting started. In the

late 1970s, Charles Hamlen,

a French teacher and some-

time pianist, had a stint as a page turner

for a chamber music series, where he

heard performers grumbling about their

managers. Around that time, Hamlen

met Edna Landau, a former choral instructor at

New York’s High School of Music and Art. “We

had this incredible bonding — two school teach-

ers, idealistic about wanting to help artists, caring

more about ethics than money,” says Landau. They
launched Hamlen/Landau Management in 1979.

Elizabeth Sobol, a young pianist, joined as an
intern. The Hamlen/Landau office was “a small
basement apartment on W. 85th Street in Manhat-
tan, with plywood furniture,” recalls Sobol. “The
phone rang maybe three times a week — and two
of those times it was Charlie’s mom.” The outgoing
calls were relentless. “I’'d hear Charlie and Edna
trying to book artists nobody ever heard of, with
nothing to go on but pure passion. When they’d
finally nail a $500 contract for pianist so-and-so
to play in Paducah [Ky.], they would literally do a
dance of joy.”

In 1982, Hamlen saw a 14-year-old violinist
named Joshua Bell perform with the Philadel-
phia Orchestra after winning a national compe-
tition. Bell lived in Bloomington, Ind., with his
father and mother — a research psychologist and
therapist, respectively. “Charlie and I got in the
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car — we didn’t have money to fly in those days —
and drove to the Bells’ farmhouse,” says Landau.
Joshua signed with the small agency, but only after
reassurances from Hamlen. “My psychologist par-
ents had a heart-to-heart with Charles,” says Bell.
“They told him, ‘We don’t want him to overdo it.
We want him to be a kid” He was very sympathet-
ic” Hamlen developed Bell at a deliberate pace.
Many other prodigies were pushed too hard and
burned out; Bell built a career. In October 2018,
two months after Hamlen died of leukemia, Bell
gave a memorial concert in his honor.

Hamlen/Landau now had a future star, but no
marquee names and no big earners. Few in the
business took the agency seriously. In the early
1980s, classical management was dominated by
two large firms — Ronald Wilford’s Columbia Art-
ists and ICM Artists, the company that would one
day become Opus 3. Hamlen/Landau was dwarfed
by those competitors and constantly on the edge
of insolvency. At one music festival, says Landau,
“Charlie and T camped out in a tent.” She recalls
thinking, “We can’t go on like this.”

While Hamlen and Landau were struggling,
another company owner was on his way to be-
coming a billionaire: Mark McCormack, the man
credited with inventing the sports marketing
business. As a student athlete at The College of
William and Mary, McCormack had dreamt of
becoming a golf pro, until a varsity tournament
encounter with another student athlete, Arnold
Palmer, made him rethink his ambitions. McCor-
mack instead got a law degree from Yale and went
on to practice law in Cleveland. In 1960, he and
Palmer crossed paths again and,
over a handshake, Palmer became
his first sports client. McCormack
made Palmer a millionaire several
times over through endorsement
deals. Other sports clients, includ-
ing Jack Nicklaus, Gary Player, Rod
Laver and Martina Navratilova, fol-
lowed. McCormack’s International
Management Group would soon
make him, according to Sports II-
lustrated, “the most powerful man
in sports.”

Despite his success, McCor-
mack sensed a gap in his expand-
ing business empire. IMG had
become a marketing consultant to
major corporations — and corpo-
rations were interested in the arts.

McCormack credited a 1983 golf

outing with soprano Kiri Te Kana-

wa as his inspiration for moving

IMG into classical music, about which he was
largely ignorant. Te Kanawa advised McCor-
mack that the first thing he needed to learn was
that at a concert or opera, the break was called
“intermission,” not “halftime.”

It remained for McCormack to find manag-
ers who knew the classical business. Through a
friend, investment banker James Wolfensohn,
then-chairman of Carnegie Hall, he learned about
Hamlen and Landau. The two managers were
flown to London as McCormack’s guests at Wim-
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bledon — the tennis tournament was an IMG cli-
ent — and summoned to meet the sports impresa-
rio at a townhouse there. They were nervous. “We
walked up a very long staircase to meet Mr. Mc-
Cormack for the first time,” says Landau. “I looked
at Charlie and said, ‘Everything’s going to be fine;
because I found out [French composer Hector]
Berlioz once lived in the same townhouse.” She
took that as a good omen.

The meeting went well. It was decided that Mc-
Cormack’s corporation would acquire Hamlen/
Landau and rename it IMG Artists — a big brand
name for what was still a tiny agency. Landau re-
calls one remark by McCormack that terrified
the two managers, however. “He looked at us and
asked, ‘Do you know who Ronald Wilford is?’ ” Of
course they did. “I’'m going to put him out of busi-
ness,” said McCormack.

to be first at
everything. Tall and blond, he had
an Ivy League bearing — until you
sat across from him in a negotia-
tion. Then he became the man the
sports industry called “Mark the
Shark.” His daily schedule was a rigorous to-do
list broken down into 15-minute segments. Mc-
Cormack could consult one of his yellow legal
pads and tell you where he would be at a given
moment six months’ hence. At the end of a work-
day, after checking off every item on his legal pad,
he went to sleep, or, as his second wife, tennis
doubles player Betsy Nagelsen, put it, “accom-

plished rest.” In his bestselling book What They
Don’t Teach You at Harvard Business School, Mc-
Cormack owned up to being “very demanding of
myself,” and consequently “very demanding of
our management executives.”

No one at IMG Artists believed McCormack was
too tough. “Mark liked the business, he liked the
people running it, and he was super supportive,”
recalls one of his former deputies. Artist managers
who worked at the agency during McCormack’s
reign remember him fondly. “Those 20 years un-

der Mr. McCormack allowed us to grow without
counting nickels and dimes,” says Sobol.

One day in 1985, Sobol picked up the office
phone, and a man claiming to be Itzhak Perlman
asked for Charles Hamlen. Sobol thought it was
a gag — the violinist’s baritone voice was easy
to imitate — but the call was genuine. Perlman’s
manager, ICM Artists president Sheldon Gold,
had died, and Perlman had heard good things
about Hamlen and Landau. He was also a sports
fan who was familiar with McCormack. By the
following year, Landau was Perlman’s manager,
and IMG Artists had its first household name.
More eminent artists followed, including pianists
André Watts and Evgeny Kissin.

Though now a player, IMG Artists remained a
small agency. McCormack saw an opportunity to
expand in 1989, when Harold Holt Ltd., then the
largest classical agency in Britain, was looking
for an investor to offset its financial troubles. He
made a tentative bid to buy Holt, but, before clos-
ing the deal, asked one of his department heads
to go over the agency’s books. Late the following
year came a new, markedly lower bid. “The rest
of the board was outraged,” says Stephen Wright,
then Holt’s youngest director. “To me the revised
bid stood to reason.”

When McCormack’s offer was officially re-
buffed, Wright quit Holt for IMG, taking around
25 staffers, including virtually all of Holt’s orches-
tral touring department, and many illustrious art-
ists. The IMG roster now had top-tier conductors
— the glory of any classical management agency
— among them Mariss Jansons, Neville Marriner

and John Eliot Gardiner. IMG Art-
ists was no longer a boutique.

Sobol, meanwhile, had risen
to associate director and begun
building IMG’s dance department.
In 1996, she wanted to sign one of
the earliest hip-hop dance com-
panies, GhettoOriginal Prods., but
to land the deal, IMG had to agree
to co-produce the troupe’s forth-
coming off-Broadway show, Jam
on the Groove.

“I called Mr. McCormack’s secre-
tary and asked to see him,” says So-
bol. “The secretary asked, ‘What is
the smallest amount of time you re-
quire?’ I said, ‘Seven minutes. She
said, ‘Be on the corner of 74th and
5th at 2:07 p.m. His limo will pull
up and you’ll get in. You will have
exactly seven minutes.” The car ar-
rived on cue; Sobol was dropped off

at 2:14, with permission granted.

McCormack continued to push himself, and
friends warned he was rushing headlong to an
early grave. In January 2003, he had a coronary
and went into a coma. Four months later, he was
dead at age 72. He left behind a company over-
leveraged from ambitious expansion plans. IMG’s
top executives, Bob Kain and Alistair Johnston,
laid off employees, closed offices and divested as-
sets. After 20 years of stable ownership, IMG Art-
ists was up for sale.

COURTESY OF EDNA LANDAU




McCormack went
into the hospital, he spoke to Wright,
then the managing director of IMG
Artists Europe. “He said, ‘There’s
someone I want you to meet, ” recalls
Wright. “ ‘He’s a Texas businessman
and a pianist. ’'m thinking of bringing him in as
a minority shareholder” ” But, McCormack told
Wright, he had no qualms about turning the inves-
tor down “if you’re against the idea.”

The businessman was Barrett Wissman. “I met
Barrett a couple of times,” says Wright, “and didn’t
like him. But by then, McCormack was in a coma.”
Wissman’s $7.5 million purchase of IMG Artists
in July 2003 was 50% above the next-highest bid.
(Parent company IMG’s sports, modeling and oth-
er businesses were sold in 2004 to private equity
firm Forstmann Little and today are jointly owned
by Endeavor and Silver Lake Partners. Endeavor
also owns a small stake in IMG Artists.)

Wissman’s official biography
states that he began performing
as a concert piano soloist at age 11,
graduated cum laude from Yale in
economics and political science,
and earned postgrad degrees in
music from Southern Method-
ist University and the Accademia
Chigiana in Italy. In the 1990s,
Wissman founded a money man-
agement firm, HW Partners, with
Clark Hunt, a Dallas schoolmate and the grand-
son of oil billionaire H.L. Hunt. “The investment
management business was pretty successful,” says
Wissman. Within a decade, he had homes in Dal-
las, Montana, St. Croix and Tuscany.

At a London concert in 1996, Wissman was, as
he later said in an interview, “swept away” by the
soloist Nina Kotova, a 26-year-old Russian cel-
list and former catwalk model. As a child, Kotova
studied at the Moscow Conservatory and showed
early promise, but fell on hard times at 15 when her
father, a virtuoso double-bassist, died suddenly.
She moved to the United States and found herself
in New York, too broke to afford a cello. That prob-
lem was solved when she aced an audition at the
Ford Modeling Agency. Kotova quit the runway
when a British management company landed her
a solo debut at London’s Wigmore Hall. She got
mostly good reviews.

Soon after Kotova’s London concert, Wissman
began courting her. He bought her an engagement
ring with a gemstone “the size of your watch face,”
in the words of one newspaper columnist, and the
1673 Stradivarius cello that had once belonged to
British cello legend Jacqueline du Pré. Wissman
and Kotova were married June 30, 2001, on his
Montana ranch.

Shortly after Wissman bought IMG Artists, he
and Kotova got to work developing a new line
of business for the agency: lifestyle festivals — a
melding of music, wellness, wine, haute cuisine
and fine arts in a vacation setting. The debut event,
in 2003, was the Tuscan Sun Festival in Cortona,
Italy. Well-known artists played at reduced fees,
says one former IMG staffer, “in exchange for good
wine, good food and free spa services in a beautiful

place where there were no music critics.” The suc-
cess of Tuscan Sun led IMG to establish lifestyle
festivals in California’s Napa Valley; Boca Raton,
Fla; and Singapore. Movie stars were frequent
guests. “I have to hand it to Barrett,” says Sobol.
“Those festivals were really brilliant.”

They also provided showcases for Kotova, lead-
ing some industry observers to suggest that Wiss-
man had bought IMG to advance her career. “Not
at all true,” he says. “It would have been a lot less
difficult to make a major donation to a symphony
orchestra and have her play a series of concerts.”
Kotova was aware of the suggestion; last August,
she wrote on her Facebook fan page, “I once heard
that T wasn’t supposed to do it all: to be a perform-
er and to be an Artistic director of a festival at the
same time. Why not?”

Wissman’s standing at IMG never fully recov-
ered from the New York state pension-fund kick-
back scandal. The scheme’s alleged mastermind,

“Shustorovich showed up without having
any idea who was who and talked about
everything we were doing wrong.”

—TREUHAFT

Hank Morris, a powerful consultant to the New
York state comptroller, ended up serving over a
year in the state penitentiary. In a closed hearing
on Feb. 3, 2009, Wissman pleaded guilty to one
felony and one misdemeanor. Judge Lewis Bart
Stone admonished him that unless he cooperated
fully with ongoing cases and paid the negotiated
$12 million settlement, “all bets are off,” and he
could expect to do time. Three and a half years
later, Stone permitted Wissman to withdraw his
felony plea, and he walked out of court a free man
convicted only of a misdemeanor.

The public relations problem that resulted from
Wissman’s conviction was addressed in June 2009,
two months after the scandal broke, when Charles
Hamlen, who had left IMG in 1993 to start an AIDS
charity, was brought back as chairman. It was a
cosmetic move — Wissman retained control of the
agency — and did not last long. In October 2011,
Wissman announced he was returning as chairman.
A few months earlier, an IMG press release dis-
closed that a “significant minority position” in IMG
had been acquired by Alexander Shustorovich.

That was the mission
Alec Treuhaft set for himself after Shus-
torovich spoke to the New York staff.
“He immediately said several things
that made all the kids, my assistants,
think they were going to lose their jobs,”
he recalls. Shustorovich showed an equal lack of
deference to Elizabeth Sobol. “After less than two
minutes, he started talking over me,” she says.
Mark McCormack had written books disap-
proving of business-school orthodoxies; Shustoro-

vich adhered to them — including the value of bas-
ing corporate decisions on data, a concept foreign
to artist management. “We went through every
MBA model of how to run our company,” says Ro-
mana Jaroff, who still works in the agency’s vocal
department. “I didn’t take it personally.”

Treuhaft did. In 2013, after he and Jaroff worked
overtime for weeks compiling data, they were
handed spreadsheets based on those numbers. The
calculations were wrong. “The projected income
of one of my clients was 60% of the correct figure,”
says Treuhaft. “This was information we all walked
around with. T can tell you to this day how much
Renée Fleming earned in 2002.” He adds, “I lost my
temper and walked out, slamming the door.”

Sobol quit the same year, after more than three
decades with the agency. Today she is director of
the Saratoga Performing Arts Center in Saratoga
Springs, N.Y. “IMG was my whole life, my heart
and soul,” she says. “I imagined the last working
breath I took would have been for
IMG. But I decided for the health
of my soul I could not continue.”

David Lai, who was hired to re-
place Sobol, left after two years to
run his own management agency,
Park Avenue Artists. Joshua Bell
went with him, although he is still
managed in Europe by IMG Art-
ists. Bell’s bookings are handled by
Charlotte Lee, the 17-year IMG vet-
eran who quit in 2015 to create Primo Artists, tak-
ing Ttzhak Perlman. Lai is vague about his reasons
for leaving; Lee is blunt about hers. “Shustorovich
didn’t get that the talent of IMG was us, the senior
managers and the staff,” she says. “He thought art-
ists could just be assigned to someone else if their
manager departed. He learned the hard way once
we all left, and the Perlmans and Bells went with us.”

The lesson was learned in time to avert disas-
ter. Two London managers, Nicholas Mathias and
Kathryn Enticott, were given sweetheart deals
to prevent them from leaving the fold. They now
manage their artists as independent contractors in
exclusive arrangements with IMG Artists, which
provides back-office support. Mathias and Enti-
cott collectively handle around 30 top conductors
and instrumentalists. Losing those artists would
have been a gut punch to the agency.

Shustorovich puts a different face on the Enti-
cott and Mathias deals. “I think of it as profit shar-
ing,” he says. “It was improper to be paying them a
few hundred thousand a year for business that was
worth a lot more.”

For his part, Shustorovich says he just wants
IMG Artists to pay for itself or make a modest prof-
it, as it did pre-COVID-19. “I don’t draw a salary or
take expenses out of the company;” he says, adding
that his investment in the agency has run into tens
of millions of dollars. “It borders on charity” Some
of the money put up, he says, was to compensate
artists for unpaid royalties during the period of
Wissman’s financial difficulties. Asked whether
the open conflict between him and Wissman will
eventually lead to a parting of the ways, Shustoro-
vich says, “It is what it is. He’s a shareholder now.”
He adds, “Time will tell.” @
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Nahuel,

Congratulations on
achieving a 20 year
milestone!

We know you have
worked hard on this
accomplishment and
truly appreciate the
heart you put into
everything you
compose.

We will continue to
work the with the
same passion
you've showed in
making sure your
family and
generations are well
taken care of.

Abrazo,

Coli & The JGL
Strategic Wealth
Solutions Team
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Noel Schajris 2.0

THE LATIN PIANIST-COMPOSER IS CELEBRATING 20 YEARS

IN THE BUSINESS BY LAUNCHING HIS INDEPENDENT CAREER

AND HIS OWN SUBSCRIPTION MODEL

BY LEILA COBO

HE SUMMER OF 1997,
Noel Schajris arrived in
Mexico from Argentina
with $600 in his pocket
— the proceeds from the
I sale of his upright piano.
He had left behind his sick mother
and a fledgling music career for the
promise of stardom as the singer

of a Mexican funk band. The group
went nowhere, but Schajris signed

as a solo artist with Sony Mexico and
released his debut album, Cita en las
Nubes (Date in the Clouds), in 1999. It
marked the start of a career that has
lasted two decades and seven solo
albums, as well as five more as half of
the Grammy Award-nominated duo
Sin Bandera.

Schajris’ sound — both on his own
and with Sin Bandera — borrows from
different eras, traditions and genres,
mapping out a future that crosses
borders and generations in Latin
music. Sin Bandera — which trans-
lates to “Without a Flag” — formed
just a year after the release of Scha-
jris’ solo debut. Alongside Mexican
singer-songwriter and guitarist Leonel
Garcia, Schajris created a unique form
of Latin balladry, with touches of jazz
and R&B, that showcases his soulful
and plaintive tenor.

Starting with De Viaje (2003), the
duo placed three titles in the top 10
on Billboard’s Top Latin Albums
chart, including the one-week champ
Una Ultima Vez in 2016. The act also
earned five top 10s on the Hot Latin
Songs chart, led by the No. 1 hit “Mi-
entes Tan Bien,” which ruled for eight
weeks in 2003. Schajris also landed a
solo top 10 on Latin Pop Albums with
Uno Es Uno in 2009.

While the COVID-19 pandemic
delayed Schajris’ 20th-anniversary
plans, it also opened him up to new
creative ventures. “It was an awaken-
ing,” he says. In 2020, he launched a
multimedia platform on his website
(noelschajris.fan) that provides exclu-
sive access to content, merchandise,
tickets, streaming and album sales to
over 500 monthly subscribers.

4 A

“The pandemic made me realize
where I stood, and I said, ‘It’s time to
move, ” he says. “My goal was to be
really close to fans; to take every-
thing from the kitchen directly to
them. To do that, I needed to have
my own business.”

Schajris still records and tours with
Sin Bandera, which is managed and
booked by Westwood Entertainment
and signed under the Sony banner.
For the past two years, he has been
fully independent on his own Dynamo
Productions label, which is distributed
through Spain-based Altafonte; and
he’s managed by Diana Rodriguez of
Criteria Entertainment, whose clients
include Moby and Draco Rosa.

“Noel has a spectacular vocal
range, and his domain of the piano,
as well as his composing ability, grow
every day,” says Garcia. “Through the
years, we have come to understand
the sentimental and musical impor-
tance this project has, both for us
and our fans. Our solo careers have
allowed Sin Bandera to feed from our
individual experiences.”

In October, Schajris will begin a 15-
city North American tour, promoted
by Sound Talent Group, in support of
Mi Presente (My Present), a new album
with 20 tracks. As he celebrates the
20th anniversary of his solo debut, the
46-year-old composer discusses his
Elon Musk fandom and why leaving
behind the majors allowed him to bet
on himself.

You’ve found success both as a solo
artist and with Sin Bandera. How did
that first happen?

| was getting ready to compose my sec-
ond solo album, and Leo [Garcia] said, “Do
you want to try a few songs? We sound
good together” Many people thought |
was crazy to step into a duo. But | had
gigs all over Mexico City, and every time |
invited Leo to come sing with me, we got
the biggest ovation of the night, playing
songs no one knew. Sin Bandera was dif-
ferent. At the beginning, people thought

it was boring — the songs were too long,
too slow; they didn’t have a huge chorus.
It took a while, but when we exploded, we
really exploded.

Success is a lot of work, and it’s
exhausting, and Leo needed a break.
He hadn’t released a solo album, and he
needed to explore his identity. And now, as
| look back on my 20 years, celebrating so
many things, | see the growth of our solo
careers and Sin Bandera, and both shine.
It's a beautiful time to celebrate music.

What’s the biggest difference between
Noel Schajris and Sin Bandera records?
It’s a different musical exploration. Sin
Bandera is ballads and R&B and a little bit
of hip-hop. It’s a third sonic energy that Leo
and | only generate when we get together.
It's impossible to explain. But it’s like yin
and yang. I'm a little bit the smile, Leo the
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frown. Historically, I'm the melody guy. I'm
like Elton John, and he’s Bernie Taupin. But
increasingly, I’'m becoming perhaps not

“a little Taupin” but maybe a “little ‘Pin. ”
(Laughs.) I'm learning and becoming more
confident in my songwriting, which has to
do with the liberty of having my own label
and making my own decisions.

What song makes you the proudest?
“Entra en Mi Vida” [written with

Garcia] is perhaps the most important
song | wrote, because it’s the song that
changed our careers.

What is your biggest songwriting
asset?

When it comes to songwriting, I'm a little
old school. | don’t understand those songs
that have 10 writers. A song is something
that’s very personal, very from the heart.
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THE PLAYERS Schajris (left) and

Garcia in 2016.

I'd say [that] at the most, four people can
co-write. Otherwise, it’s too much. It’s a
process that needs to be treated with a lot
of respect.

You have both an independent and
major-label career. That is very un-
usual in this business, no?

Yes, and very original, because those of
us who break with the majors usually do
it 100%. | wanted to do what was best for
me. | wanted to explore my solo career
through my own platform, but with Sin
Bandera, we are still with a major. | do
have one foot in conventional channels,
and I’'m not fighting against what works.
Sony administers my publishing, and I'm
very happy with that. The catalog I've built
is important; it’s my legacy. I'm simply
looking at reality and deciding how | can
best manage my solo career, which is
what | control 100%.

Were you worried about leaving a
major-label deal?

| thought about it for a long time. | didn’t
look for another label deal because they all
have the same structure and philosophy.
What | slowly came to understand, and
especially during the pandemic — which
forced us to stay home — is that shows
represent 70% to 80% of my income.

And that’s when | realized how much my
music generates [for myself], and it didn’t
generate much. | was trying to grow those
metrics, but if you don’t own your masters
and your music, you don’t get much.

How is your revenue now?

Sin Bandera generates eight to 10 times
more revenue. After all, I've been a record-
ing artist for 20 years, but I've owned my
masters for only two. As you may imagine,
there’s a major catalog of successful al-
bums and songs that are still administered
by and belong to Sony. But if my catalog

generates a huge amount per month, |
may only get 10% of that. But on my own
platform, launched just six months ago,

| get 100%. The beauty will be when we
speak in a couple of years, I'll be able to
say that | own my catalog and | have over
10,000 subscribers, and we can take a
great vacation.

To go solo, you also had to build a new
team. How did you approach that?
Something I've learned in the past couple
of years is that you need a manager who
is next to you, and if they want to be with
you, a handshake is enough. If you want
to do something, you’ll do it whether you
have a signed paper or not. When you
have that drive and that belief in a project,
that’s all that matters. | have Diana Rodri-
guez; Manuel Vera, my publicist, who was
previously my manager; and Altafonte dis-
tributes me. Everything is great teamwork.
All my relationships right now are based
on handshakes.

Your new pride and joy is your website,
which operates as a multimedia plat-
form that offers a subscription model.
How does it work?

Our team of engineers built it from
scratch. Ricardo Arjona had something
similar, but in reality, we built a brand-new
platform. In my case, my goal was to be
very close to the fans and take everything
directly to them. That closeness and
interaction has been essential. | offer vo-
cal master classes. We're selling T-shirts.
If you buy your CD, | sign it and mail it

to you. It’s an experience I'd never had
before. We've sent some 500 CDs and
about 600 vinyl albums. There’s definitely
a nostalgia for physical formats, and | pay
a lot of attention to the credits.

Have you invested a lot in this new
venture?

‘TRULY ONE
OF A KIND’

NOEL SCHAJRIS’ SOLO CAREER HAS
allowed him to stretch himself sonically
by collaborating with other artists and
like-minded composers, from Maluma,
Camila Cabello, Alejandro Sanz, John
Legend and Luis Fonsi to Paul Williams,
Luis Enrique and Claudia Brant. Follow-
ing are some of their reflections about

his songwriting legacy.

—L.C.

“We’ve written countless songs, and he’s one of the most talented people
| know, with unmatched musical ability and talent for melodies.”

—CLAUDIA BRANT

“His joy, enthusiasm and passion for music are contagious. His songs were
always playing in my home, and his incredible lyrics and melodies have been
part of every memorable moment with my family.” —CAMILA CABELLO

“There are few singers who can draw so much emotion with just piano and
voice. I've had the pleasure of writing and singing many songs with Noel,
and the feeling he puts in each note is unique. Congratulations, my brother.
To 20 more years of good music.” —LUIS FONSI

“My admiration for Noel as a composer and recording artist is indescribable.
It has been an honor to collaborate with him and perform these songs on
international stages. He is truly one of a kind.” —MALUMA

“Friendship can grow based on notes, songs and experiences. I've had the
pleasure [of sharing] the stage and a friendship with Noel. | want to con-
gratulate him and thank him for treating music with the kind of sensibility
that any musician can reach.” —ALEJANDRO SANZ

Yes. | can’t stop watching videos of Elon
Musk where he talks about his investments.
Obviously, I’'m not comparing myself to
Elon Musk, but six months after launching,
the signs indicate that we're going in the
right direction. In my opinion, this is where
the industry is headed. The market share
for indies is growing. You can control your
content, connect with your fans and have a
return on what your music generates.

You have close to 800,000 followers on
Spotify and over 500,000 subscribers
on YouTube. Are you leveraging those
audiences to grow the new platform?
Yes, but it’s also about getting back to real-
ity. Whether you have 500, 600 or 1,000
people who follow you, it’s an incredible
achievement as an artist. And those 1,000
subscribers on your platform are equal or
better to a million elsewhere. You can sell
millions of albums, like we did [with Sin
Bandera], but what you get after advances

and returns is minimum. What | generate
with my platform, my product and my store
may be small for now, but it’s so much
more gratifying because it brings me closer
to my fans and to my art.

Why does this business model make
sense for you?

As a soloist, | realized some people were
interested in big money and not in develop-
ing concepts. There’s an audience, and

I’m going to connect with them and I'm
going to generate real numbers, not those
inflated numbers that make you think that
any video that has less than 200 million
views is a failure. It’s crazy. Having any
number of people see and appreciate
what you do is an incredible thing. Noel
Schajris, the guerito [little blond guy] from
Sin Bandera is a developing artist. The way
| see it, | love music in any format or style,
and I’'m blessed to live from it. Thank God,
I've done it for over 20 years. B
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PEAK ON BILLBOARD’S
COUNTRY AIRPLAY CHART

Lainey Wilson moved from the 300-person town of Baskin,

La., to Nashville in 2011 at the age of 19, arriving with an
Airstream trailer full of her belongings attached to a pickup truck. The
country singer-songwriter parked outside a family friend’s recording
studio and lived in it for three years. “| was known as that crazy girl
with the trailer back then,” she recalls. By 2016, she independently
released her debut album, Tougher, which hit No. 44 on Billboard’s
Top Country Alboums chart, and followed it up with a self-titled EP.

By March 2018, she scored a publishing deal with Sony/ATV,
and by August, a contract with Broken Bow Records. The indie
label released her four-track EP, Redneck Hollywood, the following
year, which included early standout “Things a Man Oughta Know.”
The track has since spent 18 weeks on Billboard’s Country Airplay
chart, recently surging into the top 20 and raking in 59.4 million U.S.
on-demand streams, according to MRC Data. But as the label was
gearing up to release her major-label debut full-length — Sayin’ What
I’'m Thinkin’ finally arrived in February — much of the world was in
lockdown due to COVID-19.

It helped that prior to the pandemic, the label arranged for Wilson
to meet with key radio players and digital service providers. Jon Loba,
executive vp of Broken Bow Records, says iHeartCountry, for ex-
ample, met Wilson over a year ago and, because she remained visible
throughout 2020, was eager to work together, naming her a 2021 “On
the Verge” artist. Spotify followed, adding Wilson to its inaugural Hot
Country Artists To Watch list.

Loba predicts Wilson to be a future “stadium-touring act.” Even
with concerts on hold, she has honed her live vocal skills, mostly
through intimate online performances. As for Wilson, she’s hoping to
one day play Saturday Night Live. Her other desire? “l want to keep
my head screwed on straight.” —MARCUS K. DOWLING
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