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Taylor Swift’s Fearless (Taylor’s Version) returns to 
No. 1 on the Billboard 200 albums chart for a second 
nonconsecutive week atop the list. The album surges 
from No. 157 to No. 1 with 152,000 equivalent album 
units earned in the U.S. in the week ending Oct. 7 (up 
1,931%), according to MRC Data. The set vaults back 
to No. 1 after the Oct. 1 release of a signed CD avail-
able only in Swift’s webstore and its vinyl LP. Fearless 
(Taylor’s Version) debuted at No. 1 nearly six months 
ago, on the April 24-dated Billboard 200 chart.

Also in the new top 10: Meek Mill’s Expensive 
Pain arrives at No. 3, while Tony Bennett and Lady 
Gaga’s second collaborative album, Love for Sale, 
bows at No. 8.

The Billboard 200 chart ranks the most popular 
albums of the week in the U.S. based on multi-metric 
consumption as measured in equivalent album units. 
Units comprise album sales, track equivalent albums 
(TEA) and streaming equivalent albums (SEA). Each 
unit equals one album sale, or 10 individual tracks 
sold from an album, or 3,750 ad-supported or 1,250 
paid/subscription on-demand official audio and 

video streams generated by songs from an album. 
The new Oct. 16, 2021-dated chart [where Fearless 
(Taylor’s Version) returns to No. 1] will be posted in 
full on Billboard’s website on Oct. 12. For all chart 
news, follow @billboard and @billboardcharts on 
both Twitter and Instagram.

Of Fearless (Taylor’s Version)’s 152,000 equivalent 
album units earned in the U.S. in the week ending Oct. 
7, album sales comprise 146,000 (up 15,807%), SEA 
units comprise 6,000 (down 1%, equaling 8.72 million 
streams of the album’s tracks) and TEA units com-
prise a negligible number.

Of the 146,000 copies sold for the week, CD sales 
comprise 77,000, while vinyl LP sales total 67,000. 
The album sold about 1,000 in cassettes and 1,000 in 
digital downloads, too. (The album was discounted at 
digital retail, which spurred a 268% increase in digital 
album sales, but only 1,000 copies sold for the week.)

Strikingly, 29% of the album’s to-date CD sales 
were generated in the week ending Oct. 7, concur-
rent with the availability of its signed CD. The signed 
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CD was only sold via Swift’s webstore, for 
a limited time, during a pre-order window 
in late September. (Swift apparently signed 
so many copies, she “may never write the 
same again,” as her hand “is now frozen in 
the permanent shape of a claw.”) Of Fear-
less (Taylor’s Version)’s 400,000 total album 
sales to-date, CD sales comprise 264,000 of 
that sum — with 77,000 of those CDs sold in 
the latest tracking week.

As for the vinyl LP sales of Fearless 
(Taylor’s Version), its 67,000 sold marks the 
fourth-largest sales week for a vinyl album 
since MRC Data began tracking music 
sales in 1991. Her own Evermore holds the 
record, with 102,000 sold in its first week 
of availability on vinyl (June 12-dated 
chart). The debut frames of Olivia Ro-
drigo’s Sour (76,000; Sept. 4) and Billie 
Eilish’s Happier Than Ever (73,000; Aug. 14) 
are in second and third place, respectively.

Fearless (Taylor’s Version) was issued in 
two vinyl editions: a gold-colored version 
that was sold through Swift’s webstore and 
widely available to all retailers and a red-
colored edition exclusive to Target.

With the rush in sales for Fearless (Tay-
lor’s Version), its release-to-date sales now 
climb to 400,000 in the U.S. That makes 
it the No. 2-selling album of 2021, second 
only to Swift’s own 2020 release Evermore, 
which has sold 434,000 copies in 2021. The 
No. 3-selling album of 2021 is Rodrigo’s 2021 
release Sour, with 378,000. Thus, Swift has 

both the Nos. 1 and 2-selling albums of 2021, 
as well as the year’s top-selling album re-
leased in 2021: Fearless (Taylor’s Version).

For good measure, Swift has three albums 
among the top 10-sellers of 2021, as Folk-
lore is the No. 7 best-selling album of the 
year, with 228,000.

With the return of Fearless (Taylor’s Ver-
sion) to No. 1 after nearly six months, it’s the 
first album to wait that long between weeks 
on top since last November, when Luke 
Combs’ What You See Is What You Get re-
turned to No. 1 after nearly a year. (Earlier 
in 2021, on the June 12-dated chart, Swift’s 
own Evermore returned to No. 1 for a fourth 
week, after nearly five months, following its 
vinyl LP release.)

Further, with Fearless (Taylor’s Version)’s 
leap from No. 157 to No. 1, it has the largest 
positional jump to No. 1 since the April 
12, 1997, chart, when The Notorious 
B.I.G.’s Life After Death rose 176-1 after 
street date violation sales enabled its debut 
on the chart a week early.

Lastly, Swift’s total weeks at No. 1, across 
all nine of her No. 1 albums, now rises to 
54. She continues to have the third-most 
weeks atop the list dating to the chart’s 
1956 start. The Beatles have the most, with 
132, while Elvis Presley is in second place 
with 67.

Fearless (Taylor’s Version) is a re-recorded 
version of Swift’s No. 1 2008 album Fear-
less. The re-recorded album has 26 tracks, 

including re-recordings of the original 13 
songs on Fearless, along with the six bonus 
songs added to a 2009 reissue of Fear-
less (dubbed the Platinum Edition) and the 
2010 single “Today Was a Fairytale.” Beyond 
those 20 re-recordings, Fearless (Taylor’s 
Version) also has six newly recorded “from 
the vault” songs that were written for the 
original Fearless album but were never 
recorded and released until 2021.

At No. 2 on the new Billboard 
200, Drake’s Certified Lover Boy is a non-
mover with 110,000 equivalent album units 
earned (down 19%). The album spent its 
first three weeks on the chart at No. 1.

Meek Mill collects his seventh top 10 
album on the Billboard 200 as Expensive 
Pain debuts at No. 3. The set earned 95,000 
equivalent album units in the week end-
ing Oct. 7. Of that sum, SEA units comprise 
82,000 (equaling 110.53 million on-demand 
streams of the set’s songs), album sales com-
prise 10,000 and TEA units comprise 3,000.

YoungBoy Never Broke Again’s Sin-
cerely, Kentrell falls from No. 1 to No. 4 in its 
second week with 71,000 equivalent album 
units earned (down 48%). Lil Nas X’s Mon-
tero dips 3-5 (45,000; down 22%), Olivia 
Rodrigo’s former No. 1 Sour moves 5-6 ( just 
over 43,000; down 5%) and Doja Cat’s Plan-
et Her is down 6-7 (43,000; down 2%).

Tony Bennett and Lady Gaga’s second 
collaborative album, Love for Sale, debuts 
at No. 8 on the Billboard 200. The pair’s 
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On November 13th, Billboard will celebrate 
Grupo Firme 10th year Anniversary career.  

Regional Mexican breakout band Grupo Firme 
continues to sell out arenas across the country 
and break ticket box office records. The 
seven-member ensemble from Tijuana 
recently completed a seven-show run at 
Staples Center in Los Angeles, making them the 
only concert headliner to play that number of 
shows in a two week run during the arena’s 
22-year history, according to box office 
archives.  Founded by Edwin Caz chart-topping 
Grupo Firme has become one of the leading 
Mexican bands, winning multiple awards and 
honors.  

Join Billboard in congratulating Grupo Firme on 
their remarkable career over the past 10 years
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first project, Cheek to Cheek, debuted at No. 
1 in 2014.

Love for Sale is a covers collection of 
songs written by Cole Porter. Cheek to 
Cheek featured renditions of favorites from 
the American songbook by an assortment of 
songwriters. Love for Sale starts with 41,000 
equivalent album units earned. Of that sum, 
album sales comprise 38,000; SEA units 
comprise 3,000 (equaling 3.85 million on-
demand streams of the set’s songs) and TEA 
units comprise a negligible number.

Love for Sale marks Bennett’s sixth top 10 
album on the Billboard 200, and Lady Gaga’s 
10th top 10.

Bennett achieved his first top 10 in 1962 
with I Left My Heart in San Francisco. It 
climbed from No. 11 to No. 7 on the Mono-
aural LP’s chart dated Oct. 6, 1962. (At the 
time, there were two main album charts, 
a Monoaural LP’s chart, and a Stereo LP’s 
chart.) Gaga’s first top 10 came on the March 
7, 2009-dated Billboard 200, when The 
Fame rose 26-10.

With Love for Sale’s top 10 arrival, Ben-
nett has a 59-year span of top 10 albums on 
the Billboard 200 – the longest span of top 
10s for a living artist.

Only Nat “King” Cole, who died in 1965, 
has a greater span of top 10s among all acts: 
a 63-year and eight-month span between 
his first top 10, Love Is the Thing, in April of 
1957 and his most recent top 10, The Christ-
mas Song, in January of 2021.

The 95-year-old Bennett made his 
Billboard 200 debut with the simply-
titled Tony on Feb. 23, 1957 (when the chart 
was known as Best Selling Pop Albums).

Rounding out the new top 10 on the Bill-
board 200 is a pair of former No. 1s: Morgan 
Wallen’s Dangerous: The Double Album falls 
7-9 (40,000 equivalent album units; up 
2%) and Kanye West’s Donda drops 4-10 
(39,000; down 20%). 

The Kid LAROI 
& Justin Bieber’s 
‘Stay’ Rules 
Billboard Hot 100, 
Wizkid’s ‘Essence’ 
Hits Top 10
BY GARY TRUST

T
he Kid LAROI and Justin 
Bieber’s “Stay” returns to No. 1 
on the Billboard Hot 100 songs 
chart, from No. 2, for a seventh 

week at the summit.
Plus, Walker Hayes’ country crossover hit 

“Fancy Like” hits a new No. 3 high on the sur-
vey and Wizkid’s “Essence,” featuring Bieber 

and Tems, reaches the top 10, rising 11-10.
The Hot 100 blends all-genre U.S. stream-

ing (official audio and official video), radio 
airplay and sales data. All charts (dated Oct. 
16) will update on Billboard.com tomorrow 
(Oct. 12). For all chart news, you can follow 
@billboard and @billboardcharts on both 
Twitter and Instagram.

“Stay,” released on Raymond Braun/Co-
lumbia Records/Def Jam, drew 86.4 million 
radio airplay audience impressions (up 4%) 
and 23.2 million U.S. streams (down 6%) 
and sold 7,400 downloads (down 14%) in the 
week ending Oct. 7, according to MRC Data.

“Stay” scores a fourth week at No. 1 on 
the Radio Songs chart; rises 4-3 on Stream-
ing Songs, where it has spent six weeks on 
top; and drops 6-10 on Digital Song Sales, 
after reaching No. 3.

Meanwhile, as “Stay” tops the Hot 100 for 
a seventh week, it ties for the second-longest 
No. 1 run for a song by two or more co-billed 
solo male leads over the chart’s 63-year his-
tory. Here’s an updated look at such songs 
that have reigned for at least three weeks 
(and which excludes duos or groups known 
for regularly recording together).

Weeks at No. 1, Title, Artists, Peak date: 
16, “Despacito,” Luis Fonsi & Daddy Yankee 
(feat. Justin Bieber), beginning May 27, 2017 
7, “Stay,” The Kid LAROI & Justin Bieber, 
beginning Aug. 14, 2021 
7, “Ebony and Ivory,” Paul McCartney & 
Stevie Wonder, beginning May 15, 1982 
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Sam Hunt’s second studio full-length, and first in over five years, Southside 
(MCA Nashville/Universal Music Group Nashville), debuts at No. 1 on Billboard’s 
Top Country Albums chart dated April 18. In its first week (ending April 9), it 
earned 46,000 equivalent album units, including 16,000 in album sales, ac-
cording to Nielsen Music/MRC Data.

Southside marks Hunt’s second No. 1 on the 
chart and fourth top 10. It follows freshman LP 
Montevallo, which arrived at the summit in No-
vember 2014 and reigned for nine weeks. To date, 
Montevallo has earned 3.9 million units, with 1.4 
million in album sales.

Montevallo has spent 267 weeks on the list, tying 
Luke Bryan’s Crash My Party as the sixth-longest-
running titles in the chart’s 56-year history.

On the all-genre Billboard 200, Southside ar-
rives at No. 5, awarding Hunt his second top 10 
after the No. 3-peaking Montevallo.

Hunt first released the EP X2C, which debuted 
and peaked at No. 5 on Top Country Albums in August 2014. Following 
Montevallo, Between the Pines: Acoustic Mixtape started at its No. 7 high in 
November 2015.

Montevallo produced five singles, four of which hit the pinnacle of Country 
Airplay: “Leave the Night On,” “Take Your Time,” “House Party” and “Make 
You Miss Me.” “Break Up in a Small Town” peaked at No. 2.

Hunt co-penned all 12 songs on Southside, including “Body Like a Back 
Road,” which was released in 2017. The smash hit ruled Country Airplay for 
three weeks and the airplay-, streaming- and sales-based Hot Country Songs 
chart for a then-record 34 frames. It now ranks second only to Bebe Rexha and 
Florida Georgia Line’s “Meant to Be” (50 weeks atop the latter list in 2017-18).

“Downtown’s Dead,” which is also on the new set, reached Nos. 14 and 15 
on Hot Country Songs and Country Airplay, respectively, in June 2018. “Kin-
folks” led Country Airplay on Feb. 29, becoming Hunt’s seventh No. 1. It hit 
No. 3 on Hot Country Songs.

Latest single “Hard to Forget” jumps 17-9 on Hot Country Songs. It’s his 
eighth top 10, having corralled 8.2 million U.S. streams (up 96%) and 5,000 in 

sales (up 21%) in the tracking week. On Country Airplay, it hops 18-15 (11.9 mil-
lion audience impressions, up 16%).

TRY TO ‘CATCH’ UP WITH YOUNG Brett Young achieves his fifth consecutive 
and total Country Airplay No. 1 as “Catch” (Big Machine Label Group) ascends 

2-1, increasing 13% to 36.6 million impressions.
Young’s first of six chart entries, “Sleep With-

out You,” reached No. 2 in December 2016. He 
followed with the multiweek No. 1s “In Case You 
Didn’t Know” (two weeks, June 2017), “Like I Loved 
You” (three, January 2018), “Mercy” (two, August 
2018) and “Here Tonight” (two, April 2019).

“Catch” completes his longest journey to No. 1, 
having taken 46 weeks to reach the apex. It out-
paces the 30-week climb of “Here Tonight.”

On Hot Country Songs, “Catch” pushes 7-5 for 
a new high.

COMBS ‘DOES’ IT AGAIN Luke Combs’ “Does to Me” (River House/Columbia 
Nashville), featuring Eric Church, ascends 11-8 on Country Airplay, up 10% to 
24.7 million in audience. The song is Combs’ eighth straight career-opening 
top 10, following a record run of seven consecutive out-of-the-gate, properly 
promoted No. 1 singles.

Church adds his 15th Country Airplay top 10.

THAT TOOK QUITE ‘A FEW’ MONTHS Travis Denning shatters the record for 
the most weeks it has taken to penetrate the Country Airplay top 10 as “After 
a Few” (Mercury Nashville) climbs 12-10 in its 57th week, up 4% to 21.4 mil-
lion in radio reach.

The song surpasses two tracks that took 50 weeks each to enter the top 10: 
Easton Corbin’s “A Girl Like You,” which reached No. 10 in January 2018 be-
fore peaking at No. 6 that February, and Aaron Watson’s “Outta Style,” which 
achieved its No. 10 high in December 2017.

“After” is Denning’s second Country Airplay entry. “David Ashley Parker 
From Powder Springs” traveled to No. 32 in September 2018. 

SamHunt’s Southside Rules Top Country 
Albums; Brett Young ‘Catch’-es Fifth Airplay 

Leader; Travis Denning Makes History

ON THE CHARTS JIM ASKER jim.asker@billboard.com
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On November 13, 2021, Billboard will celebrate 
Boyarski Fritz LLP on its 10th anniversary.

Boyarski Fritz LLP was founded in 2011 by two 
longtime multi-industry veterans, Jason Boyarski 
and David Fritz, who sought to bring an 
entrepreneurial spirit, a boutique-oriented feel and 
a roll-up-your-sleeves approach to entertainment 
law. With many years of experience at big music 
and media companies, the founders created a 
practice that fostered meaningful advisory 
relationships, while also playing a crucial role in the 
decisions, welfare and health of their clients’ 
businesses. Their mantra was to promote, preserve 
and protect creativity and innovation.

A decade later, with offices on two coasts, the 
firm’s mission is still vibrant, transforming its role 
beyond that of a traditional legal advisor into one 
of a career-spanning teammate. The firm has 
earned industry-wide recognition, including 
multiple Top Music Lawyer honors by Billboard, and 
has been cited as industry experts amongst many 
leading publications including The New York Times, 
Time Magazine and The Hollywood Reporter.
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Well-rooted in deal-making and transactions 
across many platforms, the firm’s practice today 
includes hundreds of diverse clients including 
Grammy Award winners, Fortune 500 companies, 
Rock & Roll Hall of Fame inductees, chart-topping 
recording artists, producers and songwriters, 
Emmy Award winners, industry-leading music 
and management companies, headline-making 
celebrities and award winning technology
companies.

Please join Billboard in congratulating Boyarski 
Fritz LLP’s 10th Anniversary.
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6, “Say Say Say,” Paul McCartney & Michael 
Jackson, beginning Dec. 10, 1983 
4, “Shake Ya Tailfeather,” Nelly, P. Diddy & 
Murphy Lee, beginning Sept. 6, 2003 
3, “All for Love,” Bryan Adams, Rod Stewart, 
Sting, beginning Jan. 22, 1994

“Stay” concurrently hits No. 1 on 
the Adult Pop Airplay radio chart, where 
it’s The Kid LAROI’s second leader, after 
“Without You” dominated for a week in 
July, and Bieber’s fourth.

Lil Nas X and Jack Harlow’s “Industry 
Baby” rebounds to its No. 2 Hot 100 best, 
from No. 3. The song, which debuted at 
No. 2 in August, keeps at No. 2 on Stream-
ing Songs (23.4 million, down 7%); climbs 
6-5 on Radio Songs (58.1 million, up 15%); 
and falls 8-12 on Digital Song Sales (5,200, 
down 3%). It adds a seventh week atop both 
the Hot R&B/Hip-Hop Songs and Hot Rap 
Songs charts, which use the same multi-
metric methodology as the Hot 100.

Walker Hayes’ “Fancy Like” hits a new 
No. 3 Hot 100 high, ascending from No. 5, 
as it tops the multi-metric Hot Country 
Songs chart for a 13th week. Notably, the 
song is the fifth to have hit the Hot 100’s top 
three and led Hot Country Songs since the 
latter list adopted the same methodology as 
the former in October 2012, and three of the 
entries have scored such status in 2020-21. 
Here’s an updated rundown.

Hot 100 Peak, Title, Artist(s), Weeks atop 
Hot Country Songs; Year(s): 
No. 1, three weeks, “We Are Never Ever Get-
ting Back Together,” Taylor Swift, 10; 2012 
No. 2, “Meant to Be,” Bebe Rexha & Florida 
Georgia Line, (a record) 50; 2017-18 
No. 2, “Forever After All,” Luke Combs, 10; 
2020-21 
No. 3, “I Hope,” Gabby Barrett feat. Charlie 
Puth, 27; 2020-21 
No. 3, “Fancy Like,” Walker Hayes, 13; 2020-
21

For four of the five songs above (except 
for Combs’), pop radio crossover airplay has 
assisted their Hot 100 performances. “Fancy 
Like” bullets at its No. 4 best on the Oct. 16 
Country Airplay chart and improves 14-13 on 
Adult Pop Airplay, 17-16 on Pop Airplay and 
22-21 on Adult Contemporary.

Drake’s “Way 2 Sexy” holds at No. 4 on 
the Hot 100, following its No. 1 launch four 

weeks earlier, as it logs a fifth week atop 
Streaming Songs (23.4 million, down 15%); 
Ed Sheeran’s “Bad Habits” rebounds 6-5 
on the Hot 100, after reaching No. 2; Olivia 
Rodrigo’s “Good 4 U” pushes 7-6, after it de-
buted at No. 1 in May; and Doja Cat’s “Kiss 
Me More,” featuring SZA, rises 8-7, after 
reaching No. 3.

Dua Lipa’s “Levitating” lifts 10-8 on the 
Hot 100, after hitting to No. 2. It spends a 
38th week in the top 10, the third-longest 
run in the chart’s archives, after The 
Weeknd’s “Blinding Lights” (57 weeks; 
2020-21) and Post Malone’s “Circles” (39 
weeks; 2019-20).

Drake’s “Knife Talk,” featuring 21 Savage 
and Project Pat, is stationary at No. 9 on the 
Hot 100, after reaching No. 4.

Rounding out the Hot 100’s top 10, Wiz-
kid’s “Essence,” featuring Bieber and Tems, 
advances 11-10. It backtracks 7-9 on Radio 
Songs but with a 5% gain to 48.9 million; 
rises 26-21 on Streaming Songs (11.2 million, 
down 1%); and falls 17-24 on Digital Song 
Sales (3,200, down 8%).

Wizkid earns his second Hot 100 top 10, 
following his featured turn with Kyla, on 
Drake’s 10-week 2016 No. 1 “One Dance.” 
Tems (like Wizkid, from Nigeria) achieves 
her first top 10 with her first entry on the 
chart. (She added her second charted title 
as featured on Drake’s “Fountains,” which 
debuted at its No. 26 peak on the Sept. 18 
survey.)

Bieber tallies his milestone 25th Hot 
100 top 10, having joined Wizkid and Tems 
on the “Essence” remix released Aug. 13. 
Here’s an updated recap of the acts with the 
most top 10s, as Bieber matches the totals of 
Lil Wayne and Elvis Presley (with the chart 
having begun two years after Presley’s com-
mercial breakthrough).

Most Billboard Hot 100 Top 10s: 
54, Drake 
38, Madonna 
34, The Beatles 
31, Rihanna 
30, Michael Jackson 
29, Taylor Swift 
28, Mariah Carey 
28, Stevie Wonder 
27, Janet Jackson 
27, Elton John 

25, Justin Bieber 
25, Elvis Presley 
25, Lil Wayne

Additionally, Coldplay and BTS’ “My 
Universe” descends to No. 12 on the Hot 
100 after it rocketed in at No. 1 a week 
earlier. It posts a second week at No. 1 on 
Digital Song Sales (42,600, down 54%) and 
slides 21-32 on Streaming Songs (8.8 million, 
down 23%), while sporting a 41% gain to 7.9 
million in all-format airplay audience. The 
collaboration collects a second week atop 
the multi-metric Hot Rock & Alternative 
Songs and Hot Alternative Songs charts.

Again, for all chart news, you can follow 
@billboard and @billboardcharts on both 
Twitter and Instagram and all charts (dated 
Oct. 16), including the Hot 100 in its entirety, 
will refresh on Billboard.com tomorrow 
(Oct. 12). 

Warner Music 
Trading at  
All-Time High 
Following Rosy 
Outlook From 
Morgan Stanley
BY GLENN PEOPLES

I
t’s been a whirlwind two weeks for the 
music business since Universal Music 
Group began trading on the Euronext 
Amsterdam stock exchange on Sept. 

21, giving record labels and publishers a 
stage before global investors. UMG’s first-
day trading valued the company at roughly 
$57 billion, precipitating a 12.2% increase 
in rival Warner Music Group’s share price. 
The hits have kept coming.

Next up, WMG shares rose 2.3% to 
$45.64, an all-time high that valued the 
company at roughly $26.8 billion, and 
closed at $45.18 on Friday, Oct. 8 (mid-day 
Monday it is hovering at around $45.50), 
after Morgan Stanley analyst Ben Swin-
burne upped his price target for WMG from 
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$46 to $53 and raised his music industry 
outlook. In laying out his case, Swinburne 
cited “higher long-term streaming outlook 
and increased expectations for emerging 
digital platforms,” namely in Asia, as well as 
signs that consumer demand is accelerating 
as markets re-open.

Morgan Stanley now has the highest price 
target for WMG of 15 analysts tracked by 
Refinitiv, which previously ranged from 
$34 to $50 per share. Separately, Morgan 
Stanley purchased 2.34 million WMG 
shares at $44.00 on Sept. 22, the day af-
ter the price spiked 13.4% to $45.64 on the 
day UMG went public.

Labels are pinning their hopes on new 
moneymakers to add incremental dollars to 
their bottom lines. Three major players — 
Facebook, TikTok, Peloton — are licensing 
WMG’s content, padding royalties received 
from ad-supported and subscription on-
demand services.

CEO Stephen Cooper has stated these 
promising revenue streams provide WMG’s 
record labels with $235 million annu-
ally. Morgan Stanley believes these burgeon-
ing revenue sources will grow to about $600 
million by 2025.

The U.S. market, the world’s largest, is 
humming — revenue grew 27% to $7.1 billion 
in the first half of 2021 over the prior-year 
period, according to RIAA statistics re-
leased on Sept. 13. Subscriptions averaged 
82.1 million in the period, up 13% year over 
year and 41% over a two-year period.

Gains from new platforms, and existing 
streaming services, will increase artists 
exposure and pad labels’ bottom lines. Mor-
gan Stanley increased its forecast for WMG 
revenues in fiscal 2023 from $6.56 billion 
to $6.81 billion. Morgan Stanley’s $250 
million adjustment to forecasted revenue 
came almost entirely from recorded music 
streaming revenue and added $56 million to 
EBITDA, up to $1.58 billion, in fiscal 2023. 

China’s  
Celeb-Culture 
Crackdown 
Targets K-Pop-
Style Fandom
BY HSIUWEN LIU

H
ONG KONG — In April, a 
Chinese fan group dedicated 
to BTS member Jimin set out 
to give the K-pop star a special 

26th birthday present: a customized com-
mercial airplane. Through an account with 
1.1 million followers on Weibo, China’s lead-
ing social media platform, the group says it 
crowdfunded over 1 million yuan ($155,000) 
in three minutes to wrap a Jeju Air jet with 
photos of the star, which would act as a gi-
ant, flying billboard.

But after the fan group posted pic-
tures of the Jimin-adorned jet on Aug. 31, 
the Chinese government suspended the 
account for 60 days, claiming the fans had 
raised the funds “illegally.” Within hours, 
Weibo said that due to online complaints 
about “irrational star-chasing behavior,” it 
would also suspend 21 other K-pop fan ac-
counts for 30 days, including five for NCT, 
four related to BTS, three supporting Black-
pink and three for EXO.

The suspensions reflect the latest dip-
lomatic tension between China and South 
Korea, as well as a broader tightening of 
control by China’s Communist Party over 
the cultural and political sphere. After 
months of regulatory action to stem the 
growing scale and influence of tech com-
panies — including Tencent Music Enter-
tainment — the government has now set its 
sights on taming “fan club chaos,” which 
it says is exacerbating cyberbullying and 
rumors among minors. As a result, artists 
and their followers will now face stringent 
censorship and penalties if they run afoul of 
authorities.

On Aug. 27, the Cyberspace Administra-
tion of China (CAC), the government’s 

internet watchdog, announced 10 measures 
to “clean up” celebrity fan clubs, including 
banning celebrity rankings based on popu-
larity. Tencent’s QQ Music service also said 
it would restrict customers from purchas-
ing more than one download of an album. 
Then on Sept. 2, China’s State Administra-
tion of Radio, Film and Television banned 
“effeminate” boy bands from starring in TV 
and online idol talent shows.

While K-pop album sales in China ac-
count for less than 2% of global revenue for 
the four biggest South Korean entertain-
ment firms — SM Entertainment, HYBE, 
YG Entertainment and JYP Entertainment 
— securities analysts say, Chinese-based fan 
groups generate thousands of sales of physi-
cal albums and digital downloads through 
their sprawling networks.

Exports of Korean albums from January 
to November of 2020 soared 78% from 2019 
to a record value of $123 million, according 
to the Korea Customs Service. Total Kore-
an music exports to China were $16 million 
(13%), which fell from second place to third 
after the U.S. at $17 million and Japan, the 
perennial export recipient, at $60 million. 
(The data was based on physical CDs and 
DVDs; digital downloads and streams were 
not included.)

A week after the Chinese internet watch-
dog’s announcement, SM Entertainment, 
HYBE, YG Entertainment and JYP Enter-
tainment’s share prices had fallen by 1.68%, 
0.89%, 4.74% and 2.9%, respectively.

The Chinese government seems particu-
larly concerned that the country’s idol-fan 
culture is emulating that of K-pop, including 
such behaviors as inducing minors to raise 
funds, contest vote-rigging and the flaunt-
ing of wealth and extravagance. Across the 
world, K-pop fans have become powerful 
forces in driving sales and chart success 
for artists, and industry sources say music 
companies have come to expect that fan 
economy to generate a certain amount of 
additional revenue.

“Labels are freaking out” about China’s 
fan-group crackdown, says Alex Taggart, 
the head of international for Outdustry, an 
industry services company that operates 
in China. “They were really relying on that 
revenue.” (The major multinational record 
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labels and K-pop entertainment companies 
declined to discuss the topic with Billboard.)

The actions threaten to slow the develop-
ment of China’s highly engaged fan culture. 
The size of the country’s idol-generated 
economy — the amount of money driven by 
fan groups and their purchases — is expect-
ed to reach 100 billion yuan ($15 billion) by 
the end of this year, more than double the 45 
billion yuan ($7 billion) of 2018 (which was 
a 60% jump from 2017), according to re-
search by Owhat, a Chinese e-commerce 
platform. That vastly outweighs China’s 
recorded-music revenue, which IFPI re-
ported to be $791.9 million in 2020.

Weibo has been the main driving force, 
with over 500 million active monthly users 
as of this year. In 2011, the social media 
platform made a focused effort to invite 
celebrities to join and interact with their fol-
lowers, says Yin Yiyi, associate professor of 
media and cultural studies at Beijing Normal 
University. By 2019, most popular artists and 
actors had at least 20 million followers on 
the site, with some like Jackson Yee count-
ing over 88 million devotees.

“The emergence of the K-pop-style idol 
industry in China [coincides] with the rise 
of its social media platforms,” says Bai 
Meijiadai, a lecturer at Liaoning University 
in northeastern China who studies fan cul-
ture. Chinese fan culture is a form of “data 
labor,” she says.

‘Milk Waste’ Scandal Leads To Fandom 
Crackdown

As in South Korea, fan groups are known 
for their loyalty and lavish spending, from 
launching campaigns to boost their idol’s 
social media rankings, to buying multiple 
copies of their albums — and sometimes 
over-the-top activities.

In 2018, Chinese pop star-actor Kris 
Wu made headlines when his debut solo 
album, Antares, knocked Ariana Grande off 
the iTunes U.S. music chart. Investigations 
by iTunes and Nielsen Music found that his 
fans had worked together to buy his albums 
in bulk to push up sales.

Then in May, a popular Chinese talent 
show, Youth With You 3, encouraged viewers 
to buy milk and scan a QR code to support 
their favorite artists on the show — leading 
fans to waste an estimated 270,000 bottles 

during the campaign, according to Chinese 
media reports.

The “milk waste” scandal, as the Chinese 
media dubbed it, caught the eye of the coun-
try’s internet watchdog, leading the CAC to 
decide it was time to start regulating China’s 
entertainment sector, analysts say. In June, 
it began its “Clear and Bright” campaign 
targeting online fan groups.

The restrictive Chinese measures will 
likely have a limited impact on K-pop en-
tertainment businesses, which saw robust 
earnings in the first half of the year in part 
from the diversification of fan-based busi-
ness models, says Jeong-yeob Park, analyst 
at Mirae Asset Securities, a South Korean 
investment bank.

Restrictions caused by the 2016 THAAD 
missile issue — Beijing has been upset 
over Washington’s agreement with Seoul 
to build a missile defense system to protect 
South Korea from North Korean attacks 
— and now the COVID-19 pandemic, were 
already cutting into K-pop’s business in 
China, industry sources say. “We view the 
latest crackdown as a ‘storm in a teacup’ in 
a market where reliability and dependence 
had already been eroded,” Park writes in a 
recent report.

The missile defense system – which the 
U.S. upgraded in early 2020 – led China to 
block Korean TV shows and K-pop music 
videos from streaming in China. The move 
to regulate fandom was “caused by slowing 
economic growth and worsening public sen-
timent caused by COVID-19,” says Danny 
Lee, director at Beat Interactive, a South 
Korean record label.

“What the Communist Party is most 
afraid of is the recurrence of Tiananmen 
Square, and now the strongest clusters and 
solidarity in China are fan clubs, so it can be 
thought that they are trying to prevent the 
spark of any ‘uncontrolled energy’ from col-
lecting them in advance.”

For now, fan groups and Weibo seem to be 
heeding the government’s regulatory orders. 
Responding to its punishment over the 
Jimin plane incident, the BTS member’s fan 
group called on its following “to be civilized, 
follow stars rationally ... and build a harmo-
nious and healthy online environment.”

Weibo said in a statement that it “firmly 

opposes such irrational star-chasing behav-
ior and will deal with it seriously,” vowing 
to “intensify” its policing of fan culture to 
“purify” online discussions and “regulate 
community order” on its platform.

Additional reporting by Jeff Benjamin and 
Alexei Barrionuevo. 

Kobalt At 20: 
Execs on Two 
Decades of 
Disruption and 
the Future of 
Publishing
BY DAN RYS

S
eated in their newly reopened West 
Hollywood office under a portrait 
of rock disruptor Frank Zappa, 
Kobalt Music Group founder/

chairman Willard Ahdritz and CEO Laurent 
Hubert can’t help but laugh at the irony. 
The two are looking back on two decades of 
disruption of their own — a period when, to 
hear them tell it, Kobalt was the only com-
pany speaking about the merits of the digital 
revolution within the music business, as 
well as the only one actively pushing for it.

“There has been resistance — I joke that 
I was the guy who told the wife about her 
husband’s mistresses,” says Ahdritz with his 
trademark smirk. “That’s how popular I was 
among the old, cigar-smoking executives.”

For the past 20 years, Ahdritz has driven 
and defined Kobalt. A Swede with a love 
of language and a propensity to piss off 
those who prop up the status quo, his drive 
to create and maintain a transparent, fair, 
digital-first music industry has unsettled the 
traditional music publishing business. And 
his vision, forged in the early 2000s after 
years as a record and publishing executive 
in Europe, has evolved from the left-field 
ideas of an industry iconoclast to conven-
tional wisdom as the music business has 
been buoyed back to a period of growth by 
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streaming revenue.
Kobalt’s influence can be measured by 

considering its major-label competition. 
Companies like Sony/ATV Music Publish-
ing, Universal Music Publishing Group and 
Warner/Chappell Music have adopted many 
of Ahdritz’s ideas and processes in recent 
years, most significantly with their respec-
tive Core, Window and music client portals 
that provide creators with real-time access 
to royalty information. “Back then, nobody 
wanted to talk about the transparency or 
the business’ digital transformation except 
for Willard,” says Hubert, a former BMG 
executive who joined Kobalt in 2016, rising 
to CEO last year. “It was truly revolutionary, 
and Willard had to fight that battle at every 
corner to make it happen.”

In the years since, the European-based 
music publisher has grown into a global 
behemoth, attracting top stars such as The 
Weeknd, Lorde, Childish Gambino, Rod-
dy Ricch, Max Martin, FINNEAS, Karol 
G, Andrew Watt, Stevie Nicks, Phoebe 
Bridgers and Paul McCartney with a 
range of creative and label services, includ-
ing synch and brand partnerships, A&R, 
global administration, YouTube monetiza-
tion, record release management, and digital 
distribution and marketing. In 2011, the 
company expanded to include label- and 
artist-services company AWAL (Artists 
Without A Label), followed by its Neighbor-
ing Rights division, which tracks income 
from broadcast recordings for over 2,000 
performers; and three separate investment 
funds that control or administer thou-
sands of publishing copyrights on behalf of 
creators. (Kobalt itself does not own music 
copyrights; a foundational part of its ethos is 
that creators should own their own rights.)

After refuting rumors of a potential sale of 
the entire company (at a valuation between 
$750 million and $1 billion) last fall, Kobalt 
entered into an agreement with Sony Music 
Entertainment in February to sell just its re-
corded-music operations, including AWAL 
and Neighboring Rights, for $430 million. 
(The deal closed in May and is under review 
by U.K. regulator the Competition and Mar-
kets Authority, which examines deals for 
antitrust issues.) Moving forward, the com-
pany has invested in the infrastructure of 

its publishing business by quadrupling the 
headcount of its creative and synch teams 
and climbing to an average of third place 
on Billboard’s Publishers Quarterly ranking 
of the top Hot 100 songs this year, thanks 
to its share of hits like “Peaches” by Justin 
Bieber, Daniel Caesar and Giveon and 
“Levitating” by Dua Lipa and DaBaby.

Kobalt’s other main business is its global 
performing rights digital collection society, 
AMRA (formerly known as the Ameri-
can Mechanical Rights Agency), which it 
acquired in 2015 as a digital-first alternative 
to the country-by-country society payment 
structure that previously existed in many in-
ternational markets. Today, AMRA collects 
in over 182 countries around the world. “It 
was the first time that a [performing rights 
organization] had challenged other PROs 
and the norm of how things should work. 
We took a lot of flack for it, but we increased 
value,” says AMRA CEO Tomas Ericsson. 
“Willard used to say that 20 years from now, 
everything is going to be licensed directly 
and digital. Kobalt is positioned now to 
grow for the next 10 years because we have a 
vehicle that drives all that value.”

Kobalt’s mission remains songwriter- and 
artist-centric, having led the industry to-
ward “innovation and empowerment,” says 
president/COO Jeannette Perez, by making 
terms like “transparency,” “artist-first” and 
“portal” standard in today’s publishing mar-
ket. The company also shepherded the con-
cept of giving creators the opportunity to 
“retain their copyrights,” says Sas Metcalfe, 
chief creative officer and Ahdritz’s first-ever 
hire. “I really believe we’ve changed the 
publishing industry,” she says. “We’ve done 
everything we said we would do.”

To mark their two decades in the music 
business, Ahdritz and Hubert discuss their 
continued evolution as a music-tech giant 
and look ahead to a metaverse future.

Why did you start Kobalt?
Ahdritz: When I started Telegram Re-

cords and Publishing [in 1986], I had global 
hits on the recording side, and on the pub-
lishing side, I saw how the traditional local 
and regional opaque systems worked, where 
you had no power. They were sitting on all 
your revenue, all your data, all your money 
and, sometimes, with your lawyer, too. That 

is how it worked. I realized that Sweden was 
too small of a home market for me to build 
a big business, so I took my MBA, I went 
to London, and I strategized. Online came 
— online banking, then Kazaa and Napster 
happened and the whole internet boom. 
When I saw that, I realized there is an op-
portunity now to go back and actually build 
[the industry] how it should be done.

And how should it be done?
Ahdritz: No. 1, by putting creators first 

and delivering services. They are the power 
in the system. I played saxophone in a 
band, so I knew that side and what digital 
and tech could do. No. 2: We needed tech to 
solve the issue of high-volume, low-trans-
action values for efficiency and to drive the 
costs out of the system. No. 3: I realized it 
needed to be centralized. You needed to 
have big tech that could match the big tele-
coms and the big [digital service providers]. 
You couldn’t have these local societies or 
local structures, because it would never 
work. So we had this centralized organiza-
tion, supported by a technological platform 
to run it. Music crosses borders. That’s why 
at Kobalt, we all work as a team. It’s not 
“my artist” and “my signing.” We are here 
to service our global clients.

Another innovation was transparency.
Ahdritz: Today we call it “music as a 

service” — we introduced that, having a full 
stack [of services] to maximize cash flow. 
And that means, after we have an agreement 
upfront, which is very straight and clear, 
that we are partners. We are here to maxi-
mize your cash flow, and our interests are 
aligned. Today I say that we get hugs from 
our clients, not litigation. And that means 
that you keep your copyrights, and we’ve 
created $10 billion in value.

How did the industry first react to your 
business model?

Ahdritz: People thought this wouldn’t 
work. At the time, songwriters waited up 
to two years for their money and up to 
50% was lost in royalty systems. If you’re a 
writer, that made it quite tough to become 
an entrepreneur and a creator. I joke that I 
had a revolutionary concept: “I am paying 
artists.” (Laughs.)

It was the beginning of the industry 
grappling with the digital age. Was that 
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challenging?
Ahdritz: At that time, they didn’t even 

grapple with it. Up until 2015, they did 
everything to try to stop it, to chop off their 
hands and not utilize it, because they saw it 
as a threat to the control they had. I was the 
only one saying, “This is the biggest oppor-
tunity the music industry has to transform.” 
We had 600 million consumers buying mu-
sic at the top of the CD era, and I said, “With 
all the technology that is rolling out in the 
world — we had 90% piracy at the time in 
Asia — if we can monetize this in a global 
data environment, it’s a significant oppor-
tunity to lower costs. So your rights will be 
worth much more in this industry.”

Hubert: What has been accelerating, 
especially in the past 10 years, is a shift 
from the major gatekeepers to the talent. 
That power structure has changed, and it’s 
continually changing — we don’t believe 
that we’re at the end of that transformation. 
When I look at music today, I compare it to 
water: You can’t stop it. The key is how to 
monetize it in a way that’s fair to all stake-
holders. It hasn’t always been easy, but 20 
years later, nobody’s arguing whether there 
should be transparency or not.

When did you realize you were making a 
real difference for creators?

Ahdritz: Billboard did a cover story about 
us in 2012 when we had 15% [of the Hot 100 
chart], so sometimes you say, “Wow, this is 
the moment.”

In the first half of the last decade, you 
expanded with AMRA, AWAL and Neigh-
boring Rights. Why was that the right move 
at the time?

Ahdritz: We started in publishing, be-
cause it was the most complex. It took lon-
ger than I thought because it didn’t have 
industry support. I tested recordings, and 
then we introduced label services and added 
AWAL. It has been very controlled. Like 
with artists, when people say it was a suc-
cess overnight, we all know it was a success 
after 10,000 hours behind it, and it was the 
same thing with Kobalt: We needed to work 
and prepare and develop.

We have a half-billion-dollar publishing 
business and growing, AMRA is rolling out, 
we have 13 offices globally for creative and 
support, and we have one global roster. You 

can come from London or Berlin or Stock-
holm or L.A., and at any of our offices you 
have support. Clients love it, because you’re 
not signed to one guy in one office some-
where and everyone else doesn’t bother.

How did AMRA come into play?
Hubert: AMRA was, for us, fundamental. 

In 2015, we acquired a small mechanical 
collection society based in Florida and said, 
“We’re going to transform this to repair 
collections in the digital environments and 
bypass the collection societies.” That’s a 
fundamental rethinking of how the collec-
tion framework could evolve, and, again, we 
were the first.

Ahdritz: We introduced technology by hav-
ing a centralized data system that, if you push 
one button, payments get sent out to over 200 
societies. So by using different technologies 
we could improve tracking to show clients 
how many units were being collected on their 
album, which was impossible to understand 
on traditional publishing statements.

What’s the long-term strategy for AMRA?
Ahdritz: You’re going to read a lot about 

the global data society. It is brilliant. Instead 
of sending your terabytes of data to 200 
societies, we send one global invoice from 
London to Stockholm, from London to Cu-
pertino for Apple, from London to San Bru-
no for YouTube, from London to Shenzhen 
for Tencent, centrally. We cut off all those 
middlemen. That’s a silver bullet for global 
digital music consumption with full control, 
full matching and we are running it.

What was wrong with the old system?
Ahdritz: I couldn’t do an audit on a big 

collection society in Europe to find out what 
they were charging and what was going on 
under the hood. If your son came home and 
you asked him what he got on his math test 
and he said, “I’m not going to tell you,” you 
would assume he doesn’t have an A-plus. 
(Laughs.) Here, with AMRA, we have full 
transparency, but even our clients have the 
right to audit us. Transparency is a win-win. 
One hit today has 60 billion microtransac-
tions globally. Before, you had 4 million 
radio spins, 2 million singles, 10 million 
albums at best. Now, you have 5,000 revenue 
sources, billions of transactions, and they all 
need to match with each unit. So it is really 
big data.

Hubert: That has rendered the environ-
ment far more complex, so it’s important 
that you have the infrastructure to harness 
that complexity. We’ve made sure that 
people see us as a destination, not only 
because of our core values and global infra-
structure, but also because of our creative 
team. The message to the marketplace is, 
“You don’t have to compromise on anything 
when you come to Kobalt.” And if you look 
at our recognition in the marketplace, we 
were the 2020 music publisher of the year 
for ASCAP. Last week, we won the 2021 
BMI award for best hip-hop/R&B publisher. 
So we really have an amazing creative staff 
and that service is on par, if not better, than 
our competitors.

You are in the process of selling AWAL 
to Sony. How do you think about music as 
an investment?

Hubert: AWAL’s business grew over 
sevenfold from early 2016 to 2020, so it 
made sense from a commercial, shareholder 
standpoint to say, “Hey, we’ve created a lot 
of value, now is the time to take advantage 
of that.”

Ahdritz: Today it’s called an “impact 
investment” [which is concerned with gen-
erating social and environmental returns, as 
well as financial]. So we were a commercial 
operation and I raised commercial money, 
because like wind, power and everything 
else, if you’re able to make big changes, it 
needs to be at a commercial level. Working 
in London in the ’90s, I was brought up in 
stakeholder rapport — that clients, employ-
ees and shareholders should benefit from 
everything. So we were a stakeholder com-
pany from day one. The deal was the best 
way to move forward, to recoup the business 
and also to maximize what we can do. We 
are in a very good place. We are profitable, 
we have a lot of cash, and we have a lot of 
interest in Kobalt. I have extremely patient 
long-term investors.

What other business sectors are you 
exploring?

Ahdritz: There’s a lot of innovation 
around new wellness and fitness sectors, 
which could be 10% of total income for 
us in three or four years and will be very 
important for the music industry. There’s 
also the metaverse [the concept of a future 
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iteration of the internet comprising shared, 
3D virtual spaces]. I told a guy yesterday: 
“Even if you’re in the metaverse, if you 
stand on Mother Earth, you will still need to 
license The Weeknd’s copyrights from us.” 
(Laughs.) You can’t claim that you’re some-
where else, because I see you!

Publishing and song catalog sales have 
been music’s hottest topic in recent years. 
What opportunities do you see in that sector?

Hubert: We see significant growth in the 
business. Three years ago, digital was 35% of 
publishing revenue, and now it’s at 57.5%.

Ahdritz: When you think of songwriters 
and producers and the marriage of sharing 
and [non-fungible tokens] and the relation-
ship between music and gaming, it’s very 
exciting on a global level. We collect every-
where, so now we need to have our virtual 
metaverse, our avatar, of Kobalt saying, “We 
are here to collect.” (Laughs.)

What other music trends are you keeping 
an eye on looking ahead?

Hubert: There’s an opportunity to build 
more of our business around creating a 
marketplace, to engage more intensely with 
our writers. That’s what [cloud-based music 
creation and collaboration platform] Splice 
is doing. We watch a lot of companies in the 
technology space. Another one is mood mu-
sic or meditation music. Music is no longer 
just for your entertainment. It can be there 
for your health or prescribed as a therapy.

Ahdritz: Before, the music industry had 
2,000 artists and maybe 500 writers on 
average, and today we have a middle class, 
and what I’ve talked about before as the de-
mocratization of music, not the long tail of 
where grandma is my only fan, but the real 
middle. You have an industry of a million 
professional producers, bands and musi-
cians that needs to be served. And in the 
digital environment it’s significantly easier 
to monetize music, rather than with CDs 
and the radio. It’s inside of Fortnite or your 
health app or Peloton subscription model. It 
will be easier to monetize music, because it’s 
suddenly bundled together with something 
you do. Before, you went to the gym and 
they played a CD. Now, music is bundled in 
your bicycle at home. And we are here to 
support that. It’s an exciting time for music. 
It’s clear now how important it is to go to a 

local gig with your friends, enjoy music and 
be alive. I’m happy for the fans to be able to 
get more and better music. I’m pleased for 
the whole ecosystem.

You operate at the intersection of 
music and technology. What has your re-
lationship been like with Silicon Valley?

Ahdritz: We were, and are, the only 
trusted brand both in San Francisco and in 
Hollywood. When I went out there, I said, 
“You can’t demand $2 per YouTube stream. 
I’m making more money monetizing con-
tent, and it doesn’t cannibalize my product.” 
I had a lot of bad calls after that. But I said, 
“We need to embrace them,” and that meant 
building a relationship that made it easier 
to collaborate and for AMRA to collect the 
Kobalt catalog. We’re a trusted brand sitting 
with the biggest tech players in the world 
who see us as a tech company because we 
talk the same language and can handle big 
data. We understand where they are coming 
from and, at the same time, can sit and talk 
with the biggest creators in the world and 
help them with their creative work. I am 
very proud that we have that position. It’s 
extremely powerful that we can sit at that 
table, for our clients and for Kobalt.

Something To Talk About
Kobalt’s music creator clients share what 

makes the publisher stand out most.
Madison Beer, artist: “Kobalt is so pas-

sionate and aligned with my vision as an 
artist and my creative process.”

Gary Go, artist-songwriter-producer 
(Rihanna, Skrillex): “As a songwriter and 
independent publisher, the Kobalt app is 
a dream utility. If I could only have one 
app on my phone it would be email, but if 
I could have two, the second would be the 
Kobalt app.”

Dean Lewis, artist-songwriter: “Kobalt 
has been such a massive supporter of mine 
since the very start. From the early synchs on 
‘Waves,’ the team has been so instrumental 
in helping get my music out to the world.”

Paul McCartney, artist-songwrit-
er: “Three big cheers to Kobalt on being the 
best publisher in the business.”

Issa Rae, actress-writer-producer; 
Owner, Raedio Publishing: “Kobalt is the 
perfect partner to work for Raedio’s pub-
lishing division. Their transparency with 

songwriters, producers and artists is helpful 
as we build out our music library and work 
with emerging talent across all platforms 
where music exists.”

Roddy Ricch, rapper-singer-songwriter-
producer: “I respect everything Kobalt has 
been doing with their artists that they’ve 
signed. Most importantly they had a genuine 
interest and support of me as an artist and 
my vision, which made the decision easy.”

Teddy Walton, songwriter-producer-
DJ: “You can’t stand out by trying to fit in 
and that’s why I love Kobalt. I have the 
freedom to do whatever I want creatively, 
and they are supportive of it. Because my 
business is taken care of, mentally, I am free, 
too. I want my music to be a breath of fresh 
air and show my vision for the future. Kobalt 
understands that.”

A Timeline Of Industry Firsts
Behind the groundbreaking moves that 

helped push the industry toward the future.
2001: Kobalt offered the first full-service 

deals — encompassing categories of A&R, 
synch and administration — for its music 
creator clients. To further differentiate itself, 
the company also offered writers the ability 
to keep 100% ownership of their songs.

2002: Kobalt became the first platform 
to collect and register directly in all major 
markets on behalf of its music creator 
clients, eliminating intercompany subpub-
lisher charges.

2002: Kobalt launched the first-ever online 
portal giving statements and royalty analysis 
for every writer, allowing clients to track and 
access their individual incomes and manage 
their rights and royalties directly.

2008: The publisher’s portal evolved to 
become the first to offer online advances, 
show global registration status and coun-
terclaim data, flexible royalty analysis and a 
live pipeline of synch activity.

2010: Kobalt became the first (and still 
only, a decade later) nonmajor publisher to 
have greater than 10% of the market share in 
the United States and the United Kingdom.

2011: Kobalt created the first regulated 
music fund with Kobalt Music Capital, 
which has gone on to invest over $1 billion.

2013: The company developed the first 
portal to show an activity feed of global 
catalog events, YouTube user-generated-
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content video earnings and viewing data, 
global chart positions and videos of global 
licensed synch commercials.

2013: Kobalt’s Neighboring Rights service 
became the first to directly collect in all 
major markets.

2013: Kobalt is named the inaugural win-
ner of the publisher administrator of the 
year honor at ASCAP’s annual Pop Awards.

2015: Kobalt launched the first mobile 
app showing all portal data, giving creators 
quick access to financial and consumption 
information.

2015: Kobalt became the first publisher 
to offer global direct collection from digital 
sources with the relaunch of AMRA, which 
today operates in China, Brazil and Japan, 
among other markets.

2017: Kobalt developed the first record-
ings app to visualize streaming data and 
revenue for AWAL artists.

This story originally appeared in the 
Oct. 9, 2021, issue of Billboard. 

Five Ways the 
Billboard 200 
Has Changed in 
the Year Since 
Bundles Were 
Removed From 
Chart Calculations
BY ANDREW UNTERBERGER

O
n Oct. 9, 2020, Billboard of-
ficially announced that the 
controversial act of “bundling” 
album sales with concert tickets 

and artist merchandise — selling these items 
along with a copy of the artist’s album, 
with the cost of the new album baked into 
the overall sale price — would no longer be 
counted towards an album’s chart perfor-
mance. This change of policy eliminated a 
practice that had long affected the charts, 
where bundling became increasingly com-

mon practice over the prior decade for 
artists and labels looking to offset the steep 
overall decline in both physical and digital 
music sales, and still produce relatively 
robust first-week figures.

One year later, the impact of the change 
in Billboard chart calculations is clearly no-
ticeable and quantifiable, most prominently 
on the flagship all-genre Billboard 200 
albums chart. Here are five ways in which 
the impact is most obvious:

1. Lower first-week numbers for No. 1 
albums on the whole

Unsurprisingly, the average first-week 
performance of No. 1 albums on the Bill-
board 200 has dropped over the past 12 
months on the chart from the previous year. 
Over the period starting the chart week 
dated Oct. 26, 2019 and ending on the week 
dated Oct. 17, 2020, the 52 weeks’ worth of 
No. 1 albums moved an average of 174,000 
equivalent album units. Over the most 
recent 52-week period, the No. 1 albums 
moved an average of 151,000 such units, a 
23,000-per-week difference. (These and all 
other figures in this piece are according to 
MRC Data.)

The biggest difference in overall numbers 
comes largely via the number of true block-
buster first weeks. In the past year, just one 
album has posted a single-week performance 
greater than 400,000 equivalent album units: 
Drake’s Certified Lover Boy (613,000). How-
ever, there were five albums in the prior 
52-week period that moved over 400,000 
units in one week: Taylor Swift’s Folk-
lore (846,000), Juice WRLD’s Legends 
Never Die (497,000), Harry Styles’ Fine 
Line (478,000), The Weeknd’s After 
Hours (444,000) and BTS’ MAP OF THE 
SOUL: 7 (422,000) — all but the last of which 
benefited heavily from bundles.

Interestingly, though, the number of No. 
1 albums to post mid-level first weeks has 
not been tremendously affected. There have 
been 32 No. 1 albums in the past year with 
equivalent album units over the 100,000 
mark, down just three from the 35 No. 1 al-
bums with six-digit first-week performances 
in the year before that. This can be attribut-
ed in large part due to artists and labels get-
ting creative with new varieties of packag-
ing, boxed sets and increased availability of 

physical format albums — giving these sets 
additional value as collectors’ items, as their 
practical utility as playable works of music 
continues to decline in the streaming age.

2. Albums rebounding to No. 1 due to 
physical copies shipping

The increased emphasis on physical 
copies as fan collectibles has also led to 
more blockbuster albums returning to No. 
1 album months later on the chart — thanks 
to another rule change enacted at the same 
time as bundle elimination a year ago, 
which declared that physical media sold in 
conjunction with digital sales would only 
be tabulated as proper album sales once 
the physical copies actually shipped. (This 
eliminated the practice of “spontaneous” 
physical media sales impacting first-week 
chart performance — often for albums with 
surprise releases and/or short rollouts — 
when in fact, the physical copies would not 
be sent out to consumers until long after.)

As a result, four albums in the past year 
have rebounded to No. 1 more than a month 
after most recently falling from the position 
— Taylor Swift’s Evermore and Fearless (Tay-
lor’s Version) and Olivia Rodrigo’s Sour all 
did so thanks to the long-awaited shipping of 
their physical copies, months after the LPs’ 
digital release, while Luke Combs’ What You 
See Is What You Get returned via a deluxe 
reissue. (Lil Baby’s My Turn was the lone 
album to return to the top after a month-plus 
break in the year prior, due to its consistent 
streaming presence during some slow release 
weeks at the pandemic’s height in summer 
2020.) The two Swift albums and Sour now 
lay claim to three of the four biggest weeks 
for vinyl sales since 1991, topped by the 
102,000 records sold by Evermore on the 
chart dated June 12. (Fearless (Taylor’s Ver-
sion) was also helped greatly by Swift-signed 
CDs, available on her website for a limited 
period, which also shipped the same week.)

While this rule change has likely damp-
ened first-week performance for star artists 
like Swift and Rodrigo, who still sell a strong 
number of physical copies, it also has allowed 
them to extend their runs at No. 1 — with the 
artists now able to position their shipping 
weeks strategically to best ensure their re-
turns to the top spot months after the album’s 
initial release, giving the albums extra rel-
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evance later in their promotional cycles.
3. Fewer debuts in the chart’s top 10
Ticket and merchandise bundles rarely 

had an extended impact on an album’s chart 
performance, as the impact was traditionally 
concentrated mostly (if not entirely) to-
wards the set’s debut week. This resulted in 
a high number of albums with strong first-
week debuts on the Billboard 200, which 
would then plummet immediately after, 
making room for new albums in the chart’s 
top tier the following week. As a result, the 
overall number of albums to debut in the 
Billboard 200’s top 10 has noticeably shrank 
over the past year without any short-lasting 
bundling boost — with 92 albums bowing in 
the region in the past 52 weeks, compared 
to 118 in the year-long period prior, a 28% 
decrease.

4. No legacy pop acts at No. 1
While pop hitmakers remain a fixture 

atop the Billboard 200 even in the post-
bundle age — Swift and Rodrigo, as well 
as Justin Bieber, Shawn Mendes, BTS and 
others have all topped the chart in the past 
year — there has been less of a presence 
from older pop acts, whose contemporary 
relevance is mostly tied to their continued 
live prowess. In the two years prior to this 
past 52-week period, pop veterans Back-
street Boys, Madonna, P!nk and Celine Dion 
all had No. 1 albums, despite none of those 
albums launching a single top 40 hit on the 
Billboard Hot 100. No such pop albums hit 
No. 1 in the past year.

In fact, only two albums total in the past 
year have hit No. 1 on the Billboard 200 
without sending at least one song from the 
set to the Hot 100’s top 40: AC/DC’s Power 
Up and Playboi Carti’s Whole Lotta Red. It’s 
indicative of how without ticket and merch 
bundles, the Billboard 200 is more closely 
tied to contemporary hit songs (and the 
streaming prowess that most often drives 
such success) than ever before.

5. Not many rock artists at No. 1 — but 
plenty in the top 10

While top rock acts remain a top live 
draw in the music industry, their relevance 
as contemporary hitmakers has also largely 
dulled in recent years, and few of them per-
form as well as top pop or hip-hop acts on 
streaming services. Ticket bundles were a 

great way for legacy artists like Bon Jovi and 
Dave Matthews Band (both of whom scored 
No. 1 albums in 2018) to regularly compete 
for the chart’s top spot, since their ticket 
sales remained robust even as they (along 
with the majority of the industry) saw their 
traditional LP sales decline significantly.

With the elimination of bundles from 
chart calculations, only one album classified 
primarily as “Rock” on the Billboard charts 
— AC/DC’s previously mentioned Power 
Up — has topped the chart in the past year. 
While that’s the same number as the year 
prior (Machine Gun Kelly’s Tickets to My 
Downfall was the lone rock No. 1 over that 
period, and was boosted by bundling), it’s 
significantly down from the late ‘10s, when 
as recently as 2019, albums by artists like the 
Raconteurs, Slipknot, Hozier and Vampire 
Weekend were still topping the Billboard 
200 with help from bundles.

The No. 1 start for Power Up is illustrative, 
however, of how legacy rock acts have ad-
justed their strategy to remain competitive 
on the charts even in the post-bundle age, 
with elaborate limited-edition deluxe CD 
packages and multiple different types of vi-
nyl releases enticing direct purchasers who 
might not otherwise often spend money on 
physical albums just to listen to them. While 
AC/DC are the only rock act to debut at No. 
1 the past year, other such veteran acts have 
been propelled to top 10 debuts using simi-
lar practices — including Paul McCartney 
(McCartney III, No. 2), Rob Zombie (The 
Lunar Injection Kool Aid Eclipse Conspiracy, 
No. 9), John Mayer (Sob Rock, No. 2), The 
Killers (Pressure Machine, No. 9) and Iron 
Maiden (Senjutsu, No. 3), the last of which 
also marked their highest-ever debut on 
the chart. 

Bing Crosby  
Heirs Sell Stake  
in Estate to  
Boost His Work
BY ASSOCIATED PRESS

H
arry Crosby was 19 when his 
father, Bing, died in 1977. But 
when he goes to a shopping 
mall or party in December, 

there’s a strong chance he’ll hear his dad’s 
voice singing “White Christmas.” He and his 
family want to hear that voice more during 
the other 11 months, a desire that led to a 
deal being announced Monday (Oct. 11) 
to sell an equal stake in the rights to Bing 
Crosby’s estate to Primary Wave Music.

It’s another example of how the sale of cat-
alog rights has become a booming business, 
with most involving rock artists who write 
their own music — Bob Dylan, Paul Simon, 
Neil Young and Stevie Nicks are examples. 
The Crosby deal is the most prominent 
involving a pre-rock artist who primarily 
interpreted songs written by others. The deal 
is estimated in excess of $50 million.

A younger generation knows Crosby best 
through “White Christmas” and the duet 
with David Bowie on “The Little Drummer 
Boy” made for a television special shortly 
before his death. Fewer people alive remem-
ber Crosby’s days as a major recording artist 
and movie star.

“There were things that became absolutely 
top hits in the ‘30s and ’40s, for a sustained 
period of time, and they just went away,” 
Harry Crosby said. “People associate dad 
with Christmas, but in the ’40s and ’50s, they 
didn’t associate him with Christmas. They 
associated dad with tons of things, and that’s 
what I want to bring back.” Some of his hit 
songs include “Pennies From Heaven,” “It’s 
Been a Long, Long Time,” “Don’t Fence Me 
In” and “Accentuate the Positive.”

Crosby won an Academy Award for best 
actor for playing a priest in the 1945 film Go-
ing My Way, and made seven “road” movies 
with his friend, comic Bob Hope. His associa-
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tion with golf is also remembered, as he cre-
ated the first pro-am tournament and was re-
portedly a member of 75 golf clubs. Crosby’s 
family, which includes his widow and two 
of Harry’s siblings, have been interested in a 
documentary series to tell Bing’s story.

Primary Wave’s first priority is to increase 
Crosby’s digital footprint, to boost his 
profile on Spotify and get his music added 
to playlists for a generation unfamiliar with 
it, said Larry Mestel, the company’s founder 
and CEO. “We want to be in business and 
partner with the greatest of the greats, re-
gardless of the genre, regardless of the era,” 
Mestel said. Primary Wave also works with 
the estates of Count Basie and Ray Charles. 
The challenge lies in infiltrating a new 
youth culture with the work of a mature 
artist, he said.

Unlike many of the rock-era artists in-
volved in such deals, Crosby obviously isn’t 
around to perform or promote his work. 
But while song publishing is at the heart of 
many such deals, Mestel said Primary Wave 
takes a broader look at ways to get an artist’s 
name out there and, of course, make money 
off his likeness or work. He sees enormous 
potential in Crosby’s film properties.

“The way I view dad is not just through 
the prism of music and film,” Crosby said. 
“He was a pioneer in all the different 
mediums and all the things that came out 
of that — technology and music and golf, 
sportsmanship and hunting. There are a lot 
of different things that describe the human 
being.” The times that he hears “White 
Christmas” while out in public brings a 
smile to Crosby. “I miss him a lot,” he said. 
“It’s a time of reflection. It’s not painful, it’s 
inspiring. It’s reassuring that with all of the 
things he did and as hard as he worked, that 
he’s being recognized again and again.” 

Ontario Lifts 
Limits on Venues 
Where Vaccine 
Proof Is Required
BY KAREN BLISS

T
ORONTO — Canada’s most-pop-
ulated province, Ontario, lifted its 
capacity limits over the weekend 
for most indoor and outdoor set-

tings where proof of vaccination is required, 
and for certain outdoor settings with a 
capacity below 20,000.

But smaller clubs with standing-room 
areas will continue to deal with seated re-
quirements that reduce their capacity.

As of Saturday, concert venues, theaters 
and cinemas could operate at full capacity. 
The new rules also apply to the spectator 
areas of sports facilities and recreational 
fitness and commercial film and television 
productions with studio audiences.

The government said that there had been 
a limited number of outbreaks in those 
settings.

“As we continue to see more Ontarians 
roll up their sleeves with over 22 million 
doses administered, our government is cau-
tiously lifting capacity limits in select set-
tings where we know proof of vaccination 
requirements are providing an added layer 
of protection to Ontarians,” Christine Elliott, 
Deputy Premier and Minister of Health, said 
in a statement.

As of Friday, more than 81% of Ontario’s 
population of people 12 and older was fully 
vaccinated, according to government figures.

The new rules will benefit major concert 
venues like Scotiabank Arena in Toronto 
and Canadian Tire Centre in Ottawa, and 
they arrive in time for the new seasons of 
the NHL’s Toronto Maple Leafs and Ot-
tawa Senators games, as well as the NBA’s 
Toronto Raptors.

But they will not aid struggling music 
clubs like the Horseshoe, El Mocambo and 
The Garrison, which are still requiring 
social distancing limits and dealing with 

capacity restrictions that make it difficult to 
operate at a profit and pay performers.

Smaller music venues are limited to how 
many seats they can fit in their spaces. The 
Garrison, for example, can only seat 110 
people, or 32% of its legal capacity, Shaun 
Bowring, the venue’s owner, tells Billboard. 

Stacia Mac On 
Managing Her 
Son Polo G and 
That Attempted 
Break-In at  
Her Home
BY DARLENE ADEROJU

S
tacia Mac describes her manage-
ment style as “analytical,” and she 
recently put that skill — honed 
while guiding her son, hip-hop 

star Polo G’s career — to use during a terri-
fying incident that could have turned deadly.

In early September, Mac posted security 
camera footage on Instagram — which she 
has since deleted — of armed masked men 
attempting to break into her Georgia home. 
A few weeks later, she recounts the cool-
headed action she took to protect herself 
and her 8-year-old daughter, Leia Capalot.

“Nothing prepares you for that, but I’m 
from Chicago, so you’re always ready,” says 
Mac. “I had my gun on the nightstand. I was 
on the phone with a friend, and I told him to 
call the police so I could continue to moni-
tor my camera. I had already positioned 
my daughter where she wouldn’t be in any 
crossfire. The moment that door creaked 
open, I fired down on them and they ran.”

Since 2018, Mac has helped steer Polo 
G — born Taurus Tremani Bartlett in 1999 
— to multiplatinum success with the same 
tactical decisiveness. (In 2020, she began 
to share management duties with Steve 
“Steve O” Carless, who, in late September, 
was named Warner Records president of 
A&R.)
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Mac, who was 18 when she gave birth 
to Polo G, the second of her four children, 
had no music-industry experience when 
she began to manage his career. “Property 
management was all I’d ever done until he 
was signed,” she says.

In addition to her lack of experience, Mac 
had to overcome the skepticism that results 
when parents manage their children’s 
entertainment careers. “Many times we 
were in meetings and I said, ‘These are my 
goals,’ and people laughed,” says Mac. “Well, 
they’re not laughing now.”

Polo G had already gained notoriety for 
his singles “Finer Things” and “Pop Out,” 
featuring Lil Tjay, when Mac signed him 
— yes, a contract was involved — as the 
first client of her Only Dreamers Achieve 
artist management firm. “Choosing where 
we should go was the heaviest decision we 
ever made because that would eventually 
make or break him as an artist,” she recalls. 
“There was a bidding war, so we could have 
gone anywhere. He was looking at me like, 
‘Which way should I go?’ It was Columbia.”

Polo, as Mac calls him, released his debut 
album, Die a Legend, in June 2019. It peaked 
at No. 6 on the Billboard 200 and charted 
for 118 weeks. Sophomore album THE 
GOAT dropped in 2020 and peaked at No. 
2. His third album, Hall of Fame, went all 
the way to the top of the chart in June. The 
rap star kicked off his Hall of Fame tour in 
Cincinnati on Oct. 8.

Mac credits her son’s fast growth to his 
natural talent, paired with strategic market-
ing. “Any beat you put him on,” she says, 
“he flourishes because he’s a true artist who 
understands music.”

Her management company and reputa-
tion as a savvy negotiator have also grown. 
She now manages rapper Asian Doll and 
Jamaica’s “Queen of Dancehall,” Spice. On 
Dec. 5, she plans to host the Cheat Code 
seminar in Atlanta, where she will provide 
tips for those looking to succeed in the in-
dustry. “I didn’t have anybody to tell me the 
fundamentals on starting a team or how to 
pay your taxes,” she says.

Mac also aims to reboot her podcast, I 
Birth Legends, that she started in June 
2020. Her eldest child, Leilani Capalot, 
works as Polo’s tour manager, while her 

third, hip-hop artist T Baby, is gaining trac-
tion. “Everybody’s picking up on him,” she 
says. “He’s not in his brother’s shadow.” 
Leia, Mac’s youngest offspring, launched the 
online children’s boutique House of Mon-
roee when she was 7. The proud mom says 
her children’s ambitions are not happen-
stance. “We work toward those things that 
we want, and this is the manifestation of it.”

You had no previous experience in the 
music industry. How did you confront 
that steep learning curve?

I devoured books and articles to gain as 
much knowledge as possible to effectively 
assist him.

What do you think of the term “mo-
mager”?

There’s a stigma attached to the word 
because it’s equated with someone who’s 
inexperienced and leads with emotion 
rather than discernment and knowledge. 
I’m analytical. I don’t make decisions based 
on “This is my son.” He’s my artist first in 
this role.

Were you considered less credible 
because you were new and representing 
your son?

There are very few women in this indus-
try, and I’m a woman of color. You have to 
prove yourself every time. I did that by mak-
ing sure whenever I spoke, I had something 
to say. I asked the appropriate questions, 
and I wasn’t afraid to stand [up] when I 
knew something was right. In doing that, I 
gained respect.

In a previous interview, you said that 
one of the reasons you became Polo’s 
manager was because he was being 
lowballed on performance fees. Do you 
think the music business attempts to take 
advantage of artists of color more than 
white artists?

His fee is now $150,000, and I remember 
the days when it was $5,000. We couldn’t 
cover travel accommodations and were in 
the hole. We arrived at his current fee with 
each of our successes. People of color are 
slighted. That’s a fact. What you have to do 
is stand firm on your worth.

Do you take a commission when you 
make deals for Polo? If so, was that a dif-
ficult discussion to have with your son?

I do, and it wasn’t a hard discussion. Our 

family is driven by love, morals and bound-
aries. Before becoming his manager, we 
signed a management contract to protect 
not only him, but myself. Business is busi-
ness, whether it’s my son or anyone. I’m 
doing the work without getting anything 
handed to me. If anybody else was in this 
position, they would get a commission, so I 
don’t feel bad about it.

Why did Polo sign with Columbia 
Records?

We chose Columbia because we knew 
they would throw their all into my son and 
he would not be shelved. They had as much 
riding on making him a hip-hop star as he 
had to make himself one.

Does he own his masters?
He does not. That doesn’t happen often. 

But we got many other beneficial things in 
the deal. He has a true 50-50 profit share, 
which is very valuable.

How are you helping build Polo’s music 
career and expand his fan base?

Die a Legend was highly anticipated, 
and we really didn’t do a lot of marketing 
because the fans wanted it. We did target 
markets, and they made the numbers go 
where they should. Each album increased 
because of our marketing, rollouts, playlist-
ing, radio play and other necessities. We’re 
going to work with different artists and 
experiment with samples to elevate his 
sound. We’re excited to tour internationally. 
We’re working on a television series that 
chronicles his jewelry store in Miami, Black 
Ice. [He has] also asked his agents to book 
him more films.

Despite his chart success, with Hall 
of Fame peaking at No. 1, some perceive 
Polo as a hip-hop underdog. What could 
Columbia do to change that?

I don’t feel Columbia can do anything 
more than they do. Sometimes the greatest 
of the great don’t get their flowers, but he’ll 
continue to be a consistent artist pumping 
out No. 1s. If the world catches up later, 
they’ll catch up later. A lot of [that percep-
tion] comes from social media. If you’re on 
the blogs every day, then that makes you 
mainstream, and most of those people don’t 
even have a hit.

Polo was arrested twice this year — in 
Miami and, more recently, in Los Ange-

IN BRIEF

https://www.billboard.com/music/lil-tjay/chart-history


 Page 17 of 26

les. Did those controversies affect any 
endorsement deals he has, and are you 
concerned they could affect future deals?

I can’t say much because they’re ongo-
ing. In both incidents, the officers were 
overzealous, and a lot of those charges have 
already been reduced. That speaks volumes, 
and it will all come out in the wash. If he 
did something egregious, he would have 
been charged for it. I don’t feel that [these 
incidents] would stop any endorsements 
because life happens to us all, whether we 
want it to or not. My grandmother always 
told me, “You think it won’t happen to you? 
Keep living.” Any endorsement that passed 
him wasn’t meant for him.

Do you have any kind of support group 
with other momagers?

Not early on, but as of late, I’ve become 
great friends with [late artist] XXXTen-
tacion’s mom, Cleo [Cleopatra Bernard], 
and she has been helping me with estate 
planning, asset protection and things of 
that nature. We don’t want to think about 
or speak of those taboos, but they’re things 
we have to address while living because we 
don’t have any control thereafter.

This article originally appeared in the Oct. 
9, 2021 issue of Billboard. 

Two-Thirds of 
Music Fans Favor 
Vaccine or Mask 
Mandates at 
Concerts: Study
BY TAYLOR MIMS

M
ore than two out of three mu-
sic listeners are in favor of ven-
ues implementing COVID-19 
safety protocols at concerts. 

According to a study conducted by research 
company MusicWatch, 67% of music listen-
ers surveyed who attend live shows said 
they believe venues should enforce require-
ments related to masking, proof of vaccina-
tion or recent testing.

The findings may come as a relief to many 
venue owners or promoters who struggled 
with whether or not to implement vaccine 
requirements, masking or other COVID-
related policies earlier this year. As concerts 
began to open up nationwide this spring and 
summer, independent venues were the first 
to ask concertgoers to help reduce the risk, 
followed by industry giants AEG and Live 
Nation who asked fans to bring proof of in-
oculation or proof of inoculation or a nega-
tive COVID-19 test, respectively.

Implementing COVID-19 safety require-
ments “is the number one thing anyone 
can do to take care of those around them 
and we are encouraging as many shows as 
possible to adopt this model,” said Live Na-
tion CEO Michael Rapino in a letter to staff 
in August.

MusicWatch, which surveyed 753 active 
music listeners, also found that just 6% of 
respondents would not frequent a venue 
where there were COVID-19 safety require-
ments. Only 15% of fans said they would be 
comfortable with attendees using “common 
sense” regarding vaccination and masking 
requirements for indoor concerts.

As general manager of Tipitina’s in New 
Orleans, Brian Greenberg told Billboard in 
August that implementing vaccine require-
ments for his venue was met with mixed 
reviews. “I’m not going to lie and say 
everyone loves it,” Greenberg said, adding 
that the response have been “overwhelm-
ingly positive.”

According to MusicWatch, 70% of those 
surveyed — ages 13 to 65 — were already 
vaccinated and ready to attend a show. 
That percentage goes up to 80% for fans 
who have attended a live music event since 
2019. The study asserts that older music 
fans are more likely to want multiple safety 
protocols — both masks and proof of vac-
cination or negative tests.

Unvaccinated fans, however, are far less 
in favor of COVID-19 safety requirements. 
Of the unvaccinated fans who do not intend 
to get the shot (under 20% of those sur-
veyed), 29% would not go to a venue where 
there was a requirement and only 27% think 
the requirements are a good idea.

Across the country, government vaccine 
mandates are becoming more common. In 

August, New York City was the first ma-
jor city to announce vaccine require-
ments for indoor activities starting in 
September. Since then, San Francisco, Los 
Angeles, and Seattle have all implemented 
mandates that require vaccination or proof of 
negative COVID-19 test results for non-es-
sential indoor activities including concerts. 

Merch Aimed 
at Taylor Swift 
Fans Removed 
From Virginia 
Democrats’  
Web Store
BY THANIA GARCIA

O
n Thursday, the Democratic 
Party of Virginia posted and 
then pulled down “Swifties 
Against Youngkin” merchandise 

from their web store.
The move follows Terry McAuliffe — the 

Democratic candidate for Virginia governor 
— running ads across Facebook, Instagram 
and Google starting Tuesday that high-
lighted his Republican opponent Glenn 
Youngkin’s connection to the sale of Taylor 
Swift’s masters back in June 2019. Youngkin 
was the co-CEO of the Carlyle Group, which 
helped back Scooter Braun’s infamous 
purchase of Swift’s Big Machine master re-
cordings. The digital ads included photos of 
Swift and the hashtag #WeStandWithTaylor.

“Did you know that Republican candidate 
for Governor, Glenn Youngkin, helped buy 
Taylor Swift’s masters out from under her 
when he was co-CEO of Carlyle Group?” 
one of the targeted ads states.

Piggybacking off the ads, the Democratic 
Party of Virginia started selling hats, mugs 
and buttons with the phrase “Swifties 
Against Youngkin” emblazoned on them in 
magenta writing, as reported by Washing-
tonian magazine on Thursday. A screenshot 
of the merch was tweeted Friday (Oct. 8) 
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by Mediaite reporter Katherine Huggins.
There’s no word yet why the merch was 

pulled, but back in February 2017, Swift 
filed a series of trademarks for the word 
“Swifties” — the nickname for her fanbase.

Swift’s spokeswoman has not responded 
to requests to comment about the singer/
songwriter’s unwitting involvement in the 
Virginia gubernatorial race.

In a statement to Billboard about McAu-
liffe’s Swiftie-targeting ad campaign, 
Democratic Party of Virginia spokesman 
Manuel Bonder said: “No matter the indus-
try, Youngkin has shown he would rip off 
anyone for a profit. What happened here is a 
continuation of Glenn Youngkin’s abhorrent 
track record of shipping jobs overseas, rais-
ing rents on seniors, and harming working 
families across our country. When it comes 
to Taylor Swift’s music: What did Glenn 
know and when did he know it? Virginians 
deserve answers.”

For his part, Youngkin rep Christian 
Martinez responded: “Terry McAuliffe has 
reached the stage of desperation in his cam-
paign where he’s rolling out the most base-
less attacks to see what sticks. It’s a pathetic 
fall that could only be achieved by a 43-year 
political hack.”

Swift is now re-recording her first six re-
cords as a response to the sale of her master 
recordings, beginning with the April release 
of Fearless (Taylor’s Version) and continuing 
Nov. 12 with Red (Taylor’s Version). 

Billboard’s Latin 
Editors Discuss 
Latin Grammy 
Nominations: 
What Went  
Right & What 
Needs Work
BY BILLBOARD STAFF

T
he Latin Grammy nominations are 
out, and voting is in full swing.

It’s time for Billboard’s Latin 
editors — Leila Cobo, Griselda 

Flores, Jessica Roiz, Ingrid Fajardo and 
chart director Pamela Bustios — to weigh in 
on this year’s nominees, including what hit 
the mark and what was missing.

How would you describe this year’s list 
of nominees?

Jessica Roiz: I would say diverse. I no-
ticed that in the “Big Four” there’s not only a 
variety of genres but also of generations. We 
have artists such as Caetano Veloso, Juan 
Luis Guerra, and Ricardo Montaner who 
have led long, prolific careers — and we also 
have Rauw Alejandro, C. Tangana, and Paula 
Arenas, who are paving the way for the new 
wave of music artists.

Pamela Bustios: The list is varied, but 
overall, predictable. It lacks presence of 
world sounds and the amalgam of fusions 
that have bloomed in the last year such as 
electronic with Andean rhythms, electronica 
with Latin American folklore, psychedelic 
and electro-cumbia and indigenous sounds.

Leila Cobo: Diverse, and yes, multi-
generational and multi-cultural. That’s 
important because there are many layers of 
Latin music that are not seen or recognized 
here in the U.S. But yes, there was also some 
predictability, and I felt the fields were 
dominated by traditional pop. Many names 
can always count on being here, regardless 
of their output. 
-L.C.

What was right about this year’s list of 
nominees?

Griselda Flores: Camilo is one of those 
rare artists who has received commercial 
success and critical praise. As one of the 
most exciting artists in recent memory — 
someone who is uninterested in sticking to 
one genre and has placed all bets on inno-
cent and poetic lyrics — I was happy to see 
him leading the list of nominees. Another 
one that is so deserving of all his nomina-
tions is C. Tangana.

Jessica Roiz: I feel that in every category 
there’s a balance between established artists 
and newer ones. I think that type of recogni-
tion from the Latin Recording Academy is 
very important, because it shows they not 
only analyzed Vicente Fernandez’s work, 
but also what a Grupo Firme released, as an 
example.

Leila Cobo: Camilo, C. Tangana and Juan 
Luis Guerra are a great trio of top nominees. 
And I actually feel urban music was ad-
equately represented in the main categories. 
How can you quibble with Rauw Alejandro 
and Bad Bunny?

What was missing from the main cat-
egories?

Griselda Flores: Even after the regional 
Mexican community demanded more inclu-
sion at the Latin Grammys last year, the 
genre continues to be shunned from the all-
important Big Four categories. A genre that 
I dare say is going through one of its best 
moments as it continues its reach new ears 
internationally thanks to young acts such as 
Eslabon Armado and Grupo Firme, is once 
again overlooked by the committees. If there 
was any right time to give the genre its long 
overdue spotlight, this was the year. But it’s 
never too late. Maybe next year?

Ingrid Fajardo: Definitely regional Mexi-
can was missing.

Leila Cobo: Agree on regional Mexican. 
This is a year in which the genre has seen 
huge growth both from a commercial and 
artistic standpoint. There are many young, 
exciting acts that should have had some rep-
resentation in the best new artist category, 
which is 10 names deep. And I will say, 
precisely because the Latin Grammys pride 
themselves on being inclusive of all genres, 
it is so important that they include regional 
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Mexican music. I would have also liked to 
see Karol G in album of the year.

The Latin Grammys added two new ur-
ban categories last year: best reggaetón 
performance and best rap/hip hop Song. 
Do you think it’s made a difference?

Griselda Flores: I think the industry 
appreciates the acknowledgement — but it’s 
still not enough when it comes to recogniz-
ing a genre that’s ushered the second Latin 
explosion. If the intention was to give them 
their own category so they don’t feel “left 
out,” but on the other hand urban artists are 
excluded from the main categories, there’s 
no win-win situation here.

Jessica Roiz: Between this and last year’s 
new urban category additions, it definitely 
shows that the Academy is paying atten-
tion. Since I’m not in the shoes of the artist, 
I’m not one to say if it makes a difference or 
not but — I believe the Latin Grammys are 
headed in a good direction by recognizing 
the subgenres of Latin urban music.

Pamela Bustios: None at all. The criti-
cisms from certain artists have continued.

Leila Cobo: I think it does make a differ-
ence, because it recognizes that there are 
many genres within urban music and it’s a 
nod of respect to those creators. Reggaetón 
should be its own category, distinct from rap 
and hip-hop, even if the two do meet often.

Why do you think that regional Mexi-
can — and for that matter, urban music — 
doesn’t have a bigger presence in the Big 
Four categories?

Jessica Roiz: I’m not entirely sure why 
but if there aren’t enough voices in the vot-
ing committee to vouch for these genres, 
maybe it should begin there.

Pamela Bustios: More ears are needed. 
The ever-evolving boundaries of the re-
gional Mexican genre are something to pay 
attention to. It’s no longer just “regional;” 
contemporary artists are changing the flow 
of the genre with their musical influences, 
where hip-hop, trap and electro-cumbia 
have gained a space in songs that are heart-
tugging confessionals of relationships and 
street hassles.

Ingrid Fajardo: Probably [voters] have 
not fully understood the genres, their 
sounds and the power of both. 

Tony Bennett & 
Lady Gaga’s  
‘Love for Sale’ 
Launches Atop 
Jazz Charts  
& In Billboard  
200 Top 10
BY KEITH CAULFIELD

T
ony Bennett and Lady Gaga’s 
second collaborative album, Love 
for Sale, debuts at No. 8 on the all-
genre Billboard 200 chart and ar-

rives atop both Billboard’s Traditional Jazz 
Albums and overall Jazz Albums charts (all 
dated Oct. 16). On Traditional Jazz Albums, 
its Bennett’s 15th No. 1, breaking him out of 
a tie with Harry Connick, Jr. for the most 
No. 1s in the 54-year history of the chart.

Love for Sale follows Bennett and Lady 
Gaga’s first project, Cheek to Cheek, which 
reached No. 1 on all three charts in 2014.

Love for Sale is a covers collection of 
songs written by Cole Porter, including 
familiar tunes like “Night and Day,” “I Get a 
Kick Out of You” and “It’s De-Lovely.” Cheek 
to Cheek featured renditions of favorites 
from the American songbook by an assort-
ment of songwriters.

The Billboard 200 chart ranks the most 
popular albums of the week in the U.S. based 
on multi-metric consumption as measured 
in equivalent album units. Units comprise 
album sales, track equivalent albums (TEA) 
and streaming equivalent albums (SEA). 
Each unit equals one album sale, or 10 indi-
vidual tracks sold from an album, or 3,750 
ad-supported or 1,250 paid/subscription 
on-demand official audio and video streams 
generated by songs from an album. All of the 
Oct. 16, 2021-dated charts will be posted in 
full on Billboard’s website on Oct. 12. For all 
chart news, follow @billboard and @bill-
boardcharts on both Twitter and Instagram.

Love for Sale starts with 41,000 equivalent 

album units earned in the U.S. in the week 
ending Oct. 7, according to MRC Data. Of 
that sum, album sales comprise 38,000; SEA 
units comprise 3,000 (equaling 3.85 million 
on-demand streams of the set’s songs) and 
TEA units comprise a negligible number.

Love for Sale marks Bennett’s sixth top 10 
album on the Billboard 200 and Lady Gaga’s 
10th top 10.

Bennett achieved his first top 10 album in 
1962 with I Left My Heart in San Francisco. 
It climbed from No. 11 to No. 7 on Mono-
aural LP’s chart dated Oct. 6, 1962. (At the 
time, there were two main album charts, 
a Monoaural LP’s chart, and a Stereo LP’s 
chart. The Billboard 200 began as a regu-
larly published weekly chart in 1956, though 
it wouldn’t become known by its current 
name, the Billboard 200, until 1992.)

Gaga’s first top 10 came on the March 
7, 2009-dated Billboard 200, when The 
Fame rose 26-10.

With Love for Sale’s top 10 arrival, Ben-
nett has a 59-year span of top 10 albums on 
the Billboard 200 – the longest span of top 
10s for a living artist.

Only Nat “King” Cole, who died in 1965, 
has a greater span of top 10s among all acts: 
a 63-year and eight-month span between 
his first top 10, Love Is the Thing, in April of 
1957 and his most recent top 10, The Christ-
mas Song, in January of 2021.

The 95-year-old Bennett made his 
Billboard 200 debut with the simply-
titled Tony on Feb. 23, 1957 (when the chart 
was known as Best Selling Pop Albums).

Love for Sale also debuts at No. 1 on 
both Billboard’s Traditional Jazz Al-
bums and overall Jazz Albums charts. On 
the former, its Bennett’s 15th No. 1, breaking 
him out of a tie with Harry Connick, Jr. for 
the most No. 1s in the 54-year history of the 
chart. (The list began in 1967.) The Tradi-
tional Jazz Albums chart ranks the most 
popular traditional jazz albums of the week, 
by equivalent album units.

On the overall Jazz Albums chart, which 
started in 1993, Love for Sale is Bennett’s 10th 
leader, tying him with Connick, Jr. for the 
third-most No. 1s. (Kenny G has the most 
No. 1s on Jazz Albums, with 12, followed 
by Diana Krall, with 11.) The Jazz Albums 
tally ranks the most popular jazz albums of 
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the week, by equivalent album units, across 
all flavors of jazz – including both traditional 
and contemporary jazz titles. 

Austin’s SIMS 
Foundation Wants 
to Take Musician 
Mental Healthcare 
Nationwide
BY TAYLOR MIMS

S
axophonist Carlos Sosa has been 
on the board of directors of the 
health services nonprofit SIMS 
Foundation for seven years, but 

it wasn’t until he performed at the 2017 
Route 91 Harvest festival in Las Vegas, 
where a gunman killed 59 people and in-
jured another 800, that he realized just how 
crucial the organization could be. When 
Sosa returned to Austin with post-traumatic 
stress disorder, he and his family received 
support from SIMS, which had already been 
providing him and his spouse with subsi-
dized therapy since 2006 to cope with the 
stresses of touring.

“I’d never experienced anything like it,” he 
says. “It gave me more reasons than ever to 
do whatever I can to push SIMS Foundation.”

As touring resumes around the country, 
the nonprofit is looking ahead to the mental 
health problems that could come with 
it. Founded in the wake of Texas musi-
cian Sims Ellison’s 1995 suicide, for almost 
three decades the SIMS Foundation has 
taken care of Austin’s musicians, touring 
professionals and — unlike many similar 
nonprofits around the country — their fam-
ily members by connecting them to free or 
discounted mental health services funded by 
government grants or private donors.

Since most musicians don’t have health 
benefits or, in some cases, even steady 
income, while often managing erratic 
schedules and working in regular proxim-
ity to alcohol and drugs, this has allowed 
thousands of artists to receive help who 

would not have otherwise. In 2019, SIMS’ 
six-person staff aided almost 900 clients in 
Austin by facilitating nearly 2,000 days of 
substance use treatment and over 12,500 
counseling sessions. Now, it’s trying to take 
the initiative nationwide. 

Executive director Patsy Bouressa says 
SIMS regularly receives calls from “well-
intentioned people” wanting to create a 
similar program in their areas, “knowing 
that their music community desperately 
needed such services.” But the amount of 
work involved is intimidating.

In July, SIMS launched a fundraising 
campaign in an effort to expand its services 
— first to Houston, Dallas and San Antonio, 
then to Detroit; Denver; Boulder, Colo.; 
and Raleigh, N.C. The Founders Challenge, 
as it has been dubbed, was initiated in late 
2020 by founder and father of Sims El-
lison, Don Ellison, who wanted to expand 
the organization’s reach. The elder Elli-
son sadly passed away months later in April 
2021, passing the torch and challenge onto 
the other three founders and the growing 
foundation.

“When the pandemic hit, exponentially 
more people contacted us in need of care,” 
says Bouressa. So “we’ve been exploring 
ways to expand.” 

This story originally appeared in the Oct. 9, 
2021, issue of Billboard. 

The Kid LAROI 
& Justin Bieber’s 
‘Stay’ Holds Atop 
Global Charts, 
Elton John &  
Dua Lipa, TWICE 
Add Top 10s
BY GARY TRUST

T
he Kid LAROI and Justin 
Bieber’s “Stay” is the biggest 
song in the world, as it tallies an 
unprecedented 10th week at No. 

1 on the Billboard Global 200 chart and 
an eighth frame atop the Billboard Global 
Excl. U.S. survey (both dated Oct. 16).

Plus, Elton John and Dua Lipa’s “Cold 
Heart (Pnau Remix)” reaches the Global 
200 top 10, rising 12-9, and TWICE’s “The 
Feels” debuts at No. 10 on the Global Excl. 
U.S. chart.

Billboard’s two global charts, which be-
gan in September 2020 and recently marked 
their first year, rank songs based on stream-
ing and sales activity culled from more than 
200 territories around the world, as com-
piled by MRC Data. The Billboard Global 
200 is inclusive of worldwide data and the 
Billboard Global Excl. U.S. chart comprises 
data from territories excluding the U.S.

Chart ranks are based on a weighted 
formula incorporating official-only streams 
on both subscription and ad-supported 
tiers of audio and video music services, as 
well as download sales, the latter of which 
reflect purchases from full-service digital 
music retailers from around the world, with 
sales from direct-to-consumer (D2C) sites 
excluded from the charts’ calculations.

‘Stay’ First Song to 10 Weeks Atop 
Global 200

“Stay” by The Kid LAROI, from Australia, 
and Justin Bieber, from Canada, logs a 10th 
week at No. 1 on the Billboard Global 200, 
becoming the first song to lead the list for 
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double-digit frames. The song drew 100.1 
million streams (down 6%) and sold 15,700 
downloads (down 8%) worldwide in the 
Oct. 1-7 tracking week.

“Stay” extends its record run to nine 
straight weeks of over 100 million global 
streams, after logging 106.2 million (Oct. 9), 
115.6 million (Oct. 2), 115.7 million (Sept. 25), 
119.8 million (Sept. 18), 125.7 million (Sept. 
11), 124.9 million (Sept. 4), 123.7 million 
(Aug. 28) and 108.5 million (Aug. 21).

Nigeria’s CKay pushes 4-2 on the Global 
200 with “Love Nwantiti (Ah Ah Ah)”; Lil 
Nas X and Jack Harlow’s “Industry Baby” 
holds at No. 3, after reaching No. 2; Ed 
Sheeran’s “Bad Habits” rebounds 5-4, fol-
lowing a week at No. 1; and Coldplay and 
BTS’ “My Universe” falls to No. 5 a week 
after it launched at No. 1, down 34% to 63.4 
million streams and 79% to 29,700 sold.

Elsewhere in the Global 200’s top 10, 
Elton John and Dua Lipa’s “Cold Heart 
(Pnau Remix)” reaches the region, climbing 
12-9 with 34.4 million streams (up 9%) and 
27,700 sold (up 3%). John posts his first top 
10 on the chart and Lipa adds her second, 
after “Levitating” hit No. 2 in May. On the 
Global Excl. U.S. chart, “Heart” ascends 9-7 
for a new high.

In the mash-up, John sings part of his 
1990 hit “Sacrifice” and Lipa reprises his 
1972 classic “Rocket Man,” as well as his 
1983 nugget “Kiss the Bride” (while the 
single’s coda interpolates John’s 1976 track 
“Where’s the Shoorah?”) Joining the two 
British stars, Australian trio Pnau sports co-
writing and co-production credit on “Cold 
Heart.”

On the U.S.-based Billboard Hot 100 
(where “Stay” leads for a seventh week), 
“Heart” jumps 46-32, becoming John’s first 
top 40 hit since April 1999, when he charted 
with the No. 29-peaking “Written in the 
Stars,” with LeAnn Rimes; he appeared in 
the ranking’s top 40 for a record 30 con-
secutive years, from “Your Song” in 1970 
through “Stars.

With “Heart,” John scores his 58th top 40 
Hot 100 hit, the seventh-most in the chart’s 
history (which dates to 1958). Here’s an 
updated leaderboard:

Most Billboard Hot 100 Top 40 Hits: 
143, Drake 

87, Lil Wayne 
81, Elvis Presley 
81, Taylor Swift 
68, Kanye West 
61, Nicki Minaj 
58, Elton John 
52, Eminem 
52, Jay-Z 
51, Glee Cast 
51, Rihanna

TWICE’s First Top 10
The Kid LAROI and Justin Bieber’s “Stay” 

scores an eighth week atop the Billboard 
Global Excl. U.S. chart, with 79.4 million 
streams (down 6%) and 8,500 sold (down 
3%) in territories outside the U.S. in the Oct. 
1-7 tracking week.

CKay’s “Love Nwantiti (Ah Ah Ah)” rises 
3-2 for a new Global Excl. U.S. best; Cold-
play and BTS’ “My Universe” drops to No. 3, 
a week after soaring in at No. 1; Ed Sheeran’s 
“Bad Habits” keeps at No. 4, after five weeks 
at No. 1; and Lil Nas X and Jack Harlow’s 
“Industry Baby” is steady at No. 5, following 
its No. 2 peak.

Plus, TWICE’s “The Feels” enters the 
Global Excl. U.S. chart at No. 10 with 50.9 
million streams and 8,800 sold beyond the 
U.S. With its first English-language sin-
gle, released Oct. 1, the nine-member South 
Korean group (which formed in 2015 and 
comprises Chaeyoung, Dahyun, Jeongyeon, 
Jihyo, Mina, Momo, Nayeon, Sana and 
Tzuyu) earns its first top 10 on the chart, 
following two top 40 entries: “I Can’t Stop 
Me” (No. 16, November 2020) and “Alcohol-
Free” (No. 22, this June).

“The Feels” introduces TWICE’s third 
LP, Formula of Love: O+T=<3, due Nov. 12.

The Billboard Global 200 and Billboard 
Global Excl. U.S. charts (dated Oct. 16) will 
update on Billboard.com tomorrow (Oct. 
12). For both charts, the top 100 titles are 
available to all readers on Billboard.com, 
while the complete 200-title rankings are 
visible on Billboard Pro, Billboard’s sub-
scription-based service. For all chart news, 
you can follow @billboard and @billboard-
charts on both Twitter and Instagram. 

Facebook, 
Instagram  
Unveil New 
Controls for Kids
BY ASSOCIATED PRESS

F
acebook, in the aftermath of 
damning testimony that its 
platforms harm children, will 
be introducing several features 

including prompting teens to take a break 
using its photo sharing app Instagram, 
and “nudging” teens if they are repeatedly 
looking at the same content that’s not con-
ducive to their well-being.

The Menlo Park, California-based Face-
book is also planning to introduce new con-
trols for adults of teens on an optional basis 
so that parents or guardians can supervise 
what their teens are doing online. These 
initiatives come after Facebook announced 
late last month that it was pausing work on 
its Instagram for Kids project. But critics say 
the plan lacks details and they are skeptical 
that the new features would be effective.

The new controls were outlined on Sun-
day by Nick Clegg, Facebook’s vice president 
for global affairs, who made the rounds 
on various Sunday news shows includ-
ing CNN’s “State of the Union” and ABC’s 
“This Week with George Stephanopoulos” 
where he was grilled about Facebook’s use 
of algorithms as well as its role in spreading 
harmful misinformation ahead of the Jan. 6 
Capitol riots.

“We are constantly iterating in order to 
improve our products,” Clegg told Dana 
Bash on “State of the Union” Sunday. “We 
cannot, with a wave of the wand, make 
everyone’s life perfect. What we can do is 
improve our products, so that our products 
are as safe and as enjoyable to use.”

Clegg said that Facebook has invested 
$13 billion over the past few years in mak-
ing sure to keep the platform safe and that 
the company has 40,000 people working 
on these issues. And while Clegg said that 
Facebook has done its best to keep harmful 
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content out of its platforms, he says he was 
open for more regulation and oversight.

“We need greater transparency,” he told 
CNN’s Bash. He noted that the systems that 
Facebook has in place should be held to 
account, if necessary, by regulation so that 
“people can match what our systems say 
they’re supposed to do from what actually 
happens.”

The flurry of interviews came after 
whistleblower Frances Haugen, a former 
data scientist with Facebook, went before 
Congress last week to accuse the social 
media platform of failing to make changes 
to Instagram after internal research showed 
apparent harm to some teens and of being 
dishonest in its public fight against hate and 
misinformation. Haugen’s accusations were 
supported by tens of thousands of pages of 
internal research documents she secretly 
copied before leaving her job in the com-
pany’s civic integrity unit.

Josh Golin, executive director of Fair-
play, a watchdog for the children and media 
marketing industry, said that he doesn’t 
think introducing controls to help parents 
supervise teens would be effective since 
many teens set up secret accounts any way. 
He was also dubious about how effective 
nudging teens to take a break or move away 
from harmful content would be. He noted 
Facebook needs to show exactly how they 
would implement it and offer research that 
shows these tools are effective.

“There is tremendous reason to be skepti-
cal,” he said. He added that regulators need 
to restrict what Facebook does with its 
algorithms.

He said he also believes that Facebook 
should cancel its Instagram project for kids.

When Clegg was grilled by both Bash and 
Stephanopoulos in separate interviews about 
the use of algorithms in amplifying misinfor-
mation ahead of Jan. 6 riots, he responded 
that if Facebook removed the algorithms 
people would see more, not less hate speech, 
and more, not less, misinformation.

Clegg told both hosts that the algorithms 
serve as “giant spam filters.”

Democratic Sen. Amy Klobuchar of Min-
nesota, who chairs the Senate Commerce 
Subcommittee on Competition Policy, 
Antitrust, and Consumer Rights, told Bash 

in a separate interview Sunday that it’s time 
to update children’s privacy laws and offer 
more transparency in the use of algorithms.

“I appreciate that he is willing to talk about 
things, but I believe the time for conversation 
is done,” said Klobuchar, referring to Clegg’s 
plan. “The time for action is now.” 

Alanis Morissette 
Postpones UK/
European Dates  
a Second Time 
Due to COVID
BY GIL KAUFMAN

A
lanis Morissette had some hard 
news for her European fans over 
the weekend. Just days after 
wrapping up the Jagged Little 

Pill 25th anniversary tour in Los Angeles at 
the Hollywood Bowl last week, the singer 
told her fans in Europe and the UK that she 
misses them terribly, but won’t be seeing 
them anytime soon.

“Traveling overseas from country to coun-
try is becoming increasingly challenging 
with three kids during a time like no other 
on this beautiful planet,” said the singer 
who is mother two two sons and a daughter, 
all under 12 years-old. “I know things will 
shift— but for this moment—i am heart-
broken to say that we have to postpone the 
upcoming UK and Europe shows in october 
& november 2021.”

Alanis encouraged fans to stay tuned for 
rescheduled dates, which she promised will 
be coming soon, and to hold onto their tick-
ets, which will be valid when the new dates 
are announced. “I can’t wait to see you each 
as soon as we possibly can,” she wrote.

Following the Oct. 5-6 dates in Los An-
geles, Morissette was slated to kick off her 
European swing on Oct. 28 in Hamburg, 
Germany. The tour — featuring opening sets 
from Liz Phair — was slated to hit Copenha-
gen, Amsterdam, Budapest, Warsaw, Milan, 
Barcelona, Madrid and Paris before moving 

to the UK for a string of seven dates, culmi-
nating in a Nov. 25 show in Dublin, Ireland. 
Check Morissette’s tour page for updated 
information on the rescheduled shows.

Check out Morissette’s tweets below. 

Coldplay, 
Twenty One 
Pilots, Imagine 
Dragons Tapped 
for iHeartRadio’s 
ALTer EGO
BY TAYLOR MIMS

I
HeartMedia’s ALTer EGO is bring-
ing the biggest names in alternative 
rock music back to Los Angeles. 
On Jan. 15, Coldplay, Twenty One 

Pilots, Imagine Dragons and more will 
perform at The Forum with a nationwide 
livestream.

The lineup for the fifth annual iHeartRa-
dio ALTer EGO Presented by Capital One 
will also include Kings of Leon, Willow, All 
Time Low and more. The winter event will 
be hosted by Woody of iHeartRadio ALT 
98.7’s nationally-syndicated The Woody Show.

“I’m psyched!” Woody said in a release. 
“When the line-up is this good, with so much 
talent on the stage, it takes the pressure off 
the host. No one will notice and/or remem-
ber and/or care if I did a good job or not!”

LiveOne will exclusively stream all 
performances on livexlive.com. Over 75 
alternative and rock iHeartRadio stations 
will also broadcast the event live in their 
local markets.

This week, iHeartRadio is also giving 
away trips to Los Angeles to attend the con-
cert before tickets go on sale. The promo-
tion will run across more than 80 alterna-
tive, rock and classic rock stations.

“We’re beyond excited to be back live 
at the iconic Forum for our Fifth Annual 
iHeartRadio ALTer Ego!” said program 
director for ALT 98.7 and vp of rock and 

IN BRIEF

https://www.billboard.com/author/gil-kaufman
https://www.billboard.com/music/alanis-morissette
https://www.billboard.com/music/alanis-morissette
https://www.billboard.com/articles/news/9642191/alanis-morissette-hollywood-bowl-jagged-little-pill-tour-concert-recap
https://alanis.com/events
https://www.billboard.com/author/taylor-mims-2
https://billboard.com/music/coldplay
https://billboard.com/music/twenty-one-pilots
https://billboard.com/music/twenty-one-pilots
https://billboard.com/music/imagine-dragons
https://go.skimresources.com/?id=87443X1644751&xs=1&xcust=BB--|xid:fr1633984247566bbc&url=https%3A%2F%2Fwww.ticketmaster.com%2Fiheartradio-alter-ego-tickets%2Fartist%2F2428876
https://go.skimresources.com/?id=87443X1644751&xs=1&xcust=BB--|xid:fr1633984247566bbc&url=https%3A%2F%2Fwww.ticketmaster.com%2Fiheartradio-alter-ego-tickets%2Fartist%2F2428876
https://billboard.com/music/kings-of-leon
https://billboard.com/music/willow
https://billboard.com/music/all-time-low
https://billboard.com/music/all-time-low
https://shareasale.com/r.cfm?b=999&u=1279093&m=105185&afftrack=BB--|xid:fr1633984247567aia&urllink=www.livexlive.com%2F


 Page 23 of 26

alternative for iHeartMedia Lisa Worden in 
a release. “Seeing all of these artists together 
on one stage?!! We’re beyond grateful to have 
such an incredible lineup for the fans and 
what a way to kick off 2022.” 
Capital One cardholders will have ac-
cess to the presale starting on Oct. 18 at 
10am PT. Cardholders can also add a Capital 
One Access Pass to any pre-sale ticket pur-
chase for access to an exclusive event before 
the iHeartRadio ALTer EGO show which 
includes a private performance by All Time 
Low. Tickets for the general public go on sale 
Oct. 22 at 12pm PT on Ticketmaster here. 

UTA Signs Rising 
House Producer 
ACRAZE for 
Representation  
in All Areas
BY KATIE BAIN

W
ith ACRAZE riding the 
success of his biggest 
single to date, UTA has an-
nounced that it’s signed the 

New York-born producer for representation 
in all areas.

ACRAZE’S single “Do It To It” — which 
heavily samples Cherish’s 2006 single of 
the same name — has been rising on Hot 
Dance/Electronic Songs for six weeks and 
is currently in its highest position yet, at No. 
25. The genuinely undeniable track has been 
played out by dance world heavyweights 
including DJ Snake, Tiesto, Chris Lake and 
Martin Garrix.

Steve Gordon, UTA co-head of electronic 
music, first heard the song while himself 
on the dance floor, when his fellow client 
Dombresky played it during a set at Or-
lando’s Celine Nightclub. Gordon inquired 
about the song, and as luck would have it, 
ACRAZE and his manager Alex Akleh hap-
pened to be at the club that night.

“A new vibe is coming out of house music 
and ACRAZE is on the frontlines,” Gordon 

tells Billboard. “We are excited to partner 
with ACRAZE and bring him into the UTA 
fold to amplify this. Stay tuned because we 
are expecting big things from him as he con-
tinues to take over the house music scene.”

ACRAZE, born Charlie Duncker, will con-
tinue to be managed by Akleh at Orlando’s 
Syndicate Management and is also signed to 
A&R with Carlos Alcala, head of A&R at Los 
Angeles’ Thrive Music.

Since pivoting to house music from bass 
— a genre where he clocked the 2019 hit 
“Bang Bang” with 4B, released via Ultra Mu-
sic — ACRAZE has also done a fresh, bouncy 
edit of 1979 disco classic “Funky Town” 
and delivered an official edit of DJ Snake’s 
“Frequency 75.” He also released the tech 
house heater “Marco Polo” via Malaa’s Ille-
gal Mixtape Vol. 3 compilation. On Saturday, 
he played a headlining show at Los Angeles’ 
Exchange nightclub and will perform at 
EDC Orlando in November. 

RichMusic  
Adds Four New 
Artists to Indie 
Label’s Roster
BY GRISELDA FLORES

R
ichMusic announced today (Oct. 
11) the signing of four new artists 
to the indie label’s roster includ-
ing Colombian producer Animal, 

the label’s first female signing paopao from 
Puerto Rico, producer and songwriter Sy-
mon Dice, up-and-coming Argentine 
singer Thyago.

Representing a wide range of genres — 
from reggaeton to Latin trap, dembow and 
alternative pop — the new class joins a Rich-
Music roster that includes hitmaker Dimelo 
Flow, Sech, Justin Quiles and Dalex.

“We are beyond excited to be bringing 
in this new wave of talent. Each one of 
them brings their own unique brand of raw 
talent, musical prowess, and passion for 
their craft,” said Josh Mendez, CEO and co-
founder of RichMusic, in a statement. “They 

inspire us to keep dreaming and to think 
bigger, and we can’t wait to show their tal-
ent to the world and grow along with them.”

Among the new signees, Thyago and 
paopao are part of the 150 creators selected 
to participate in the first-ever TikTok Latinx 
Creatives accelerator program, which was 
launched in an effort to help further grow 
the Latinx creative community on the plat-
form with a focus on nurturing and develop-
ing Latinx creators and music artists.

Rich Music, the Miami-based indepen-
dent record label, was founded by father and 
son Richard and Joshua Mendez along with 
their family member Jim Aquino in 2007. 
Most recently, Josh Mendez was named one 
of Billboard’s 2021 Latin Power Players where 
he shared his advice to young artists.

“You have to be able to write your own 
music and be confident in a room full of 
other creatives to stand out,” he explained. 
“Also, it’s very important to find the right 
team that believes in your dreams and 
shares your same goals.” 

Eric Church  
Sets 2 Solo Shows 
After Bandmates 
Test Positive  
for COVID-19
BY JESSICA NICHOLSON

T
his weekend, Eric Church will 
perform two solo concerts on 
his The Gather Again Tour 
after members of his band tested 

positive for COVID-19. Church will turn 
his Friday (Oct. 8) show in Pittsburgh and 
his Saturday show in Philadelphia into solo 
performances.

On Friday, Church posted a message on 
social media explaining the situation. “De-
spite thorough safety protocols, a limited 
number of breakthrough cases have oc-
curred within the Eric Church Band. In the 
best interest of everyone’s health and safety, 
Eric Church will perform this weekend’s 
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shows in Pittsburgh and Philadelphia as a 
special solo performance. Get ready PA.”

Church launched the aptly named tour 
Sept. 17 at Lexington, Ky.’s Rupp Arena. The 
tour is slated to run through May 20, 2022, 
culminating with a show at New York’s 
Madison Square Garden. Church’s Gather 
Again Tour has been a joyous reunion for 
the artist and his fans alike, marking his 
return to the road after the pandemic forced 
the postponement of both Church’s Heart & 
Soul triple album and his 2020 tour. It also 
marks the first time Church has used an in-
the-round stage for his tour.

For a Billboard cover story earlier this 
year, Church received his COVID-19 vacci-
nation during his Billboard photo shoot.

“It became very clear to me that the only 
way to really get back to normal is through 
vaccinations,” he told Billboard at the time. 
“You’ve got to get needles in arms.”

After his two Pennsylvania concert dates, 
Church is slated for a show in Denver on 
Oct. 15. Church, the reigning CMA enter-
tainer of the year, is also one of the most-
nominated artists heading into November’s 
Country Music Association Awards, includ-
ing another nod for the coveted entertainer 
of the year trophy. 

Coldplay Teases 
‘Music of the 
Spheres’ Release 
With Mysterious 
Lyrics Billboard
BY STARR BOWENBANK

C
oldplay is gearing up to release 
its ninth studio album, Music of 
the Spheres, on Friday (Oct. 15). 
To build anticipation, the band 

placed a billboard to tease their upcom-
ing record — much like Drake and Adele’s 
recent promotional moves — in London 
with lyrics from “Biutyful,” the eighth track 
from the album.

A Coldplay fan account posted the bill-

board to Twitter and shared a picture of 
the display located in Westfield Shepherd’s 
Bush, London. The billboard contains a 
neon version of planet Earth, which was 
recently featured in a teaser video with a 
snippet from their upcoming collabora-
tion with Selena Gomez, “Let Somebody 
Go.” The band is also promoting the release 
of Music of the Spheres with a two-day im-
mersive event in collaboration with Ama-
zon Music entitled “The Atmospheres.”

“All I know is I love you so/ I hope you 
get everything you want in this biutyful life/ 
Change for your pocket, someone for the 
night/ I hope they name you a rocket and 
take you on a ride for free/ And if they tell 
you you’re nothing, maybe you’d explain/ To 
me you’re the summer sun after rain,” lyrics 
from the billboard reads.

Music of the Spheres already has a No. 1 
single under its belt — “My Universe,” Cold-
play’s collaboration featuring K-pop super-
stars BTS, hit the top spot on the Billboard 
Hot 100. The single marked the British rock 
band’s first No. 1 hit since 2008’s “Viva La 
Vida” and gave both groups appearances on 
the Rock & Alternative Airplay and Alter-
native Airplay charts, reaching the No. 20 
and No. 23 spots, respectively.

Music of the Spheres will be released on 
Friday, Oct. 15 via Parlophone and Atlantic 
Records. See the billboard below. 

The Script  
Notch Sixth  
U.K. No. 1 Album
BY LARS BRANDLE

T
he Script start at the summit 
of the Official U.K. Albums 
Chart with their career-retro-
spective, Tales From The Script 

- Greatest Hits.
The Irish trio’s compilation (via Sony 

Music CG) is their sixth leader, fol-
lowing The Script (from 2008), Science 
& Faith (2010), No Sound Without Si-
lence (2014), Freedom Child (2017) and Sun-
sets & Full Moons (2019).

According to the OCC, the set snags 
23,000 chart sales, with 87% of that total 
from physical sales.

With their sixth No. 1, The Script join an 
elite club of rock bands that includes Arctic 
Monkeys, Genesis, Pink Floyd, Kings Of 
Leon, Radiohead, Blur and Muse.

The Specials blast in at No. 2 with Pro-
test Songs 1924-2012 (Island), for the ska 
legends’ fifth U.K. Top 10 album, while 
Queen drummer Roger Taylor hits his first 
solo U.K. Top 10 with his sixth record Out-
sider (EMI), new at No. 3.

Also new to the current frame is Tony 
Bennett and Lady Gaga’s sophomore duets 
effort, Love For Sale (Interscope), debuting 
No. 6.

Hans Zimmer cuts a slice of history 
with his soundtrack to the new James Bond 
film No Time To Die (Decca). The album 
bows at No. 7 on the weekly chart, to be-
come the highest-charting Bond title in the 
franchise’s history.

The LP’s title track, led by Billie Eil-
ish and featuring Smiths guitarist Johnny 
Marr alongside Zimmer, went to No. 1 on 
the Official U.K. Singles Chart in February 
2020, boasting the biggest opening week 
for any Bond theme. Eilish’s track reenters 
the singles survey this week at No. 32.

Meanwhile, London rapper Potter Payper 
scoops a second U.K. Top 10 entry with the 
week’s most-streamed new entry, Thanks 
For Waiting (0207), new at No. 8 on the 
main chart.

And finally, Taylor Swift’s Fearless (Tay-
lor’s Version) (via EMI) reenters the tally at 
No. 9, following its release on vinyl.

Over on the Official U.K. Singles 
Chart, Ed Sheeran enters a fourth week 
at No. 1 with “Shivers” (Asylum), which 
accumulates another 6.7 million streams 
over the seven-day reporting period, to fin-
ish the week “comfortably ahead” of Elton 
John & Dua Lipa’s “Cold Heart” (Pnau Re-
mix) (via EMI), the OCC reports.

The highest new entry this week belongs 
to Skylar Grey, whose Venom: Let There Be 
Carnage tie-in “Last One Standing” (Inter-
scope), featuring Polo G and Mozzy, starts 
at No. 46. 
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Hans Zimmer’s 
Bond Soundtrack 
‘No Time To Die’ 
Makes U.K.  
Chart History
BY LARS BRANDLE

J
ames Bond is back, and he’s just shot 
down an old chart record.

As the latest film in the Bond 
franchise posts impressive box of-

fice figures around the globe, the original 
soundtrack makes Official U.K. Chart history.

Helmed by German composer Hans Zim-
mer, No Time To Die (Decca) opens at No. 
7 on this week’s Official Albums Chart, for 
the highest-charting Bond soundtrack to 
date, the OCC reports.

The debut easily beats the No. 14 best of 
1964’s Goldfinger, and it marks Zimmer’s 
highest-charting album to date in the U.K.

“It’s incredible to think that we effectively 
launched this album at the Brits in 2019,” 
comments Zimmer. “It feels fantastic that 
the movie and its music are finally receiv-
ing such a rapturous and record-breaking 
reception. If you’re going to make chart 
history, you might as well do it with James 
Bond! I’m delighted.”

No Time To Die also leads this week’s Of-
ficial Classical Artists Album Chart, while 
the title track, performed by Billie Eilish, 
returns to the Official U.K. Singles Chart 
at No. 32.

Following its release in February 2020, “No 
Time To Die” gave Eilish her first U.K. No. 1 
single, as it registered the biggest-ever open-
ing week for a James Bond movie theme.

The 25th James Bond feature film has 
tallied over $313 million at the global box 
office, including a $56 million opening in 
North America, good enough for No. 1, ac-
cording to data published by The Holly-
wood Reporter. 

Elton John  
and Dua Lipa’s  
‘Cold Heart’  
Is Warming as 
Favorite For  
U.K. No. 1
BY LARS BRANDLE

F
or the first time in 15 weeks, some-
one other than Ed Sheeran is set 
to be crowned on the U.K. singles 
chart.

Elton John and Dua Lipa are poised to 
topple Sheeran from the chart summit with 
“Cold Heart,” a mashup of the Rocket Man’s 
songs, remixed by Sydney trio Pnau.

“Cold Heart” leads the First Look chart, 
which ranks singles based on 48 hours of 
sales and streaming activity, with Sheeran’s 
“Shivers” coming in at No. 2.

Sheeran has locked up the chart for 
months, first with “Bad Habits,” which ruled 
for 11 weeks, then “Shivers,” which replaced 
it at No. 1 and has stayed there for four weeks.

Should “Cold Heart” hang on, it’ll mark 
the second time Pnau and Elton have 
teamed up for a U.K. title. The electronic 
music producers rearranged the veteran 
British artist’s classic songs for Good Morn-
ing to the Night, which spent a week at No. 
1 on the Official U.K. Albums Chart back in 
July 2012.

Jesy Nelson’s post-Little Mix career gets 
off to a bright start as “Boyz,” her col-
laboration with Nicki Minaj, bows at No. 3 
on the chart blast. If it holds on, it will give 
Minaj a 13th Top Ten appearance, and a first 
for Nelson as a solo artist.

Just outside the Top 10 is Cold-
play and BTS’ collab “My Universe,” which 
lifts 12-11 as the release of Coldplay’s ninth 
album, Music of the Spheres, draws closer.

The Official U.K. Singles Chart is pub-
lished late Friday, local time. 

Ariana Grande 
Gives Away  
$5 Million in 
Free Therapy For 
World Mental 
Health Day
BY GIL KAUFMAN

A
riana Grande announced a part-
nership with online therapy pro-
vider Better Help Sunday (Oct. 
10) in honor of World Mental 

Health Day that includes a pledge to donate 
up to $5 million in free therapy.

“I acknowledge that there are very real 
barriers when it comes to accessing mental 
health resources, and while this is only one 
small gesture (and a much larger systemic 
problem remains) I wanted to do this again 
with @betterhelp in hopes of bringing 
access to a few more people and perhaps 
inspiring a few of you to try something new 
and prioritize your own healing,” the singer 
wrote about her latest donation to support 
mental health.

Ari encouraged her followers to check 
out this link to get their free month of thera-
py started. Back in June, Grande announced 
that she was planning to give away $1 million 
in free therapy from BetterHelp to fans 
would can’t otherwise afford it.

Maroon 5 also acknowledged World Men-
tal Health Day by supporting kids’ mental 
health and organizations including Your-
MomCares, which was founded by singer 
Adam Levine’s mother Patsy Noah along 
with Jonah Hill/Beanie Feldstein’s mom 
Sharon Feldstein and Alicia Keys’ mom Ter-
ria Joseph to remove the stigma surround-
ing kids’ mental health.

“We are donating to help continue the 
further development of behavioral health 
care that was not previously available for 
adolescents,” tweeted the band, encouraging 
fans to text maroon5 to 44-321 to help sup-
port the cause.
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Check out their tweets below. 

Reba McEntire 
Reveals All-Female 
Openers for Live  
In Concert Tour
BY JESSICA NICHOLSON

R
eba McEntire has revealed the 
lineup of openers for her upcom-
ing Reba: Live in Concert Tour, 
and she’s welcoming an all-fe-

male slate of talent to open her shows.
Joining her on various dates will be Bran-

dy Clark, Hannah Dasher, Caylee Hammack, 
Reyna Roberts, Caitlyn Smith, Brittney 
Spencer and Tenille Townes.

McEntire’s all-female lineup follows 
a similar path as 2019 tours from Carrie 
Underwood, Miranda Lambert and Maren 
Morris, which each touted an all-female 
lineup. Hammack and Townes previously 
appeared on Lambert’s 2019 Roadside Bars 
& Pink Guitars tour, while Townes also 
opened a couple of shows on Morris’ Girl: 
The World Tour in 2019. 
McEntire previously told Billboard that hav-
ing so much time off the road since the be-
ginning of the COVID-19 pandemic has also 
helped her reconsider her touring strategy.

“We’re more selective of the things we do,” 
McEntire told Billboard. “On this tour, we’re 
going back out in January. We’ll do three 
shows a weekend, where I used to do four.”

Tickets for the Live Nation-promoted 
Reba: Live in Concert Tour will go on 
sale Oct. 15 at 10 a.m. local time at reba.
com and livenation.com.

The news follows McEntire’s just-re-
leased three-part box set Revived, Remixed, 
Revisited, which takes 30 of her biggest 
hits and reimagines them in various ways. 
McEntire just released the official music 
video for one of the album’s tracks, a new 
rendition of McEntire’s signature ballad 
“Does He Love You,” this time featuring 
Dolly Parton.

On Oct. 12, fans will get a deeper look into 

the new project, when McEntire takes part 
in an Amazon Music livestream event, per-
forming songs with her Revisited producer 
Dave Cobb. The event will begin at 5 p.m. 
CT on Amazon Live and via the Amazon 
Shopping App on Fire TV. 

Jamie Lynn 
Spears to  
Release Memoir: 
‘This Book Gave 
Me Closure’
BY THANIA GARCIA

B
ritney Spears’ sister, Jamie 
Lynn Spears, revealed she has a 
memoir on the way on Monday 
(Oct. 11). The book — which is 

titled Things I Should Have Said — is set to 
be released on Jan. 18, 2022 via Worthy Pub-
lishing. The memoir is said to be an intimate 
look into Spears’ personal struggles as a 
child actress, teen mother and public figure, 
and has been in the works since Spears’ 
daughter, Maddie, got into an ATV acci-
dent in 2017.

On Worthy Publishing’s site, Things I 
Should Have Said is described as a “portrait of 
a wife, momma, sister, daughter, actress, and 
musician doing the best she could to show up 
for herself and teach her daughters to have 
the courage to love every part of themselves, 
too.” A portion of the book’s proceeds will go 
to This Is My Brave, a non-profit organiza-
tion that aims to uplift the voices and stories 
of individuals in the midst of mental illness 
and addiction struggles.

Spears ended her Instagram post by offer-
ing her followers some encouraging words: 
“Last but certainly not least, I want you all 
to know, YOU matter, YOUR story matters, 
YOU are enough, and don’t ever let this 
world try to convince you otherwise.”

See Spears’ post below. 
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