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Executive of the Week: Warner Music
South Africa MD/SVP
Strategy Sub-Saharan Africa Temi Adeniji
BY DAN RYS
For more than two years, Nigerian singer Ckay’s
sleeper hit “Love Nwantiti (Ah Ah Ah)” has been
slowly but steadily making its way around the world,
boosted by a slew of remixes and collaborations and a
behind the scenes campaign that focused on breaking
the song market by market — with a little help from
social media as well. And now, that work is paying off:
the song has risen to No. 2 on both Billboard’s Global
200 and Global Ex-U.S. charts, and this week cracked
the top 40 of the Hot 100, rising to No. 35 in just its
third week on the chart.
The success of the song both internationally and in
the U.S. was part of a concerted global effort by the
Warner Music Group — and helps newly-minted Warner Music South Africa managing director and senior
vp strategy for Sub-Saharan Africa Temi Adeniji earn
the title of Billboard’s Executive of the Week.
Here, Adeniji explains how the track spread
throughout the world, the concerted, global efforts
of several WMG offices and why the song is peaking
now, two years after its initial release. “The whole
company was moving in lockstep to deliver a hit in
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their respective territories, from India to France to
the U.K.,” she says. “The result of that synchronized
effort is clear.”
CKay’s “Love Nwantiti (Ah Ah Ah)” has climbed
all the way to No. 2 on both Billboard’s Global 200
and the Global Ex-U.S. charts in just four weeks.
What key decision(s) did you make to help make
that happen?
Honestly, a lot of it was organic, but we moved
quickly to transition the consumption of the track
from social media platforms to DSPs. The song came
out in 2019 and we licensed the remixes from Chocolate City in 2020, so we were not expecting to see it
spiking again in August of 2021, when a Mauritian DJ
(DJ Yo!) remixed it. We quickly realized his unauthorized version was driving a lot of the virality, so we
moved to locate him and enter into a deal to make it a
win-win for all involved.
From there, our team at Warner Music France was
the first to spring into action, pushing for DSP support and going straight to radio with the track. Their
(continued)
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efforts led to the first No. 1 charting spot for
“Love Nwantiti” being out of France. While
France led the pack, everyone soon followed
suit and have been able to build on the success locally within their respective territories, illustrating the power of a fast-moving
unified global network.
How did you help grow this song from
Africa to the rest of the world?
We amplified the organic traction by putting our global firepower behind this track.
But even when we initially dropped “Love
Nwantiti,” we did so with the intent of taking it global. Credit to [Warner Recorded
Music president of emerging markets] Alfonso Perez-Soto, who pushed for a
variety of local versions — a French remix
with Franglish, a German remix with Frizzo, a Spanish remix with De La Ghetto,
an East African remix with Rayvanny, a
MENA [Middle East/North Africa] remix
with El Grande Toto. These helped the
track saturate around the world. Morocco’s
El Grande Toto remix was received especially well; the song has consistently been in the
Spotify top 10 in various countries across
MENA. For me, this has solidified an ardent
belief that global hits will increasingly come
from non-Anglo markets.
The song is also making in-roads in the
U.S., reaching the top 40 of the Hot 100
this week. Why do you think it’s having
such a big impact?
This is a global hit making in-roads around

the world — including the U.S. — because it’s
a brilliantly-produced track performed by
an amazingly talented performer. It’s catchy
in all the right ways and somehow seems
to sync seamlessly with all kinds of content
from sports — Manchester United has used
it a few times on their social media — to
fashion to just about any activity folks put up
on the ‘gram. Significantly, we mobilized our
affiliates around the world on this track — the
whole company was moving in lockstep to
deliver a hit in their respective territories,
from India to France to the U.K. The result of
that synchronized effort is clear.
Following the breakthrough of Wizkid’s “Essence” and now “Love Nwantiti,”
Afrobeats seems to finally be gaining a
stronghold around the world. Why do
you feel that it’s happening now, and how
can you build on that moving forward?
Of course I’m glad to see African music
finally being talked about. But limiting
that conversation to Afrobeats somewhat
diminishes the breadth of genres you find
across the continent and also doesn’t quite
acknowledge that sounds from the African
continent have inspired almost all genres of
music across the world. I think what we’re
seeing now is a resurgence of music from
the continent because of the quality of the
music and also because there is just more
access to information and less gatekeepers,
and a more concerted effort to break songs
globally and ensure good music — from any-

where, really — cuts through the noise.
You’ve taken on your current position
just in the past few months. What have
been some of the challenges and successes you’ve experienced so far?
Well the obvious success has been the rise
of “Love Nwantiti” and Ckay as an artist. I’m
so excited to support his continued growth.
The biggest challenge has been logistical:
trying to get my visa, stepping in as MD of
the business virtually and in the middle of a
pandemic — the third wave hit South Africa
at the end of June/July and was particularly
devastating — and riots across the country. I
definitely have had my work cut out for me.
That being said, it has been an incredibly
impactful learning experience for me thus
far — I am building an amazing team with
the brightest people who can stand shoulder to shoulder with the best in the world.
I can’t wait to see what we accomplish
together.
What do you think are some of the key
areas you want to focus on to continue
growing music from Africa around the
planet?
My goal is to build a sustainable African
media company developing and showcasing
the best musical talent the continent has to
offer. Our strategy will be thoughtful, taking
into consideration the important cultural
nuances across the continent. We will be
measured yet innovative and never afraid to
take smart, calculated risks.
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GRUPO FIRME
10 TH ANNIVERSARY

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.
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Join Billboard in congratulating Grupo Firme on
their remarkable career over the past 10 years
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2019; and $9.65 million in 2018. It’s standard
practice for companies to disclose potential conflicts of interest – not likely, just
potential – to their investors in financial
statements.
Meanwhile, the prospectus also notes that
UMG entered into a publishing administration agreement on Oct. 1, 2019, with 10K
Projects for its Ten Thousand Music Publishing company. As part of that deal, UMG
provided a $1 million advance and a signing
fund of up to $1.5 million per year for the
first four years of the contract.
In another 10K Projects deal, dated July
3, 2019, the Elliot Grainge-led company was
assigned the agreement that artist Gnar had
with UMG’s Capitol Music Group. That deal
provided CMG the right to recoup $564,000
from its investment in Gnar’s music.
Finally, Elliot’s company signed a distribution agreement with the then-named
Caroline, now Virgin Music Artist & Label
Services.
Under the agreement, Caroline is
required to pay advances to 10K for costs
incurred in connection with A&R, marketing, promotion and overhead.
Another conflict-of-interest item noted that UMG has entered into a worldwide
publishing administration agreement with
Julian Swirsky, the son of UMPG chairman
and CEO Jody Gerson. Swirsky, the prospectus notes, in October 2016, which has been
amended so that it is in effect until March
31, 2022 — although it also notes that some
specific recordings may qualify for earlier
termination or extended terms. is employed
as a senior VP of A&R at Republic Records.
Also, the prospectus disclosed that another son, Luke Swirsky, is an independent
contractor to Republic Records, but it
doesn’t provide details.
Start Me Up
In anticipation of the next wave of industry transformation, UMG and its operating companies have launched Abbey Road
Red, launched in 2015; gBeta Music Tech,
launched in 2018 by Capital Music Group
and the Gener8tor startup accelerator; and
the Accelerator Engagement Network, a
network of 12 accelerator programs. Each
organization is aimed at mentoring and promoting entrepreneurship music technology

startups. The latter initiative “has supported
the mentorship of over 120 music-technology startups that have collectively raised over
US$130 million in funding.” Additionally,
UMG has hosted 25 “innovation challenges”
and hackathons that have resulted in more
than 215 working prototypes.
That Gum You Like Is Coming
Back Into Style
With its physical sales totaling $945 million in 2020 and its download sales at $413
million, those numbers show that UMG is
still invested in the sales model, even though
the preponderance of revenue and its future
comes from streaming. In another sign that
the sales model is still a factor, UMG paid
out 1.1% of its 7.43 billion euros ($8.4 billion), or $82 million, in mechanical expenses
to music publishers.
Sharing Is Caring
As part of its Sept. 21 listing, Vivendi
distributed 1,813,241,160 shares. But UMG
is authorized to issue a total of 2.7 billion
shares, which means that there is already
the potential for another 887 million UMG
shares to come to market. However, this
allotment isn’t like a shelf registration,
which allows companies to issue further
shares without going through the process of
issuing another prospectus. Sources suggest
that any further issuance of those 887 million UMG shares would need shareholder
approval.
Bonus!
The UMG prospectus says that it will pay
50% of the company’s annual net profits in
dividends, twice a year; and that the board
has already approved a 362.7 million euros
($420 million) payout on Oct. 28. That will
be the first payout for 2021, even though
the prospectus notes that on April 29, the
company paid out a dividend that totaled
422 million euros ($510 million). However,
that payout was for 2020.
Current vs. Catalog
On the bottom of page 53 of the prospectus it says that in 2020, catalog content
accounted for 54% of UMG’s recorded
music digital and physical revenue. In contrast, MRC Data says that in 2020, catalog
accounted for 65% of activity. While it appears that UMG is lagging industry trends,
that likely isn’t the case. First off, the MRC

data cited above only covers the U.S., while
UMG refers to a global percentage. Second
of all, there is another factor to consider:
older catalog titles are often sold at discount—who remembers the $5 CD bins at
Walmart and Best Buy? Or to put it another
way, the UMG percentage reflects dollars,
while the MRC percentage reflects a unit
count. So the lesson there might be: while
catalog has a larger proportion of the marketplace when counting units, that catalog
percentage might shrink when counting
revenue. Got it?
Global Footprint
Besides its presence in all the usual
territories where music plays well, the prospectus notes that UMG is diversifying its
global presence even more aggressively, by
generating new activities and key partnerships in Israel, Morocco, Vietnam, Senegal,
Cameroon, Nigeria, Italy, India, Indonesia,
Thailand and South Korea.
In order to have a global presence, UMG
employs approximately 9,370 persons
worldwide, including full- and part-time
employees.
The document also laid out the average
number of UMG’s 9,370 employees by region
for June 30, 2021: 3,910 in Europe; 3,502 in
North America; 1,438 in Asia-Pacific; 390
in Central and South America; and 130 in
Africa.
Borrowing Power to Spare
As a standalone company, UMG will have
direct access to capital markets to fund
catalog acquisitions and acquire companies.
As of June 20, 2021, UMG could assume
billions of euros of additional debt. Until
UMG has certain ratings by a credit ratings agency, such as Moody’s or Fitch, the
company must maintain a leverage ratio no
greater than 4.0 — meaning its long-term
debt cannot exceed 4 times its EBITDA
(earnings before interest, taxes, depreciation
and amortization). Currently, UMG’s leverage ratio is about 2.0, meaning UMG could
assume about 2 billion euros ($2.3 billion)
of additional debt, an amount that increases
as UMG’s EBITDA grows over time.
Publicly Traded by Vivendi at Heart
UMG will have leeway to adjust to being
a public company. Vitally, UMG appointed
its first board of directors without outside

2 0 2 1

BOYARSKI FRITZ LLP
10 TH ANNIVERSARY

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.

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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nominations — those will inevitably come
later — by later investors. Instead, two
board members have long-standing ties
to UMG: CEO Grainge and deputy CEO
Vincent Vallejo. Two members came from
the Tencent-led consortium that owns 20%
of UMG’s equity and another is also on the
Vivendi board. UMG has a 42% free float,
meaning 58% of its shares are owned by
long-term investors that will not sell their
shares. That ensures UMG’s voting power
will remain concentrated in UMG’s pre-spin
off investors: Vivendi and the Bolloré Group,
which at an 18% stake is Vivendi’s largest
shareholder. However, these existing shareholders do not have a lock up period and
may, however unlikely, sell their shares.

Here’s How the
Grammys Decided
Kacey Musgraves’
‘Star-Crossed’ Isn’t
a Country Album
BY MELINDA NEWMAN

W

hen the country screening
committee for the 64th
annual Grammy Awards
ruled last week that Kasey
Musgraves’ Star-Crossed was not eligible to compete in the best country album
category at the 2022 awards show, the decision raised questions about the process.
Cindy Mabe, president of Universal Music Group Nashville (UMGN), whose MCA
Nashville imprint released Star-Crossed in a
new joint venture with pop label Interscope
Records, wrote a letter to Recording Academy CEO Harvey Mason Jr. condemning
the ruling: “This decision from the country
committee to not accept star-crossed into
the country albums category is very inconsistent and calls into question the other
agendas that were part of this decision.”
Surprising as the decision may have
seemed, given that Musgraves had taken
home the Grammy for best country album

two times previously and five of her six
Grammy wins are in country categories,
insiders revealed to Billboard the specifics of
how the Musgraves decision came about.
The Recording Academy started the
screening committees in 1989, and now
says it has more than 350 “experts” across
various genres, including rock, rap, classical, jazz, classical, Latin and country, who
meet to make sure the entries have been
placed in the appropriate category. “The
purpose of screenings is not to make artistic
or technical judgments about the recordings, but rather to make sure that each entry
is eligible and placed in its proper category,”
according to the award show’s website.
The country committee this year included
about 15 country executives and creatives,
many of whom return each year and whose
identities are not made public, according
to a source. Via Zoom, over two days they
reviewed all country submissions to determine if they had been correctly entered in
the four country categories: best country
solo performance, best country duo/group
performance, best country song and best
country album.
According to published rules and guidelines for next year’s Grammy Awards on Jan.
31 — and the definition used by the committee — the Grammys’ country field “recognizes excellence in country music recordings that utilize a stylistic intention, song
structure, lyrical content and/or musical
presentation to create a sensibility that reflects the broad spectrum of country music
style and culture. The intent is to recognize
country music that remains reminiscent
of its culture’s legacy while also engaging
contemporary forms that ‘push the boundaries’ but still are relevant in the collective
country music culture. The Field includes
recordings and songs that are country in
content as opposed to those that may have a
‘country flavor,’ but are aimed at the contemporary or pop audience.”
For those submissions where there was
disagreement over whether it was appropriately categorized as country — like
Musgraves’ Star-Crossed — they took a vote
to determine if it should stay in the country
field. “This is not a quality issue. We just
have to say is it country or is it not coun-

try,” says a source, who says the number of
debated entries reached the low dozens.
With Star-Crossed, which debuted at No. 1
on Billboard’s Country Albums chart, the
committee members listened to each track,
evaluating instrumentation, lyrical content
and Musgraves’ vocals, among other criteria,
and decided to call a vote.
Most of the main country labels have representatives in the committee meeting and
they are allowed to advocate for their entry,
should it be called into question.
Unlike with the now disbanded nominating review committees, Grammy rules don’t
require that stakeholders in a project recuse
themselves for the vote in the screening
committees, but often committee members
in the room will bring up their involvement
in the project for the sake of transparency.
With Star-Crossed, two members of the
committee — someone from UMGN and
a publisher who represented one of the
writers — acknowledged they had worked
on the album, sources say. One source says
they can’t remember whether the two
recused themselves or voted, but says their
votes would not have changed the outcome.
Another says the two were asked not to
vote, but does not know if they voted or
not. (Billboard has reached out to the two
committee members, but they have not
responded and Billboard is keeping their
names anonymous.) The song “Camera
Roll” from Musgraves’ album was, however,
submitted and accepted in the best country
song category.
In her letter, Mabe accused the members of the screening committee of playing politics and calls the whole process
into question: “The idea that a handful of
people including competitors, who would
benefit from Kacey not being in the country
category, are deciding what is country only
exacerbates the problem. The system is
broken and sadly not just for Kacey Musgraves but for our entire genre because of
how these decisions are made for music’s
biggest stage. Building roadblocks for artists
who dare to fight the system is so dangerous
and against everything I think the Grammy’s
[sic] stand for. But that’s where we are
today.”
“Someone has make to make these
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qualitative decisions,” says a source, “but
the committee members tend to call each
other out if they see someone has an agenda.
Wouldn’t you rather have industry experts
living this every day makes these decisions
than the [Recording Academy] staff?”
Though an album’s marketing is not
supposed to affect the committees’ decisions, this is Musgraves’ first album released
in conjunction with Interscope and it has
not had any singles serviced to country
radio. “Justified” from Star-Crossed has
become Musgraves’ highest charting single
on two of Billboard’s pop-oriented radio
charts: It climbs to No. 28 on Adult Pop
Airplay and No. 13 on Adult Alternative
Airplay for the charts dated Oct. 16 and is
bubbling under the threshold for the Pop
Airplay chart. After peaking at No. 22 on
Billboard’s Hot Country Songs chart,
“Justified” stands at No. 32 this week, while
another album track, “Breadwinner,” is No.
48 on the same chart.
Following its vote, the country committee turned the submission over to the pop
screening committee, who accepted it as
a best pop album contender. ““Pop takes
screening very seriously and doesn’t want
to be a catch-all,” says a source. “They are
mindful of that. They welcomed the album.”
Any disputes between the genre committees are adjudicated by The Grammys’ core
committee — typically a group of 40 or more
music creators and industry representatives
including generalists and specialists from a
range of genres. With Star-Crossed, a representative from Interscope requested that the
core committee review the decision to move
the album to pop — but after a full discussion, including a report recounting the
country committee’s process and a listening
session, the core committee voted that it
belonged in the pop category. “It was a very
democratic and fair process,” says a source.
It is unclear how many, if any, country specialists were on this year’s core committee
and the academy declined to comment.
It is not unprecedented for artists to get
nominated and win in different genres in
different years based on where the entry
lands — whether originally submitted in that
genre or moved by the committees. Beck
won best alternative music album in 1997,

2000 and 2019, but won best rock album in
2015. Taylor Swift won country song in 2012
and pop vocal album in 2016 (though she
had by then declared her intention to move
from country to pop). Emmylou Harris has
won in country, folk and Americana, while
banjoist Bela Fleck has won in everything
from folk to contemporary world music to
country and classical crossover.
After the three reviews and votes by the
country, pop and core committees, the decision on Star-Crossed’s move from country to
pop is final. Write-ins are also not allowed
on the ballot.
“The album was comprehensively and
thoughtfully listened to, evaluated and
discussed and voted on by three separate
committees, who were all in firm agreement,” says a source. In addition to best pop
album, Star-Crossed will also be eligible for
album of the year.
While the Grammy committee members
have spoken, Musgraves and her fellow artists have spoken out too: Musgraves posted
an Instagram story on Thursday featuring
herself as a young girl in a pink cowboy hat
and captioned it, “You can take the girl out
of the country (genre), but you can’t take
the country out of the girl.” She followed
it with a series of photos of her with such
country legends as Loretta Lynn, Dolly
Parton, George Strait and Reba McEntire,
tagging each artist in the photo and adding
a comment, such as “Ain’t that right, Loretta
Lynn,” or “What about you, Dolly?” She
ended the post with a photo of her performing, extending her two middle fingers in the
air. A number of the tagged artists reposted
and responded including Strait who wrote,
“Kacey, you’ve got my vote.”
Mabe was not available for further
comment. Musgraves’ manager Jason
Owen told Billboard, “I do not believe that
I could articulate anything better than Cindy’s letter. She says it all and says it perfectly.” The Recording Academy and Interscope
did not respond to request for comment.
Although Musgraves may feel StarCrossed has been treated unfairly, she may
be the ultimate winner, says a source, given
the added exposure the controversy has
brought to the project shortly before first
round ballots arrive in voters’ inboxes and

nominations are announced Nov. 23. “Every’s talking about the record now.”
(Editor’s note: Melinda Newman participated in the core committee a handful of
times as a freelance journalist prior to returning to Billboard in 2017.)

Lyric Capital
Secures $500M
Investment to
Fuel Spirit Music
Acquisitions
BY ED CHRISTMAN

L

yric Capital Group, owner of Spirit
Music Group, has once again reinvented its capital structure with
a $500 million investment. The
influx comes from a group led by Torontobased investment management firm Northleaf Capital Partners and includes Caisse de
dépôt et placement du Québec (CDPQ) as a
significant co-investor.
Specific terms of the deal, which is
described as a “strategic alliance” were
not disclosed except to say that Northleaf
and its investors will hold an unspecified
interest in “certain music royalty catalogs
managed by Lyric Capital Group.”
In early 2019, the then-newly created
Lyric Capital Group — led by managing partner Jon Singer, who also serves as chairman of the Spirit Music Group, and Lyric
Capital Group partner Ross Cameron — led
a recapitalization of Spirit Music, bringing in some $350 million. That consisted
of about at least $280 million in equity by
the Morgan Stanley Alternative Investment
Partners and an undisclosed amount of debt
from Sun Trust Bank, now known as Truist,
and Pinnacle Bank.
That 2019 deal took out Spirit Music
majority owner Pegasus Capital Advisors
and retired about $50 million in debt from
the Fortress Credit Corp. Now, a company
spokesman confirms that the latest deal
takes out Morgan Stanley from the owner-
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ship picture.
In the prior 2019 deal, the catalogs carried a $280 million valuation, sources then
told Billboard. It’s unknown what valuation
this deal comes in at.
Looking ahead, the 25-year-old Spirit Music Group can now continue to build upon
its already impressive legacy of evergreen
copyrights and present day hit songs, the
company said in a statement.
“From day one, Spirit has stayed committed to providing unparalleled service to
our songwriters and business partners and
we’re proud that the health of our company
reflects that promise today,” said Singer in a
statement. “This strategic alliance allows us
to continue to anticipate our clients’ needs
in a constantly evolving market and accelerate our growth strategy of investing in iconic
catalogs, elevating new music and serving
the needs of the songwriters who entrust us
with their life’s work. We are excited to have
Northleaf on board who share our vision.”
Spirit claims that its combined catalog
now totals over 100,000 songs, including
more than 800 hits and includes songs by
Pete Townshend, T. Rex, James William
Guercio, Graham Nash, Henry Mancini,
Marilyn and Alan Bergman, among others.
“Northleaf is the right long-term strategic
partner for us as they bring strong creative
sensibilities and private markets expertise
as well as access to flexible capital to support our growth strategies within the music
royalty space,” Cameron said in a statement.
Other songs in the Spirit catalog include
works from such songwriters as Billy Squier,
Charles Mingus, Doc Pomus, Lou Christie,
Louden Wainwright III, Marshall Tucker
Band, Phil Coulter, Boz Scaggs, T Bone
Burnett, Frank Rogers, Gregg Wattenberg,
David Paich, Tim Hardin, Richie Cordell,
Jonny Coffer, Zach Crowell, Rami Dawod
and James Bay.
“Our collaboration represents a compelling opportunity in the music royalty
space alongside a best-in-class operator,”
Northleaf MD Michael Morris said in a
statement. “This is a rapidly growing and
uncorrelated asset class that provides our
investors with predictable and growing cash
flows.”
Spirit Music also represents such recent

tunes as Luke Bryan’s “Waves,” Lainey
Wilson’s “Things A Man Oughta Know,”
Thomas Rhett’s “Country Again,” Scott
McReery’s “You Time,” Drake’s “Way 2
Sexy” and Champagne Poetry.”
“We look forward to supporting the growth
of this mature and diverse song catalog of
evergreen copyrights,” Northleaf MD Matthew Sparks added in a statement. “Northleaf will continue to expand our music
royalty portfolio by adding attractive assets
with strong potential, building on our strategic approach and ability to provide flexible
capital to support ongoing growth.”
Besides songs, the Spirit Music catalog
also owns stakes in masters and some artist
royalties, including records by T. Rex, Ingred Michaelson and a stake in some of Tim
McGraw’s masters.
“We are pleased to invest alongside
Northleaf in a diversified music royalties
portfolio composed of firmly established
assets under the solid management of
Lyric,” CDPQ executive vp and head of
private equity and capital solutions Martin
Laquerre said in a statement. “This first
investment in music royalties under our
Capital Solutions strategy will leverage the
sector’s positive long-term trends and provide stable cash flows and attractive capital
protection for our clients.”
The deal shortly follows Tuesday’s announcement of Blackstone’s new $1 billion
partnership with Merck Mercuriadis to
acquire music rights and manage catalogs in
tandem with Hipgnosis Song Management.
Last week Billboard broke news that Kobalt
was seeking a $1 billion buyer Kobalt Music
Royalty Fund II, possibly with a group of
investors that includes private equity firm
KKR, and Sherrese Clarke Soares announced her new investment firm HarbourView Equity Partners that’s backed by
a reported $1 billion from Apollo Global
Management.
Northleaf’s financial advisors for the
transaction were Artisan Partners, FTI
Consulting and GreensLedge, with KPMG
serving as structuring and tax advisor
while Latham & Watkins LLP and Torys
LLP filled the role of legal advisors. Lyric
Capital Group’s exclusive financial advisor
and placement agent was Eaton Partners, a

wholly owned subsidiary of Stifel Financial
Corp. Other advisors to Lyric on the deal included Ropes & Gray’ Barnes & Thornburg,
Akin Gump and KPMG.

Megan Thee
Stallion Has Her
Own Popeyes
Franchise &
‘Hottie Sauce’ in
New Deal
BY CHRIS EGGERTSEN

M

egan Thee Stallion is many
things: multi-platinum rapper,
culture mover, outspoken
activist and now... Popeyes

franchisee.
Announced Thursday (Oct. 14), the
“WAP” superstar has signed a wide-ranging
deal with the global fast-food company that
includes her very own Popeyes restaurants,
a new hot sauce (Megan Thee Stallion Hottie Sauce) and co-branded merchandise. As
part of the agreement, the rapper also will
be making, in tandem with Popeyes, a sixfigure donation to Houston Acts of Kindness, a charity “whose mission is to promote
empathy and compassion while encouraging
selfless concern for the welfare of others in
the Houston community.”
Starting Oct. 19, Megan Thee Stallion Hottie Sauce will be available in the U.S. and 14
other countries across the globe, both as an
add-on to Popeye’s original chicken sandwich or as a standalone dipping sauce for
its chicken nuggets. This will mark the first
time the fast-food chain has released a new
variation on its chicken sandwich.
The hot sauce — created in a collaboration between Megan Thee Stallion and the
Popeyes culinary team — is described as
having “a sweet, yet bold flavor with a hint
of spice, inspired by Megan’s sassy personality,” according to a press release, which
adds that the sauce is made with honey,
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cider vinegar and Aleppo pepper. U.S.-based
Popeyes Rewards members will earn 100
bonus points when they order any eligible
Megan Thee Stallion Hottie Sauce menu
item on the Popeyes app or online, while
supplies last.
Also dropping on Tuesday at 12 p.m. EST
is the first of three exclusive co-branded
merch collections, Thee Heat, which will
be available at TheeHottieSauce.com.
The collection includes bikinis, long-sleeve
shirts, hats, tumblers and Popeyes chicken
tenders plush dog toys. Current Popeyes
Rewards members and anyone who enrolls
in the program before Monday (Oct. 18)
will receive exclusive information and early
access to the limited-edition drop. Fans can
sign up at TheeHottieSauce.com to receive
updates on the two additional merch collections, which are slated to go on sale next
month. All three collections were developed
in tandem with creative agency Harper &
Scott.
Popeyes has not yet announced
where Megan Thee Stallion’s new restaurants will be located, though her hometown
of Houston seems a safe bet. The release
notes only that she has been “approved” to
become an owner. In a statement, Popeyes
Americas president Sami Siddiqui said
the company “look[s] forward to working
closely” with Megan Thee Stallion “over
many years as she begins her journey as a
restaurateur.”
With its franchisee element, the Megan
Thee Stallion’s Popeyes partnership seems
to be the most involved and long-term of
any recent celebrity-fast food deal, which
have grown in frequency over the past
couple years. Last year McDonald’s began
recruiting a new crop of A-list talent to
promote its restaurants, including Travis Scott in September 2020, J Balvin in
October 2020, BTS in May and Saweetie in
August for its much-hyped “famous order”
campaigns, some of which also included
limited-edition merch items for fans. Last
October, The Wall Street Journal reported that sales at McDonald’s Corp. rose 4.6%
in July, August and September — a spike
McDonald’s credited to its Travis Scott
collaboration. Forbes later estimated that
Scott pulled a cool $5 million-plus from the

endorsement and another $15 million from
merchandise sales.
Burger King also struck similar deals
last year with Nelly, Anitta and Lil Huddy,
while Taco Bell made a big splash in August
when it named Lil Nas X its honorary “chief
impact officer” in a wide-ranging campaign
tied to the release of the singer’s first fulllength studio album, Montero.
To celebrate the new partnership, the
fast-food chain and Megan Thee Stallion
created a video teaser that can be viewed
below. The Western-inspired video features
Megan along with her alter-ego, Tina Snow,
who forces the rapper to give chase after
making off with her hottie sauce. The full
clip will feature an appearance by Megan’s
French bulldog 4oe as well as nail art by
Coca Michelle, costumes by Zerina Akers
and visual effects, created by McFlyy, which
pay tribute to Megan’s well-documented
love of anime.
“I’m appreciative of Popeyes commitment
to empowering Black women and look forward to opening Popeyes Restaurants,” said
Megan Thee Stallion in a statement. “Teaming up with Popeyes is such a milestone in
my journey and evolution as an entrepreneur. I’ve always been a fan of the Popeyes
brand and I’m thrilled to have the opportunity to join the brand and help create the
new Megan Thee Stallion Hottie Sauce for
their line-up.”

ASM Global
Launches
Sustainability,
Equity Program
BY TAYLOR MIMS

A

SM Global is launching
a new corporate social responsibility platform announced
Thursday (Oct. 14) that’s aimed
at combating climate change and helping to
diversify the live entertainment industry.
The new program, dubbed ASM Global
Acts, intends to elevate the entertainment

giant’s commitment to protect the environment, invest in people and strengthen
communities around the globe, the company
says.
ASM Global was formed in 2019 as
a merger between AEG Facilities and
SMG, combining management for 300
venues to create the world’s largest venue
management firm.
“ASM Global operates hundreds of stadiums, convention centers and arenas around
the globe, which boost local economies,
employ area residents and provide meaningful opportunities for the communities
we call home,” said ASM Global CEO and
president Ron Bension in a release. “We
will immediately launch this initiative at our
Pennsylvania Convention Center, Chicago’s
McCormick Place, California’s Long Beach
Convention and Entertainment Center, Ontario Convention Center, and Toyota Arena;
but we plan to implement ASM Global Acts
at every venue we have under our guidance
as we roll it out in 2022. The ASM Global
Acts Foundation and Scholarship further
strengthens our philanthropic efforts and
solidifies our intention to make a difference
in the communities where we do business.”
The platform will protect the environment through reducing waste from guests
at its venues, enhance facility efficiency
through capital investments, and protect
and preserve resources in and around the
communities they serve. Communities
impacted by ASM Global will also see an
increase in philanthropic support and an enhanced focus on the health and well-being
of staff, clients and guests.
ASM Global Act has also pledged to
diversify its workforce, while creating an
environment of inclusion. The company
says it will establish annual targets that
measure impact and progress to achieving
the commitments. ASM Global Act’s efforts
will closely align with many of the United
Nations’ Sustainable Development Goals.
“Whether you are a performer on our
stages, a technician, hospitality team member or visitor to our venue, we all have the
ability to work together and harness our
collective action to make the world a better
place,” Bension said. “Our ASM Global Acts
initiative is inspired by this idea of action
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and brings to life our dedication to making
a meaningful difference in our communities
and beyond.”
Under the new initiative, ASM Global will
launch the ASM Global Acts Foundation
to support philanthropic and communitybased endeavors guided by its sustainability
and diversity pillars. The ASM Global Acts
Scholarship will focus on serving diverse
and under-resourced communities with
educational and career-development opportunities.

Executive
Turntable:
Britney’s ExManager Links
With Live Nation;
Primary Wave
Adds Clive Black
BY THANIA GARCIA AND EJ
PANALIGAN

L

arry Rudolph, Britney Spears’
longtime manager, has launched a
new company called 724 Management under the Live Nation
banner, Variety reports. The 724 roster
includes Aerosmith, Steven Tyler, Jessie J, Kim Petras, Nessa Barrett and Jaden
Hossler aka jxdn, among others.
Rudolph will serve as 724’s CEO,
while Jesse Peters will serve as president.
The two have worked together in adjacent
management firms under Maverick, the
consortium of music managers put together
by Guy Oseary in 2014.
Rudolph recently stepped down as
Spears’ manager due to her “intention to
officially retire.” As Spears’ legal battle
concerning her 13-year conservatorship has
gained attention in recent years, Rudolph
has maintained that his involvement was
limited to her professional commitments in
music and entertainment.

“I’m thrilled to announce our new 724
Management venture with Live Nation.”
Rudolph said. “Jesse, myself and our
incredible team are dedicated to fostering
a rich and valuable environment in which
to nurture and support our artists both in
development and throughout their careers.
Offering greater resources, experience and
opportunities than we ever have before we
are focused on super serving our artists and
providing them with every available pathway to success.”
Primary Wave Music has announced the
addition of Clive Black, who will focus on
the types of catalog acquisitions the company has done with songwriters including Stevie Nicks, Bob Marley and Bing Crosby for
Primary Wave IP Fund 3.
Black started at EMI Records as an A&R
manager and was later director of A&R at
the label until 1995. During both periods,
Clive signed acts like Afrika Bambaataa,
Mark Almond, Eternal, Mark Morrison and
Babylon Zoo. Black then created the Postiva
dance label within EMI when he returned
as managing director. By 1997, Clive had
personally signed and released seven No.
1 singles in the UK by six different artists.
Black later left EMI and set up two companies, Blacklist Entertainment and Blacknight, with Sir Cliff Richard.
As chairman of Blacklist Entertainment, Clive struck up a label deal with Edel
Records in the UK, signing several artists
across the UK and Europe. He also created
the dance label Free2Air Recordings within
Edel. In 2004, he garnered full ownership of
both companies. In 2008, Black began managing record producer Trevor Horn; Horn
later chose Black to lead his 13 companies
under the SPZ Group banner. In 2011, Black
left SPZ to re-launch Blacknight Entertainment.
Black said, “Larry and the Primary Wave
team is something that I am extremely
excited about and hope I will be able to add
value to the wonderful organization Larry
has built up since we worked together some
twelve years ago.”
Larry Mestel, founder & CEO of Primary
Wave Music, added, “Clive is a force in
the music industry in the UK. It’s great to
have him as part of our team, providing a

platform where his vast experience can
flourish.”
The SRG/ILS Group has announced Dan
Patrick, sports and entertainment broadcaster, as a company shareholder and brand
and media consultant.
Patrick’s career as a broadcaster, radio and
television personality spans four decades
and eventually led him to his tenure hosting Sports Center on ESPN and his hugely
successful syndicated radio show, The Dan
Patrick Show.
“Dan and I have been friends for over
15 years, and it is with great respect and
admiration on behalf of the SRG/ILS Group
that we welcome his advice and expertise.
He is an international brand, and his resume
speaks for itself. He has an unbelievable ear
and mind for music of all genres. The entire
team looks forward to his contributions in
assisting the label group to continue to grow
and flourish,” said SRG/ILS Founder and
CEO, Claude Villani.
TEG has appointed executive Rachael
Carroll to the newly created role of managing director, TEG Sport & Experiences. In
the role, Carroll will manage the growth
of TEG Sport’s major events and will lead
TEG’s portfolio of family entertainment, experiential and exhibition businesses, which
includes Brickman Exhibitions, Life Like
Touring, TES Live and TEG Rockefeller.
Caroll has previously held executive positions within government agencies handling
major event and tourism strategies, including the Melbourne 2006 Commonwealth
Games and the New Zealand 2011 Rugby
World Cup. Her recent previous employer
is event management and sports promotion
company Duco Events, where she was joint
owner and CEO.
Carroll said: “It’s a hugely exciting challenge to be joining the world-class and
dynamic leadership team at TEG. I look
forward to playing my part in the company’s
fast-growing and diverse international entertainment business.”
Managing Director of TEG Live, Tim McGregor, will work alongside Carroll as his
focus shifts to TEG Live’s concert touring
and festivals portfolio, which has recently
seen the addition of MJR Presents, Handsome Tours and Laneway Festival as well as
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several new strategic partnerships across
the Asia-Pacific region which will deliver
tours and shows throughout 2022 and
beyond.
Mama Jan Smith, the vocal coach
and producer who has worked with
top-tier artists including Usher, Justin
Bieber and Sugarland, has opened Mama’s
Music House, the new home of Smith’s Jan
Smith Studio and Homegirl Entertainment,
producer/engineer Jesse Owen Astin, Kaleb
Jordan Productions and ImageMil Film
& Television, the video and photography
studio of producer Mil Cannon.
The Atlanta-based facility will boast
expanded music and video capabilities,
in-house recording and production, full
video and filming capacity and a showcase
room. Under the Jan Smith Studio banner,
vocal coaching, guitar lessons, songwriting
and recording instruction, stage/performance coaching, master class workshops
and artist development for both established
and emerging artists will continue to be
prioritized.
An invitation-only music industry VIP
opening event for the facility will be held on
Sunday (Nov. 7), featuring a performance
by singer Willie Spence, a runner-up on the
most recent season of American Idol.
Opry Entertainment Group has announced internal promotions within its artist & label strategy team, along with updates
to its WSM Radio team. Jenn Tressler has
been promoted to artist & label strategy senior manager, while Anna Lemme has been
made an artist & label strategy manager,
reporting to Jordan Pettit, director of artist
relations & programming strategy. Lemme
has been with Opry for multiple years,
working in marketing and artist support for
the Ole Red brand.
The WSM Radio Team has added veteran
journalist Kelly Sutton to co-host and serve
as the entertainment reporter for their
signature morning show Coffee, Country &
Cody. She’ll report to J.P. Tinnell, who was
recently promoted to general manager and
content director of the WSM Radio Team.
At Warner Music Poland, Adrian Ciepichal joins the company as managing director. He previously worked at e-Muzyka, the
largest digital music aggregator in Poland,

and will report to Alfonso Perez-Soto, who
is president, emerging markets.
With Polish recorded music going
through a digital transition, Ciepichal will
oversee the growth of the label’s local roster
while broadening those artists’ international
appeal. He has more than twenty years of
experience in the entertainment industry,
starting as a key account manager and sales
director at Monolith Video throughout the
2000s.
Ciepichal was previously with Universal
Music Poland in 2008 before moving to
Tidal in 2013 serving as general manager
for Central and Eastern Europe. He was
appointed CEO of e-Muzyka in 2018 before
leaving this year to join Warner Music
Poland.
Warner Music Group announced that former Spotify executive Andre Torres will be
joining the company’s recorded music global
catalog team as senior vp, catalog development and marketing. Torres will be based
in Los Angeles and report to Kevin Gore,
president, global catalog, recorded music.
At Spotify, Torres served as head of
catalog, artist and label partnerships, North
America along with three-plus years as vp of
Urban Catalog at Universal Music Enterprises. He also has experience in media,
spending over fifteen years as founder, editor and publisher of Wax Poetics, a quarterly
music magazine. He has also served as executive editor for the lyrics website Genius.
Torres will be responsible for leading one
of Warner Recorded Music’s catalog content
development and marketing teams, working
with labels and artists and strategizing new
catalog opportunities in A&R, content development, consumption and marketing.
Former Beatport and Symphonic Distribution executive Peter Wohelski will
be joining RCRDSHP as head of creator
relations. Wohelski will be responsible for
getting millions of electronic music professionals across the globe paid through the
expansion of RCRDSHP’s digital collectibles
platform.
Wohelski has previously worked with artists like Tiesto and The Chemical Brothers throughout his career in the electronic
music industry and has extensive experience working in the intersection between

artists, industry and technology platforms.
In his new role, Wohelski will serve the
needs of the brand’s creative partners as the
platform continues to increase and grow in
popularity.
Music Row Moves
Black River senior director of national
promotion and strategy Bill Macky is
temporarily serving as senior vp promotion
while Mike Wilson undergoes and recovers from heart bypass surgery… Why&How
hired two senior-level executives, bringing
the music firm’s payroll to 26 employees.
Nashville-based Halie Hampton Mosley joined as vp roster operations after
serving as Florida Georgia Line’s day-today manager and as an artist manager/
executive assistant at Maverick. Londonbased Chris Koegen arrives as Why&How
vp artist development and marketing after
working in artist relations for Amazon
Music. Additionally, Why&How promoted
Austin-based Evan Kaufmann to vp creative direction from creative director. The
company’s roster includes Chase Rice, A
Thousand Horses and BRELAND… Concord Music expanded its Nashville publishing presence by hiring five new employees. Melissa Spillman joins as vp A&R after
operating her own Freetown Music Group
for three years. Matt Turner onboards as
senior director of A&R, following a run as
Downtown Music senior director of creative
services. Director of A&R Courtney Allen is
a former BMG creative director, manager of
A&R Ashley Nite segues from JRM Publishing creative manager, and A&R coordinator Garrett Stephenson picks up the job
after serving as Downtown Music office
coordinator. —Tom Roland
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Benson Boone
Signs to Night
Street/Warner
Records, Releases
‘Ghost Town’
Single: Exclusive
BY JASON LIPSHUTZ

B

enson Boone, the 19-year-old
singer-songwriter who has
earned a sizable TikTok following and the attention of Imagine
Dragons frontman Dan Reynolds, has signed
a label deal with Reynolds’ Night Street Records label in a partnership with Warner Records, Billboard can exclusively announce.
Today, Boone has released “Ghost Town,” a
soaring ballad that kicks off the deal.
The Monroe, Wash. native accrued 1.7
million TikTok followers after appearing on the most recent season of American
Idol. Over the past few months, Boone has
worked closely with Reynolds, who will
have a hand in the young singer-songwriter’s visual and sonic approach.
“We sign artists so rarely at Night Street
- it was one of those moments where you
know you have no choice,” says Reynolds,
who formed Night Street Records in 2016, in
a statement to Billboard. “That’s how I felt
when I first sat in a recording booth with
Benson. I’m excited for the world to get to
know him the way I have these last months.”
Boone adds, “Signing to the Night Street
and Warner Records combo feels perfect.
Right after hearing about the possibility of
working with Dan and [his brother] Mac
Reynolds, I flew to Vegas and Dan let me
stay in his house to write songs every day,
and Warner Records seems to have someone
for everything that I need.”
“Ghost Town” is an impressive debut,
with the type of accessible pop balladry that
could cross over to top 40 radio. Boone says
that he wrote the song “at a turning point in
my life. I was just getting my first apartment,

away from friends and family, and it’s less
about a fading relationship than me realizing it’s time to grow up and move on from
my teenage years. It’s a song that represents
my emotional maturity in saying, ‘Maybe
you’d be happier with someone else.’ It’s a
grownup way of breaking up with someone.
And it’s not about a person, it’s a thing - my
childhood.”
As Boone continues working with Reynolds, the Warner Records team is high on his
artistic and commercial prospects. Jeff Sosnow, executive vp of A&R at Warner, heralds
Boone’s skills as a multi-instrumentalist
who also creates his own single art and can
connect with listeners online in a dynamic
way.
“Benson is the whole package and there
isn’t anything that he can’t achieve,” says
Sosnow. “[Warner Records co-chairman/
CEO] Aaron [Bay-Schuck], [co-chairman/
COO] Tom [Corson] and I couldn’t be
happier to welcome Benson to the Warner
Records family in partnership with Night
Street and look forward to working with
him on what is sure to be a very promising
and long career.”

Triller Announces
Verzuz NFT Box
Set
BY CARL LAMARRE

A

head of their marquee Big Daddy Kane vs. KRS-One match-up
this Sunday night (Oct. 17) at
the Barclays Center, Triller announces a limited commemorative NFT
bundle of the ten best all-time Verzuz battle
moments, Billboard exclusively reports.
“What Swizz and [Timbaland] have built
with Verzuz is an entirely new form of entertainment, one that continues to grow and
excite audiences literally around the world,”
said Bobby Sarnevesht, co-controlling
shareholder of TrillerNet, parent company
to TrillerVerz, Verzuz, Triller Fight Club,
FITE and Amplify.ai.
He added: “We wanted a way for our fans

to be able to own a piece of Verzuz for themselves and tapping into the unique ownability and collectability of NFTs seemed like the
perfect way to do that. This is the beginning
of many exciting Verzuz NFT drops.”
Images from memorable battles, including Redman and Method Man, Eve and
Trina, and more, will make up the first
NFT collectibles to debut for Verzuz. The
bundle is set at $199 and will be available for
purchase at TrillerNfts.com. Subscribers to
the TrillerVerzPass will receive two bonus
NFTs representing the best moments from
this weekend’s TrillerVerz III at Brookyn’s
Barclays Center. The TrillerVerzPass
subscription provides ultimate access to
all Verzuz battles and TrillerVerz events at
$2.99 a month.
On Oct. 16, reggae superstar Super Cat
will perform with surprise guests, while the
following day, the KRS-One and Big Daddy
Kane battle will headline the weekend’s
festivities.

Deadmau5 Calls
His New Virtual
World ‘A Window
Into My Brain’
BY KATIE BAIN

A

rguably the most tech-forward
artist in electronic music, Deadmau5 debuted his latest innovation Thursday (Oct. 14) — and
you can party in it.
The project is called Oberhasli, a virtual
world in which fans can attend concerts and
other events, play games and interact with
the producer. The project was designed and
produced by Deadmau5 (Joel Zimmerman)
and Manticore Games, the creators of Core,
a platform for user-created games, interactive experiences and live events. See a clip
from Oberhasli below.
The launch is being marked with a
Deadmau5 performance inside Oberhasli
starting Friday at 6 p.m. ET, with additional
performances happening over the weekend.
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Show “attendees will have access to 13 different virtual worlds, while visitors outside
the concert experience can check more
Deaadmau5-themed worlds created by Core
users, along with games and other interactive experiences. These user generated
worlds were recently featured in the video
for “When the Summer Dies.”
“Most virtual concerts so far have been
like this vapor that dissipated; they had no
shelf life to them after their initial buzz,”
says Zimmerman. “Oberhasli has an incredible concert experience, but is really a fully
immersive mau5 world that’s like a window
into my brain that I can evolve over time. It’s
not really the metaverse if it’s not going to
hang around or have some longevity to it.”
The launch of Oberhasli is the latest move
in the music industry’s ongoing fascination
with the metaverse, “defined as the threedimensional virtual reality universe considered the next major step for world-building
games like Fortnite and Roblox, which will
allow users to do things like watch concerts
in a fully immersive environment.”

Mac Miller’s
‘Faces’ Available
on Streaming for
the First Time

After last year’s release of Miller’s posthumous album Circles, his team has been
sifting through the vault of his treasured
discography. Faces is a turning point in the
Most Dope rapper’s artistic evolution, as
it was his first project with contemplative,
dark lyricism and also birthed the rapper’s
honored jazz, hip-hop and psychedelic
trademark sound.
The mixtape holds the original 24 songs,
including collaborations with ScHoolboy Q,
Sir Michael Rocks, Ab-Soul, Rick Ross, Mike
Jones, Vince Staples, Earl Sweatshirt and
more. A new song was also released: “Yeah”
is a five-minute track with haunting themes
that find the rapper singing, “When will we
die?/ Life isn’t fair/ I miss the high, I live
a lie.” Although “Yeah” was leaked online
back in 2019, the song is a key addition to
showcase the rapper’s melodic talents and
range in artistry.
Mac Miller fans also received new material via Young Thug’s new album Punk,
on which Miller has a posthumous feature
on “Day Before.”
Miller died in September 2018 of an accidental overdose. He was 26 years old.
You can stream Faces below.

ARIA Board Strips
Denis Handlin of
His Icon Award

BY THANIA GARCIA

M

ac Miller’s legacy lives on with
the streaming release of Faces,
the rapper’s 2014 mixtape that
honestly discusses his artistic
development and the complexities of life,
fear and uncertainty.
A hidden folder of photos, drawings and
a note from “The continuers of Malcolm’s
music” was also released on the Mac Miller
website under the title “S0meTh1ngs.”
The folder also includes the teaser for
“Diablo” with an animated overlay, the photo version of the original cover art (above),
photos of Miller, a digital poster and a
picture that reads “Check back soon we will
upload more stuff sorry I ran out of time.”

BY LARS BRANDLE

B

RISBANE, Australia — The fallout rumbles on from an explosive
documentary into Denis Handlin’s long reign at Sony Music
Australia and New Zealand, with ARIA
revoking his Icon Award.
The decision was announced by means
of an email from ARIA, distributed early
Friday afternoon, local time.
“The Board of ARIA has today resolved
to withdraw the ARIA award made to Denis
Handlin in 2014,” reads the brief message.
The trade body’s Icon Award is periodically presented at a VIP ceremony in Sydney, in the hours prior to the annual ARIA

Awards.
Just five ARIA Icons have been awarded.
The first went to the late Mushroom Group
founder Michael Gudinski in 2013, followed
by Handlin, Sebastian Chase (2016), Roger
Davies (2017) and Michael Chugg (2019).
ARIA’s u-turn follows the Australian
Broadcasting Corporation’s premiere Monday night (Oct. 11) of Facing the Music: The
Sony Music Scandal, a 47-minute documentary which exposed the “culture of fear,
harassment and bullying” in a workplace
Handlin led for 37 years.
The following day, trade body Q Music
revoked the honorary award presented to
Handlin at the 2020 Queensland Music
Awards, in his hometown Brisbane.
The documentary, noted QMusic CEO
Kris Stewart, “laid bare the undeniable
fact that the culture under Denis Handlin’s
leadership at Sony came at significant human cost.”
He continued, “toxic workplaces, be they in
the office, boardroom, on stage or behind, have
no future in Australian music. We cannot, and
should not accept nor celebrate this kind of
culture. The future of music must be one that
is safe, supportive, and equitable for all.”
ARIA, for which Handlin served as chairman of the board over two separate stints,
issued its own response on Tuesday.
“No one should feel unsafe, harassed,
discriminated against, or bullied in the
workplace,” its statement read. “ARIA will
continue to work towards safety, inclusion
and equality across the music industry including through the cultural change process
that was started in May this year. We will
listen to the voices that need to be heard and
provide our wholehearted support every
step of the way.”
Handlin accumulated a vast collection of
prestigious honors in a 51-year-long career
with Sony Music, which abruptly ended
June 21.
In light of the Four Corners exposé, a
growing chorus of industry insiders have
turned to social media to demand Handlin
hand back his awards.
Mark Poston, former chairman of EMI
Music Australasia and the first LGBTQ+
head of an Australian music label, addressed
the ABC’s investigation in an op-ed pub-
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lished Wednesday by The Industry Observer.
“I believe the immediate action needed
is for ARIA is to strip Denis Handlin of his
ARIA Icon Award,” he wrote. “I put it to
you that this man is anything but an icon.
You could say he is iconic for all the wrong
reasons – that would be a better summary.
Perhaps the right way to frame this might be
that this particular kind of Icon must never
be allowed to exist ever again.”
Reports of the domestic Sony Music
company’s toxic work environment surfaced
in recent months in The Sydney Morning
Herald, The Guardian and other mainstream
news outlets.
Earlier this year, as those investigations
shook the local industry, Sony Music Entertainment launched a review into the ANZ
company’s workplace culture.
“We take all allegations of bullying, harassment and other inappropriate behavior
from our employees very seriously and
investigate them vigorously,” reads a statement issued by Sony Music Entertainment.
Sony Music Entertainment’s review is
understood to be ongoing.

New Around the
World: Kali Uchis,
SZA & PARTY
NEXTDOOR
Highlight Global
Latin Hits
BY ERIC FRANKENBERG

T

he Oct. 16-dated Billboard Global
200 and Billboard Global Excl.
U.S. charts sport a combined 23
debuts. Fewer than half, 10, are
English-language songs by Americans, with
five by one artist, as first-week streams for
Meek Mill’s new album Expensive Pain impact the surveys.
Elsewhere, international acts, primarily from Asia and Latin America, enter the
global charts.

Three Spanish-language songs debut on
the Global 200, although they are absent
from the Global Excl. U.S. list, against trend
for typical non-English-language titles. Two
are by Mexican artists as Ivan Cornejo’s
“Esta Danada” and Grupo Firme’s “Ya Superame” start at Nos. 181 and 198, respectively. In the week ending Oct. 7, they drew
7.8 million and 6.8 million global streams,
respectively, with both selling about 500
downloads, according to MRC Data.
Perhaps less surprising, Kali Uchis’ “Fue
Mejor” arrives at No. 187 on the Global 200.
The song comes in multiple versions, one
with singer-songwriter PARTYNEXTDOOR
and the other, released Sept. 29, features
SZA. In both iterations, the song alternates
between English and Spanish-language
sections, much like Kali Uchis’ other 2021
global hit, “Telepatía,” which reached No. 10
on both the Global 200 and Global Excl. U.S.
charts.
Kali Uchis and SZA are both American
and PARTYNEXTDOOR is just upstairs in
Canada, making the overperformance of
“Fue Mejor” in the U.S. fairly logical. The
song drew 76% of its global sales (400 total)
and 55% of its streams (8.7 million total)
from the U.S., far beyond the week’s respective averages of 54% and 24%. But its Latin
rhythms and Spanish lyrics still cast it as
an outlier among Latin songs in terms of its
Global 200 debut while not ranking on the
Global Excl. U.S. list.
Halfway around the world, South Korea
is represented by bows for TWICE (“The
Feels” at No. 10 on Global Excl. U.S. and No.
12 on Global 200) and aespa (“Savage” at
Nos. 44 and 77). The former is the highest debut on both charts and is the moststreamed music video of the week, with 35.7
million clicks worldwide.
And slightly to the east, two Japanese
artists debut on the Global Excl. U.S. chart,
with back number’s “Yellow” at No. 99 and
B’z’s “Unite” at No. 109.
(“Yellow” is one of two song titles to double up on the chart, as Coldplay’s 2000 song
of the same name hangs at No. 130 in its 38th
week on the survey. Elsewhere, “Loco” is at
Nos. 45 and 124, by Itzy and Justin Quiles,
Chimbalana and Zion & Lennox, respectively. The Kid LAROI and Eminem come

close with “Without You” and “Without Me”
at Nos. 100 and 167, respectively.)
Finally, three European acts join for a No.
192 Global Excl. U.S. debut, as Gabry Ponte,
Prezioso (both from Italy) and LUM!X
(Austria) enter with “Thunder.” It’s the first
appearance for each artist on the ranking,
although Ponte is no stranger to Billboard’s
charts. As part of Eiffel 65, he hit No. 6 on the
Billboard Hot 100 in January 2000 with the
act’s pop/dance classic “Blue (Da Ba Dee).”

‘Ted Lasso’ Nabs
Top Three on Top
TV Songs Chart
BY KEVIN RUTHERFORD

T

ed Lasso snags the top three spots
on Billboard’s Top TV Songs
chart, powered by Tunefind, for
September 2021, paced by Martin
Solveig & Dragonette’s “Hello.”
Rankings for the Top TV Songs chart are
based on song and show data provided by
Tunefind and ranked using a formula blending that data with sales and streaming information tracked by MRC Data during the
corresponding period of September 2021.
“Hello” leads the list after appearing in
the ninth episode of the Apple TV+ series’
second season. In September 2021, the song
garnered 1.7 million U.S. on-demand streams
and 5,000 downloads, according to MRC
Data. Its renewed attention drove the song
back onto multiple Billboard charts (where
it originally appeared in 2010 and 2011,
including a No. 46 peak on the Billboard
Hot 100), led by a new peak of No. 2 on the
Dance/Electronic Digital Song Sales tally
dated Oct. 2.
The Ted Lasso songs ranking at Nos. 2
and 3 were heard in the second season’s
eighth episode. Keane’s “Somewhere Only
We Know” comes in at No. 2 (4.2 million
streams, 3,000 downloads), followed by Rex
Orange County’s “Loving Is Easy,” featuring Benny Sings (4.7 million streams, 1,000
downloads). The former peaked at No. 50
on the Hot 100 in February 2005, while the
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latter was a solid Alternative Airplay hit at
No. 27 (October 2018).
See the full top 10 below, featuring music
from Rick and Morty, Sex Education and Lucifer.
Rank, Song, Artist, Show (Network)
1. “Hello,” Martin Solveig & Dragonette, Ted
Lasso (Apple TV+)
2. “Somewhere Only We Know,” Keane, Ted
Lasso (Apple TV+)
3. “Loving Is Easy (feat. Benny Sings),” Rex
Orange County, Ted Lasso (Apple TV+)
4. “Borrowed Time,” Rick and Morty & Tennis, Rick and Morty (Cartoon Network)
5. “Joro,” Wizkid, Sex Education (Netflix)
6. “Nails, Hair, Hips, Heels,” Todrick
Hall, Sex Education (Netflix
7. “Fall,” Davido, Sex Education (Netflix)
8. “Found,” Jacob Banks, Lucifer (Netflix)
9. “The Passenger,” Iggy Pop, Lucifer (Netflix)
10. “Dirty Hands (Gone Mad),” Kendra
Dantes, Lucifer (Netflix)

The Kid Laroi and
Justin Bieber’s
‘Stay’ Enters 14th
Week at No. 1 In
Australia
BY LARS BRANDLE

T

he Kid Laroi and Justin
Bieber’s “Stay” (Columbia/Sony)
extends its reign over the Australian singles chart for a 14th
consecutive week.
The international hit, which currently
rules the Billboard Hot 100 and Global
charts, now sits outright third in the list
of longest streaks at the top of the ARIA
Singles Chart.
Since the official ARIA Charts launched
in July 1983, only Ed Sheeran’s “Shape Of
You” (15 weeks) and Tones And I’s “Dance
Monkey” (24 weeks) have logged more time
at the summit.
If can stay on top another week, Laroi (real

name Charlton Howard) and Bieber’s collaborative track will take equal second with
Sheeran’s ÷ (Divide) single.
Sheeran’s “Shivers” (Warner), meanwhile,
has logged a month at No. 1 in the U.K. In
Australia, the = (equals) release lifts 5-4 for
a new peak.
Nine weeks after Shouse’s “Love Tonight”
debuted on the ARIA Top 50, the euphoric
song leaps 33-22, for a new peak.
The Melbourne electronic duo of Ed
Service and Jack Madin created “Love Tonight” (OneLove) back in 2015 and released
it in 2017, and its enjoyed a belated surge of
late as it connects with millions around the
globe who’re emerging from lockdown.
Based on its midweek chart data, “Love
Tonight” was poised for its first Top 20 appearance in the U.K.
The highest new entry on the ARIA
Singles Chart this week belongs to Justin
Bieber’s “Ghost.” The track blasts in at No.
28, following the release of a cinematic
new video, shot by Colin Tilley and starring
Bieber alongside Diane Keaton.
Over on the ARIA Albums Chart, Olivia
Rodrigo’s Sour (Interscope) returns to the
summit for its eight non-consecutive week
at No. 1. Since its release in May of this year,
ARIA reports, Sour has spent all 21 of its
weeks on the chart in the Top Ten, with a
low of No. 4. Sour lifts 2-1 for its first time at
the summit in 12 weeks.
Meanwhile, Sydney punk veterans The
Hard-Ons nab the highest new entry of the
week with I’m Sorry Sir, That Riff ’s Been
Taken (Cheersquad/Mag), new at No. 4.
It’s the group’s 13th studio album, and their
first to feature You Am I’s Tim Rogers on
vocals. I’m Sorry Sir rules this week’s ARIA
Vinyl Albums Chart, and it’s easily the
band’s highest-charting album on the main
survey, eclipsing the No. 68 peak for their
1994 compilation A Decade Of Rock.
Finally, U.S. metal band Trivium score
a seventh ARIA Top 10 with In The Court
Of The Dragon (Roadrunner Records/
Warner), new at No. 9, while Kiwi rockers
Shihad complete their comeback with Old
Gods (Warner), new at No. 15. It’s the
band’s 10th studio release and follow on to
2014’s FVEY, which peaked at No. 9.

Pop Evil Scores
Seventh
Mainstream Rock
Airplay No. 1 With
‘Survivor’
BY KEVIN RUTHERFORD

P

op Evil nabs its seventh No. 1
on Billboard’s Mainstream Rock
Airplay chart with “Survivor,”
which crowns the tally dated Oct.

16.
“Survivor” marks Pop Evil’s second No. 1
in a row, following one-week ruler “Breathe
Again” in May.
The band first led with “Trenches” in
2013.
“Survivor” is the third single from the
group’s LP Versatile and, after “Breathe
Again,” gives Pop Evil at least two No. 1s
from an album for the first time since its
2013 set Onyx generated three leaders
(“Trenches,” “Deal With the Devil” and
“Torn to Pieces”).
Concurrently, “Survivor” bullets at
No. 16 on the all-rock-format, audiencebased Rock & Alternative Airplay chart
with 2.1 million impressions, up 6%, according to MRC Data. It’s a new weekly audience
high for the song, which has reached No. 15.
Versatile is the sixth studio album from
the band, which formed in Michigan in
2001. The release debuted at No. 21 on the
Hard Rock Albums chart dated June 5 and
has earned 36,000 equivalent album units to
date.
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we can’t wait to dance again.”

Mell Hall’s ‘Knock ARIA’s charts are based on data collected
from a combination of physical and digital
Knock’ Sets
retailers, and music-streaming services.
Australian Club
Joel Corry, Jax
Chart Record
Jones, Charli XCX
BY LARS BRANDLE
& Saweetie’s ‘Out
ell Hall’s debut single “Knock
Knock” has knocked up a new
Out’ Tops Dance/
record, for most consecutive
weeks atop Australia’s official
Mix Show Airplay
club chart.
“Knock Knock” (via Club Sweat) is the
Chart

M

Adelaide producer’s first single, her first No.
1 and, now, her first record-setter.
Featuring vocals from Sydney artist
Thandi Phoenix, the track notches eight
weeks atop the ARIA Top 50 Club Tracks
chart for the longest consecutive stint at No.
1, beating a record that stood for nearly 13
years.
The previous record belonged to fellow
Australian Zoe Badwi’s “Release Me,” which
dominated the ARIA club chart for sevenstraight weeks in 2008.
“Knock Knock” opened its chart account
11 weeks ago, before going on to claim the
top position, with Hall becoming only the
fifth Australian solo female artist to get
there.
“Knock Knock” also becomes the first
ARIA club chart leader to feature two Australian female artists in collaboration, and it
marks Thandi Phoenix’s first appearance on
the tally.
“So grateful to see my debut record getting so much love,” comments Hall. “Knock
Knock” was a “joy to make, a joy to work
with Thandi Phoenix and knowing that it
brings audiences and my peers alike joy,
what more could a girl want!? Big love to
Team Sweat for the endless support. Feeling
the moment for Women in Dance Music,
girls to the front!”
Charts compiler ARIA comments: “It’s
very exciting to see Mell Hall continue to
break barriers, make history and represent
women in dance music in such a fantastic
way. Congratulations from all of us at ARIA,

BY GORDON MURRAY

J

oel Corry, Jax Jones, Charli
XCX and Saweetie soar from No. 5 to
No. 1 on Billboard’s Dance/Mix Show
Airplay chart (dated Oct. 16) with
“Out Out.”
Corry earns his third total and consecutive leader, following “Head & Heart” with
MNEK (nine weeks at No. 1, August-October 2020) and “Bed” with RAYE and David
Guetta (three, this April-May).
“Out” is also Charli XCX’s third total topper, although her first in seven years, since
“Boom Clap” in September 2014. She first
led as featured on Icona Pop’s “I Love It”
(May 2013).
For Jones, “Out” amounts to his second
No. 1, after “All Day and Night,” with Martin
Solveig and Madison Beer (July 2019). Last
but not least, “Out” is Saweetie’s first leader.
“Out” is scoring core-dance airplay at
“out”-lets including KMVQ-HD2 San Francisco, Music Choice’s Dance/EDM channel
and SiriusXM’s BPM, according to MRC
Data. (The Dance/Mix Show Airplay chart
measures radio airplay on a select group of
full-time dance stations, along with plays
during mix shows on nearly 80 top 40-formatted reporters.)
The song samples Stromae’s international
smash “Alors on Danse,” which reached the
top 20 of Dance/Electronic Digital Song
Sales and Dance/Mix Show Airplay in 2010.
The song also ruled multiple European

charts that year, including Greece Digital
Song Sales (eight weeks at No. 1) and Austria
Digital Song Sales and France Digital Song
Sales (six each).
Elsewhere on Dance/Mix Show Airplay, Elton John and Dua Lipa leap 11-3
with “Cold Heart (PNAU Remix).” John’s
first top 10 and Lipa’s eighth, the collab
also climbs 46-32 on the Billboard Hot
100, where it’s John’s first top 40 hit since
1999 and extends his span of top 40 entries
to over 50 years.
Additionally on Dance/Mix Show Airplay, Becky Hill and David Guetta roll
15-10 with “Remember.” It’s Hill’s third top
10 and Guetta’s 31st, the most dating to the
chart’s August 2003 inception (Rihanna is
next with 24).
Veering to the multimetric Hot Dance/
Electronic Songs chart, Farruko, Victor Cardenas and DJ Adoni launch at No.
4 with “El Incomprendido.” It’s Farruko’s
second top 10, after “Pepas,” which logs its
ninth week at the summit, and the first each
for Cardenas and Adoni.
The song’s No. 4 start ties two other
tracks for the second-highest this year: DJ
Snake and Selena Gomez’s “Selfish Love”
(March 20) and Regard, Troye Sivan and
Tate McRae’s “You” (May 1). Only the aforementioned “Cold Heart” began better (No.
3, Aug. 28).
“Incomprendido,” which also bows at No.
14 on Hot Latin Songs, earned 3.8 million
U.S. streams and sold 1,100 downloads in
the week ending Oct. 7. Those figures make
for concurrent debuts on Dance/Electronic
Digital Song Sales (No. 3) and Dance/Electronic Streaming Songs (No. 6).
The track interpolates Alice Deejay’s
Eurodance classic “Better Off Alone,” which
scaled the Dance Club Songs chart (No. 3
peak) and the Hot 100 (No. 27) in 2000.
Another threesome moves into the Hot
Dance/Electronic Songs top 10, as Alesso, Marshmello and James Bay’s “Chasing
Stars” shoots 12-10. Alesso’s fourth top 10,
Marshmello’s 12th and Bay’s first, the song
wins top Streaming Gainer honors, up 125%
to 2.7 million streams, following the Oct. 1
drop of its VIP Mix.
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King & Prince
Blast In at No. 1
on Japan Hot 100
as TWICE’s First
English Single
Soars to No. 3
BY BILLBOARD JAPAN

K

ing & Prince’s eighth single “Koi
furu tsukiyo ni kimi omofu” debuts at No. 1 on this week’s Billboard Japan Hot 100, dated
Oct. 4 to 10, with 449,115 CDs sold. The
track, whose title loosely translates to
“Thinking of you on a romantic moonlit
night,” ruled physical sales, look-ups, and
Twitter mentions, while also coming in at
No. 3 for video and No. 21 for radio airplay.
The five-member Johnny’s group’s previous single called “Magic Touch” launched
with 470,605 first-week copies, so the latest
single — featured as the theme of the movie Kaguya-sama: Love Is War The Final starring King & Prince’s Sho Hirano — dipped
a bit sales-wise. However, the new single’s
music video racked up 1,723,154 first-week
views to come in at No. 3 for the metric, a
significant improvement from the previous
single’s debut at No. 30, with 670,237 views.
This shows that the group’s core fanbase
is steadily increasing its affinity for digital
content.
TWICE released its first English-language single called “The Feels” on Oct. 1.
The track charted on the Billboard Hot
100 at No. 83, giving the girls their first entry on the coveted tally and launching them
onto the global stage. “The Feels” is taking
off in Japan as well, soaring to No. 3 this
week after debuting at No. 29 on last week’s
chart with only three days to count.
The seven-member dance and vocal
group BE:FIRST debuts at No. 7 this week
with “Kick Start.” The first digital track
by the group formed from the boy band
audition THE FIRST produced by rapper

SKY-HI launched at No. 2 for downloads,
No. 15 for streaming, No. 8 for video, No. 11
for Twitter, and No. 76 for radio, reflecting
the high level of attention directed at the
brand-new group.
There was a major shift in the download ranking this week, and veteran rock
band B’z ruled the metric with “UNITE”
(37,783 units), leading BE:FIRST’s “Kick
Start” (16,764 units) by about 20,000 units.
“UNITE” was released Oct. 1 following
the high-profile concert/livestream by the
same name that took place in September,
featuring first-time collaborations between
B’z and two other Japanese mega-bands,
Mr.Children and GLAY. The track is currently at No. 13 for radio and No. 48 for
Twitter and still has strength left to climb
the Japan Hot 100.
The Billboard Japan Hot 100 combines
physical and digital sales, audio streams,
radio airplay, Twitter mentions, YouTube
and GYAO! video views, Gracenote look-ups
and karaoke data.
See the full Billboard Japan Hot 100 chart,
dated Oct. 4 to 10, here.

Dave Grohl
‘Storyteller’
Memoir Hits No.
1 on New York
Times Best-Seller
List: ‘Honored’
BY GIL KAUFMAN

D

ave Grohl is very familiar with
landing No. 1 hits on the album
and singles charts. But this week
the Foo Fighters singer/guitarist is celebrating a very different charttopper. The gregarious rocker’s memoir of
his years as a striving, then world-beating
musician, The Storyteller: Tales of Life and
Music, debuted at the top of the New York
Times bestseller list and Grohl could not be
more excited.

“Never in my wildest dreams did I ever
imagine that I would someday be a number
one bestselling author, but it’s those same
wildest dreams that I’ve followed since the
day I picked up a guitar. Honored,” Grohl
wrote on Instagram. “Huge thanks to everyone at @deystreet for making my first book
such an amazing experience.”
The book currently sits atop the Times’
“combined print & e-book nonfiction list,”
besting the latest damning Trump White
House memoir and pushing down veteran Washington Post journalist Bob Woodward’s third Trump dissection, Peril, as well
as Stanley Tucci’s new food memoir, Taste.
Grohl has been on a grinding promo tour
for the book, which has included stops by
Howard Stern’s SiriusXM radio show, Apple
TV’s The Morning Show, and live readings where he’s busted out some solo sets.
The book takes readers on the improbable
journey Grohl went on as the son of a single
schoolteacher mom growing up in Virginia to joining his favorite hardcore band,
Scream, at 17 and the phone call audition he
passed to join Nirvana, as well as his friendships and collaborations with such musical
heroes as Paul McCartney, Iggy Pop and
Joan Jett.
Check out Grohl’s post below,
and buy Storyteller here.

