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TWITTER'S BIZ STONE aka ©biz
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It’s not about how many followers. It’s not about the quantity
of tweets/retweets. It’s about quality. Personality. Excellent linkage. These people are fol-
fowed by those who work the smartest. Whether it’s about copyright, “Entourage,” social
commerce, the cloud(s), rap radio, Nashville, technology or just techno, these are 140 of
the best and brightest music industry characters on Twitter.
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VP of the National Assn. of Broadcasters; radio and TV.
@alexanderljung is founder/CEO of SoundCloud, Company to watch
@aureobaqueiro is a Grammy Award-winning producer (Sin Badera, Thalia). Music recommendations; life.
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BY ANTONY BRUNO
PHOTOGRAPH BY GABRIELA HASBUN

Biz Stone: Co-founder of Twitter. He’s been “developing large-scale systems that facilitate
the open exchange of information for more than a decade.” Ahmir “?uestlove” Thompson:
He updates followers on the musical and the mundane. With 1.5 million followers, he’s a
formidable presence on Twitter, helping new artists by posting clips of their rehearsals on
“Late Night With Jimmy Fallon,” where he and Grammy Award winners the Roots churn
nightly as the show’s house band. In a conversation that covers everything from privacy to
the jaws of life to Prince possibly lurking on Twitter, the Dirty Projectors and “paying attention

to what the users need,”

Did you expect Twitter to have such an impact on the
way artists communicate with fans?

Stone: I was pleasantly surprised . . . to find out that folks like
*uest, who adopted Twitter really eaxly, were using it to commu-
nicate with fans. It was the best possible scenario because they
were actually listening to fans. And even cooler was that they were
communicating with other artists. It was exactly what I thought
wouldn't happen, which was this very open conversation.

How did you first become aware of Twitter?
?uestlove: On the cover of Philadelphia magazine; the story
was “you don’t know this woman, but 100,000 people follow

these two trendsetters get down to the Twitter nitty-gritty.

her.” She used Twitter to draw attention to her fashion blog. I
looked up Twitter. When you firstjoin, it's jokey and you do stu-
pid stuff. But I got to 100,000 followers quickly and I was like,
“Whoa, this could be a promotional tool.” I realized that I could
use Twitter to finally cut down that velvet rope or fourth wall
that so-called entertainers are supposed to have. I decided [ was
going to use the account to show people how “normal” the life
Ilead actually is. It’s a contradiction, because you can't be “nor-
mal” and talk about going to Madonna’s Oscar party. But I was
tweeting from the ambulance when our bus turned over in Paris.
They were getting the jaws of life and I was like, “Ineed to tweet
this.” To show people real situations.

Concesss Fellics @brainofjoacohen is Jonathan Cohen, music booker at NBC's “Late Night With Jimmy Fallon” Photos. previews performances.
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Stone: It does break down that fourth wall, but then once in a
while we get vicariously into Madonna’s party. You may be fol-
lowing *uest, but yow're also following your mom, your buddies.

?uestlove: [ wish you guys would invent a device where you
could prevent someone from lurking on your feed. My mom
spends about four hours on my Twitter a day. At 11:00 p.m.
she’s like, “Ahmir, exactly how do you know Sasha Grey?”

Stone: We have to invent a mom filter.

In ail seriousness, is a filter something you’d consider?
Stone: One of the things we've done from the beginning is
keep it real black and white what's public and what's private.
You're either all out there in public, or you protect your account,
which means the only people who see your tweets are those
who you allow one by one. [t may have some disadvantages, in
that there’s one or two people you wish weren'tlooking at your
tweets. But the overall benefit of being public and reaching so
many people outweighs the one or two people you wish you
could reverse parental-block. On the flip side, you can block
people on Twitter who you don't want to hear from.

Any features you’d like to request from Biz?

?uestlove: T don't know how many artists have stalked me be-
cause they think I have some power to verify their accounts. Is
there some sort of secret jury who decides who gets verified?

Stone: We've stopped accepting requests for verification
through the website. We introduced verification because there
were certain politicians and celebrities who were getting im-
personated. Rather than chase down every fake account, we
verified the one real account. But once you introduce a badge,
everybody wants a badge. Regular folks, like some of our in-
vestors, were like, “Can you verify me?” But no one’s going to
impersonate them.
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N acumsn @endino s Jack Ending, producer. He Invented
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AHMIR “?UESTLOVE” THOMPSON aka @questlove

?uestlove: Whose idea was it to limit it to 140 characters?

Stone: Constraint really does inspire creativity. The reason we
chose 140 characters though, is because we started out want-
ing to build on the mobile texting system. It had to work within
the international limit of text messaging, which is 160, and we
needed to leave room for the name of the author of the tweet.
We wanted the tweet to be able to be read in its entirety across
every single device. We had to play to the lowest common de-
nominator, and that’'s SMS.

Is Twitter for all artists, or just those with the knack?
?uestlove: I don’t have handlers. I know most artist accounts
have their handlers [tweeting].. . . So I wouldn’t recommend doing
my level of tweeting. Two or three of my tweets have gotten me
in major trouble and I avoided some major repercussions. But
for the very basic ABCs of it, I think all artists should be on it. Like
Prince, he’s on Twitter, but he lurks. He’s under an alias and will
never officially use his Twitter account to benefit him. Which is
really strange.

Stone: One of the things we’ve been telling folks who are
not necessarily gung-ho about taking the baton and running
with it, is to do just that. Think of Twitter as an information
source that you can go to, to read about what people are say-
ing about your album.or your product. That ends up often-
times with the person wanting to eventually use Twitter to
say something. That, for us, is a better way to get people in-
terested in Twitter—rather than saying, “You should tweet,”
right off the bat.

?uestlove: Twitter is the modern-day Paul Revere. Its ripple
effect is faster and more effective than almost any type of ad.
In the early *90s there were certain tastemakers you could en-
trust to promote your product. Twitter allows the artist to be
his own tastemalker.
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I learned about Esperanza Spalding on Twitter. The same
with Odd Future. The Dirty Projectors are another great exam-
ple of how Twitter has changed someone’s course overnight.
On a whim, I took my Flip cam when they performed, and put
a 40-second clip on Twitter. The next day I woke up and every
blog from Pitchfork to whatever had that clip on.

Stone: That’s what's going on across all of Twitter. Atleast 25%
of all tweets have a link in them, and a lot of times that link is to
a piece of music or a videoclip. When we notice that behavior,
we start doing stuff. One of the things we did recently was an in-
tegration with Apple’s social network service Ping, so thatifyou're
listening to a song on iTunes, you can just hit the tweet button
and you can share it with all your followers and get taken back
into iTunes to buy it. There’s another service called Rdio, and
you can listen to the whole song if you're both Rdio subscribers.

Does Twitter have the responsibility to help users pro-
vide more context to their tweets?

Stone: Not everybody reads the terms of service when they sign
up to a website. But if you look at ours, I helped write them.
They’re written in a very conversational tone, and anything that
sounds lawyerish has a yellow box explaining what it means.
Basically, it says once you send out a tweet, it goes everywhere.
It goes on people’s mobile phones, it goes on CNN. It goes every-
where. That’s going to be on you. So if you don’t like the sound
of this, then don’t use the service.

We have a responsibility that people understand it’s a public
medium. People are still learning what works, what doesn’t. Can
you pull off humeor in 140 characters? Will people get the joke?
My example is, if I tweet I'm at a restaurant, I've got to assume
it's an invitation for anyone around to join me. So I wait until I
leave. Those are the subtleties that society in general is learn-
ing to understand when it comes to the new transparent way
that we go about our lives and communicating. There’s alot of
value in openness, but we also have to learn how to temper that.
Occasionally we're going to get burned, but that’s how we learn.

?uestlove: Do you ever fear the idea that you might become
the next Friendster?

Stone: The fear is not about someone else. The folks most likely
to bring us down are ourselves. One of the things we lived
through, which was terrible, was that we weren’t able to keep
up with growth throughout 2008 and 2009. We had a lot of down-
time. That’s the kind of stuff that ultimately will make you fail.
We had a small team then—like, 50 employees—and we're past
350 now. We're finally able to get to that point where we're not
shooting ourselves in the foot every day. When we worry, we
worry about executing on our plans.

There are others that are doing similar work, and that's a
good thing for society in general; to have a variety of people
working on a variety of cool tools that allow people to express
themselves. But the thing that's most important is that we do
our job and support the growth. That's what brings a service
down—not paying attention to what the users need and not
running a quality service. For example, focusing on money too
early as opposed to features and growth.

2uestlove: Will we ever be able to add a comment to a retweet?

Stone: That’s part of a larger initiative. One hundred and forty
characters is the basic mechanism that carries a tweet through
the system. But there’s all kinds of meta information that can be
added that gets carried along with it. For example, is the tweet
referencing a song? Should the song be displayed? There’s a
world down the line—we’re not working on it this second—
there’s alot of associated content with that very simple tweet. . .
something you're using to read the tweets can unpack a world
of information. e
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FINALLY. WORD-OF-MOUTH

HAS STRUCTURE. IT HAS SCALE.
IT’"S TRACEABLE, TRACKABLE—
AND POTENTIALLY PROFITABLE

BY ANTONY BRUNO

Fact: Six of the top 10 most retweeted Twitter messages of 2010
were related to a musical artist. Fact: Eleven of the top 20 Twit-
ter users with the most followers, including the top three over-
all, are musical artists. Truth: Clearly, there’s an intimate
connection between Twitter and music.

Today, five years after co-founder and then-chairman/CEO
Jack Dorsey sent the first tweet on March 21, 2006—*“just setting
up my twttr’—Twitter has fundamentally altered the relation-
ship between artistand fan, between label and fan, and between
fans themselves. The ramifications of Twitter on the way music
is discovered, marketed and sold have yet to fully materialize.

That's because word-of-mouth is the best, if most inefficient
form of advertising. With Twitter, word-of-mouth now has struc-
ture and scale. It's traceable, trackable and potentially profitable.
Twitter has become a beyond-massive broadcast platform—200
million registered accounts that contribute an average of 140
million tweets per day. It has raised more than $360 million in
venture financing and is valued at more than $3.7 billion. But
while Twitter’s success in its first five years has been measured
by its number of users and by traffic, the next five will be rated
on its ability to turn a profit, and Twitter believes there is a real
business opportunity in supporting the music industry.

“The more they can build an audience on Twitter, the more
tickets they can sell, the more music they can distribute and the
more of their core business model they will be able to support,”
says Twitter head of strategic sales Ross Hoffman (@hoff).

Inthe last year, Twitter started testing new programs and ini-
tiatives designed to make Twitter a more structured (and mon-
etizable) experience for the brands and industries willing to pay
for them, and hired new employees to manage these programs
and teach celebrities and artists how to better use the service to
their advantage. Among the early adopters are music companies
like Interscope, Hollywood Records, Merge, Amazon and iTunes.

According to Omid Ashtari (@omid)—who joined Twitter
in December from Creative Artists Agency as an entertainment
business development executive and a sort of celebrity hand-
holder—the most effective way to use Twitter as a promotional
vehicle is through authentic communication directly between
the artist and fan—regardless of risk. “It gives fans a feeling
that any time, any day, the band can say something really fas-
cinating,” Ashtari says. “If you make people feel like they're
missing out on something if they’re not following your tweets,
that’s a great way to build demand.”

Twitter’s next step is to start making money. Partnerships
with the music business play an integral role in that effort. Hoft-
man is leading the charge to create custom Twitter experiences
for big brands willing to sponsor the experience.

“If a sponsor comes to us and wants to do some kind of deal
involving music, we may approach labels or artists or manage-
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mentor venues and pull the pieces together,” he says. During the
Super Bowl, for example, it created a custom feed for the National
Football League that aggregated all Twitter conversations related
to the game in a widget that appeared on NFL.com, paid for and
branded by Visa. Part of thatincluded a graph of which topics and
people were receiving the most mentions. Interestingly, the top
five on the list that night were artists performing and appearing
in commercials, rather than the players or the teams.

In April 2010, Twitter began testing a program called Pro-
moted Tweets. Similar to Google’s AdWords, participating
brands can pay to have a tweet they create appear at the top of
any search term with which they choose to associate it.

Interscope Records bought promoted tweets to market new
releases from Lady Gaga, Maroon 5 and Taylor Momsen. On
Feb. 28, for example, the label bought a promoted tweet to push
the video premiere of Gaga’s “Born This Way.” Any Twitter
search for the term “Lady Gaga” listed the Interscope tweet first,
which included a link to the video on Vevo and encouraged
retweets. The promoted tweet was retweeted 823 times in less
than four days. Twitter estimates the marketing exposure for
that one tweet was in the millions of eyeballs.

#promotion: It looks like
Twitter entertainment
buiness development
executive OMID ASHTARI
(@omid) wants promo
tweets to be comfy.

» @KevinLiles? s president/CEO of Def
=lefsotz is Sob Lefsetz, con-

“That was a perfect example,” Hoffman says. “It had a link
toavideo, a call to action, and encouraged fans to retweet it. A
typical tweet might get 100 retweets.” The campaign helped
drive the video premiere to 2.7 million streams in 24 hours, ac-
cording to data provided by Vevo.

Another program Twitter began experimenting with in 2010
is Promoted Trends. While the Twitter home page lists trend-
ing topics, Promoted Trends allows companies to buy a spot on
that list for 24 hours at a time, marked as “promoted.” It’s dif-
ferent from Promoted Tweets in that it doesn’t wait for users
to search for anything. Itjust sits on the home page. The music
industry was one of the first to participate in the program.

Both programs remain in the trial phase, and according to
Hoffman are only offered to a handful of brands who “get it.”
This is in preparation for a widespread rollout. Hoffman says
Promoted Tweets alone is seeing engagement rates of 5%-8%.
This is massive compared with the typical 0.25% engagement
rates common for Web banner ads.

Promoting music is one thing; getting people to buy is an-
other, and Twitter’s success in this area is inconsistent. On the
positive side there are success stories like Durham, N.C.-based
Merge Records and its use of Twitter to drive sales for Arcade
Fire’s 2010 Grammy Award-winning album, “The Suburbs.”

A week after the album arrived last July, Merge used Twitter
to offer the CD for $7.99 through the label’s online store—a 50%
discount, and even cheaper than the digital version of the
album—through the Twitter accounts of Merge Records (18,000
followers), Arcade Fire (134,000) and Twitter Earlybirds (225,000).
As aresult, Merge sold more CDs from its online store the sec-
ond week after the album was released than the first.

“Twitter has helped make music more democratic,” Merge
head of digital assets Wilson Fuller says. “That is, information
about artists and releases is shared socially and not dependent
on ad dollars spent for exposure.” But, hip-hop artist Soulja Boy—
despite having 2.5 million followers—sold only 13,000 copies of
his album, “The DeAndre Way,” in the week following its No-
vember 2010 release. And it wasn’t like he didn't use Twitter to
promote the album—more than 70 tweets were issued on the
release day alone from his account, including links to iTunes.

To help provide better feedback, Twitter is testing an analytics
dashboard that can provide artists with data on the number of
tweets, retweets and other information sent on Twitter aboutthem.
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It's currently offered only on a “situational” basis (meaning the
artist or label has to have an existing relationship with Twitter to
access it) but could wind up being another paid service down the
line, although Twitter hasn't yet announced any plans.

But Twitter’s power truly shines in the organic, unplanned
successes that occur when fans start talking to each other about
music they’ve heard, like or are interested in. It's an area that
until recently has progressed naturally, first with users sim-
ply naming the songs they were listening to, then by includ-
inglinks to sources of that music and lastly by using third-party
services like GetGlue or playlist-sharing services like Share-
MyPlaylists that link to Twitter. That's inspired Twitter to get
involved and start building new capabilities to make such
sharing even easier.

“It's something that going forward we're going to try to do
a lot more of because we feel one of the things we add value
to is the ability to access music where it makes sense,” Rdio
chief technology officer/VP of engineering Todd Berman says.
“When someone on Twitter says, ‘Hey, check out this song,’
you shouldn’t have to leave Twitter to check out the song. You
should be able to just listen to the song.”

Amazon MP3 uses Twitter slightly differently. In May 2008,
it began tweeting alerts on its Daily Deals for discounted music
about once per day. It now tweets two to eight times per day and
has amassed 1.5 million followers. Tweets include free songs
of the day, artist samplers, playlists and links to songs by artists
in the news related to events like the Grammys or the Super
Bowl. “We received great customer response from the tweets,”
Amazon spokeswoman Cat Griffin says, “and continue to use
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Twitter as a way to update customers on their favorite artists
and help them discover new music.”

All this is just the beginning. Twitter has also started creating
in-house services and applications first made popular by third-
party developers, such as how it created its own iPhone app after
several developers first created Twitter interfaces for the smart
phone. In fact, it recently put new restrictions on developers
using its API, warning them not to replicate any of Twitter's core
functionalities in an effort to make the Twitter experience more
“consistent” for users. At the same time, Twitter is working on
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providing more context around the short text sentin each tweet,
which could include metadata embedded in tweets that tells users
whether it’s referencing a video or a song, or providing an easy-
to-access guide to all the other conversations taking place around
that tweet, all of which can be unpacked and expanded beyond
the original 140-character limit.

Ultimately, however, Twitter’s future success or failure de-
pends on whether society at large—of which the music indus-
try is only one element—can adapt to its tenants of sharing,
transparency and openness—all in 140 characters. e

RETWEET TO BOOST IMPRESSIONS.

DON'T JUST TWEET ABOUT YOUR
NEXT SHOW/ALBUM

HAVE A GOAL, BUT STAY LOOSE.

REGULARLY REPLY TO FANS. -

BE AUTHENTIC.

Prolific. Popula
de, founder




