


blatantly transparent. Indeed, an extreme critical view of the film could
find it as nothing more than an hour and a half advertisement for Red
Bull’s flagship beverage. Yet even this thoroughly negative reading still
offers a valuable point of discourse on the role that corporate sponsorship
plays in the creation of art, and the evolution of this complex relationship
in the face of disruptive innovations that have shaken the music industry
to its core. Whatever weaknesses of style, content, and commercialism
the film does suffer from, like all good art, there is truth hidden inside. As
a documentary of what it means to make music in the modern age, What
Difference Does It Make is a worthy contribution to the historical record,
and potentially a valuable contribution to those engaged in music industry
studies.
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John C. Maxwell. Talent is Never Enough: Discover the Choices that
Will Take You Beyond Your Talent. Nashville: Thomas Nelson,
2007. www.thomasnelson.com.

Thousands of talented entertainment and industry students enter uni-
versities every year with the vision of perfecting their craft in order to
be successful in the industry. Talent Is Never Enough poses the question
that if talent was the only indicator of success, why do some people never
reach their full potential? This text presents thirteen attributes that when
combined with talent, make a person successful (or, a “talent-plus per-
son”).

Talent Is Never Enough begins with the argument that talent alone
does not make a successful person. A few examples include, “More than
50 percent of all CEOs of Fortune 500 companies had C or C- averages
in college” and “More than 50 percent of millionaire entrepreneurs never
finished college” (p. 2). So rather than dwell on success, the text puts tal-
ent into perspective with relation to giftedness; contribution to society;
the recognition that everyone has talent; the ability to develop the talent a
person has, not the one he wants; and the value of choices. It is the latter,
choices, that sets the context for the rest of the book: TALENT + RIGHT
CHOICES = A TALENT-PLUS PERSON (p.10).

The attributes presented for success are belief, passion, initiative, fo-
cus, preparation, practice, perseverance, courage, teachability, character,
relationships, responsibility, and teamwork. Each chapter begins with a
scenario that establishes the attribute, identifies the importance of the at-
tribute, helps the readers recognize that attribute within themselves, and
provides steps to heighten that attribute. In addition, each chapter includes
“Application Exercises”—about a half-dozen questions that encourage
personal reflection and often build upon previous chapter exercises.

Many institutions require an orientation, or a class, or freshman-
success program, or series of workshops that help students identify their
strengths, make appropriate choices, and navigate their college and pro-
fessional career. For a student in the music and entertainment business,
Talent Is Never Enough taps into students’ talent; identifies attributes that,
in addition to talent, contribute to success; and helps steer the student in
the right direction to make good choices to become a “talent-plus” person.
As a teaching tool, a supplemental workbook is available. The workbook

308 Vol. 14, No. 1 (2014)



chapters correspond to the text chapters and include additional, more de-
tailed questions and exercises that facilitate introspection and action such
as, “How can you utilize or further incorporate your talent into those areas
of your life where you are most committed?” (p. 70).

The personal and recounted examples of success and failure make
this an engaging, easy-to-read text for the student. Combined with the
workbook, Talent Is Never Enough is a useful classroom tool for the in-
structor as well.
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Stephen Marcone and David Philp. Music Biz 101 & More (Broad-
cast, Streaming, and Podcast). Wayne, New Jersey: William
Paterson University. musicbiz101wp.com or wpsc.wpunj.edu or
bit.ly/1mSfqPc.

At a time when there are thousands of free online courses, Steve
Marcone and Dave Philp, two professors in the music management pro-
gram at William Paterson University, have come up with a weekly radio
show that talks and teaches about the business. And it’s free! Streamed live
Wednesday nights at 8:00 and available as a podcast on Stitcher Radio,
the show is entertaining and informative. Philp is a natural for radio. His
bigger-than-life personality carries the show and Marcone’s dry humor
brings out the show’s darker side.

I listened in on three different occasions (eleven shows were broad-
cast during spring semester followed by reruns during the summer). Music
attorney Karl Guthrie gave excellent legal answers to several call-in ques-
tions (tweets to @MusicBiz101wp are also welcomed) pertaining to regis-
tering band names, forming band member agreements, and understanding
mechanical reproduction rates. He also spoke about two secrets of artist
contracts: 1) artists who are also writers do not need to oblige label re-
quests to be paid at % rate, and 2) the copyright termination law affecting
artist contracts enacted thirty-five years ago is now something artists from
back then don’t know enough about. Guthrie is veteran of the business and
very willing to share his knowledge.

Aaron Van Duyne, business manager for Kiss, Three Doors Down,
and Dave Matthews, among others, was equally informative. I learned a
great deal about how the role of the business manager in today’s industry
has expanded beyond collecting and distributing the artist’s earnings. Van
Duyne said that he participates in negotiations concerning tours, merchan-
dise, and literally all of an artist’s new and varied revenue streams.

Lastly in May, I heard them interview Paul Sinclair, Executive Vice
President of Digital Media for Atlantic Records. Sinclair gave great in-
formation on the direction of digital for the major labels and in particular,
concerning deals with the various carriers and streamers. He expressed the
importance of playlist curation, apps, and how DIY artists can get more
listeners to stream targeted music.

All'in all, I’'m very impressed with the show. Marcone and Philp play
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off of each other so the shows never got boring. Speaking for myself, an
industry veteran of almost forty years, I found the information timely and
accurate. The students on the show were informative as well (each week
a student from the university’s program serves as a co-host), and the audi-
ence asked intelligent questions. Tune in. Maybe you’ll learn something...
I did.
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UK Music, The Intellectual Property Office, and Aardman Anima-
tions. Music Inc. (App). 2014. Available for iOS and Android.

MDickie. Popscene (App). 2014. Available for iOS and Android.

Here are two new apps that teach you how to manage a career. Mu-
sic Inc. is the result of collaboration among UK Music, the Intellectual
Property Office, and Aardman Animations. The free app for Apple and
Android comes in fifteen languages and allows players “to take on the role
of managing an aspiring musician,” and I must add: it’s pretty cool! The
blurb says it allows a player “to experience the challenges encountered by
artists in the digital age.”

Okay, what’s cool about it? It requires the player to monetize revenue
streams, such as live and recording, in order to acquire enough money to
promote and advance an artist’s career. So in order to assemble the team
to take a shot at stardom, one must sell music or perform gigs to earn
enough money to pay all the “suits.” Protecting
your rights (it is also called an antipiracy app),
songwriting, producing, and releasing are all
part of the process, and when others complete
these steps, it’s all on the artist’s dime. So the
player needs to develop a strategy in order to
get through the maze and become successful. |
give it $$8$$ out of 5 (it takes a few minutes to
learn how to use it).

Popscene, from MDickie.com calls itself a music industry “sim” that
teaches how to manage a career. The description reads, “Bring your MP3
collection to life with animated performances as you embark on a career
in music! Form your own band by recruiting talent from over 150 artists
across 6 unique labels, or enjoy creating your own stars with the editor.”
The game begins with an artist seated in the office of “The Underground”
and a “suit” requests that the artist submits a
song, perform it in the office, and then fine tune
it in the studio. The player chooses band mem-
bers (or individual artists) from a list of 150,
all with different attributes (or one can create
unique artists with the game’s built-in editor).
Downloading your own MP3s is the fun part or
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you can continue to play by using the game’s built-in tracks.

The next steps are to record (or submit) hits that will top the charts
and then perform them on the road. Once several songs exist, it is the on-
stage performers who must make the performances hits by earning high
scores. The success rating for a show is the average score of all the songs
performed. When booking venues, the player must calculate the chances
of making a profit. Tickets to shows are sold at five dollars per song, so the
more songs performed the more revenue becomes available.

The game itself is rich and complex. Throughout, revenue and ex-
penses are calculated and different scenarios are created that make use of
the various aspects of the business (in some ways this is very realistic).
Popscene offers a variety of deals with different advances, royalty rates
and terms.

I found the game repetitious and the instructions and takeaways, al-
though humorous, were confusing and not as clear as Music Inc. The game
is free to download, with the option to purchase a “backstage pass” for
more content. I give it $$$ out of 5, however most online reviewers love it.
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Steve Winogradsky. Music Publishing: The Complete Guide. Van
Nuys, California: Alfred Music, 2013. www.alfred.com.

Steve Winogradsky’s Music Publishing: The Complete Guide is an
exciting new volume on music publishing. This well-organized book lives
up to its name through its clear and detailed chapters covering this impor-
tant area of the music industry.

Winogradsky begins with a history and concise summary of copy-
right law, establishing the basis for the music publishing industry. Graph-
ics are included to assist the reader in understanding complex topics such
as copyright duration and termination of rights. Other chapters in the book
are dedicated to performing rights organizations, mechanical licensing,
synchronization and print licensing, songwriter and composer agreements,
publishing administration, and sampling.

The author wisely dedicates two of the thirteen chapters to explain-
ing the frontier of digital media. Analysis of a digital rights agreement is
especially helpful for anyone who has not seen or is attempting to draft
such a document. The chapters on pitching and placement agreements and
production libraries are yet another attractive component of Music Pub-
lishing. The chapter on production libraries is one of the best written by
any author on this topic. The subject is covered by text and an analysis of
three different contracts. The study of this chapter would be a helpful ad-
dition to any media production course.

Throughout the book the author clearly defines industry terminol-
ogy. He demonstrates how these terms function in industry agreements,
and provides all of the definitions in a glossary. Winogradsky draws from
his many years as an attorney and music industry professional to provide
case studies, hypothetical illustrations, and examples from his own career.
This brings the material to life for the reader. These personal examples are
enlightening, detailed, colorful, and often humorous.

The greatest strength of this book, which really sets it apart from oth-
er books on publishing, is the inclusion of sample documents with exten-
sive explanation by the author. These documents include contracts, letters,
licenses, special clauses, and schedules where appropriate. Winogradsky
walks the reader through each of the contracts using a side-column run-
ning analysis and commentary which includes illustrative calculations. It
is the next best thing to having an attorney present. There is a thorough
description of each section and subsection of the documents. The author
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gives examples of well-written contracts as well as “bad” agreements. As
the author points out, a great deal can be gleaned from studying an un-
realistic or unreasonable agreement as well as a model one. This kind of
contract analysis can be very time-consuming in the classroom. Students
can review these documents on their own, with the author’s help, which
makes them invaluable resources.

Music Publishing is aimed at students as well as industry and legal
professionals. The extensive document analysis makes this book useful for
both music publishing and industry contracts courses. The author does not
just explain the workings of the publishing industry but also provides very
practical advice. The chapters are precisely laid out in an organized and
consistent fashion which makes this an easy-to-use resource. Although
Music Publishing comes with a somewhat high retail price it is well worth
the cost.
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