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JAMES ANDREWS


James Andrews is the managing partner/co-founder of Everywhere specializing in the creation of digital strategies, online communications, and web content production. Everywhere is a strategic communications agency that focuses in helping brands and individuals navigate the social media and online space to build better connections with their audiences. Their clients include Delta, CNN, Macy’s, PGI, Promethean, Georgia Public Broadcasting, Actress/Author/Activist Jane Fonda, and Music Producer Jermaine Dupri. Everywhere is a Guinness World Record holder for the most widespread social media message within 24 hrs for #BEATCANCER (www.beatCancerEverywhere.com)
Before launching Everywhere, Andrews was Vice President, Ketchum Digital and directed global social media brand strategies for Monster.com, FedEx, GeekSquad, Nokia, Wendy’s and Newell Rubbermaid. As an internationally respected digital thought leader, Andrews helped start a Social Media practice in the Ketchum Brazil office and has been a keynote speaker in Sao Paulo, London and Norway. Andrews has been working in the area of interactive/new media and non-traditional marketing for 15 years holding senior titles at Urban Box Office, Columbia Records, Ecko Unlimited and Isobar/Carat. His experience with brands such as Current TV, Coca-Cola/Sprite, Truth.com and Proctor & Gamble places him in a unique category of entrepreneurs that understand the convergence of new media, content, social activism and digital lifestyle.

James blogs at Fastcompany.com as an Expert Blogger as well as Huffington Post. Andrews can be seen as a regular contributor on CNN Weekend discussing current news and social media stories. 

James Andrews attended UCLA, grew up in Silicon Valley, and lives in Atlanta with his wife and two children. His community involvement includes volunteer work at GCAPP, The Paideia School and Morehouse College.
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A Neusletier Trumpets the John Blazes” of Urban Entertainment

SoulPurpose Gives Executives
Career Boosts Simply
By Mentioning Their Names

By KemBa J. DUNHAM
Staff Reporter of THE WALL STREET JOURNAL

Tamara Spinner was working at RCA
Records last year, when her name showed
up in SoulPurpose, an e-mail newsletter
about the urban-entertainment industry.

She was in the newsletter’s “Rumor
Mill” section, which teasingly lists the
names of people — with no other informa-
tion — who are considering career moves,
leaving readers to guess at their plans.

Suddenly, Ms. Spinner found herself at
the center of a huge buzz. Her boss, she
says, peppered her with questions and
found out she had received a job offer from
another label. A wo-
man from RCA’s
human-resources
department — on
vacation at the
time — immediate-
ly phoned to say
how valuable Ms.
Spinner was to the
company’s urban-
music division. A
subsequent meet-
ing with RCA Re-
cords president Bob
Jamison led to a
hefty raise and
greater responsibility within her division.

“All of sudden, there was this huge effort
to keep me there,” marvels the 25-year-old
Ms. Spinner, who left her job a few months
ago to become the newsletter’s editor.

In just two years, SoulPurpose has
become an influential behind-the-scenes
career-maker in the booming world of ur-
ban entertainment. A mere mention in its
pages can instantly turn an executive into
a hot commodity, generating a barrage of
phone calls and even job offers.

Its “Rumor Mill” column sets phones
ringing on both coasts. Another closely
watched feature is the “John Blaze” col-
umn (named after the alter ego of rapper
Method Man), which highlights people who
are “on the rise.”

Even new subscribers are treated like
bigwigs, with their names and companies
placed in the “Look Who Recently Sub-
scribed” section. “If I see someone’s name
in SoulPurpose, I'll remember to keep my
eye on that person,” says “Big” Jon Platt,
the senior vice-president of creative at
EMI Music Publishing in Los Angeles.

James Andrews, 29, founded SoulPur-
pose in 1998 while he was a senior director
of marketing at Columbia Records. His
aim, he says, was not to make money, but

James Andrews

Creating a Buzz

When urban entertainment executives make it onto SoulPurpose’s John Blaze list, it often
generates aflurry of phone calls and even job offers. A sampling of recent mentions:

@ Steven Campbell, an Atlanta-based partner in Doughboy Entertainment, for being one
of the hardest working event organizers in the business.’

@ Phil Colon, president of Urban Latino magazine, for ‘going multimedia’ with the launch

of the publication’s Web site.

@ Charles Stone llI, the creator of the famed ‘Whassup Up?!!’ Budweiser commercials,
for ‘causing many a Sunday couch-quarterback to fall out of his or her chair.’

simply to create a networking forum for a
surging number of minority executives in
the urban entertainment business. That
business grew out of the culture of the in-
ner city, and encompasses everything from
music and publishing to film. Mr. Andrews
started sending the newsletter to 150 of his
industry contacts, featuring an array of
news items along with the lists of names.
Then, he says, it “took on a life of its own.”

In two years, SoulPurpose has seen its
readership and influence surge. It now
boasts 15,000 subscribers. Last August, Mr.
Andrews sold the newsletter to Urban Box
Office Networks, which is creating a series
of Web sites aimed at the urban market.
He won't disclose terms of the all-stock
transaction. Last month, helped by UBO’s
$22 million in funding from investors
including venture-capital firm Flatiron
Partners and investment bank Allen & Co.,
SoulPurpose launched a Web site.

Datu Faison was R&B charts manager
at Billboard magazine when SoulPurpose
got wind of his impending move to Def
Jam Records and put his name in the
“Rumor Mill.” “A flood of calls came from
my friends in the industry and from people
who had been considering me for job
opportunities,” says Mr. Faison, now a pro-
motions director at Def Jam.

Glenn Chin, a video-games marketer for
EA Sports, a subsidiary of Electronic Arts
in Redwood City, Calif., says that people he
meets in business still recall his 1998
SoulPurpose profile. Mr. Chin had worked
to get rap artists to include shots of his
company’s games in their music videos. In
February, Mr. Chin was able to link his
company’s “NBA Live 2000” game with the
release of a new Air Jordan sneaker after
meeting a Nike Inc. executive last fall who
remembered the mention. “It’s like being
in a fraternity,” says Mr. Chin.

Ms. Spinner says that people who aren’t
making any interesting career moves try to
wheedle their way into the “Rumor Mill or
on the “John Blaze” list, just to get people
talking about them. To escape self-

promoters, the staff tries to find rising stars
through their own research and contacts.

The principal editorial voice of SoulPur-
pose belongs to “Andy Platnum,” the nom
de plume of someone Mr. Andrews says is
an industry insider, but whom he declines
to identify. Mr. Andrews says that Mr.
Platnum’s anonymity creates a “voice of
God” effect in the newsletter, adding that
when “Andy talks, people listen.” At a re-
cent SoulPurpose lunch in New York
honoring “Next 40" power players in the
urban-entertainment business, Mr. An-
drews teased the crowd by telling them
that Andy was “somewhere in this room.”

An appearance in SoulPurpose doesn’t
please everyone. Brett Wright, an execu-
tive at Hookt.com, a hip-hop Web start-up
in New York, was slightly annoyed when
his impending move from Bertelsmann
Music Group was hinted at in the news-
letter in January. “There’s a fine line be-
tween getting the news that you want out
and that which you don’t want out,” he
says, adding, “This is my career we're
talking about.”

But most people are thrilled to be men-
tioned. Cedric Thornton was an office assis-
tant at Blaze, a New York hip-hop maga-
zine, when SoulPurpose wrote about his
entertainment industry basketball league.
The league was newsworthy because it
drew as spectators and participants such
hip-hop luminaries at Queen Latifah and
Sean “Puffy” Combs, as well as executives
from Tommy Hilfiger Corp. and Sony
Corp.’s Sony Music. The item noted that
“Big Ced” was the league’s commissioner.

That plug came in handy a few months
later when Mr. Thornton cold called maga-
zine executive Reggie Miller after seeing
his name in the “Rumor Mill.” Mr. Miller
remembered the reference to Mr. Thorn-
ton in SoulPurpose, and three weeks later
Mr. Thornton had a new job at Mr. Miller’s
Internet marketing start-up, Iced Media. “I
had the ultimate inside track,” says Mr.
Thornton, who hopped to Impact, an urban
entertainment trade magazine last month.
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