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THE ULTIMATE DVD

WWEFERENCE
DECODER

Critical monitoring is essential for producing Dolby® Digital
soundtracks for DVDs. The new critically acclaimed next-generation
DP564 reference decoder supports all Dolby consumer surround
Supplied Windows® PC remote sound formats and incorporates innovative tools to ease DVD audio

software
file creation.

Timecods Statu:

0 0 59 1 2 Advanced features include a linear timecode (LTC) output to check

Frame Rate A/V sync, expanded connectivity with multiple inputs, and an
3ne mate
1z blord

Ethernet port for streaming Dolby Digital tracks over a LAN. Remote
?cl::g: Timeeodc Output Status control and streaming file access is easy with the supplied Windows
PC application. The front panel contains a large display for easy
setup, navigation, and metering, plus Dolby Headphone processing
for monitoring surround sound with stereo headphones.
The DP564 also includes all
www.dolby.com/DP564
Dolbyi“mgital the monitoring and room setup

Dolby SunoundProl.pgic‘ functions you’d expect from D[] DOIt)y®

0 ™
Doiby Digital Surround EX the industry’s reference decoder. BREAKING SOUND BARRIERS™
Dolby Surround Pro Logicll

Doiby Headphene

Audition the DP564 reference decoder in your DVD facility today.

Dolby Laboratories, Inc. ® 100 Potrero Avenue ¢ San Frandisco, CA 94103-4813 ¢ Telephone 415-558-0200 * Fax 415-863-1373

Wootton Bassett ¢ Wiltshire SN4 8QJ England * Telephone (44) 1793-842100 * Fax (44) 1793-842101 * www.dolby.com

Dolby, Pro Logic, and the double-D symbol are registered trademarks of Dolby. Laboratories. Breaking Sound Barriers and Surround EX are trademarks of Dolby Laboratories.
Windows Is a registered trademark of Microsoft Corporation. © 2002 Doiby Laboratories. Inc. $02/14256
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DIGITAL PRODUCTICGN CONSOLE

Optimised fer no-compromise 24-bit, 96 kHz performance, the new C200
delivers benchmark audio quality from a farmiliar and kighly responsive
control surface. The C200 console is the perfect bakance of in-line
ergonomics and space-saving layered channel capability and is designed
to handle: a wide variety of ambitious production tasks with ease.
Incorporating SSL's legendary advamced dynamic automation, the C200%s

versatility provides an unmatched solution for those se=kingito maximise
and future-proof their investment.

BROADCAST/LIVE PRODUCTION
Scalable, robust, fault-tolerant technology
-ot-swappable components
Broadcast-specific operational features
Cempact configurations for Mobiles

MUSIC RECORDING & MIXING
96xHz, 24bit DSP with tuned and matchec 1/0
Analogue EQ and Cynamics DSP Emulation
Simuitaneous 3.1 and stereo main mix outputs
Powerful automatior and instant, total reset

POST PRODUCTICN
Powerful yet compact frame configurations
Integrated machin2/DAW control
Scene-based automation for mix-to-picture
Precise, intuitive surround panning control

TO REQUEST FURTHER INFORNIATION, OR TO ARRANGE A DEMONSTRATION OF THE C20C, PLEASE CONTACT YOUR LOCAL SALES OFFICE.

Solid State Logic

INTERNATIONAL HEADQUARTERS

Begbroke Oxford OX5 1RU England Tel +24 (0)1855 842300 Fax +44 (0)1865 842118
Emait sales@solid-state-iogic.com www.solid-state-logic.com

NEW YORK LOS ANGELES TOKYO
Tel +1 (1)212 315 1111 Tel +1 (1)323 463 4444 Tel +81(0)3 51474 1144

PARIS MILAN
Tel +33 (0)1 3460 4666 Tel +39 039 23 28 094




THE POWER OF A NEW ERA

SR 4060
stationary
receiver

THE NEW AKG WMS 4000 WIRELESS SYSTEM GIVES YOU MORE!

= 120 dB dynamic range ard full 35 - 20,000 Hz frequency
response for class-leading audio quality

* 1,200 channels in each of four 30 MHz-wide RF bands permit
use of 50+ systems anywhere

* Full 50 mW radiated RF cutput
= 3 different scanning moces for quick, easy frequency selection

= Data port for computer menitoring .and control of all
performance parametess

» Smartbattery management system with at least 12,000 hours
use time

= A comprehensive range of accessories to customize a system
for any application — touring, broadcast, installations

» Obsolescence-proof, upcatable software

&

charging unit multi-coupler antenna

CU 4000 PS 4000 SRA 2 PSU 4000
central power supply

WMS 4000

AKG ACDUSTICS, U.S. /7(\/-\

914 Airpark Center Jr. ® Nashville, TN 37217 /\—— |
Ph: 615-620-3800 ® Fx: 515-620-3875

www.akgusa.com @

H A Harman Interational Company

HT 3000
handheld
transmitter
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PT 4000
bodypack
transmitter

HPA 4000 MCS 4000
headphone amplifier software
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Plugged In or Plug-In

Universal Audio Announces Plug-Ins for Pro Tools|HD

T D T IO T T
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LA-2A Optical Compressor LA-2A TDM plug-in

RS T TR e
O B T | T

1176LN Limiting Amplifier 1176LN TDM plug-in

The LA-2A Optical Compressor and 1176LN Limiting Amplifier have been used on countless recordings
over the last fifty years. Producers and engineers working with acts ranging from Sinatra to The Stones
have relied on these classics for their timeless sound. These two legendary pieces of gear are now available
from Universal Audio in two forms: traditional hardware units you can rack up and TDM software plug-ins
for your Pro ToolsIHD or Pro Tools|24 MIX systems. Plugged in or Plug-In, UA delivers true classic sound.
And if you're working with a VST, MAS or Direct X system, don't feel left out, these same great-sounding
Universal Audio plug-ins run on the Mackie UAD-1 DSP card.

analog ears | digital minds

INC

UNIVERSAL AUDIO

info@uaudio.com » www.uaudio.com « phone: 831.466.3737 « fax: 831.466-3775
2125 Delaware Avenue, Suite A Santa Cruz, CA 95060

©2003 Universal Audio. The Universal Audio name, logo, and "LA-2A" and *1176" are property of Universal Audio, Inc. All Rights Reserved.



A RACK MIXER BUILT TO PERFORM
LIKE A PRODUCTION CONSOLE.
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THE XRM MONITOR MIXER

One of four X-Rack Series mixers, the compact XRM is built inside and out to deliver high-end console
performance for today’s in-ear manitoring situations. It features individual circuit boards on each
channel for the sonic performance of a sophisticated mixing console, and ease of servicing. Made in
the USA, Crest’s X-Rack Series includes the exceptional X-Matrix, XR-24, XR-20, and XRM mixers.

Can Your Mixer Do This?

» Switchable from 12 Mono to 6 Stereo Outputs
for In-Ear Mixes

e Built-in XLR/XLR Splitter System with Ground
Lift Switches

* 12 Mono and 4 Stereo Inputs, all with Full EQ
and Mic Preamps

* 4 Band EQ with 18dB per Octave High Pass Filters

* Inserts on all Outputs Pre Solo System

« XLR Bus Inputs and Solo Link Connectors for
Easy Linking to Second XRM (for 40 Inputs) or
X-Rack FOH Console

» Five Year Limited Warranty on Crest Audio
Mixers and Consoles

CREST. THE TOTAL SOLUTION FOR AUDIO PROFESSIONALS. CRES"
' __ Qo =2
control N O EQ U A L

www.crestaudio.com « Toll Free: 1-866-812-7378 .

Crest Audio. Inc., 16-00 Pollitt Drive, Fair Lawn, New Jersey 07410
rid Radio History .
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The Echoes Of History. The Future Of Music.

Three decades ago, a legendary sound was born with the arrival of the first Eventide effects processors. Eventide subsequently
helped shape the sound of some of the most important artists of the era.

Today, as Eventide processors continue to evolve and proliferate, the echoes of our original boxes continue to intrigue and
delight. That's why we’ve created the new Eventide Clockworks Legacy™ plug-ins for Digidesign’s Pro Tools. Now a new
generation of creators can have the classic Eventide sound with all the flexibility of today’s leading digital audio workstation.

Easy to use and completely flexible, featuring full integration, automation, and MIDI performance control, The Eventide

Clockworks Legacy bundle puts five legendary processors on your desktop—the Omnipressor®, the Instant Phaser™,

the Instant Flanger™, the original Harmonizer® brand effects processor, the H?10 and its successor the H949. These are
the products that defined effects processing. Each one painstakingly recreated by Eventide software engineers to deliver

the sound you can’t get anywhere else.

What new sound will emerge from the virtual reincarnation of these classic processors? That is entirely up to you.

Eventide

The Sound Is Legendary. The Creativity Is Yours.

Omnipressor Instant Phaser H910 Harmonizer Instant Flanger H949 Harmonizer

The legendary sounds of Eventide are back.
Experience Eventide Clockworks Legacy plug-ins for Pro Tools.

Eventde, Omnipressor and Harmonizer are registered trademarks, and Instant Phaser, Instant Flanger, Eventide Clockworks Legacy are trademarks of Eventide Inc.
©2003 Eventide Inc. Pro Toois is a registered trademark of Avid Technology Inc.

World Radio Histol
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PROFESSIONAL AUDIO AND MUSIC PRODUCTION

May 2003, VOLUME 27, NUMBER 6

A Fine Mess: Dark Days in the Music Industry
Dot-bombs, mega-mergers, mismanagement, piracy...Today's overbuilt
recording business is a quagmire of financial and technological confusion.
Where do we go from here? Senior editor Blair Jackson puts it all into
perspective.

Record Label Remedy

Major-labe! execs roundly blame file sharing and CD burning for their
financial woes, but there's simply no going back. As New York editor Paul
Verna reveals, the labels know this and they are responding.

Surround Salvation?

Blair Jackson demystifies the technology behind SACD and DVD-A discs
and players, and the issues surrounding the first new music formats since
the compact disc. Then, he asks, is this enough?

Paying to Play Online

After a frenzied three years of cat-and-mouse between the labels and the
Napsters, legal downloading is finally ready. Mix editors Sarah Jones and
Sarah Benzuly ask the question: Will people pay for music again?

Radio! Radio!

Who hasn't lamented the rise of corporation-dictated programming? But,
as Nashville editor Rick Clark observes, the future of radio~via satellite
and Internet-may take a cue from the past.

Studios Fight Back

A studio’s success rides on the right mix of technology, service, reputation
and fiscal management. Maureen Droney learns how studio owners are
coping with the industry’s downtime and staying ahead of the game.

Getting Noticed

Giant labeis with shrinking rosters have cut a lot of artists loose. Maureen
Droney talks with performers who have found alternative ways to break out
of the regional circuit and make national names for themselves.

Manufacturers: Up, Down, All Around

Does the downturn in music retail sales and label stock values spell doom
for equipment manufacturers, or do shrinking production budgets add up to
a run on low-cost gear? Ron Franklin finds out how manufacturers are faring.
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VIENNA SYMPHONIC LIBRARY

~0S R A OO DWINDS P S5SION

Simply perform.

b
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L percUSSION

The O I'c h estra I C u be 50,000 multisamples on DVD-ROM, played

by top musicians from Vienna's world-renowned orchestras. This massive treasury of Strings,
Brass, Woodwinds and Percussion was captured with pioneering recoraing technology in a specially
constructed sound stage with practically no roise-floor. It includes the Alternation Tool MIDI
utility, which allows you to pre-define 12 consecutive different artic.latiows on one MICI track,
triggered automatically as you play in real-time! Expertly orogrammed for TASCAM GigaStudiio v2.5
and Emagic EXS 24 mk II. 45 GB, $1,890

Th e Pe rfO rm a n Ce Set 110,000 Performance Elements on DVD-ROM, inncvatively mapped and

enthanced by the revolutionary Performance Tool, a suite of MIDI utilites that provide incredib'e autherticity and ease of use. With
the aid of this custom software, developed exclusively by the Vienna Symphonic Library, you can create fluiq, realistically articulated
passages like legato, portamento or glissando. Imagine the authenticity. of pre-recorded phrases with the flexibity of mutti-samples!
An orchestral sampling breakthrough! 48 GB, $1,490

Alternation Repetition

ran sfz
FIND OUT HOW SIMPLE REALITY CAN BE:

‘ WWW.VSL.CO.AT |

VI P the Vienna Innovation Program  Become a charter member of VIP as the Vienna
Symphonic Library gradually expands to 1.5 mitlion samples. Upgrade to bigzer collections on hard
disk at affordable prices. Cross-grade to future scftware platforms and technclogies and feel safe
in the knowledge that your investment in the future of orchestral music production will last a lifetime.

>
Tyears L_é,‘; VIENNA SYMPHONIC LIBRARY

winner! &= www.vslicoat

The Demo Cube with over 650 MB of orchestral sample data, MIDI templates, tutosials and audio
demos is available for just $10 directly from ILIO. Call 800-747-4546 or visit www.ilio.com.

World Radio History




FROM THE EDITOR

What Is Going on Here?

hat have you done to my Mix? Where’s the 342-input console on the cover?
Well, a funny thing happened on the way to our May issue: The music in-
dustry came under attack.

Beginning in late January, a deluge of consumer press—from Wired to U.S. News
& World Report to Business Week to The New York Times—predicted the death of
the music industry. The arguments all seemed to be variations on a tired theme: CD
sales were down, while CD burning was up. File sharing is wired, physical media is
tired. The kids have no respect, the labels are dinosaurs. The detractors were many.
The solutions offered were few. Then the talk stopped. The media moved on to the
next “story of the month.”

Through it all, the one angle the press missed was that the music industry does
not exist in a vacuum. Look around today: What industry isn’t suffering? What pres-
ident or CEO hasn’t gone through consolidation or reorganization? What company
isn’t looking for new and inventive ways to make money? Yes, the music industry—
as represented by the Big Five—suffered a down-year. And, yes, the pressures from
file sharing and new means of distribution have smashed the model that existed for
SO many years. But the music industry is far from dead.

We in professional audio are both integral to and intertwined with the music in-
dustry at large. While tucked away in studios creating and producing—or behind a
FOH or monitor board—we are at the same time beholden to consumer behavior. But
we are also aligned with the computer industry, the telecom industry, the live event
industry, the installed sound industry; if it involves entertainment, we are in the mix.
This makes it especially hard to evaluate lags in equipment sales, drooping tour sched-
ules or stagnant studio rates. The challenges facing our industry are far more varied
than responding to a “crisis” in the music business. But we thought we’d start there.

So, rather than your usual collection of profiles, projects and announcements,
we've devoted nearly an entire issue of Mix to the single question: What can save the
music industry? We don't pretend to have all of the answers, and in the following
pages, you might wind up with more questions than you came in with. This is a good
thing: Everyone involved—whether in manufacturing or A&R, musician or engineer—
has a vested interest in these issues. The mutation that is taking place right now in
the music industry is very real, and it's still in its infancy.

No piece of technology, no breakthrough album from a Seattle-like scene and cer-
tainly no big label contract is going to save the industry. But some 19-year-old kid
might come along and really shake it up. Or some portable download payment
scheme might bring the moolah—in $0.05, $0.50 or $0.99 waves—rolling in. Who
can tell in 2003 what the industry will look like in 2004? The landscape is changing
even as you read this.

So peruse our Special Report, and please take some time to tell us what you think
will save the music industry. The time to think creatively is now.

| \
Tom Kenny 4 “George Petersen
Editor Editorial Director
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| shontestipath from your heart
A to your audience, SCHOEPS.

SCHOEPS Microphones are precision hand built
for artists and engineers who hear the truth.

Redding Audio. Inc. - 97 South Main Street. Unit 10 - Newtown, CT 06470 - Tel: +1 (203) 270 1808
Fax: +1(203) 270 2934 - E-mail: reddingaudio@aol.com - Web site: www.schoeps.de
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Total Sound Gontrol

Auralex Total Sound Control’™ products continue to outperform much more expensive alternatives.
Our industry-leading Studiofoam™ acoustical panels, bass traps, diffusors, MAX-Wall™ modular
environment and a complete line of construction products to greatly reduce sound transmission

and resonance can he custom-tailored to your specific needs via Personalized Consultations
and advice from the experts at Auralex.

Don’t be fooled by inferior, underspec’d, overpriced, flashy imitations! Compare the quality,
quantity, variety, personal service and price...

—_—

Auralex Clarity: Your Studio, Your Sound, Your Choice!
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SX-1: The Ultimate Evolution of the | "salleduetotis

Prod ucti on Envi ronment | Te Sx-1 is the direct result of
TASCAM's 30-year lineage of developing

the finest tools for professional audio
productior: in personal and commercial
studios. Combining our best technologies
in sophisticated digital mixing, hard disk
recording, MIDI sequencing, flexible
interfacing, powerful editing, signal
processing and mixdown in a surprisingly
easy-to-use package, the SX-1 takes.the
— concept of seamless integration to a
level that's never been achieved by any
single audio production device.

(YA PTEN

To experience the ultimate evolution
of TASCAM's passion for technological
innovation in professional music and audio
production, visit www.tascam.com/sx1.
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TASCAM

a whole world of recording

digital mixing | hard disk recording | MIDI sequencing | effects | integrated editing
digital and analog interfacing | mixdown | seamless integration | SX-

* US/Canada custormers only.
* ¢ 1P MSX black flat-panel monitor available as optional accessory.
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Letters to Mix

Every month in this space, we print our read-
ers’ reactions to the audio production and ap-
plication articles, news and product reviews we
usually publish. This month, we approached in-
dividuals from all walks of the music industry
and asked for their "Feedback” to one ques-
tion: What can save the music industry?
Unabridged versions of these and other re-
sponses—plus a space to add your own opinion—
can be found at mixonline.com. —Eds.

GIVE THEM WHAT THEY WANT
The high-level answer is simple: give consumers
what they want. Digital music is all about flexi-
bility, so we have to deliver services that offer
more value than the peer-to-peer options. We
have to think about music on the internet as a
service, not retail music sales.

Steve Grady

General manager, Emusic.com Inc.

TEACH HONESTY
The record industry should
teach the young con-
sumers that the music they
steal today will lead to no
music being recorded to-
morrow. The whole point
of mass pop culture is that
everyone can comment
and get in the same groove on the same thing. If
there are 200 million Americans listening to 150
million bands, by definition, none of them will
achieve critical mass. Therefore, educate the con-
sumers about the fact that the critical mass is im-
portant enough to pay for.

Peter Fish

Composer, principal, Tonic Studio

THE FUTURE OF LABELS
This is the most radical change I'm seen in the
music industry in the 33 years I've been in it. Mu-
sic is losing its prominence as a leisure-time ac-
tivity, competing with DVD, video games, 100
channels of cable, and rampant copying and
downloading.

| imagine the “majors” will still exist, but
there will probably be less than the five we have
now. They will all be multimedia conglomerates.
Many indie labels will cease to exist. Companies
like mine will survive, but with a smaller number
of new releases and much more dependence on
direct sales to consumers, mostly online. Ama-
zon, or some entity like it, will probably be our
number one retail outlet.

Bruce Iglauer

President, Alligator Records
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VALUE-ADDED
I wish | had a clue as to
what we can do, other
than make better records
with better songs that peo-
ple will buy. But wouldn't it
make sense for the labels
to add value to the CDs
they're trying to sell for $18
apiece? Perhaps an automatic entry into a
sweepstakes to win tickets to the artist’s show,
swag or a car? Something you can’t download
or copy.

| believe surround versions of albums could
become a substantial market when the hi-fi
manufacturers put a “music” button on their
surround receivers that bypasses any DSP de-
signed to enhance movie soundtracks. Untit
then, and until the general public gets an ex-
planation of what it is and what gear they
need to play it, surround is sure to remain a
novelty.

How about nuking Clear Channel? That's
sure to help!

Bob Clearmountain

Engineer, owner of Mix This!

MUSIC FIRST
Norah Jones and the Dixie
Chicks have just exempli-
fied the best solution to
many of our problems:
great, unique artists and
music. The business side
will adapt to market forces.
Luke Lewis
Chairman, Universal Music, Nashville

MUSIC ALWAYS
Who says the almighty Music industry needs sav-
ing? Is it just your assumptions or your job or
your little corner of it that’s under attack? Get
over it! The theater has been dying for twice as
long as I've been alive, but in recent years, it has
been just as vital and fascinating and even prof-
itable as ever. Music will always be a part of cul-
ture. Don't try to save the industry; try, instead,
to serve music.

John Flynn

Partner, Timeline Films

ARTISTIC CONTROL

it will be musicians and the revival of local and
regional music scenes. Musicians are taking a
more active role in handling their own careers:
recording their own art, booking and promot-
ing their own tours. Consumers are fed up with

the major-label side of the industry, and many
bands have felt let down by the indie labels. It's
only natural that artists are progressively taking
more advantage of the newer technologies to
produce, distribute and promote their own
work.

Brian Herb

Engineer

WHAT ARE WE
TRYING TO SAVE?

'm not sure the music in-
dustry needs saving. There
is a large contingent of in-
dependent musicians, la-
bels, studios, college radio
and distribution that are
doing just fine. Why
should we bemoan the death of four or five
companies that have grown so large and inef-
fective that they have, for all intents and pur-
poses, outlived their purpose? F*#k ‘em. Let
‘em die.

Fewer than 5% of the records made sell
10,000 units. Those records get much of the
exposure they so richly deserve because of
P2P file sharing. No, they may not be the next
Beatles, but they may be the next Sparkle-
horse; if we would stop trying to save the
“record industry” and start supporting inde-
pendent music, these kids may have a shot at
making a living.

In the days when most of us in the indus-
try were barely a concept, independent labels
grew the music that would be the backdrop of
several countercultures. They brought us the
music that shaped several generations; unfor-
tunately, those generations have refused to let
go of the power structure they created as a
"counterculture.”

The original pioneering and independent
spirit has never left the music industry. Studios
that are owned and operated by ”small-time”
sole proprietors are not only prospering, but
bringing us the backdrop for my children’s gen-
eration. When artists like the Black Eyed
Snakes can’'t be found on commerdcial radio
with a Geiger counter, burn it down and start

again. —
Fletcher ﬁlﬁ
Mercenary Audio EXTRAS

Send Feedback to Mix
mixeditorial@primediabusiness.com.




There is an undeniable satisfaction when you're surrounded
by those little things in life, like the right refreshment, the right
company, the right sound...

Introducing the 1029.LSE™ PowerPak...the one surround
system that will convince you that good things can be brewed
into small packages.

Starting with the 7060A LSE™ subwoofer, which serves as
the cornerstone to the system with its full-featured 6.1 bass
manager, the PowerPak also includes five award-winning
1029A compact active monitors. Each system comes with our
surround sound Setup Guide and Genelec Acousti/Tape™
making installation quick and precise.

This surprisingly compact system delivers healthy doses
[29Hz to 20kHz] of accuracy, dynamics and emotion in stereo
or multichannel mode while saving precious control room real
estate.

Surround yourself with satisfaction! Discover why GENELEC
continues to lead the way in active multi-channel monitoring
with the 1029.LSE™ PowerPak and let your satisfaction get
the best of you.

www.genelec.com

1029.LSE™
PowerPak
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CURRENT PROFESSIONAL AUDIO NEWS AND EVENTS
JEEP HARNED, 1930-2003

Grover C. “Jeep” Harned, the redesigned nearly all of Criteria's
founder of MCI Electronics—a man- gear.
ufacturer of studio consoles and During the early ‘60s, Harned
recorders during the 1970s and built consoles, preamps and record
1980s—died on March 13, 2003. electronics. In 1965, his business
After earning a bachelor’s de- name became M(I Inc., and he fo-
gree from Mississippi State Univer- cused on making replacement sol-
sity, Harned joined the U.S. Army, id-state Ampex 350 recorders.
serving as electronics instructor. In Word about MCI spread: Harned
1955, he opened Music Center Inc., got a call from Tom Hidley (then
a store catering to the growing hi- manager of TTG Recording Studios
fi market. Harned soon hooked up in Hotlywood), asking if MCI
with Mack Emerman, who had just  could create 24-track electronics
opened Criteria Studios and had for an Ampex 300 that Hidley
trouble with the facility’s custom- modified to handle 2-inch tape.
built 16x3 console and ‘%-inch 3- That first 24-track went into serv-
track recorders. This “quick-fix” job  ice at TTG in 1968, creating a stir
lasted some 18 months, as Harned among competing studios and

APPLE MAY BUY UMG

If you need more proof that the
computer and music industries are
converging, sources told The L.A.
Times and The New York Times that
Apple is reportedly in talks with
Vivendi Universal to purchase its
Universal Music Group for as much

leading to a recording revolution.

MCI showed its own recorders
at AES 1971, and a year later, in-
tro’d the concept of the Autolo-
cator. MCI began building a
“production” console series, and
soon off-the-shelf pro studio mix-
ers became reality. Later, a
Nashville audio dealer named
Dave Harrison, who later founded
Harrison Consoles, came to

It went nowhere. MCI did much
better with its JH500 and JH600
Series consoles, which became
ubiquitous fixtures in studios.
Harned sold MCI to Sony in
1982 and retired. He will long be
remembered as a pioneer who
made significant advancements
MiXme: s to the state of pro

mu audio.

EXTRAS —(corge Petersen

Harned with an idea of a console
with in-line (as opposed to
“split”) monitoring. In 1972, the
MCI JH400 Series—the first in-
line console—was born. In 1978,
MCI unveiled a 32-track analog
deck that recorded on 3-inch tape.

AES CONFERENCE
FOCUSES ON
SIGNAL PROCESSING

The AES 23rd International Conference
(May 23-25, 2003, in Copenhagen,
Denmark) will feature a technical pro-
gram, including paper sessions on sig-
nal conversion and perceptual effects;

This move also seems like an
unlikely pairing, as Apple coined
the term “Rip, Mix, Burn,” what
some in the music industry see as
an invitation for illegal online
music downloads.

record industry.

its U.S. entertainment businesses.

as $6 billion. Such a move would
make Steve Jobs, Apple’s co-
founder and chief executive, one of
the most powerful players in the

According to these sources, Ap-
ple hasn't made a formal bid but
may offer up to $5 billion or $6 bil-
lion for the music company before
Vivendi's April 29 board meeting.
Vivendi has been trying to cut its
debt by selling its assets, including

According to the Wall Street
Journal, Microsoft was also ap-
proached by Vivendi's Universal
Music Group as a buyer. The Jour-
nal reported that Universal Music
heads, including chairman Doug
Morris and Interscope Geffen A&M
label chief Jimmy Iovine, are look-
ing for other buyers or investors.

Apple and major labels also
recently announced plans for an
online music subscription service,
in which Apple users could buy
and download digital music files on

Steve Jobs

their Macs or iPod portable music
players. It is expected to debut at
the end of April.

According to the Wall Street
Journal, sources close to Jobs said
that he is only interested in using
UMG’s music for Apple’s new service,
not in buying a record company.

DSP in recording; interfacing loud-
speaker and room; creating space with
DSP; and DSP in loudspeakers.

The keynote address by Jeff Bier
of Berkeley Design Technology Inc.
(Berkeley, Calif.) is entitled, “Trends
and Directions in Signal Processing
Hardware for Audio Applications” and
will explore how recent advances in
DSP hardware have altered audio pro-
cessing.

Online registration and complete
program information are available at
www.aes.org/events/23.
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$47.6 billion | 45 million 3 to 4 thousand

Number of viewers for the 45th Number of times “music in-

dustry” appears in this issue

Overall value of music industry
in 2001 (source: Music Week)

Percentage of broadband-

Number of labels (both major and indie)
existing in 2003 (source: Music Registry)

annual Grammy Awards equipped households in the U.S.
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NARIP PRESENTS “INDEPENDENT'S DAY”

A capacity crowd of more than 300
filled Los Angeles’ Platinum Live
club on February 26th for “Inde-
pendence Day: Charting a New
Standard for Success,” produced by
the National Association of Record
Industry Professionals. The panel
discussion featured representatives
from five established indie labels,
whose rosters covered the spec-
trum from punk rock and electron-
ica to R&B and pop. Panelists’
opinions were as diverse as the
music, from Alan Beck, president of
R&B/soul label ITP Records, who
tries “to ignore the mainstream of
the business,” to Greg Latterman,
founder of Aware Records (home to
Train, Drops of Jupiter and 2003
Grammy-winner John Mayer), who
"has always focused on bands that
are middle-of-the-road.”

Not surprisingly, a lively discus-
sion, moderated by NARIP president
Tess Taylor, ensued. Topics ran the
gamut from how to deal with (or
circumvent!) radio, to CD pricing,
international distribution, Internet

CRAZY FROM STUDIO TIME

strategies, the importance of diver-
sification and whether free down-
loading is boon or bane for indie
labels and their artists. Besides Beck
and Latterman, speakers included
Joe Escalante, lawyer/Vandals punk
rock guitarist/head of Kung Fu
Records & Films; Jon Levy, co-
owner of dance and electronica’s
Moonshine Music & Movies; and Tom
Osborne, general manager of Artist
Direct’s iMusic imprint (Johnny Marr,
Folk Implosion, Lisa Germano).
"The industry’s down right
now,” admitted Latterman, "but a
lot of it is because a lot of the boy
bands and girl bands that were sell-
ing 10 and 15 million records two,
three, four, five years ago [aren't
anymore], and thank God they're all
gone now. If you pull those bands
out of the percentages, we'd be
flat; maybe a little bit down. It's
not all doom and gloom...and the
Internet and downloads build
bands and break bands, too. You
just have to figure out how—if
you're going to sell a (D—to give

BERNIE GRUNDMAN MASTERS DIAMOND DAVE

At Bernie Grundman Mastering, David Lee Roth recently
mastered his new album Diamond Dave, which was record-
ed at Henson Recording and is scheduled for a July 8 re-
lease on the Magna Carta label. Pictured are (L-R) Nathan
Jenkins, programmer; David Lee Roth; Alex Gibson, engi-
neer/co-producer; Jeremy Zuckerman, programmer; and
Brian “Big Bass” Gardner, mastering engineer.

)
value. You have to \
make people want

to buy it.”

Each panelist
had a unique take
on how to do that:
Beck has his own
radio show and
promotes concerts; Escalante and
The Vandals tour with Kung Fu's
baby bands as support; Levy puts
out "artist-driven” compilation
CDs; and Osborne focuses on mar-
keting artists who have an estab-
lished fan base. One common
theme that emerged from the dis-
cussions was the necessity for di-
versity, whether it was in
merchandising, management, pub-
lishing, concert production, DVDs,
video or films.

“"As independents, I think you
have to focus a little less on
whether sales are up or down,” not-
ed Levy. "It's more about your prof-
it. We're small businesses like every
other small business in the United
States. We don't have the luxury of

) i
From left: Alan Beck, Tess Toylor and Jon Levy

COMPILED BY SARAH BENZULY

:-a;'

saying, ‘Hey, we just lost $5 million,
but we've got a Number One record.’
That's fine if you're a top execu-
tive at a major label. You'll get a
bonus for that. But as independ-
ents, what's important is: Are you
making money?”

Founded in 1998 by Taylor, a
classical pianist and former MCA
Records marketing director, NARIP
is a networking and continuing-
education organization for record
industry professionals. NARIP spon-
sors regular events and workshops,
and also provides job listings.
Based in Los Angeles, NARIP is also
opening branches in New York and
London, with Canada soon to follow.
Visit www.NARIP.com.

—~Maureen Droney

N

200 million

Number of downloads of

62 million

Number of viewers for the
January 2003 President’s “State
of the Union Address” (source:

172 million

Current Internet universe

8.9%

Percentage that CD
shipments fell in 2002
(source: RIAA)

309,000

Number of 0VD-As sold in 2002
file-sharing software (source: Nielsen SoundScan)
(source: GartnerG62, March

2003)

estimate (source: Nielsen//

NetRatings Audience

Nielsen Media Research) Measurement Service)
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CURRENT
INDUSTRY NEWS

Bruce Myers is the new president of DPA
Microphones’ (Denmark) U.S. subsidiary

PAMA MAKES PRO AUDIO DEBUT

The nonprofit Professional Audio Manufacturers
Alliance, organized by veteran industry executive

@PAMA

Paul Gallo, intends to be the collective voice and
forum for the senior executives of more than 400
manufacturers of pro audio products.

Charter regular membership will be offered,
and executives of companies affiliated with the
pro audio industry can enroll as associate mem-
bers. PAMA will be based in New York City and
retain Washington, D.C., legal representation.

For additional information, contact Gallo
at 212/696-1799 or via e-mail at pgallo@pam
alliance.org.

Paul Gallo

EIGHTH ANNUAL MIX L.A. OPEN

The Mix L.A. Open charity golf tournament, presented by the Mix
Foundation for Excellence in Audio, will take place Monday, June 9,

2003, at the Malibu Country Club.

This popular industry event is a “best-ball” tournament.
Registration and a continental breakfast begin at 8 a.m.,

with the shotgun start at 10 a.m. In addition to the dif-
ferent contest holes, Steve Thomas BMW will once again
be providing a Z4 roadster for the hole-in-one competi-
tion. An awards ceremony, silent auction and dinner are

scheduled for 3:30 p.m. For more information about spon-

sorships and entry fees for individuals or companies, visit

Karen@tecawards.org.

www.mixfoundation.org. Contact Karen Dunn at 925/939-6149 or ’

(Lyons, CO)...Mackie (Woodinville, WA)
promoted Frank Loyke to senior VP of
sales, worldwide. At the same time, Paul
Rice stepped down as the company's sen-
ior VP of international sales and business
development, while DK Sweet enters the
newly created position of director of ex-
ternal affairs...Taking on all product de-
sign, engineering and research for Sigma
Electronics (East Petersburg, PA) is
George Smith, director of engineering...
Sennheiser Electronic Corporation (Old
Lyme, CT) named Robb Blumenreder as
its associate product manager for Innova- -
Son. Former Shure regional sales rep Jim Schanz joined the
company’s East Coast sales team...The new product appli-
cation specialist for QSC Audio Products’ (Costa Mesa, CA)
marketing services division is Tim Biden. The company’s
new product planner is Tim Van Grove...Joining Euphonix
Europe (London) is Jon Stansfield, digital product spe-
cialist. In other company news, 44.1 (Paris) was named
distributor of the year...Commercial music and sound de-
sign company Endless Noise (L.A.) appointed Celia
Williams to executive producer...Marc Lindahl has com-
pleted his transition from Eventide to Manifold Labs (Lit-
tle Ferry, NJ) as VP of marketing and strategy...Harman
Music Group (Sandy, UT) appointments: Buzz Goodwin, VP
of worldwide sales, and Noel Larson, director of marketing
and communications...Lexicon (Bedford, MA) added Brian
Zolner to its ranks as VP of pro sales worldwide...
Founder/former president of Sound Chaser Paul Erlandson
joins Carillon Audio Systems (Ringwood, N.J.) as Western
regional sales manager.

. SOMETIMES A JOB IS CHILD'S PLAY

“Vll never grow up, never grow up, never grow up,

not me.” From left: Roy Harter, composer/producer/

engineer; Dan Donnely, didgeridoo; Adrian Henke,

ukulele; Rob Schwimmer, theremin; and session play-
er Ali McCordi. Not pictured: Mark Stewart from
B Paul Simon’s band and Phil Duffy of Skin Flints.

O NEAL M

Hothead engineer Roy Harter recently composed
and produced all of the original music for the re-
design of Noggin, a children’s network. Harter
selected a group of musicians (including mem-
bers of Stiff Little Fingers, Polygraph Lounge,
Moby and Paul Simon’s band) to play the new
music according to very strict rules: Only house-
hold objects could be used as percussion; no re-
verb (for intimacy); only one microphone at a
time (to encourage spontaneity); all strings had
to be under 2 feet tall; and toys were encour-
aged as instruments.

The result: The Alley Pond Park Ensemble
(named after Harter's local playground in
Queens, N.Y.). Harter and Hothead director and
engineer Jim Stauffer are currently recording all
of the Noggin character voices and voice-overs,
as well as choosing new character sound effects.

“Laura Corby, Matt Perrault and Doris Grieder
[Noggin producers] really gave us free rein,”
Harter said. “It was a pleasure working with pro-
ducers who really trusted our musical instincts.
It put all of the musicians at ease and really
made the sessions a party.”
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[ Send Your “Current” News to Sarah Benzuly at sbenzuly@primediabusiness.com.
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Super compact for near-invisibility

® ®
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Three-stage moisture resistant design
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THE FAST LANE |

Beat to Hell

Or, There’s Hell to Beat

bly never buy one again.

I mean, what the hell has been released for
me lately? I like surf, blues (real and southern), rock,
ska and 20 superfringe things like heavy-metal death
surf and progressive big-band zydeco. Now, I do re-
alize that I might not be representative of today’s av-
erage consumer. And I guess this is the problem: 'm
not a 15-year-old girl.

Because the labels have decided that the most lu-
crative market is teen and preteen half-naked bubble-
pop, I've been pretty well left out in the cold—along
with a thousand creative artists who don't happen to
wade in the mainstream.

So you see, as a consumer, I have absolutely no
need for the labels anymore. The labels are univer-
sally hated anyway, so it somehow makes me feel
like I belong.

‘I’ haven'’t bought a CD in four years. I will proba-
A

DELIVERY? YOU THOUGHT CONTENT WAS BAD...
Now, the music [ want may well be out there some-

20 MIKX, May 2003 < wuw mixonline.com

where, but it’s not making it to me.

Part of the problem may be that I dislike commer-
cial radio so much that ¥ haven't listened to FM in 10
years, and never will as long as they keep trying to
sell me crap when all [ really want is to hear music.
Its that damned not-being-a-15-year-old-girl thing
again.

XM or Sirius may someday do it, but both content
and technicat limitations concern me today. Not to
mention that both have commercials, the very thing I
thought you were paying to avoid. I don’t get it.  don't
have it.

And then there’s CDs. I could groan about the
ridiculous price of CDs. So I will. There is 70 excuse
for what these things cost. But wait. Who cares? The
real point is that there is no excuse for them still ex-
isting at all.

The technology is 21 years old! Back when they
first appeared, they were cool as hell, with their
huge storage potential of 640 to 680 meg, and so tiny
they could almost fit in your pocket. They certainly
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SURE, WE OFFER GREAT PRICES, but any national
retailer can offer you a good price — the prices you read §
online or in print are more or less the same everywhere. But
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made my 140k floppies look ancient.

But now CDs look pretty stupid. In
fact, they are an embarrassment. They are
huge in a bad way (they still almost fit in
your pocket) and small in a bad way (still
680-meg, and still 15 tunes or so). Hell,
my little iPod is so small (in a good way)
that one CD completely covers it, and its
tiny 20-gig drive (big in a good way, with
40s coming) has 3,217 songs in it today.
That's a bit more than on a CD.

CDs are painfully slow. They ended up
not being so indestructible after all. They
scratch and crack; 40,000 miles on a jet
sands their surfaces down to milky dif-
fusers that make them unreadable in
many players.

They have songs on them that I don’t
want, in an order I don’t want. At least in
Europe you can buy a lot more singles or
EPs—four songs on a mini-CD. But still, [
am egotistical enough to want to control
my own sequencing. The iPod does this
in spades.

Nope, I no longer have any need for
CDs. They are beyond obsolete. Well,
that's not entirely true. Certain brands of
blanks with smooth topsides are excellent
for watching solar eclipses. Two or three

Specific companies
that own songs that we
vould all love to have
are not taking any steps at
all to make their
huge libraries accessible

within any new model.

of them together do the job nicely. I have
also used them for welding on occasion.
It boils down to this (and, by the way, this
is why I will never buy any copy-pro-
tected CD)...

CDs are just shiny tortillas that hold the
music so it doesn’t get on your hands
when you shove it into the gaping digital
jaws of hungry computers.

RIP, MIX, BURN
Well, Apple slogans aside, I have now
ripped every CD that I own, and I have

11,000 songs stored on disk in a nice, lis-
tenable, slightly compressed format. So
for me, it's Buy, Rip and Compress a Lit-
tle, Save on Drive. Somehow, it’s not as
catchy.

I admit it. [ am accepting a certain
amount of high-quality compression for
the incredible joy and ease of having The
Perfect Music Database For Steve. I can
certainly hear the difference, but I enjoy
the incredible convenience and control so
much that I accept the trade-off. Yeah, I
know, it surprises me, too.

iPods are everywhere in my life. They
are on my desk, in the bedroom, in the
studio and hard-wired into the cars.

And the CDs themselves? Four hun-
dred are aging nicely in a stupid Sony CD
changer and the rest are in a box. I don’t
know where either the changer or the
box is anymore. I ripped them all over a
year ago.

AND LISTEN

Isn’t this what it's about? I listen to 50-

times the music that I did before. All be-

cause of iTunes. Because I can find the

exact song [ want, instantly. Or the type:
—CONTINUED ON PAGE 148
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Digital Detangler™ matrix
switchers for digital audio
signals...

The smart woy to conned oll
your digital audio geor. No
tangles, no pain.
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8x8 Lightpipe 1/0
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D
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{'_ Once again, Genex sets the

. standard for digital audio recording.
The new GX9000 and GX9048 are
the first and only recorders to
combine both single wire
24-bit / 192kHz PCM and DSD
recording in a single unit. Data is
written simultaneously to twin

removable drives saving valuable

Up to 48 channels of single wire 192kHz recarding and . . o
playback - Up to 48 channels of DSD recording and post-session copy time, while

playback - Twin removable drive bays with gisk . S P
mirroring - Seamless DSD punch infout - Bidwectional rec Ordlng nin dUStI’y stan d a rd
PCM (any sample rate) to DSD conversion . FCM sample

rate conversion up to 192kHz - AES31 file format . DSD AE831 and

IFF file format - Genex linear file format - Hign speed DSD |FF f”e

SCSI and FireWire interfaces - Options: GXR348

controlier . 48-channel meter bridge - Take lcgging / formats

editing software - MADI card - Asalog / DSD * AES3id

card - DSD / AES3id card - AES3 / AES3id card enables

instant

Remote take logging/editing sofiware

interchange
with popular workstations.
Seamless DSD punchin/ out
{another Genex first) delivers all
the post production fiexibility
you're used to with conventional
formats and both recorders feature
bidirectional sample rate
conversion between PCM and DSD.

So no matter how you work now —

8 channels of single wire 192kHz racerding and playbazk - =13 or in the future _ 0n|y one
8ch Is of DSD r ding and playback - Twin —

removable drive bays with disk mirosing - Seamless DSD ' J manufacturer giVBS you the best Of
punch in/out - Bidirectional PCM {amy sample rate) to DSD . -

conversion . PCM sample rate conversion up to 192kHz . - both worlds.

AES31 file format - DSD IFF file format - Genex linear file

format . High speed SCSI and FireWire interfaces - Opticns: -~ Genex.

Take logging / editing software - MADI card - Analog / DSD

/ AES3id card - DSD / AES3id cerd - AES3 / AES3id card

A
DSD <o G &)

Genex Audio, Inc. 2116 Wilshire Blvd, Suite 210, Santa Monica, CA 30403
T: 310 828 6667 - F: 310 828 2238 E: sales@genexaudio.com www.genexaudio.
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BY PAUL D. LEHRMAN

The Kids Are All Right

Learning From the Next Generation

ILLUSTRATION: CHARLIE POWELL

hen I was in high school, I loved to write

g x / incendiary satirical articles for the school

paper about then-fashionable topics like

war, racism, drugs and music. (Gee, not much has

changed, has it?) One was so outrageous that I asked
the editors to use a pseudonym in the byline.

The article, which contained not a grain of truth,
caused a huge uproar. Letters were written to the lo-
cal newspapers, committees were formed, resolutions
were introduced. Administrators pontificated about
how a lowly student could have come by such dam-
aging knowledge. Eventually, the tempest died down,
but nobody bothered to ask who the author actually
was or whether the article was serious.

Which brings us to the music industry today. We
know sales are down and people are downloading mu-
sic without paying for it. But besides that, despite all of
the hot air, falling-sky predictions and moral proclama-
tions, no one seems to really know what's going on.

Maybe that's because no one has asked the people
who are really going to decide the future of the music

24 MiX, May 2003 < www.mixonline.com

business: the kids. Young people in that crucial 18 to
25 demographic are forming the tastes and preferences
that will rule their buying habits for the rest of their lives.
I see lots of efforts being made by corporate America
to influence their tastes and behaviors, but not much in
the way of finding out what they really think and want.
So I asked. And the answers were pretty interesting.

I talked to seven young people, four men and three
women, aged 20 to 22, from all over the country. Six
are in college. Some are looking to pursue a career in
music; others are just enthusiastic listeners. These kids
are worth listening to. Like it or not, our future de-
pends on them.

The participants (not their real names):

Terri: from Texas, in her last year of college as a
music-industry major and looking to have a career in
music marketing. She plays the piano “for my own
amusement.”

Chris: from Los Angeles, majoring in electrical en-
gineering, also in his last year of school. He has seri-
ously studied songwriting and plays in a band.
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“Johnny here reckons the new
Soundtracs DS-00 Digital Console
costs only $45,000.”

“Don’t worry, we’ll keep him quiet.”

www.soundtracs.com
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Amelia: from New York, a psychology
major. She plans to go to law school.

Rob: from Pennsylvania, majoring in
biomedical engineering. He’s a singer and
works with a semipro a cappella group.

Wayne: from Tennessee. He didn't fin-
ish high school and now works with cars.
Many of his friends are going to music
school, and his stepfather is a successful
studio session player.

Anna: from Chicago, an environmen-
tal engineering major, also very inter-
ested in cultural anthropology and ethno-
musicology.

Eric: from Massachusetts, enrolled in
a college music-industry program, plays
bass in a band “for fun.”

Where do you get the music you listen to?
Do you pay for it or get it free?

Rob: The music I listen to regularly is off
of CDs, but when I'm at my computer or
when I'm traveling, I listen to MP3s down-
loaded from one of the P2P services.
When I'm going on a long trip, instead of
waiting to rip all of my CDs to MP3, it’s
often just faster to download it and burn
it directly onto an MP3 CD.

_ “After a decade of

refining Sabine's FBX
processors, the latest
Feedback Exterminator
is the best yet. Other
imitators are poor
substitutes, don't
waste your money."

MIX January 2001

SAZN

MORE FOR LESS

The Graphi-Q Multifunction Processor

More Functions

« Independently configurable
Graphic, Parametric and
our genuine FBX Feedback
Exterminator® automatic
feedback control filters —
all usable simultaneously

o Fuli-function Compressor
with separate Limiter—
both usable simultaneously
 Dual outputs (GRQ-3101,
GRQ-31015) allow separate
delay times and levels for
each output

More Control

» Hands-on or hands-off
control

« Sensitivity control over
the patented Sabine FBX
algorithm— fine-tunable for
specific applications
 Control of up to 16 GRQ
channels with independent
links across channels

and functions

« Remote switching allows
access to as many as 68
user presets

Less Money

More Features

« Four Graphi-Q models
to choose from

» FBX Turbo Setup mode
for the fastest, quietest
feedback control setup
 Superior 32-bit digital
signal processing and
24-bit conversion for
exceptional sound

« Proven quality, reliability
and value your customers
can depend on

MSRP: GRQ-3101-5 $699.95, GRQ-3101 $799.95, GRQ-3102-5 $1099.95 GRQ-3102 $1299.95
Get your hands on a Graphi-Q RISK FREE. Call us at 800.626.7394.

SABINE

ADAFTIVEVAUDIO

® 800.626.7394

www.sabine.com
PATENTED -

MADE IN USA

FEX and FBX Feedback Exterminator® are registered trademarks of Sabine Inc., and are the brand names of its ine of automatic feedback controllers. Covered by U.S. Patent No. 5,245,665,
Australian Patent No. 653,736, German Patent No 69118486.0, Li.K. Patent No. 0486679, and Canadlan Pasent No. 2,066,624-2. Other pasents pending. © 2002 Sabine
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Amelia: T buy CDs, burn them from
friends, download music and also listen to
the radio. I download more than any-
thing. I pay for maybe 30 percent of what
I listen to.

Anna: I don’t download anymore since
Napster shut down. I buy CDs, more used
than new. There is nothing I enjoy more
than buying used CDs. I would much
rather spend my money on a CD than
clothes, and nothing makes my day like a
cheap CD.

Eric: I haven’'t bought a CD in a long
time. When Napster was getting put
down, and Metallica and the others were
making so much noise, I thought a lot of
the bands were crybabies, so I stopped
listening to mainstream stuff. I know the
people in a lot of the local bands, and
they just give their CDs away for pro-
motion, to get their sound out. I don’t re-
ally use KaZaA much anymore. I used to,
every once in a while, but I go through
newsgroups now. You get the whole CD;
you don't just pick and choose one song,
which might not even be what you want.

Wayne: I dont buy new music—
mostly. I used to work at Tower, so I try
to go to Tower, but like everybody else
says, it's too damn expensive.

Terri: I don’t buy many CDs. The last
time was a few months ago for a gift. My
little sister still buys them. She’s 13; for
her, they’re still cool. I listen to the radio
when I know a station that’s good, but
radio gets old and bland. I just listen on
my computer, getting music from
KaZaA.

What would you consider to be a fair
price for a CD?
Chris: Under nine dollars.

Anna: For used CDs, about $7.99 or
$8.99. New ones I try not to buy for
over $14.

Rob: Sub-10 dollars, unless it's a new
release and I'm really into the band, then
I'll pay $16 or $17. There have been times
when I was going to the store to get one
$17 disc and I ended up not buying it, but
spending $20 on two other discs.

Wayne: You pay $20 and there would
be two good songs on it. You get home
and you're pissed off that you bought it.
I go to used stores, but mostly for vinyl.
It sounds better to me than CDs.

Terri: For the price of a CD, I can eat
for a week. I'd pay nine or $10. You can
find those, but it’s usually in used CD
stores, or else they’re really old and I don'’t
want to listen to them.

Eric: I honestly don't feel that going

—CONTINUED ON PAGE 152



Embrace the Future

The ISA428 Pre Pack

The Ultimate Multi-Channel Mic Pre with 192kHz Conversion

An established industry classic, the Rupert Neve- inputs and Focusrite’s latest eight-channel,|92kHz
designed transformer-based ISA pre amp is at the A-D converter option protected by our new optical
heart of a new Focusrite package that combines Soft Limiter circuit — the perfect future-proof
vintage Class A attributes with the ultimate in interface to your DAW or digital console.

digital technology. Here’s the best part: this outstanding package starts

The new ISA 428 Pre Pack features four ISA mic at only $1,995 (USD) and is available at your local
pre’s with selectable impedance including the Focusrite Dealer now.
famous ISAI 10, eight line inputs, four instrument

ﬂ digidesign
NORTH AMERICAN DISTRIBUTOR
www.digidesign.com
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There’s now even more space
to create at Real World Studios.

Since they installed Logic Platinum 6.

-/ s

- Logic Platinum 6 delivers features in line wit audio and'music,

professionals. “Logic occupies a key position tudios’ creative produc-
tion arsenal,” says Studio Manager Owen Leech, “and Version 6 has features that will
enable our engineers and clients to use their time more effectively.” For example, the
new Time Stretching and Sample-Accurate Display in the Arrange window, along with

the Marquee Tool, enhance both creativity and productivity by making audio editingi‘

more intuitive. Sharing song data wi

other people on the same project is common at
Real World, and the new Project Manager keeps track of all'the different files for
audio, samples, sampler instrume' fs, etc. associated with Logic songs. Save time,
and find any file in a huge sound library in a matter of moments. The new Channel EQ
with its eight bands and five dffgwt filter characteristics, including a graphic E
signal analyzer, sets new sta'rgd:a—rd_'s regarding ease of use and sound qualit

quick, direct access via the new Arrange Channel Strip. With Version 6, |
continues to count on Logic 'Plati,niuaw’s exemplary reliability and flexibili

can, too. Take the time to find out at our homepage or your local
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WHAI

CAN SAVE

THE MUSIC
INDUSTRY?

THE RUMORS OF ITS DEATH HAVE BEEN GREATLY EXAGGERATED, BUT
ONE THING IS FOR CERTAIN: THE MUSIC INDUSTRY OF TOMORROW WILL
LOOK NOTHING LIKE IT DOES TODAY. AND FOR MANY, FROM INDE-
PENDENT LABELS TO INNOVATIVE STUDIOS TO INTERNET PIONEERS,
THIS IS A GOOD THING. JOIN US AS WE BREAK DOWN THE CURRENT

STATE OF THE INDUSTRY AND LOOK AHEAD TO THE BRAVE NEW WORLD.




"There must be some way out of here,”
said the joker to the thief
"“There's too much confusion,
I can't get no relief...”

—Bob Dylan, "All Along the Watchtower”

The popular music industry has become astoundingly big
over the past couple of decades, pervading nearly every as-
pect of society in some way. The entertainment landscape
is littered with thriving companies big and small that are
connected either directly or tangentially to the music busi-
ness, and that employ hundreds of thousands of people.
Look at the current Billboard album chart and you'll find
one album after another that's selling in the millions, with
new ones bulleting upwards, bubbling under, ready to ex-
plode to a mass audience any day now. Magazines and tel-
evision programs are filled with glowing hype about
singers and bands of every stripe: Has there ever been a
bigger celebnty culture in this country? Rock and hip-hop
stars are the new entertainment royalty, like the film stars
of yesteryear. Isn't it wonderful?

Well, yes...and no. Under the glittering veneer, there is
a darker story emerging—about Trouble, with a capital T,

right here in River City. It's a story about people losing
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jobs, companies folding left and right, and the bedrock of
the music industry turning into quicksand. It's a story
about greed, ineptitude and a changing of the guard—a
new world order in the industry. There’s been plenty of
name-calling and finger-pointing, as everyone tries to fig-
ure out what's really going on, who the players are, what
the game is and what it all means in the grand scheme of
things. Life would be so much simpler if we could all just
be Oliver Hardy—you know, the chubby half of the "30s
comedy team of Laurel & Hardy—and frown disapprovingly
and stick a plump finger in Stan Laurel’s chest and say,
"Well, Stanley, this is a fine mess you've gotten us into.”
And Stan would sort of squeak and cry and nervously play
with his tie, but with the blame applied, we could feel bet-
ter about the situation and ourselves. But, of course, it's

much more complicated than that...

YARRR! BEWARE THE PIRATES OF THE INTERNET!

The issue that has nearly everyone in the music industry
in a lather, fretting and sweating like some scared charac-
ter in an R. Crumb comic, is the proliferation of Internet
“file-sharing” sites, which have made literally millions of
songs available to music fans for free, without regard to

such niceties as paying royalties to musicians, songwriters




BY BLAIR JACQKSON

and record companies. Strictly speaking, most of the file-
sharing that goes on over the Web is not “piracy,” because
99% of the time, no money exchanges hands. Anonymous
folks upload digital files to a site; anonymous folks down-
load the files to their computers and then either transfer
them to (D, carry ‘em around on MP3 players, or just lis-
ten on computer while they Instant Message or play video
games. However, it is piracy, inasmuch as many people now
view the free Internet swapping sites as their primary out-
let for obtaining new music, and money they might have
spent on CDs is being “stolen” out of the pockets of the
rightful recipients of their entertainment dollars. (Of
course, there’s no telling how many people would buy much
of the music they currently get for free off the Web, but
there’s no doubt that billions of dollars are being drained
out of the music industry every year by this practice.)

It turns out that the rise of digital technology has been
a double-edged sword. On the one hand, it led to the de-
velopment of the great cash cow of the ‘80s and “90s, the
compact disc. But all those lovely little ones and zeros that
make up the digital bitstream also allowed music to find
its way to every corner of the Internet faster than you can
say “Napster,” and to be reproduced on millions of boot-

leg compact discs spanning the globe. (Actual CD piracy is
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thing: Compact discs are too expensive,
and that fact has aided the proliferation
of online music sharing. When compact
discs were introduced in the early '80s,
they were priced several dollars more
than vinyl discs because, we were told at
the time, there were only a couple of
plants worldwide equipped to manufac-
ture the discs, and because the packag-
ing (remember the bulky “longbox”?) had
required factories to retool. The record
companies trotted out the figures to back
up their claims; at the same time, they as-
sured us that the price of CDs would drop
as more plants were built.

But guess what? The price never did
go down. The CD became an enormous
success, embraced by all but a few vinyl
junkies and anti-digital audio cranks. Af-
ter a relatively brief period of really harsh-
sounding new albums and bad-sounding
remastering jobs (ever hear the first Born
to Run CD? Yuck!), engineers learned to
work with the new medium and a wave
of magnificent recordings paved the way
for a true digital revolution. And by the
time CD players started turning up in new
cars, the war was over: Vinyl was dead,
and the cassette had been mortally
wounded. Now all that remained was for
us all to re-buy our entire record collec-
tion. And the record companies cleaned
up, because not only did they make ob-
scene amounts of money on new com-
pact discs, which became cheaper to
manufacture with each passing year, they
cashed in because we had to have that
CD version of Hendrix’s Electric Lady-
land. (Wow! Four vinyl sides on one com-
pact disc! ) And then there was the re-
mastered version made from the original
masters instead of the bogus copies they
never told us were copies of the masters,
and then—what's this>—the new higher
bit-rate version authorized by engineer
Eddie Kramer himself!

Now, consumers were not the only
people to get the shaft in this arrange-
ment. It wasn't long before artists realized
that the record companies were suddenly
achieving profit margins worthy of a
scheming oil company, and many suc-
ceeded in restructuring their deals to give
them more of the compact disc profit pie.
Prices continued to rise during the '90s,
and there was grumbling among the pub-
lic at large, but it wasn’t until computer
manufacturers began to routinely include
a CD burner as part of home computer
packages that people began to openly re-

volt. After all, the price of blank media
kept moving south, and it was obvious
that the record companies could get them
even more cheaply than consumers, so
why is that new Sting CD carrying an
$18.98 list price? Increasingly, people bor-
rowed CDs from friends and burned their
own, or bought used copies, or went on-
line to find the songs they wanted.

The last couple of years marked the
rise of DVD-Video—visuals and good
sound (including surround!) and longer
playing time for either movies or mu-
sic/concert videos—often priced below
what a conventional CD costs, and all of
a sudden the compact disc looks even
more like a big rip-off.

WEASELS ON THE RUN

It's hard to feel very sorry for the major
record companies in all this. They're still
making money—heaps of it. Album sales
may have “trended down” (to use a par-
ticularly odious bit of corporate-speak) the
past couple of years because of factors
discussed above, but there are still more
multi-Platinum  artists today than there
were 20 and 30 years ago, and there are
more albums in general being sold today
than during the so-called Golden Age of
the record companies (late '60s through
the early '80s). Meanwhile, companies are
running much leaner and meaner, and
many labels have disappeared completely,
as labels have been swallowed up by
larger companies, leaving many an artist
with broken contracts and shattered
dreams. With a few exceptions, “artist de-
velopment” has become a cruel oxymoron
at the major labels. More common is for
labels to drop acts that don’t show some
commercial clout right away. Can you
imagine if Bruce Springsteen was coming
up in today’s record business climate? He
probably would have been dropped after
his second album, The Wild, The Innocent
and the E Street Shuffle.

Record companies have always de-
pended on cashing in on the latest musi-
cal trends to make their enormous profits,
and nothing has changed in that regard.
This business has always been both fickle
and cyclical. Right now, we're in a period
in which both country music and “urban”
music (that’s African American artists, plus
Eminem) are topping the charts, with a lit-
tle residue from the great teen pop wave
of two years ago still in the mix. But it
wasn't that long ago that anyone who
wore a flannel shirt and could claim some
connection to the Seattle grunge scene
was being signed and selling a lot of
records, and before that there were the
synth-driven “haircut” bands, and before
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ow that You've spent a lot of money on a

Hard Disk Recorder, don't think you can
use that old cable that's been sitting in your
garage or the bargain cable thrown in by the
sales guy. It doesnt work like that. You need
interconnect cabling that is at least as good as
your gear. Introducing the Gold Series of cable
pre-made for your exact Recorder or Console.
This cable was developed for the most
demanding recording environments. Mogami
cable actually eancels studio noise caused by
poor ground planes and high RF or electro-
magnetic fields. This results in a much quieter
recording with vastly increased dynamic
range. Mogami, “The Cable of The Pro's".
Available at most professional retailers.

Toll Free: 800-800-6608
Www.mopamicable.com
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that the new wave and disco and every
flavor-of-the-moment that preceded that,
all the way back to the Fab Four, which is
when all hell first really broke loose in the
record industry. The difference between
15, 20, 25 years ago and today is that the
big record companies used to have large,
dedicated A&R staffs that went out of their
way to find exceptional talent across a
broad spectrum of musical styles, and
were always looking to anticipate trends,
rather than reacting to whatever was pop-
ular and then scrambling to find a way to
grab a part of the trend-dollar. The other
thing that has changed is that as the ma-
jor labels have been gobbled up by larger
corporate entities, there has been more
pressure on them to make larger and
larger profits to feed the iiber-company’s
bottom line. As a result, fewer chances—
both artistic and financial—are taken all
along the line. The CEO of AOL Time
Warner does not care whether this or that
artist has great potential; it’s “Why is that
record division not meeting its profit
goals? Fix it"” And suddenly there’s a slash-
ing of the artist roster, a purging of mid-
dle managers and an increasingly frantic
determination to sign artists who can
quickly make money for the company.
Add to this the '90s phenomenon—ev-
idently lifted from that paragon of fiscal in-
eptitude, professional sports—of major
record companies trying to lock up artists
to ridiculously extravagant long-term con-
tracts, and then plunging even deeper into
potential debt by letting their marquee
artists run their own “custom” vanity la-
bels, and you have a further recipe for fi-
nancial disaster. How many great artists
could have been signed and recorded for
the $30 million dollar buyout Mariah Carey
received as a severance package, when
she was released from her original deal?
And you wonder why CD prices are so

high. ..
DIGITAL BLISS, DIGITAL BLUES

Our own little corner of the universe—
the professional audio industry—has
been hugely affected by both the digital
revolution and the changing fortunes of
the record industry. The rise of digital
technology has been both a boon and a
bummer. On the one hand, it has brought
a number of new products and manufac-
turers onto the scene, ranging from mak-
ers of computer plug-ins to expensive all-
digital recording consoles. The analog vs.
digital debate that has been fought out in

the pages of Mix and in recording studios
all over the world for the past two
decades has done nothing to slow the
proliferation of new digital technology,
but it has also had the unexpected effect
of spurring other areas of analog product
development, from preamps to compres-
sors to digitally controlled analog con-
soles. And, of course, the supposed
“coldness” of digital sound—more an ar-
gument 10 and 15 years ago than today—
has fed the entire retrosonic movement
that worships vintage microphones, com-
pressors, limiters and preamps, and has
led to the resurrection of several pieces
of classic gear.

The ascension of budget-priced mod-
ular digital multitracks occurred at a point
in history when conventional recording
studios were already beginning to be
supplanted by home studios stuffed with
decent-sounding, easy-to-use semi-pro
equipment. This affected midline studios
the most, as now nearly anyone could
make a reasonably good demo at home,
and many musicians found that using in-
expensive MDMs in creative ways—per-
haps adding just a good mic or two;
maybe a high-quality rented preamp—let
them do more at home than had ever
been possible before. High-end studios
continued to offer professional equip-
ment and unsurpassed recording spaces,
but most of those facilities had to accept
the inevitable and offer MDMs to musi-
cians who couldn’t afford the higher rates
that better-sounding two-inch tape de-
manded. The situation has only been
compounded by the runaway success of
Pro Tools and other computer-based
recording and editing systems, which
have been embraced by home recordists
and top studios alike, and which have ef-
fectively changed the economics of pro-
fessional recording for the time being.

While the price of some recording
equipment has fallen over the years, top-
of-the-line consoles, microphone and
outboard gear is still quite expensive, and
both studio construction and labor costs
have gone up significantly. Studios are
expected to keep up with the latest shifts
in technology to stay competitive. Yet,
across the board, studio rates have re-
mained stagnant or even dropped be-
cause of intense competition from home
studios and other commercial facilities. At
the same time, recording budgets have
absolutely plummeted in recent years—
the days of the six-month studio lockout
are long gone (for all except the first-tier
artist), and extreme budget conscious-
ness has seeped into every facet of the
recording process. Just the other day, I
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Introducing the Ultimate Music Management System.

Your hands are precision instruments. Their purpose: to play music. We, too, have created a precision
instrument. Its purpose: to keep your hands playing music. The MusicPad Pro is an electronic sheet music
tablet that solves the problem of having to turn the pages of sheet music during a performance. Combined
with a software package for either Mac or PC, it lets you scan or download sheet music from the Internet,
then store, view and annotate the music page.You can make and save edits and notes in color right on the
screen, while you can turn the page with a simple tap of the screen, or with an optional foot pedal. Imagine,
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the best way to keep your music flowing, and to keep your hands doing what they were made to do.
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For more information and to order your MusicPad Pro, call 1.800.503.6818, or visit us at www.freehandsystems.com.



A Fine Mess

was visiting a top studio and asked
whether a certain well-known producer
still had his private workspace there. “No,
when his budgets disappeared he had to
find a cheaper warehouse space to set up
in,” was the melancholy reply. This is
happening all over the country, as record
labels find that cutting production costs
by shaving time off a project, using
cheaper materials and paying desperate
studios, producers and engineers below-
rate-card fees, is a quick, easy way to
save money for their corporate over-
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lords—even if it's at the expense of the
quality of the project.

RADIO DAZE

Just as there has been a huge amount of
corporate consolidation and attendant fis-
cal conservatism in the record industry, the
radio airwaves are also controlled by
fewer and fewer major players, and one—
Clear Channel Entertainment—has be-
come so dominant in many of the top 25
markets, that its main competition is often
with itself. This is what media deregulation
has wrought, and you might very well be-
lieve that this represents a great triumph
for the free enterprise system, but the fact

is this is very bad for the music industry.
Any time there is a move toward greater
standardization and homogenization of
radio formats—an inevitable by-product of
corporate centralization—it is bad for
artists and record companies, because
play lists inevitably become narrower and
less flexible, which means fewer records
are making it onto the air.

Radio has always been a tough nut to
crack—an unpredictable and at times
cruel monster, devoid of memory or loy-
alty, fractured into hundreds of tight for-
mats that keep changing their own re-
quirements for entry. But radio is still the
single most important medium for selling
CDs (although landing a video on MTV'’s
TRL sure gives a disc a pretty good boost,
too). The trick for record companies is to
match their artists to the appropriate sta-
tion format(s) in each market; find pro-
grammers who are willing to take a
chance on new artists (or in the case of
more established or “classic” artists, to
play their newer music instead of their 30-
year-old hits—no easy task); and then
hope that other stations will follow the
risk-takers and give their discs some ex-
posure. No matter what the format, the
majority of stations around the country
will wait for some sign that a song is “hap-
pening” in some major market before they
add it to their play list, but even the
hippest commercial stations are under
tremendous pressure to “guess right.” And
they are much more likely to yank a song
from their rotation if it doesn't get a quick
response than they were during the hal-
cyon days of progressive FM radio, when
DJs were allowed to go deeper onto an
album than the predetermined “focus”
track. At least the major labels have the
promotional machinery in place to bring
multiple tracks from the same album to ra-
dio over a period of several months—if
they think it’s worth the money and effort
to do so. But pity the tiny independents
who have neither the clout nor the de
facto payola (whatever the current cur-
rency) to go beyond a simple, expensive
first mailing of a CD to hundreds of radio
outlets already deluged by “product.”

THE CONCERT CONUNDRUM

It was just a few years ago that a friend in
the industry joked, “Some day we're all
going to work for Clear Channel.” He was-
n't kidding. Not only does the mega-cor-
poration own more than 1,200 radio out-
lets and 39 television stations in the U.S,,
it also owns dozens of live entertainment
venues of varying sizes (as well as three
quarters of a million outdoor advertising
display sites of all types, but that's another




story). Through the aggressive acquisition
of various production companies around
the country, Clear Channel has also be-
come one of the leading tour promoters in
the world, which means it can place tours
in its own venues and then promote
shows locally and nationally on its own ra-
dio stations: What a sweet deal (for them)!

Even before the emergence of Clear
Channel as the capo di tutti capi in the
touring music industry, concert ticket
prices were escalating rapidly, thanks in
part to groups such as The Eagles and
Fleetwood Mac, whose exorbitant de-
mands on their reunion tours in the mid-
'90s forced promoters to charge more for
tickets—and people eagerly paid the high
prices. The Eagles getting $75 a seat
opened the floodgates for other popular
bands, and now we have yuppies in $300
seats at Rolling Stones shows, U2 tickets
near the back of hockey arenas for $150,
and decent seats for most major arena and
stadium concerts hovering at somewhere
between $75 and $100. No wonder so
many tours are playing to way under ca-
pacity houses—the greed of bands, man-
agers, promoters and, perhaps most vil-
lainous of all, the ticket services, has
turned concert-going into an elitist enter-
tainment available only to the well-
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heeled; sort of like what opera has be-
come, exceptl on a grander scale. In ret-
rospecl, it seems almost comical that rock
impresario Bill Graham originally closed
the Fillmore East and Fillmore West in the
early '70s because of what he claimed was
the unchecked avarice of everyone in the
live music chain; why, he was going to
have 10 charge $7.00 a ticket!

While it is true that the economics of
touring have changed significantly in re-
cent years, with travel and lodging be-
coming more expensive and the record
companies increasingly reluctant 1o sup-
port “showcase” tours (i.e., tours to gain
exposure, not to make money), the tight
control of a few monopoly companies,
such as Clear Channel and Ticketmaster,
has only made the situation worse, as
there is no longer serious competition in
most major markets, so pricing structures
cannot be effectively countered or chal-
lenged. When you’re basically the only
game in town (or the country) you can
make up your own rules, and that is pre-
cisely what's happening.

So, those are a few of the problem areas
that have music industry people wring-
ing their hands and running for cover

« PLL system and designed for UHF band
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» Designed exquisite AF level & RF level display
« Unbalanced (6.3mm phone jack) & balanced

(XLR 3P connector) audio output
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from what they perceive as a falling sky.
They’re serious and they’re real.

But the good news is that this is an in-
dustry filled with bright, resourceful peo-
ple who are capable of figuring out ways
to extricate us from this depressing swamp.
We're all in branches of this business be-
cause we love music and we're inspired by
the boundless energy and imagination of
musicians, and by the thousands of be-
hind-the-scenes support personnel—tech-
nicians, engineers, roadies, secretaries,
etc—who keep the starmaking machinery
running smoothly. It is incumbent on a/l of
us 10 come up with practical solutions 0
our common woes, and that is partly what
this special issue of Mix is all about.

Join us as we explore many of these
issues in greater detail and, hopefully,
shed some light on some of the tech-
nologies, people and companies that are
successfully adjusting to the new ecc
nomic realities of the music industry, and
in the process changing long-established
paradigms and rewriling the roadmap to
the future. Yes, the Internet can be your
friend. Studios will survive. You can still
make a living in this industry. But it’s time
1o think and act boldly and creatively, or
be swept into the dustbin of history like
your old collection of 45s. [ ]

SEKAKU ELECTRON INDUSTRY CO., LTD
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At Mackie, we know a lot about mixers, speakers,
amplifiers and digital recording. But we’ve never
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nered with the experts at Universal Audio to bring
you the UAD-1 Powered Plug-Ins™ card — the best-
selling third-party DSP plug-ins card in the world.
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a team of highly-trained physicists (no, really). the
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PCI card. We're talking about effects so intense they
would bring any Pentium to its knees, begging for
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_hecord Lahel Remedy

The well-publicized troubles in the music industry have
claimed many victims: artists, producers, broadcasters,
club owners, publishers, studio owners, etc. Few sectors,
however, have been as deeply affected by these uncertain
times as the record companies themselves. In the past few
years, labels have experienced double-digit declines in CD
sales, stiff competition from other forms of entertainment
and an adversarial climate in their relationships with
artists and the general public.

There is little dissent among record executives about
the causes of the industry’s woes. With uncharacteristic
unanimity, they all cite piracy—whether in the form of CD
burning or file sharing—as the biggest threat they face.
Executives also largely concur on their proposed remedies
for this bleak situation, though they differ somewhat in
their approaches.

The first priority, they say, is to create a legitimate
and compelling online music marketplace that attracts a
substantial percentage of the audience that is now
downloading illegally. Charles Goldstuck, president and
€00 of the RCA Music Group, says, “We have failed mis-
erably in giving consumers a legitimate alternative for
online music, and they have gotten frustrated. They've

been forced into a position where it's much easier for
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them to experience music through a peer-to-peer net-
work than to buy music through legitimate channels. We
have to create a viable, legitimate music-distribution
environment.”

Val Azzoli, co-chairman and co-CEO of The Atlantic
Group, agrees. “The obvious answer,” he says, “is to cur-
tail or stop illegal downloading. That's the silver bullet.
We, as an industry, need to give consumers a secure, safe
haven to download as many songs as they want—for a
price. Downloading right now is hurting us, but in the end,
it will save us.”

The “legitimate” and “secure” systems that Goldstuck
and Azzoli describe have existed for more than a year,
but their initial incarnations have been widely criti-
cized as overpriced, cumbersome and paltry in their
repertoire offerings. However, in the first few months
of 2003, major label-run systems such as pressplay
(owned by Univeral Music Group and Sony Music Enter-
tainment) and MusicNet (a joint venture between AOL's
Warner Music Group, BMG Entertainment, EMI Recorded
Music and Real Networks) have vastly increased their
catalogs, and new systems like Listen.com’s Rhapsody
and Full Audio’s MusicNow have debuted to generally

favorable reactions.




BY PAUL VERNA

The services vary widely in terms of their specifics, but
they generally offer a subscription on the order of $10
per month for streaming and approximately 99 cents per
downloaded track. Some services, like pressplay, allow
downloads to be burned on CDs, whereas others permit
only “tethered” downloads—i.e., ones that will work on
the user's hard drive but cannot be transported to an-
other device.

While early versions of the label-operated online
music systems were limited to portions of those com-
panies’ recorded catalogs, new licensing agreements
opened up a pool of approximately 250,000 tracks
to all the major services, thereby leveling the playing
field.

No one is pretending that these label-operated online
systems, even in their “new-and-improved” versions, will
solve all of the industry’s woes. After all, as Motown pres-
ident and CEO Kedar Massenburg says, “I'm not competing
with Columbia or Arista; I'm competing with free.” Never-
theless, the moves represent a step in the right direction.
“The investments are starting to happen to create a more
sophisticated, legitimate music listening environment,”

says Goldstuck.

World Radio History
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KEEPING PRICES DOWN

The key to the industry’s success in re-
educating the mass public to pay for mu-
sic is keeping prices down, not only in its
online offerings but in the brick-and-mor-
tar world, as well. In fact, many executives
admit that the perceived high price of CDs
was the most significant factor in disen-
franchising consumers and driving them to
free peer-to-peer networks like the now-
defunct Napster and newer services like
KaZaA, Gnutella and Morpheus.

“Somehow, we have allowed con-
sumer behavior to reach a point where
copyright laws are being flaunted and vi-
olated, but again, we're not giving them
alternatives,” says Goldstuck. “We may
have to relook at pricing structures for
music. People say, ‘How can your music
be priced higher than DVDs? In my opin-
ion, if you have something hot, price it
more; otherwise, price it less. At $17.99,
there are certainly CDs that are great
value and things that are not.”

If lowering the price of CDs would
yield a better bang for the consumer buck,
then delivering value-added product at
full price would serve a similar purpose.
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Danny Goldberg, chairman/CEO, Artemis Records

Danny Goldberg, chairman and CEO of
New York-based independent Artemis
Records, says, “Labels have to add value
to the product. The movie business has
done a brilliant job giving added value to
DVDs by including directors’ commen-
tary, bloopers, cut scenes, etc., so people
went from renting videotapes to buying
DVDs. They want to own the product.

“Experiments with combining DVDs
and audio are a clue for the music busi-
ness,” he continues. “If there was a 50
Cent [the rapper] product that also had a
video on it, as much as its selling, it
would sell millions more.”

Along with the need to keep prices
down and add value by bundling DVDs
and unique content with CD releases, the
music industry is intent on implementing
copy protection for CDs, if not as a
panacea, then at least as a deterrent to
wholesale CD copying.

Citing the alarming statistic that sales
of blank CDs outpaced sales of pre-
recorded CDs for the first time last year,
Goldstuck says, “It's a clear indication
that it’s easier for consumers to burn discs
than buy [prerecorded] discs. When you
can buy 100 blank discs for $19.95 and
you have a CD burner at home, it's a real
incentive for you to save $15 and not buy
records. That’s as clear evidence as you're
ever going to find that the CD burning
phenomenon has reached epidemic pro-
portions. This is not about fair use—peo-
ple making copies for themselves. It’s
people making copies for friends. It’s not
cool to buy music anymore.”

Accordingly, says Goldstuck, “Copy
protection has to be put in place as a de-
terrent in the short term, to create road
bumps so it's not as easy to copy CDs at
random.”

Others agree. Goldberg says, “If you
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Carl Cadden-James - Angel Mountain Studios
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can make it a little harder to copy, the
vast majority of people won't have the
time or the patience to do it.”

At the same time, executives realize
that no amount of copy protection will
wipe out file sharing or CD cloning. Even
if the music, computer and electronics
hardware industries could implement an
ironclad protection system—a prospect
that's doubtful at best—the resulting cli-
mate would be detrimental to free com-
merce, according to Goldberg.

Elore IS
tter

“I don’t support an obsession with
copyright laws to the exclusion of posi-
tive marketing ideas and added-value
ideas,” he says. “Even if you win every le-
gal battle—and it’s likely that the labels
will win every legal batle—you end up
with a prohibition type of situation. If you
spend all your time with sticks and no
time with carrots, that doesn’t work in the
entertainment industry.”

CAN'T WE ALL GET ALONG?

While labels grapple with high-tech so-
lutions to their business problems, they
are also increasingly turning their atten-
tion to improving relations with their
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Vol Azzoli, ca-chairmon and co-CEO of The
Atlantic Group

artists and, by extension, the general
public.

“Now more than ever, artists and
record companies really have to become
partners,” says Azzoli. “We're all in this
together.”

“We need to change some of the
chemistry of those relationships,” adds
Goldberg, “so it's a team effort to try to
create success as opposed to a love/hate
relationship. That’s an unrealistic and ide-
alistic thing to expect to happen, but it’s
a goal. If there could be a little more of
that atmosphere, the money that is spent
could be focused in a productive way.”

The evolution in the relationship be-
tween record companies and artists
should include a new vision of the role
of the label, according to Goldberg. “We
have to create a culture where artists
don't look at the labels as parents or
banks, but as service providers,” he says.
“We can have economic relationships
with artists, but we can’t be the address
where every single dream comes true and
every investment is made. Labels have to
earn that by handling their economics in
ways that are minimally more transpar-
ent. We can’t magically make something
profitable just because an artist thinks it
should be profitable, but we can make
the accounting more transparent.”

Azzoli says he often advises new
artists to think in the long term rather
than get blinded by promises of big pay-
ments upfront. “I say to artists, ‘You have
a record deal, hallelujah! Now let’s write
a three-year game plan. We'll go into the
studio for two months to make our al-
bum, then we’re going to go on tour, then
we'll take two weeks off in August.”
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}a via 100Mb Ethernet. If you're already ceep into DAWS like Pro Tools',

o~ Cubase X, Logic~ and Nuendo ", the MX-2424 offers the time-stamped
.

- audio file compatibility you need to get the job done right.
Need more info? It's all avallable at www.mx2424.com.
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YOU WANTTO BE ABLE TO MIX YOUR DRUM TRACKS THE WAY YOU WANT.
YOU WANT REAL DRUMS PLAYED BY A REAL DRUMMER. YOU HAVEN'T
GOT AWORLD CLASS STUDIO. YOU DON'T WANT TO SPEND A FORTUNE. “When 1 started as a manager with

Rush,” continues Azzoli, “we toured 10

D Ix %T E D U M‘s months of the year, made an album, then
- = ‘ - e, . went back on the road. We had a two-

m
qaore O Yo

\ week vacation in August, and then it was
o® '; back to work. What I say to young bands

is, ‘You have a five-year window. Man,
f g get married at year six! You can't afford

to lose momentum.”

I # . .
N E W. H www.discretedrums.com > Azzoli blam.es some of the. mdusu:ys
troubles on frivolous spending, which
B

he says occurs at the hands of all par-

N ,vv""v ties: labels, radio and artists themselves.

‘ S er I eS TWO “rsnasmd pue s “What we have to do is pretend that the
'90s never existed and we have to go

’ { ’ back to 1974 or 1984 from an opera-

* Craig Anderton's Turbulent Filth Monsters donal poin. of view he says. e
amount of money that’s being wasted in

the music industry is unbelievable. It's

*Eric Darken's One World Percussion trom erestio) s on i & o

portant to spend $250,000 on an album

7 ’,

ACID PRO TOOLS LOGIC AUDIO DIGITAL PERFORMER CAKEWA LK cover? At the e‘}d Of the day, ! don't
SONAR CUBASE NUENDO REASON RECYCLE ROLAND V-STUDIOS think so. The artist will say that it’s part
BOSS BR-1180 YAMAHA AW 4416 MANY OTHERS of artist development, but before, they

didn’t have to have a choice. Is an al-

Download demos and order at WWWIDISCRETEDRUMS.COM~ em cover s imporat s s

band was on the album cover. Now you
80 to www.band.com and you have all
the information you need.”

A&R P’'S AND Q'S
As labels and artists rethink their rela-
tionship with each other, the A&R roles
of majors and independents will proba-
bly remain as polarized as they have
been, according to industry sources.
“Smaller labels have a tendency to
sign what they love all the time,” says
Goldstuck. “When you look at majors, it's
still a business. The Donnas have had a
lot of success, so now the rock/punk girl-
band thing is back where all labels are
looking for that type of act; the same
thing happened with Alanis Morissette.
I's understandable. Every label has to
break a certain number of artists, and it's
easier to go with the popular trend.”
Perhaps the biggest factor in the ma-
jors’ conservative A&R approach is cor-
porate consolidation. Since the mid-'90s,
every major record company has been
owned by a conglomerate with interests
* Transformr: 255 digital in the consumer electronics and media
effects with 24:bie DSP industries. To their parent companies,
* Expand:Link up to o) p H D N I ' the music divisions are a small and cryp-
RIRTA mixers—for tic piece of an increasingly complex
WWW.PHONIC.COM puzzle.
one master 813.890.8872 » Tampa, FL » sales@phonic.com “When you involve Wall Street and
when you involve people who are not

MR7X MIXER
* Control: Precision,
100 mm ALPS faders

on all channels

Up to 54 inputs—with
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“Full Sail gave us the chance to have our
hands on the latest studio equipment. . . ..
Now, we've got our hands on some

“Full Sail gave me the confidence and GRAMMYs*. We got the education we
know-how to make it in the needed to succeed tremendously and in a
entertainment industry.” rela short period of time.”
-Cariton Lymnn l -Leslie Brathwaite
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artist development-friendly, it stifles cre-
ativity to a certain extent,” says Motown’s
Massenburg. “That’s the downside. But
on the other side of it, being a business
man, it makes you come up with ideas to
be creative and more budget-conscious.”

Does the majors’ focus on proven
trends present an opportunity for inde-
pendents to seek and promote cutting-
edge acts?

“We haven't really been actively sign-
ing artists who have been disenfran-
chised from major labels,” says Dan Stor-
per, CEO of Putumayo World Music, a
label that specializes in compilations but
has also signed its share of artists in re-
cent years, including Miriam Makeba,
Oliver Mtukudzi and Mariana Montalvo.
“However, 1 do think independents can
be effective at building an artist’s ca-
reer through developing creative market-
ing and promotion plans, which often are
under the radar of the major media but
can be very effective, We continue to be-
lieve in the importance of ‘tastemaking,’
i.e., getting CDs to be played in cafes,
restaurants, boutiques, etc.”

Motown president and CEO Kedar Massenburg

for real music from real artists. You're
hearing a lot of organic, soulful music
these days.”

LET’S GET SMALL

While every record company, big and
small, continues to seek ways to maxi-
mize its business, some executives advo-
cate a realignment of expectations. “The
industry’s shrinking and we're all panick-
ing,” says Azzoli. “Like everything else,
the key to success is not to panic. Yes, it’s

Goldberg, who prior to
launching Artemis held sen-
ior-management positions at
Atlantic, Warner Bros. and
Mercury, says, “Most artists
who are unhappy with the
majors are unhappy be-
cause they’re not getting the
attention they feel they de-
serve. What we can offer is
a culture where people who
are marginal at majors are
superstars for us. That's his-
torically what independents
offer and what they offer
today.”

Major or independent, |

EMI13.0

BMG 8.2

Warner 11.8

Other 28.9

THE LABEL BREAKDOWN

record companies’ percentage
of world market share for 2001

Sony 14.7

Universal 23.5

Source: IFPI

labels have plenty of talent

to choose from, according to executives
interviewed for this story, who cite the
2003 Grammy® Awards ceremony as evi-
dence of the quality and diversity of to-
day’s music.

“When you look at this years Gram-
mys, there was a tremendous amount of
talent on display,” says Goldstuck.
“There’s nothing wrong with the creativity
coming out of the music industry. From a
creative standpoint, the industry’s as
healthy as it's been.”

“Listen to India.Arie, Norah Jones or
John Mayer,” says Massenburg. “Every-
thing is cyclical, and people are looking

shrinking, but it’s not going to shrink out
of existence.”

Goldberg adds, “Everybody has to be-
come more willing to make money on
success rather than getting paid in ad-
vance. That includes executives who got
used to higher salaries than may be pos-
sible and artists who got used to higher
advances than may be reasonable. The
marketing expectations have to conform
to the realities of the business. We all
have to accept the fact that it’s a smaller
business, and if we have any sense about
us, we should thank God that we get paid
for listening to music.” ]
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Especially in these economically troubled times, independent-
label ©wners wear their difference from the majors like a
badge of honor. They are quick to point out that whatever
sliccess they achieve is accomplished on lower budgets, with
smaller marketing machines and fewer connections. Scott
Robinson and Dan Herrington—partners in the two-year-old,
Nashville-based Dualtone label—have earned their badges
and wear them proudly. “With the majors’ budgets and their
BusineSs models, they sign 10 artists, seven or eight fail, one
or two breaks even, and one pays for all 10,” Robinson ex-
plains. “With our business model, our first year of business,
we had nine deals. Seven made money; two failed. So, we
had the complete opposite of the majors’ result. We're not
making 500 million dollars a year, but we’re filling a void that
exists within the industry, and it's working.”

Robinson and Herrington are both former major-label insid-
ers who worked in artist management (Robinson), marketing
and sales (Herrington) for Arista and BMG, respectively. Their
inside knowledge gives their boutique roots/country label a leg
up on a lot of other indies; when they need to, they can play
the majors’ game. “We have major distribution,” Robinson says.
“We're with BMG. When Dan and 1 started this company, we
did research into why a lot of great independent labels fail. There
are a lot of cool labels out there that put out great music, but a
lot of them were operated by folks who didn’t come from the
industry. They didnt know how to get records on the radio.
They didn’t know how to get records written about in Rolling
Stone. They didn't know how to get records into Wal-Mart or
Tower or Best Buy. We know the buyers at the chains and the
mom-and-pops. We know the writers at the major publications.
We know the radio programmers. We had access to a lot of re-
sources. Our first year in business, we almost had a Gold record,;
our second year in business, we won a Grammy.”

Singer/songwriter Jim Lauderdale received the Best Blue-
grass Album Grammy this year for Lost in the Lonesome Pines,
his second collaboration with the legendary Ralph Stanley and
the Clinch Mountain Boys. Lauderdale is typical of the Dual-
tone roster, which also includes artists such as David Ball, Chris
Knight, Radney Foster and Victoria Williams—all talented writ-
ers and performers who had careers before signing with Dual-
tone but have flourished since. “I just think the industry as a
whole has to be really conscious about careers,” Robinson says.
“Artists’ careers are not a disposable commodity. I would like
1o see a return to the days when artists have multiple-record
careers instead of one-record careers. You look at the Billboard
Top 200 today, and it’s very hard to find any names who are
even on their third or fourth record.

“I've been on both sides of the table,” Robinson continues,
“I've been pitched, and I've made the pitches. 1 know how a
label works, and I know the artist’s needs. So when we created
Dualtone, I said, ‘Lets create something more artist-friendly that
is more realistic, and let’s sign artists that we believe need to be
around for the next 10 albums.” We're not about signing an act,
dropping an act, signing an act, dropping an act, but signing an
act and building a career across multiple records. It's about mak-
ing the right kind of records, smartly.
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AN INDIE LABEL

SUCCESS STORY

Grammy-winners Ralph Stanley
and Jim Lauderdale {above)
and Dualfone founders

Dan Herrington (left) and

Scatt Robinson

“A perfect example of where we can cut corners and be
more cost-effective is recording costs. Our costs are probably
from an eighth to a third of what the majors spend. We spend
anywhere from $10,000 to $50,000, depending on the project.
The majors spend from $75,000 to $350,000. We never felt like
if we made a record that cost us $30,000, that if we spent an-
other $50,000, we would have sold 100,000 more records.

“Or online distribution,” Robinson continues. “It’s not the
main source of income, but it is a revenue center. We put our
site up for $1,500 or $2,000 when we started our company,
and within 60 days, it had paid for itself. Not that we're sell-
ing thousands of units, but we're selling hundreds of units,
and it’s a great information site: a great way to help promote
and sell product.”

Dualtone is working from its own well-conceived, self-de-
termined plan and having decent success at it, far from the
madding crowd at the major labels. But Robinson believes that
the solution to the majors’ problems is pretty obvious. “They
just need to have great music,” he says. “Look at Norah Jones,
Buena Vista Social Club, O’ Brother—records that didn’t have a
lot of airplay in the beginning. I think the industry needs to stop
making records for the 13- to 16-year-olds and start making
more great music, because when it’s offered up, people react.
In other words, let’s not make a lot of disposable Mo s
music. Let’s make great music that we're proud wllNE
of and can stand the test of time.” EXTRAS

Barbara Schultz is Mix’s senior associate editor.
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alllround Salvation

Don't have your dark suit cleaned just because you think
that any day now, you're going to be attending a funeral
for the compact disc. That format isn't going anywhere
any time soon. Yes, CD sales dropped some 10% last year,
and Internet file sharing has shown itself to be a formi-
dable foe of prerecorded (Ds (but actually a boon to blank
(D sales). The fact is, the compact disc is one of the most
successful entertainment technologies of all time, and at
this point, it is pervasive worldwide. People like the way
they sound and like the format’s portability and durabil-
ity. Downloading songs off the Internet is still something
that relatively few people do at this point, though the
financial impact of this practice has undeniably been
dramatic the past two years.

How do you compete with “free”? That’s the conundrum
that's been tossed around in record company boardrooms
with increasing urgency the past couple of years. Tops on
the list of solutions seems to be the notion of somehow
training the populace to pay for music at “authorized” In-
ternet sites. This is complicated and fraught with a certain
degree of peril, as it involves cooperation among compa-
nies that are traditionally competitors (though the airlines
seem to have worked this out with Orbitz); an admission
that the labels’ historic reliance on the brick-and-mortar

model is perhaps outdated; and appealing to people’s in-

56 MIN. My 2003 » wnewninixonline.con

nate sense of morality to eschew the free online swapping
bazaars in favor of legitimate sites that actually generate
revenue for the artists and record companies. Not an easy
task, but not necessarily impossible.

Then there’s the idea of giving consumers more for their
CD dollars: the value-added approach. Of course, the rel-
ative length of the CD compared to a traditional vinyl
record has always been a selling point. The record com-
panies have raked in millions of dollars by selling remas-
tered albums that include “bonus tracks”: B-sides, out-
takes and other related material to fill out the CD’s
79-minute potential playing time. But that material is as
easily bootlegged and/or ripe for file-sharing sites as any
other music on CD, so that concept has lost a little of its
luster as a marketing tool. What has caught on, though,
is including in a CD package a bonus DVD-V featuring live
footage and music videos, for that extra incentive to buy
rather than download. So far, this practice has not been
widespread, but it has proven successful for both popular
and new bands, and we are likely to see more of it in the
coming months. It's two media for the price of one, and
you can bring in a third when you get into discs that also
contain lyrics, biographies, photos and other information
that can be read on PCs.

Another area with considerable potential for the mu-




BY BLAIR JACKSON

sic industry is high-resolution, multichannel audio. The
audio industry has felt this excitement for a number of
years. Who among us has not marveled at a surround
demo at an AES show, or in one of the pioneering 5.1
control rooms, or salivated at the mere suggestion that
we will someday be able to hear all of our favorite al-
bums in crystal-clear, completely enveloping, multichan-
nel sound? The industry loves it!

But does the public? Does the fact that people have
become conditioned to being wowed by crisp, loud,

multichannel audio at their local multiplex mean that

CAN MULTICHANNEL

AUDIO BRING

THE MUSIC

BUSINESS OUT OF

ITS DOLDRUMS?

they want to replicate that experience at home, and with
music-only product? Does a generation that thinks MP3
and other compressed Internet-friendly audio schemes
sound “fine” care about the wonders of 24-bit, 96k clar-
ity or a floor-shaking subwoofer? Do people who have
embraced CD and, more recently, DVD-V want to get in-

volved with another format? And speaking of which, “Do

~q
PAAVO JARVI
CINCINNATI SYMPHONY

I buy SACD or DVD-A, and will any of these things play
in my DVD-V player, and I don't think I can fit a center-
channel speaker on top of my digital cable box
and...aaaaugh' Help me, Mister Wizard!”

Okay, calm down. Let’s look at some of these issues
and put them into focus. It really is going to be a cool

revolution. And it is coming.
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FORMAT FRENZY

Why are we not surprised that the birth
of surround audio discs as a popular for-
mat has been rather difficuit, with com-
peting formats, hardware compatibility
issues and consumer confusion? After
all, the Beta vs. VHS videotape war was-
n't so long ago. Sony and Philips, de-
velopers of the compact disc, were
lucky in the early '80s: They had no
competition for a digital audio delivery
system, and the CD quickly became a
standard. (However, that didn’t prevent
both Sony and Philips from failing spec-
tacularly with two other competing dig-

ital technologies: the MiniDisc, which
does have its share of users today but
did not live up to Sony’s high expecta-
tions; and Philips’ Digital Compact Cas-
sette, which virtually no one bought.)
Today, there are two major formats
vying for your surround audio dollars:
DVD-A, which has been supported by
Toshiba, Panasonic and several other
manufacturers that were part of the DVD
Forum; and Sony/Philips’ SACD. Until
fairly recently, the two systems were
wholly incompatible: You needed a dif-
ferent player for each format. Within the
DVD-A group, there are also compeling
encoding schemes offered by Dolby (AC3
and MLP—Meridian Lossless Packing)
and DTS Entertainment (Coherent
Acoustics digital audio compression al-
gorithm), though most multichanne! re-

Masuering Boon Waus

When we spoke to Stephen
Marcussen, whose Marcussen
Mastering Studios in Los Ange-
les has done pioneering work
in both the SACD and DVD-A
formats, he noted, “Being a
studio owner, I can tell you
that equipping a multichannel
room is an expensive proposi-
tion, especially the way I've
done it. We have a custom
console that's completely
handmade. Right now, there's
only so much surround work to
go around, and if T were build-
ing a studio today, I don't
know if I'd build a surround
room. Two years ago, I almost
regretted it. But clearly, sur-

Stephen Marcussen

round will grow and people will grow into it. I hope so,” he adds with a laugh.

Does Marcussen have a preference between DVD-A and SACD? And is one easier or less ex-
pensive to work with? “My take is that they both sound great,” he says. "If they're handled
poorly, either one of them can sound bad. I don't think there’s anything wrong with the for-
mats. I think that Dolby and DTS sound good, too. I think 96k is really solid. I enjoy it. And
I particularly enjoy it when we're not being hyper-competitive and smacking everything up
into the last dB. When you're able to be realistic about utilizing the format, it can be really
impressive; some of it is absolutely stunning.”

As for the cost of mastering a typical surround project, Marcussen says that 5.1 usually adds
about a full day of work on top of the 2-channel master. "It is an expensive world to work in,
but everything the client can do to get the bookkeeping in line in advance really cuts the cost.
You don't want to pay me to sit around and determine whether the master take is A, B or C.”

Working in the two formats is different, "because DVD-A is PCM, we get to use more
tools,” he adds. “The technology is more accessible. You can plug in your favorite digital box
on it; whereas in an SACD world, there are no external digital boxes that are equalizers or
limiters or compressors or any of those tools. Working in SACD, you have to really be on top

of your game.”

—Blair Jackson
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THE QUICKEST WAY TO TURN YOUR
PROJECT STUDIO INTO A REAL STUDIO!

There’s no denying that audio gear is very sexy
But even a rack ful of great equipment won't help if
you can't hear what you're mixing. Most studios and
control rooms have a large number of peaks and
dips throughout the entire low frequency range. This
makes it difficult to get a proper balance and nearly
impossible to create mixes that sound the same
elsewhere. Low frequency response variations as
large as 20 dB. are common, especially in smaller
rooms. Worse, the peaks and dips change around
the room—the sound is thin here, too bassy oves
there—and nowhere is the response even close to
flat. This is where REALTRAPS can help. 3

REALTRAPS are real wood panel bass traps, just like the big studios use, and they're designed
to absorb the acoustic reflections that skew a room's low frequency response. The result is a
mwch fuller and more even bass response throughout the room, so you won't have to guess how
your mixes really sound. Although REALTRAPS are fess than six inches deep, they provide far
more low frequency absorption per square foot than any other type of acoustic treatment.
They're also portable and feature angled front panels for mid- and high-frequency diffusion.

Best of all, REALTRAPS are affordable, starting at less than $3000 per room. For about the
same cost as a boutque mike preamp or tube compressor you can upgrade your entire project
studio to a truly professional facility with state of the art acoustic treatment.

"These are a must-have." —Peter Moshay (Mariah Carey, Hall & Cates, Paula Abdul)

"Your traps are amazing!" —Ed Dzubak, three-time Emmy Award-winning TV composer

"[With ReALTraps] the low end immediately tightened up and smoothed out, the bass resonances disappeared,
and the bass level at the listening position seemed to increase." —Mitch Gallagher, EQ Magazine

For full specifications, prices, options, and some great explanations of
room acoustics, please call or visit our web site at www.realtraps.com.
REALTRAPS = 34 Cedar Vale Drive, New Milford, CT 06776

REALTRAPS™

Toll-free: B66-REALTRAPS (866-732-5872) = sales@realtraps.com
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ceivers are equipped to handle both.
Consumers have been justifiably con-
fused by the plethora of hardware
choices facing them in the brave new
world of surround audio, and disap-
pointed by the relative paucity of soft-
ware offerings for either DVD-A or SACD.

When we asked Jim Kessler, senior
buyer for DVD at Best Buy, the nation’s
largest home electronics chain, how
hardware sales for the two formats were
doing, he replied frankly, “Not very well.
I think the biggest issues are, number
one, the content and what's available. I
think between the two formats, there are
still fewer than 1,000 titles, which is not

The majority of
customers just don’t listen
to music that way
anymore: sitting down
and really listening
carefully and picking apart
all the different nuances
that go into the music.

—Jim Kessler, Best Buy

a lot of discs. And then, number two, is
what do you play them on? We've taken
the stance that having two formats like
this is not customer-centric, so what
we've really been pushing manufactur-
ers to do over the past two years is cre-
ate a DVD player that will play both for-
mats, and that’s finally happening.
Pioneer will have a piece mid-year that
will play both DVD-Audio and SACD
and will retail at only $179. We expect
that to do pretty well, much better than
the model they have now that’s like a
$500 or $600 piece.

“Even with the price coming down so
low,” he continues, “I believe the target
audience is still relatively small for either
DVD-Audio or, especially, SACD. The
majority of customers just don't listen to
music that way anymore: sitting down
and really listening carefully and picking
apart all the different nuances that go into
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yourself how well-rounded the Ball is. There's simply nothing else like it. Microphones

Think you cant afford the best? Think again™

766 Lakefield Road, Suite D, Westlake Village, CA 91361 »  805.370.1599 ¢  www.bluemic.com



albums, it must be noted that these discs
did not include surround mixes of those
albums and that, as is usually the case
now, the SACDs included a conventional
CD layer, allowing the discs to be played
on a conventional CD player. At this
point, no one knows what percentage of
the people purchasing the discs are lis-
tening to the high-resolution versions of
those early Stones gems and how many
are just popping them into their cars and
portable players and listening to the CD
layer. Then there’s the example of au-
diophile classical, juzz and blues label
Telarc, which has been routinely putting
out hybrid CD/SACD surround discs for
some time now and racking up impres-
sive sales. There are no numbers to tell
us who's listening to which format; just
that sales are brisk and there’s definitely
a buzz about the SACD layer. In both
cases, the hybrid discs have unquestion-
ably given a boost to the surround in-
dustry: The more hybrid discs a person
owns, the more likely he, she is to even-
tually spring for a system that will reveal

the full glory of the high-resolution layer.

The Warner Music Group is the largest
of the U.S.-based majors to adopt DVD-
A, and though they have been slow to re-
lease titles, they are definitely bullish on
the technology. “We feel that DVD-Audio
is the more natural choice of the two for-
mats for the following reasons,” com-
ments Paul Vidich, executive VP, strategic
planning and business development for
WMG. “Number one, the extra content in-
cluded only on DVD-A discs: videos, in-
terviews, photos, elc.; content that has
proven very popular on DVD-Video
discs. SACD does not support graphical
or video capability. Second, SACD does
not have renewable copy protection,
which is clearly an important aspect in to-
day’s climate. And third, unlike DVD-A,
which plays on all DVD players, SACD
generally requires the consumer to pur-
chase new hardware.”

To clarify the last point: WMG’s DVD-
A discs contain a Dolby Digital 5.1 mix
that can be played on a standard DVD-
V player. However, the high-resolution
surround mix cannot be played on cur-
rent DVD-V units. As Vidich notes, “We
recognized that some consumers might
not necessarily appreciate the difference
between the Dolby Digital 5.1 mix and

Paul Vidich, executive VP, strategic plonning ond
business development, Warner Music Group:
“We've found thot music fons simply love the

surround mix.”

the higher-resolution mix, but our re-
search showed that the vast majority of
consunmers could appreciate the differ-
ence between a stereo mix and a 5.1
mix. We've found that music fans simpl
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When you need gear,
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The Goo Goo Dolls’ Johnny Rzeznik
shopping at West L A. Music

At West LA. Music, you'll find every major brand of Guitars, =N
Amps. Drums, Keyboards, Synthesizers, Samplers, DJ Gear, .
Saunc Systems, Recording Equipment and Accessories. 4 ‘

We Will Beat Any Deal

"We will beat any price from any authorized

stocking dealer anywhere in the United States."

Others have tried to copy this offer, but we really mean it.

“The Tonight Show” guitarist, Kevin Eubanks
with West LA. Music's Noel Gould

Your Total Satisfaction Guaranteed

Offering you legendary service and expert advice is our top pricrity.
Whether you're building a world class studic or a project studio at harme,
playing the largest arena or a local club, we'll help you achieve your goals.

Shop Where the Pros Shop

Our customers include every maijor arfist, record company and recording

West LA. Music's Drew Grant and
Glenn Noyes with legendory filmmake
) Steven Spielberg and son Theo
studio in the country. You've seen our equipment on stages dll over the world.

When you shop at West LA. Music, you'll be joining today’s top pros.

Call TOdCY 310-477-1945 w. Ship Anywhere
If we don’t have it, it just isn’t made!

W west L.A. Music

West LA Music's Rodney
with rap stor, Ccolio

Email: sales@westlamusic.com ® Fax: 310-477-2476 ® www.westlamusic.com

Learn ProTools
NOW

Inside ProTools HD & LE
on DVD

- Over 2 1/2 hours of training
on your specific system!

- Menus take you right to
your topic of interest

- Instruction on Recording,
Mixing and Mastering

- Tutorial for setting up
your ProTools studio

love the surround mix, and DVD-A of-
fers consumers the flexibility of enjoying
the surround mix without having to up-
grade their equipment.”

Still, no matter how wonderful a great
surround mix sounds, there is always go-
ing to be a sizable segment of the popu-
lation that is simply not going to purchase
the requisite receiver and speakers; in
many cases, there are insurmountable
space considerations: Some people just
have no desire to move “beyond” stereo
music listening. But this is an industry still
in its nascent stages, and there are
changes afoot on many levels, not all of
them related purely to music.

GOING MOBILE

“Surround audio is very important for
the future of the industry,” stresses Craig
Eggers, director, consumer electronics
technology marketing for Dolby. “From
the Dolby perspective, we've seen sur-
round sound migrate from the cinema to
the home theater, and it now has also
migrated to the PC platform; it’s become
extremely important in the gaming com-
munity. About 70 percent of the top
games out there are encoded with Dolby
surround sound, and there are more and
more people who are using that as their
entry to surround audio. And then the
car is the next stop.”

Nearly everyone seems to agree that
the future of surround audio lies not in
the sale of home systems, but in cars.

“My first thought after I heard DVD-
Audio was, ‘God, I've got to get this in
the car’”” Eggers says with a chuckle.
“We believe that the car is a natural en-
vironment for Dolby technologies. And
quite frankly, when you look at the de-
mographic that’s really into souping up
their cars, multichannel surround
sound—particularly DVD-Audio—really
offers that crowd a chance to get away
from the boom-boom-boom and to get
into something that’s an extremely com-
pelling experience. And that’s just the
leading edge of the movement. Once the
systems start going in cars and people
hear it, it’s going to change the way they
listen to music.”

Adds DTS’ DelGrosso: “I did this
presentation six years ago, when I pro-

Buy online at
www.protoolsdvd.com
or call 866-225-8741

Inside ProTools HD $99
Inside ProTools LE for Digi 002,
Digi 001 & Mbox $59

duced some of the first music remixed
in [surround] with Boyz II Men and Mar-
vin Gaye, and we had to jury-rig a car,
but the equipment is readily available
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now. There’s Kenwood, Clarion, Eclipse,
Pioneer, Panasonic; there are a lot of
great car audio companies that have 5.1
decoding. It doesn't take a lot of re-
search to know that in a lot of cars on
the road right now, there are speakers in
the front, speakers in the back and sub-
woofers. Now, all we have to do is add
the center—or not, because there’s still
phantom center capability—and maybe
beef up the sub and rewire it all so you
can put discrete sound in each channel.
Then you've got a system that blows
away your previous system. They’re al-
ready here. In a couple of years, they
will be common.”

AND THE WINNER IS...

It is possible—likely, even—that the
widespread proliferation of surround
systems in cars, coupled with the com-
puter gaming industry’s continuing em-
brace of the technology, will lead to
more work for people throughout the
audio industry, as well as increased prof-
its for the record labels and game man-
ufacturers willing to put in some money
to put out the software that will help
drive the boom.

Over the past few years, a number of
top recording studios and mastering fa-
cilities have invested considerable sums
in surround mixing environments. Some
are, no doubt, wondering when the big
return is going to come, as the spread of
surround has been slower than origi-
nally predicted by its most ardent ad-
herents. But eventually, when new cars
are routinely equipped with surround
audio systems, the record companies
will suddenly have dollar signs dancing
in their eyes again, and surround mixes
will become nearly automatic on every
new project, which will bring more
money into the studios and put more
cash into the hands of manufacturers
who outfit the surround mixing and mas-
tering rooms. And, naturally, you'll have
the opportunity to buy all of your catalog
favorites one more time—more money
for the studios, engineers and labels.

The surround revolution is not going
to solve all of the music industry’s woes
overnight. As Sony’s Kawakami notes,
“The market is very segmented and com-
plex [right now]. Different products ap-
peal to different consumer groups. The
music-downloading consumer is a very
different consumer from the music col-

lector that you'll find flipping through
the racks at Tower Records. And for
now, the size of the market for music
moved through brick-and-mortar as
packaged media dwarfs any of the elec-
tronic music-distribution models.”

Warner Music Group’s Vidich says,
“While WMG is strongly committed to
helping create a legitimate market for
music on the Internet, and has made a
catalog of tens of thousands of tracks
commercially available for a variety of
online services, we feel that optical disc-
based formats offer the highest-quality
music enjoyment that simply cannot be
made available over the Internet due to
the extremely large amounts of data that
are required. There continue to be hun-
dreds of millions of satisfied buyers of
optical media—CD and DVD—around
the world, and we expect these physical
music carriers to be an important part of
the industry for years to come.”

Even so, it's important that the brick-
and-mortar model continually has some-
thing new and exciting to offer—like sur-
round. It helps, too, that DVD-A and
SACD are very difficult to pirate thanks
to their technical complexity and the var-
ious value-added extras that are turning
up more and more on the DVD-A discs
in an effort to make them a better value
than regular CDs and more in line with
the wildly successful DVD-V format.

“Right now,” comments Dolby’s Eg-
gers, “the CD represents a handshake
between the consumer and the record
company, and it's a one-time hand-
shake. But it can be so much more. With
DVD-A, you've got a video feature, so
you can have interviews with the band
on there, or lyrics, sheet music, more al-
bum art. Why not put Websites on the
disc itself? Why not put the artist’s fan
club on there? We can put the record
company’s Website on there. Take it one
step further. I don't think record com-
panies have a problem with me making
copies of content if it’s for my own per-
sonal use. If that’s truly the case, why
not put an MP3 of that content on the
disc itself so the consumer doesn’t have
to rip it? It’s there for them to be able to
take it and move in to their portable
players, etc. In other words, DVD-A can
be about a lot more than just a superior-
sounding audio product. And it be-
comes more than just me giving the
record companies and the artists some
money and them giving me a shiny, sil-
ver disc. It makes the whole experience
of purchasing and listening to music
much more interactive, and that will be
good for everyone.” |
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integrated
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system for
your desktop.

Blue Sky
Monitoring —
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and nothing
but the mix.
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Monitoring
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Compact and efficient, ProDesk offers the same superlative sonic
performance for desktop applications as our acclaimed Sky System One.

Clear, articulate, full range sound across the spectrum with a smoothly
integrated bass response and startling accuracy that gets you into every
aspect of the mix.

As a 2.1 system, ProDesk’s bi-amplified SAT 5 Satellite speakers work
with the Sub 8 Subwoofer as a truly integrated 3-way system with
seamless audio and smooth on and off axis frequency response.

ProDesk is fully compatible with the Blue Sky Bass Management Controller
as a cost-effective, high quality solution for 5.1 monitoring applications.

An idea whose time has come, Blue Sky full range monitoring is available
now, and within your reach.

"Most important, the ProDesk system sounds great — it has a flat
frequency response, good stereo imaging, full, rich bass without
murkiness, and enough power to handle any kind of production needs

in a tight space.” Rusty Cutchin — Home Recording
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Thinking Digital?"™ T
Some reasons to think Yamaha PM1D.

EXPERIENCE: Thirty years manuacturing the industry standard PM series analog
console, fifteen years of innovating andi refining digital consoles. PM1D isn't our first attempt
at a digital console. Tens of thousands of digital console sales teach you a few things. p e

RELIABILITY: Everybody knows Yamaha conscles take a knocking and kee.‘ﬂ rocking.
Build quality second Mouftay _soﬂware S feature rich and stable. How much down

time can you afford? = “

INFRASTRUCTURE: PM1D tech support and seMc&Wﬁfed i
with experts. Regional service centers with techs and parts on the next'a IM

needed. Factory-direct, nation-wide sales force dedicated to supporting PM1D customers.
Free software upgrades, interest free finance programs, etc. etc.

USER BASE: Hundreds of PM1Ds in use daily. Over 600 engineers trained at Yamaha s
PM1D seminars in the U.S. alone. These comprehensive sessions are on-going and free
(no extra tuition required). Lots of flight time on PM1Ds.

EASE OF OPERATION: There's a reasocn we've sold hundreds of PM1Ds. Don't take
our word: "Sure, there's lots of depth to this console, but as far as hopping on and mixing
you can be doing that after a five-minute lesson.” —Alan Richardson, Monitor Engineer for
Elton John.

SONIC PERFORMANCE: The theoretical sonic advantages of digital consoles are
well known but not always realized. John Cardinale of the world-renowned Carnegie Hall says,
“What impressed us the most is that it's extremely stable, and sounds very quiet and clean,
almost like a digital recording console. And, it translates the audio passing through without
colorization.” Top tours, concert halls, houses of worship and broadcast facilities all over the
world (lots of golden ears) trust their art to PM1D every day.

HORSEPOWER: 840 Bands of Parametric =Q, 188 Compressors, 112 Gates,
24 31-band Graphic EQs, 8 Multi-Effect Processors, complete DSP redundancy...
Need we say more?

YAMAHA: The most important reason to think PM1D. A 116 year-old company synonymous
with quality and innovation. There's a reason Yamaha is the world's biggest manufacturer of pro
audio equipment and musical instruments. A large format digital console is a big investment.
Consider the company behind it. We're not going anywhere.

Think it through and you'lt figure it out. The Yamaha PM1D Digital Audio Mixing System.
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Programmable and
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or MATRIX buses.
Dedicated meters

for STEREO A and B

and CUE signals.

TIME CODE and SCENE
MEMORY display.
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Basic Input channel
includes MIX SEND selec
tion, Input MiX, Input PAN
and GAIN encoders,

TO STEREOQ, Input DCA,
CUE and ON switches and
Input A/B, COMPRESSOR,
GATE, METER, input DCA,
RECALL and MUTE SAFE
LEDs along with a high
quality 100mm motorized
fader and 4-character LED
channel labeling display.

“Virtual” Input Channel.
Programmable and
recallable for all input
channels. Includes
COMPRESSOR and GATE,
4-band parametric

EQ with HPF, 0 to 250
milliseconds of Input
DELAY, 48V/PHASE/INSERT
section, encoders for
MiIX bus levels, digital
ATTENUTATION, switches
for DCA Assign, CHANNEL
SAFE, CHANNEL SELECT,
metering or LED displays
for all functions and

100mm motorized fader.

Master section includes
encoders, 100mm motor-
1zed faders and LCD
displays for MIX and
MATRIX Outputs and DCA
Groups as well as
switches for fader “flip”
functions and MIX and
MATRIX layers.

Yamaha Corporation of America ¢ P.0. Box 6600, Buena Park, CA 90622-6600
For additional information, please call (714)522-9000  www.yamaha.com

©2003 Yamaha Corporation of America. All rights reserved. Yamaha is a registered trademark of Yamaha Corporation.
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Utility sectlon includes
scene memory controls

and displays, computer
interface and controls such
as track pad, keypad, PCM-
CIA card slots, MONITOR A
and B controls, delay control
for monitors (0 to 750
milliseconds), and quick
access keys for instant tunc-
tion recall. Software can be
programmed offiine on a
PC. Computer can run soft

ware in parallel with console

for redundancy.
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Has it really been three years since Napster appeared on
computer screens worldwide? That can seem like an in-
stant or a lifetime, depending on your view of “Internet
time.” Since then, illegal file-sharing music sites have
spraad through the Net like wildfire, igniting the most
significant copyright debate our industry has seen in
decades. There have been lawsuits and countersuits, in-
junctions and offshore servers, hacks and breakthroughs.

And all the while, consumers continued to swap their
MP3s online, in effect determining how music was deliv-
ered through this medium. The media focused on illegal
file sharing but largely ignored the other problem: There
were no legitimate choices for those who wanted to down-
load their favorite songs over the Web.

Reacting to widespread consumer demand for down-
loadable music, major-label-backed services such as press-
play and MusicNet launched last year—albeit without
much fanfare. Initially, they offered little to attract cus-
tomers: limited marketing push, limited content, limited
flexibility and limited access—a limited business plan.
According to a recent study, less than 1% of the general
U.S. population had even heard of these sites, let alone
visited them. It was a rocky start.

But today, the label and other subscription services of-
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fer a wide range of content to compete with the file-
sharing sites. Though this business model is still in its
infancy, the services are ready for the mass market. A
good majority of major-label content has been licensed;
there are more options for what users can do with the
music that they buy, whether they want unlimited stream-
ing or a la carte downloads; and pricing plans are in

place. All systems go.

$9.95: AN ALBUM OR A MONTH?
In the physical world, music fans walk into a record store
and know exactly what they're purchasing; whether on
vinyl, cassette, CD or DVD, an album is an object—a
collection of songs on a physical medium—that's theirs
to keep. The same idea holds true in the online CD retail
marketplace: A user can surf on over to Tower.com, Ama
zon.com, BestBuy.com, find the CDs that they want and
proceed to the online checkout stand. But in the “invis-
ible” universe of streaming and downloading, the con-
cept of music as a physical product is undergoing a rad-
ical change.

“Consumers already understand how to download music
on the Internet,” explains Emusic.com’s general manager

Steve Grady. “What we have to do is give them a very




BY SARAH JONES
AND SARAH BENZULY

WHAT IS MUSIC

good reason to pay for that as a service. If you think
that's about selling units, then you're on the wrong track. WORTH ONLINE?
It's not about how much you're making per unit, it's
about how much you're making.”

Music services are trying to get consumers used to the
idea that $9.95—or any comparable monthly sum—can

buy them a chunk of time, not a physical product. Most

sites today offer unlimited streaming and/or “tethered”
downloads (those that can only be played on the com- A ek
puter to which they were downloaded) or a la carte
“portable” downloads, which, for about a dollar a song,

consumers are free to copy to their portable devices and

burn to CD. It's still too early to determine which com-

bination of these services will work best, because no sin-
gle model will work for all music fans: Some will appre-

ciate the “discovery” aspect of unlimited downloading,

while others will demand portable downloads so that
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they can take their music on a morning jog or weekday —— e Start Your FREE Trial Tousy!
——

commute.

Even as this new music-by-the-month notion sinks in,
a generation of Web-bred consumers is emerging with
their own sense of what is valuable. “The generation that's
there now is still relatively accustomed to buying CDs in

a physical format,” says Grady. “Those kids who are 10,
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11 and 12 years old are growing up in a
completely different world. It’s not that
they're not willing to pay for something,
but they don’t associate the same kind
of value with something that they’re
downloading over the Internet as they
do a CD that’s bought in the store. That’s
just reality; let’s accept it and build some-
thing around that.

“What you have to do is get people
to pay for some service around the music
that makes it easier for them to pay for
it than it is to steal it,” Grady continues.
“That’s the battle: adding value to the
music, adding value to the whole expe-
rience of finding the music that they
want. That's what people are ultimately
going to pay for.”

FORGING A NEW BUSINESS
Subscription options average about $9.95
a month, a marketing decision based on
the idea that a month of access will cost
less than the price of a single CD. For
example, Emusic began with two levels
of service: $14.99 per month for a three-
month subscription, or $9.99 per month
for users willing to make a 12-month
commitment. “We have a mixture of light,
medium and heavy downloaders, and
that mix has to ultimately be profitable,”
says Grady. “There are things that we can
do that a peerto-peer network could
never do, such as guarantee the quality
of a download. When you download a
track from us, you're downloading it from
our servers; you know what it’s going to
be, you know what the encoding rate is,
you know that all of the tracks were en-
coded with a quality encoder.

“Just giving you the keys to a big ware-
house full of music is not good enough,”
Grady continues. “And that’s what the
peer-to-peer networks do. If you know
exactly what you’re looking for, you don’t
really have a problem. A lot of what we're
offering is a discovery service: a way for
people to find new music that matches
their interests at a low cost.”

Some services position themselves as
offering everything for everybody, from
the casual shopper who might buy a
handful of CDs a year to a new-music
junkie who is scouting out the latest un-
knowns and obscure acts. pressplay cur-
rently boasts 250,000 songs from the Big
Five and 100 indies. “It's for the power
user to the novice,” says Seth Oster,
pressplay’s VP of corporate communica-
tions and public affairs. “All of the music’s
in there, it's extremely easy to use, it's
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Digital Music Subscribers by service level
(% of total revenue)

Access plus tethered downloads/permanent
downloads plus CD burns

Pay-per-track downloads

* = projected
Sources: GartnerGZ, March 2003

CD-quality streaming, non-interactive/interactive

i 2002 |2003* i 2004* | 2005* i 2006*

0% i 82% i 7% i 13% i 69%
P10% P o14% P 17% | 2% i 25%

0% 4% 5% 6% 6%

U.S. Digital Music Services Revenue;
average household dollars spent

Web users from home via PC (%)
Number of subscribers (millions)

Annual revenue: digital music subscriptions

Average annual spending per online PC
household subscriber

* = projected
Sources: GartnerGZ, March 2003

498 : 526 : 553 :57.1% : 58.3%
0.499 : 0.994 19 35 5.8
| 5299 iS5 | s197 345 ] se61
i million : million ; million : million : million
$59.92 : $93.06 :$102.63 :$107.54 {$113.41

As online music download services offer increased flexibility, revenue is projected fo increase. By 2006,

projected revenue is $661.1 million.

extremely easy to find, it's extremely easy
to stream, download and burn.” Added
values include six decades’ worth of
Billboard chart data and prereleases of
exclusive tracks. “Right now, we're offer-
ing four songs exclusively from Celine
Dion’s new album,” says Oster. “You can-
not get them in stores right now, you can-
not hear them on the radio, you can only
go to pressplay.” Other features include
permanent downloads for less than $1 and
unlimited streaming for $9.95 a month.
As sites have developed during the
past year, it has become obvious that the
quantity of content is of prime impor-
tance. Why would consumers visit six
different sites to get six different tracks
when they could conveniently go to one
site and get everything that they wanted?
Possessing licensing deals with the major
labels and indies has become an impor-
tant selling point to attract consumers
away from the free file-trading sites.
Listen.com’s Rhapsody was the first
online subscription service to host titles
from the Big Five. It offers a variety of
subscription options (including a seven-
day free trial), with added features such
as CD burning and Internet radio access.
And to make the experience more user-
friendly for paying consumers, sites are
partnering up with other companies, i.e.,
hosting various players. RealNetworks
recently invested in Rhapsody, offering
its technology to bring the subscription

beyond a user’s PC. This strategy follows
a year-long activity for Listen.com: part-
nering with consumer electronics compa-
nies to bring Rhapsody into consumer’s
homes, such as connecting a PC to a
user's home-theater system. The key is
convenience: Consumers want the ability
to find music easily, go mobile with their
music easily and pay easily.

MusicNet is unique among the serv-
ices in that it is based on a business-to-
business model, providing custom content
and programming for its distributors via a
software developer’s kit; meaning, a site
may “feature MusicNet,” but MusicNet
.com is not a destination for music shop-
pers. “We’re responsible for acquiring con-
tent from the labels—the five majors—as
well as key independents,” explains Mu-
sicNet’s general manager/executive VP
Ellie Hirschhorn, “protecting it in DRM
[digital rights management]; program-
ming our service, not only making tracks
available but also providing editorial; re-
porting back on the usage to our label
partners, as well as our distribution part-
ners—all this non-consumer-interface en-
ablement of the business.”

In what may be the biggest mass-
market test of music services so far,
MusicNet recently partnered with Amer-
ica Online. AOL's 27 million members
are now offered “MusicNet on AOL” as
a tier of service integrated into their AOL
accounts. “That takes a deep level of cus-
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The New Digital MPA™
A Modern Day Classic.

A professional microphone preamplifier is defined by
warmth, presence and clarity - core elements that make
an audio processor desirable. We've designed a NEW

microphone preamplifier that captures all these elements,
with an exceptionally affordable price.

Introducing the Digital MPA™ by ART. With features like
Variable Input Impedance, Selectable Plate Voltage, dual
differential Class A inputs, digital outputs and sample
rates up to 192kHz, it is truly a modern classic.

ART is a world leader in the creation of great sounding,
high-quality tube dynamic processing devices, and we
prove it yet again with our new Digital MPA. Many years
of research, development and testing have resulted in a
processor every recordist (and dealer) will appreciate!
And with the addition of digital functionality, they'll be
fully integrated for both analog and digital recording
environments.

DIGITAL MPA FEATURES:

* Variable Input Impedance For Flexible Microphone Voicing
(150 Ohms to 3000 Ohms})

« Selectable Tube Plate Voltage

 Large VU Meters and Peak-Hold LED Meters

© Metering Switchable Between Output Level and Tube Warmth

« Improved Discrete Class A Input Microphone Preamplifier

« Lower Noise At Low Gains, Wider Frequency Response

and Lower THD Than Pro MPA
 Front Accessible Instrument Input Jack With Very High Input Impedance
* A ically Switches To | Input When You Plug In

The Digital MPA also features digital connectivity for use with
various digital processors and digital recording devices.
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© 24 / 16 Bit Switchable Dithering

* Wide Dynamic Range A/D

* Rotary Encoder For Quick Selection of Sample Rate and Output Fo-mat
 Separate Analog and Digital Level Controls

 Fast and Accurate Digital Level LED Meters

« ADAT Optical 1/0

* Sync to Incoming ADAT Data Rate

* Switch Selectable Optical Output (S/PDIF or ADAT)

* Selectable Pro/Consumer Output for Digital Format

* AES/EBU Output on Cannon Connector

» Two Wordclock Jacks Allowing Loop Through

Tube Processing. From the innovative minds at ART.

Applied Research & Technology ¢ 215 Tremont St., Rochester, NY 14608 ¢ USA ¢ 585.436.2720 tel » 585.436.3942 fax

For more info, call us! Be sure to ask for our full-line brochure.



tomization, which our software devel-
oper kit approach allows us to take,” says
Hirschhorn. “We also are integrating into
the trusted and familiar AOL customer
service and billing.” This way, MusicNet
is built right into a monthly ISP statement,
making payment for the service a rela-
tively transparent (read: easy) experience.

MusicNet also works with individual
labels to provide custom artist promo-
tions for its partners. “Much of the con-
tent released by labels is proprietary but
nonexclusive,” says Hirschhorn. “So they
give first looks, first listens, content that
comes out before radio, or tracks that did-
n’t make it onto an album. It's not always
exclusive, but how we promote it may be
very different than how other people do
it. So, if AOL Music, for example, is doing
an ‘Artist of the Month’ with Faith Hill, we
may be able to extend the ‘Artist of the
Month’ to an additional window of time
li.e., extending the promotion for an ad-
ditional month] or we may be able to get
related content that isn’t available to other
distribution partners.”

While many Internet companies are

drawing from record-label marketing
and promotions expertise to design a
profitable and legal digital downloading
business, one company has strayed from
this line of thought. Last January, Echo was
formed through a consortium of mass-
market music retailers (including Best Buy,
Hasting Entertainment, Tower Records,
Trans World Entertainment, Virgin Enter-
tainment and Wherehouse Music) and
Echo Networks, a defunct site where users
once streamed music files with other
users. Unlike most other services (yet
similar to the MusicNet model), there is
no Echo.com: The individual retailers’
Websites will each host their own down-
load service.

According to the founder of Echo
Networks and current CEO of Echo, Dan
Hart, the agreement allows the retailers to
set their own prices, while Echo’s mission
is to license the best possible wholesale
prices from the labels. Hart approached
retailers because their marketing capabil-
ities and long-standing relationships with
consumers and labels would provide a
solid base to enter the market. “The con-
cept is really simple: to try to finally make
a legal digital music market work for the
mass consumer. For these companies,

MP3.COM: The Musicians NetLork

As more and more sites join the party, MP3.com continues to do what it has done during the
past five years: provide a place for independent artists to set up shop and promote their
music. That is where MP3.com differs from the other services: Its business model is built
around the artists—10,000 of them active subscribers—with a variety of services to help mu-
sicians get their music out without the costs and hassles in dealing with a major label.

“By the nature of our domain name—our Web address—and all of the content features
that we have, we get a lot of traffic, about 20 million visitors a month,” says MP3.com’s VP
of marketing Mike Matey, who recognizes that value to potential advertisers. “We can target
females or teenagers or males over 35 years old; if you want to slice-and-dice the database,
we can do that. And there’s the e-commerce services, such as selling CDs and artist sub-
scription programs. Our sister site is Emusic [both sites are owned by media conglomerate
Vivendi Universal], so we send a lot of customers over there to become subscribers.”

MP3.com has always operated under the philosophy that it is important to have multiple
revenue streams by “not tying your cart to one business model,” says Matey. "We've always
sold advertising on our site, we've always had e-commerce. We've focused a little more on
the e-commerce side because the ad market’s been tough lately. But for the most part, that

is still a healthy part of our business.

“We know what our active artist base is, we know how many have already subscribed, we
know what brings people into the program,” he continues. “We just continue to target the
top tier of prospects through our e-mail newsletters, through advertising and through the
artist admin area. There's a couple hundred thousand that we're marketing to—to convince
them that they need to upgrade. And that is a focus of our marketing efforts, obviously, to
increase that subscription base. But we still care about free artists because they provide a
lot of value to our Website. They put content up, they tell their friends to check it out, they

increase our audience size.”

The site is also building its subscription base by hosting CD-listening parties and recently
launched an Internet radio service and an instant-messaging service.
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—Sarah Jones and Sarah Benzuly

10,000 subscribers and 100,000 down-
loads is not interesting. What s interest-
ing is tens of millions of subscribers
and billions of downloads: truly a mass-
market phenomenon.”

According to Hart, retailers make ap-
proximately 800 million paid CD trans-
actions a year. That translates into 800
million opportunities for a cashier to tell
someone about the digital music service
and put a starter kit into a checkout bag.
“If you've got a million subscribers, hy-
pothetically paying in the $5 to $15-a-
month range, you've got anywhere be-
tween a $60 million and $180 million
annual business,” Hart says.

While Hart sees the dollar signs, he
cautions that there are still hurdles to
overcome, mainly with content. “Even in
the case when you license from all of the
labels, you have individual song pub-
lishers who haven’t cleared their songs.
There are still ways in which [the major
labels] can go further to embrace the
consumer to a greater degree. Maybe the
timeline is going to happen faster than
they would ideally like, but I think they
see it coming. It’s a choice of do noth-
ing online and let free file swapping de-
stroy your business, or embrace online
and save your business. It’s an obvious
choice.”

GETTING THE WORD OUT

In the online world of music services, the
subscriber is king. While there are plenty
of opportunities to pull in secondary
sources of revenue—from paid song
placement and ad sponsorships to audio-
hosting services—most services are
banking on subscriptions to pull in the
real money. To do that, they need to
reach a larger public. Some services say
that the best indicator that people are
willing to pay for music is the high num-
ber of upgrades from free trial to paid
service. pressplay, for example, cites a
60% conversion rate. “We've been fortu-
nate that the press coverage of this space
has been extremely high, and then word-
of-mouth adds some value,” says Oster.
“We will be doing marketing this year,
not only online but offline, and that in-
cludes various forms of media in differ-
ent parts of the country. It’s a revolution
of sorts taking place, where the music in-
dustry is recognizing that they have to
find new ways of marketing themselves
and selling their product.”

Listen.com partnered with Lycos Music
to offer a “Free Access Week” in February
2003, allowing consumers to test-drive the
service. Customers received a 50% dis-

—CONTINUED ON PAGE 156
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| fter years of leading the professional
studio monitor market with
four 20/20bas™ model, we
challenged our engineers to come
up with a totally new design that
would surpass anything they had
done to date—a design that would
bring a whole new dimension to the
direct field monitoring experience.

Tight, Punchy,
“In-Your-Chest” Bass

First on their list was a commitment
to provide unsurpassed low
frequency response. That spawned
the development of a custom 8"
polypropylene cone driver (complete
with neodymium magnet)—an
exceptional performer that boasts
ultra-low distortion characteristics,
incredible strength, and more
output per watt than traditional
woofer designs.

Next, the dual ports. Hidden
behind the front baffle is a unique
port design that provides for
exceptional low frequency coupling
into the room, low distortion output,
and superior low frequency
transient response. So you can
truly feel the tremendous low
frequency response (a remarkable
32Hz)—not just hear it.

The whole system is encased in
cabinets constructed from 3/4" MDF,
which insures that the sound
emanating from the speakers is
free from artificial tones created by
unwanted cabinet resonance.

The combination of the drivers,
ports, and cabinet allow the Studio

Precision 8 to reproduce percussive
and bass instruments without

introducing new overtones or artificially-

hyped frequencies. Put another way:
You get true, accurate, low end.

Soaring Highs,
Expansive Soundscape

Our new soft dome neodymium high
frequency driver produces a broad, flat




High-Powered

Performance

The biamplified Studio Precision 8
sports our most powerfu!l amplifier
ever: 280 watts per speaker

(200 watts LF driver / 80 watts HF
driver)—so you'll always have plenty
of headroom for even the most
demanding applications. The
amplifier circuitry utilizes low-
noise semi-conductors and audio-
grade film capacitors, giving the
system enhanced dynamic range
as well as exceptionally low noise
and low distortion characteristics.
We even used torroidal transformers
for greatly reduced mechanical
and electrical noise.

Topping things off: continuously
variable input sensitivity, low
frequency, and high frequency trim
controls. A switchable 80Hz high
pass filter for bass management in
surround-sound applications. And
for easy connection, both balanced
XLR and 1/4" inputs.

Hear for Yourself

We're confident that once you hear
your mixes on a Studio Precision 8
biamplified system, you'll never want
to use ordinary monitors again. In
fact, we invite you to A/B the Studio
Precision 8 with your current
speakers, or for that matter, any
monitor on the market. Then we'll

radiation pattern that doesn’t require plain enormous, and it delivers incredibly just sit back and watch you grin.

corrective equalization (which adds precise imaging, with even subtie

tonal coloration and robs an amplifier panning movements easily discernable.

of headroom). The driver creates an The sweet spot? Big enough for the

expanded stereo soundstage that’s just whole band and the producer.




BY MAUREEN DRONEY

Anybody who's spent time in a studio lately has observed
whit happens when inexperienced producers collide with the
endless choices offered by digital recording. Adrift in a sea of
tracks and derailed by system crashes and mismanaged hard
drives, sessions founder. Meanwhile, bored musicians wait,
losing the edge that sparks a great track. On producer Don
Gehman’s projects, you'll find a different scenario. Applying
a disciplined approach, he lays groundwork that frees him up
to-achieve what he’s really after: spontaneity and passionate
performances.

Gehman has had plenty of career success; he has pro-
duced numerous hit records, including multi-Platinum outings
by John Mellencamp and Hootie & The Blowfish. A few years
ago, with an eye to the changing business—and a better qual-
ity of life—he chose to reinvent his recording style. To that
end, working with engineer Mark Dearnley (AC/DC, Paul
McCartney, Carl Perkins), he’s put together a streamlined
record-making process that combines classic techniques with
digital speed.

“It was a conscious decision,” he explains, speaking from
Sound Design Studios in Santa Barbara, Calif., where he is fin-
ishing up sessions with Blues Traveler. “It actually came about
from having my second child. If I were going to keep mak-
ing records, and also really be a dad, I had to figure out how
to have more flexible hours. Instead of working 12 hours
straight every day, I wanted the ability to put something up,
work on it for three hours and put it away having accom-
plished something.”

Gehman met Dearnley, a computer expert and early Pro
Tools convert, in 1999, and was impressed with his skill. The
two set about designing a system that would enable total recall
for an entire project. The end result led to more than Gehman
anticipated, he now finds himself making records more effi-
ciently, more economically and, he says, more creatively.

To capture a performance’s special energy while a song is
fresh, Gehman prefers to arrange songs in the studio rather
than during pre-production—something many producers,
fearing chaos, avoid. Gehman often fills a studio with vast
amounts of instruments and equipment during a session, all
of it miked and ready. The setup is precise and time-con-
suming, but then, “Engineering problems are sorted, we've
got everything we need and can shift into creative mode.

“It’s good to rehearse a little so you get comfortable,” he
comments, “but the magic happens early on; sometimes, be-
fore you even realize it’s happening. I's when you have to
come back and get on track again that kills a lot of time. When
we’re putting together the arrangement and honing a groove,
it’s all happening fast. If you're recording all of that, you wind
up doing a few takes that have everything you need.

“The cut-and-paste part of today's technology makes it
easy to composite any take into the final production and still
have a live performance,” he continues. “We can get one, or
sometimes more, full songs done in a day: a core track, vo-
cals, backgrounds, some overdubs and a rough mix. Every
band we’ve worked with in the past year has been really ex-
cited by the process.”
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MARK DEARNLEY

Engineer Mark Dearnley (left) and producer Don Gehman

Blues Traveler guitarist Chan Kinchla agrees. “As a musi-
cian, it's a much more intuitive way to build songs,” he says.
“When you're in the creative moment, speed is good. You can
only stay focused for so long. Working this way, there’s no
time to sit around on the couch and sputter out.”

Of course, cut-and-paste production is routine these days.
What sets Gehman’s sessions apart is not only the amount of
live material recorded, but the ability to access it quickly. That’s
Dearnley’s domain. He admits that it requires a lot of pro-
cessing power, special attention to file management, rigorous
backup habits and a penchant for fast decision-making.

At the Blues Traveler mixdown, Dearnley was beta-testing
DMOD software to upload high-quality, encrypted mixes to
the Internet. “You can assign permission for a one-day time
frame,” he notes. “Bandmembers get a full, uncompressed
version to download and burn. If they want to send a por-
tion to someone else, I can give it ‘play-only’ permission so
it can’t be burnt. The band can hear good-quality mixes and
give us feedback without being here.”

“Mark and I have both been through the process of work-
ing with bands on albums that took over a year,” concludes
Gehman. “We learned all of the things that you should never
do. We know that our job is to cut to the quick with the songs.
Now, with the systems we’re using, we can make a project
for half of the cost that we used to and get the same quality—
maybe even better!” =)
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B ¢ Unlimited digital audio and MIDI tracks

“NF? thing ong SONAR» ¢ Real-time DX effects and DXi soft synths
— Prorec.com
+ ACID™-compatible audio looping
“SONAR i i ] )
Mult d
— Keybo o ulti-port drum grid editor

« Enhanced project file management tools

X roduction”
= « Support for control surfaces, including

new Mackie Control™

wonder?” « Support for Project5™, Reason™, ReBirth™,
other ReWire™ Instruments

terpiece. Editor's Choice” + OMFI and Broadcast Wave file exchange
between Pro Tools™, Avid™, Logic™,
other sysﬁems

+ Support for all Windows audio hardware
™ js the only digital audio and MIDI production using WDM, MME, and ASIO drivers
ystem designed and optimized exclusively for Windows. .
Developed by Cakewalk, the leaders in PC-based music Slolilus x"c':“c'"des Sonic Tneworks’
and sound software for over 15 years EQv1 and ompressor X 64-bit mastering
- effects, and FXpansion Audio's DR-008

DXi drum synth/sampler

All trademarks mentioned are the property of their respective owners.
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BY OLIVER MASCIAROTTE

Can You Spare a % of a Dime?

Building an Online Micropayment Scheme

LLUSTRATION: MAE LAROBIS

hat ho, semi-loyal readers? This month,

‘ k / we're looking at the pebble in the shoe
of online music commerce: micropay-

ments. I'm sure you've all had the urge to actually
purchase a song online. Trouble is, how the heck do
you pay for it when all you want is one measly song?

Actually, paying for stuff online is easy, and a
credit card works fine most of the time. But small-
value items require a new way of payment when
you can't—or won’t—fork over some coinage,
which was so last century. That's where micropay-
ments come in.

Though the definition is fluid, I think of micro-
payments as being an ephemeral payment method,
where no physical cash changes hands and where
goods or services cost a dollar or less: downloading
a song from a second-tier band for $0.85 or paying
$0.07 to read an online ’zine article. Okay, fair
enough, but how does one take advantage of such
micropayments? Well, there are two methods: the
wallet (a prepaid debit account) or the trusted in-
termediary, a bonded broker.

The wallet approach is simply an escrow account
with electronic assess, authentication and low trans-
action fees. You deposit real dollars into the account,
usually via credit card, and a vendor withdraws funds
from that account. Examples are PayPal, Mondex and
WorldPay.

The other approach to microtransactions, the
trusted intermediary, is also straightforward. Bond-
ed brokers are everywhere in commerce and a few

www.mixonline.com

micropayment schemes are basically intermediaries
that are brokering your microtransaction. A good ex-
ample of this is Peppercoin, founded to commer-
cialize payment protocols. It's a well-thought-out
method; although, at the time of writing, Pepper-
coin’s founders had not yet deployed their system.
I believe that micropayments have floundered for
several reasons. First, the point-of-sale infrastructure
is spotty. Obviously, there are plenty of financial in-
frastructure vendors out there that would love to sell
you their “solution,” but computing infrastructure is
only half of the problem. One cannot be in front of
a personal computer all of the time, and most solu-
tions are PC-based. What about parking meters,
newspapers, candy and other low-value goods and
services outside the home that would benefit from a
ubiquitous micropayment scheme? A possible solu-
tion is the smart card, like American Express’ Blue
product. Amol Deshmukh, field marketing manager
for SchlumbergerSema’s Smart Card and Terminals
division, told me that, “Smart cards provide con-
venience and security for the consumer, while of-
fering low-cost transaction authorization along with
platform and application versatility for the seller.”
Schlumberger developed the world’s first memory
card prototype and issued the world’s first micro-
processor-based smart card way back in 1981, so
when Deshmukh mentions “platform,” he means a
complete micropowered computer. Smart card tech-
nology is available in a variety of embedded forms
besides the well-known credit card format, includ-
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ing cell phones, watches and USB fobs.

These days, if you're a frequent abus-
er of microgoods, you're more likely to
use a subscription payment model. Sub-
scriptions are easy and convenient for
buyers. For merchants, subscriptions are
highly desirable because they guarantee
a reoccurring revenue stream and allow
them to forecast profit and demand.
When a business can plan ahead, it can
control costs. If, however, you can't see
what's down the road, you tend to either
fall into a pothole of unanticipated de-
mand and piss off your customers be-
cause of poor service, or you overbuild
and die from debt burden. This brings us
to the second problem with the current
state of most micropayments: The profit
model is questionable.

Though the majority of micropayment
providers have either folded or been ab-
sorbed by slightly more profitable com-
panies and then gassed into a comatose
state, there are still dozens out there that'lt
gladly take your money in exchange for a,
“...scalable, secure, real-time, carrier-grade
network solution that enables service and
content providers to monetize digital con-
tent resources and profitably define, deliv-
er and bill for content-based services along
the complete Internet content distribution
value chain.” Say what? That little pile of
verbiage is courtesy of Enition and is typ-
ical of the continuing mindset in the Web
business community, where all customers
are magically “partners,” and building
massive organizations without the prom-
ise of reasonable revenues is still taken as
a sensible thing (prospect?).

Granted, it can be expensive to gath-
er the resources needed to build a viable
Web-based company, but it doesn’t have
to be. Just look at Google. The real prob-
lem is that, when your overhead costs are
larger than your profit, you can’t stay in
business and most current transaction
fees are higher than the profit from any
single microtransaction.

Another problem on the profit side is
fraud. When the business model is based
on a razor-thin profit, then how much
cheating can you tolerate? Leon Schenkler,
founder of micropayment company In-
ternet Dollar, was asked in an interview
with planetgold.com about problems
with fraud. “Sure, we encounter a lot of
fraud with credit cards, which caused us
to stop accepting credit cards. Out of 100
deals, about 93 were fraudulent. We also
encounter PayPal fraudulent activities and
the usage of I$ (Internet Dollars, his serv-
ice) to withdraw funds from hacked Pay-

Pal accounts.” Schenkler goes on to men-
tion that high surcharges and banking fees
eat up profit and banking overhead and
cannot be controlled unless there’s suffi-
cient consumer buy-in to scale up the
number of transactions. Schenkler says,
“There is the chicken-and-egg paradox.
No users of I$, no sites. No sites, no users,”
which brings us to the third problem faced
by micropayments: too many choices.

If, as a consumer, you had well over
a dozen different wallets, each contain-
ing a small amount of a single, foreign
currency that was only convertible at
that country’s local bank, youw'd grudg-
ingly put them all in a drawer to gather
dust. The same goes for e-wallets: In the
world of micropayments, choice can be
a bad thing.

Russ Jones, business manager of HP’s
defunct MilliCent micropayment tech-
nology, agrees with the need for a stan-
dard markup language for a micropay-
ment link. In a 1999 Wired interview, he
said that, “Without any existing standard,
each micropayment supplier has had to
invent a new way to indicate the price
of a URL...Standardized pricing markup
will do for Internet content what the
Universal Bar Code standard did for retail
merchants.” Though it seems like most of
the momentum for microtransactions dis-
sipated during 1999, the Worldwide Web
Consortium (W3C) finished its “Working
Draft for the Ecommerce/Micropayment
Activity” that year. In the ensuing months,
lots of folks have been working on XML
syntax and other necessary pieces of the
infrastructure puzzle.

Consumers want value for their guild-
ers, retention of established fair-use prac-
tices and, most importantly, they want
convenience. Until there are two or, worst
case, three competing micropayment sys-
tems worldwide, the concept will lan-
guish in obscurity. If payments are sim-
ple, priced right and perceived as secure,
maybe there’d be more moola flowing
into artist’s pockets, along with less whin-

ing from the media con-
. ONUNE

OMas provides finely wrought, opalescent
Jjars of beady clue musk to sawy vendors
and end-users alike. This month’s rant was
composed while under the influence of
Zuco 108’s chill, tropical Tales of High
Fever and the classic sounds of Charlie
Parker, Bud Powel], Dizzy Gillespie,
Charlie Mingus and Max Roach’s Jazz at
Massey Hall.
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and fun way to access music that it just
blows my mind that the music industry
is still trying to resist, fight and control it
rather than embrace, enhance and learn
to derive revenue from it. They'd rather
kill it first to prove that they have control
and then turn around and figure out a
way to dole it out to people. It's a bank-
rupt philosophy.

Regarding peerto-peer networking, do
you feel that the cat’s been let out of the
bag: that no one will want to pay for
downloaded content?

No, I don't believe that.

—

What if in the process of registering, by
subscription or a la carte, the user be-
came part of the distribution process,
kind of like Amway meets the Discover
Card?

Right, sure. Every time it changes hands,
it triggers a micropayment.

Has this occurred to anyone?

Yes, it has, although not specifically the
way you describe it. Digital-rights man-
agement, DRM, is a virtual architecture
that allows each licensee to dictate what-
ever the rules might be. For example,
the file can go out for free but expire in

vvww.loudspé;”é’.net Communlty

88 MIX, May 2003  www.mixonline.com

30 days or can be passed one time, from
one person to another, or the user can
listen to the first 30 seconds and if it's
the desired file, there’s an option to
make the micropayment.

There were a handful of DRM com-
panies three or four years ago, the most
established of which is Intertrust.com. It
went public with a market cap of a bil-
lion dollars at its peak and was purchased
by Sony and Philips in November 2002.
It's an idea that the majors would des-
perately like to see happen. I don't know
if the technology really works yet: if it’s
foolproof and un-hackable.

Why does everyone—consumers and
artists—bate the record companies?
The Industry’s at war. I think it's about
control. You can make all of the finan-
cial arguments that the industry has been
shooting itself in the foot, but it is an in-
dustry built on a foundation of owner-
ship and exploitation of intellectual
property rights. Allowing peer-to-peer
networking and Silicon Valley compa-
nies to manage that part of their busi-
ness requires them to give up control.
When I spoke to one record company
executive, who wanted to stay off the
record, about cash flow, she satd that it
wasn’t a matter of the record compa-
nies losing money, but that they made
less money. In the '90s, there was so
much growth, “irrational exuberance”
in Greenspan-speak. Do you think it's
Just economic reality that the record in-
dustry bas to downward-adjust its
growth expectations?

Well, the record companies lose money in
some quarters and hope to make up for it
in other quarters, like the holiday season.
Do you foresee the majors returning to
the minimalist production, a la the cur-
rent indie scene and 20-ish years ago
with new wave?

I think that will be a component of the
future: The industry will downsize,
though I don't think it's a solution for the
majors. I do think that the financial mod-
el and the distribution model are bust-
ed; it's not just the fact that they're
spending too much, there are fewer peo-
ple buying CDs. As you put it, con-
sumers and artists dislike the major la-
bels. It's a terrible business. Who wants
to be at war with everybody?

Has anyone ever done research to de-
termine bow many independent and
vanity CDs are pressed vs. the number
of CDs the mafors are putting out?
Well, I think it's less. I think the whole
business is contracting, no doubt about it.
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So, what do you think will save the Mu-
sic Industry?

Downloading is definitely on the rise, but
not because it's free—that’s probably third
on the list—but because it's immediate
and the selection is virtually unlimited.
Selection is definitely not what radio’s
about.

Right. People are still engaged; they still
want music, but they want a choice. So I
say, just give the people what they want.
It’s so simple. We need a legitimate Nap-
ster or KaZaA, with a subscription mod-
el like cable television. All you can eat
for a low monthly fee, plus gold, plat-
inum and titanium membership—what-
ever. Quick, easy, inexpensive and legit.
Once the proper economic relationship
is established, all of the bells and whis-
tles can be added.

Do you think that the record companies
would consider rewarding customers
who are, in essence, assisting in the dis-
tribution of content?

I don’t know if the record companies
would consider that. Even DRM adds a
layer of friction. For all these years, the
industry sales model has been unit-
based, like selling bottled water. Now,

it's running water. Technology has
changed the rules. Now, distribution is so
much easier and consumer-friendly. With
the exception of premium channels, you
don’t pay for itemized programming on
cable television. I think music access
should be like that: the virtual jukebox in
the sky, whether from a server or peer-
to-peer.

You're saying that the threshold for suc-
cess is simplicity. For me, that would be
the compilations I get from my friend
Bob. If radio was less restricted, be'd be
a very successful DJ.

They used to make A&R guys out of people
like that and then they'd ruin them! Now, he
can be Virtual Bob on the Internet.

What about the difference between the
Jfees record companies and the RIAA
want to collect from Internet radio vs.
traditional radio?

It’s true and justified, but first you need
to understand why terrestrial radio pays
music publishers but not the perform-
ance [recording]. The reason for the lat-
ter dates back to the second World War.
Back then, there were two broadcasting
systems—Columbia and RCA—and it
boiled down to a performance fee ex-

emption for one of the networks (I don’t
remember which) to get their music
played. The exemption eventually be-
came the norm. Radio stations in any oth-
er industrialized country in the world pay
both publishing and performance [record
company] fees, but they are small. The
online fees are very, very small: some-
thing like seven-tenths of a penny. The
problem is that the advertising revenue
for online services is not the same.

Now that you've left the messy music
business bebind, what are you doing
now?

I've always had a passion for classic cars,
so I started a locating, brokering, import
and export business. Just me, a laptop
and a cell phone. I'm having a lot of fun
doing that, as well as listening to music,
making compilations, downloading music
—even of CDs that I own—because it’s
faster than gathering them up and rip-
ping; certainly easier than transferring
vinyl. And, I've got a 14-year-old son
who is a downloading maniac, and I
closely watch his habits. ]

“Tech’s Files” will be technical again next
month.
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Commission. The Telecommunications Act
of 1996 removed the cap on the number
of radio stations any one company could
own nationwide, and for the first time
allowed one company to own and oper-
ate multiple stations in a single market.
Michael Powell (Secretary of State Colin
Powell’s son), the new head of the FCC,
has made it clear that he is in favor of
further deregulation. We now live in a
radio world dominated by Clear Channel
(which owns 1,238 stations nationwide
and rising) and Infinity, where “branding”
can make the “classic rock” station in one
city sound an awful lot like the one in 10
other cities.

There are alternatives to the same ol’
radio blues. But they're not likely to come
from terrestrial broadcast. And they’re not
likely to be free.

SATELLITE DELIVERY
These days, Abrams has his mind on the
future of radio as a premium music, audio
entertainment and information service de-
livered via satellite and the Internet. As the
senior VP and chief programming officer
for Washington, D.C.-based XM Satellite
Radio, Abrams believes that enough of
the public is so sick of bad radio that
once people hear XM’s offerings, they
will drop $200 or more for the receivers
and $9.99 a month for 100 channels of mu-
sic, news, talk, sports and entertainment.
Larry Rebich, VP of programming and
market development for the other major
satellite service, New York-based Sirius,
shares Abrams’ enthusiasm. “With the ab-
sence of having to be concerned with ad-
vertising support on those music channels,
we are free of conventional music-pro-
gramming practices,” says Rebich. “The
emphasis is on music experts and knowl-
edge of the music. Our stream designers—
as we call them here—are musicologists,
journalists, musicians and people who
have radio-programming backgrounds.”
Both Sirius and XM are designed to
be more than just “radio,” but rather pre-
mium programming alternatives, similar
to HBO or Showtime. The question is,
can a public that is used to free radio be
convinced to pay for it? Market studies
conducted for XM optimistically project
that as many as 49 million people will
subscribe to satellite radio by 2012. To
reach that kind of number, satellite serv-
ices will have to greatly increase public
awareness, especially among drivers.
The automobile is one of the primary
places people listen to music and hear
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news. Both XM and Sirius have secured
agreements from auto manufacturers to
offer receivers. Most recently, Hertz closed
a deal that provides consumers with the
opportunity to experience Sirius while
using their rental cars at more than 33
major airport locations, beginning in July.

“We have great support from GM,
Daimler-Chrysler, Ford and BMW, and
once these things are available in every
new car, it is a given that this will happen,”
says Rebich. “It is five years out at the very
most. XM will reach a million subscribers
this year, which is very good. I am com-
pletely sold that this idea is going to work,
but it won't happen overnight.”

In the spirit of trying to personalize the
listening experience, both XM and Sirius

We now live in a radio
world dominated by Clear
Channel and Infinity, where
“branding” can make the
“classic rock” station in one
city sound an awful lot like
the one in 10 other cities.

have made it possible for people to con-
tact DJs and programmers with feedback
and requests. “Our customers are paying
us directly for the entertainment experi-
ence that we're delivering to them,” Re-
bich notes. “So it's really important for us
to maintain customer satisfaction.”

And they are also trying to do right
by the artists. On March 19, 2003, XM
and Sirius reached a royalty agreement
with the music industry to pay for music
delivered over the services. “The royal-
ties paid under this agreement will be an
important new revenue stream for the
3,000 labels and thousands of artists we
represent,” SoundExchange executive
director John Simson told 7he Holly-
wood Reporter.

THE INTERNET

Satellite radio is definitely ramping up
and making its push in the marketplace;
but for a few years now, there has been
another option: the Internet. Who hasn't
tuned in to a conventional station such
as NPR while at work or, better yet, lis-
tened to a favorite program on their own
schedule, not the station’s? Lately, there
has been a rise in music services such as
Nullsoft’s ShoutCast, Live365.com and
Yahoo’s LAUNCHcast Plus, which pro-

vide users with access to thousands of
music channels, allowing them to create
their own “stations.” To listen, all a user
has to do is sign on and start checking
out the offerings. The sound on these
sites isn't as high as satellite, generally
streaming at 56k MP3 and offering 128k
MP3 for more premium services. While a
large percentage of the “channels” are
amateurs that share streams of as many
as 200 songs, there are signs that there is
a lot of passion for music out there.

“It is funny you mention giving the
radio back to the people, because that is
exactly what we are in the business of
doing,” remarks Raghav “Rags” Gupta,
COO of Live365.com, which offers more
than 15,000 stations on its site. “The best
way to think about us is as the eBay of
Internet radio: We provide people with
the tools and server space and the in-
frastructure and the bandwidth and so
forth, and they come on and create radio
stations on our site and promote it.
We've got churches streaming sermons
on our site, sports teams doing games—
that is what the Internet is about.”

With the evolution of GPS and wire-
less Internet availability for cars and cell
phones, [ asked the two satellite pro-
viders, “What's keeping free Internet radio
from landing in your car and serving you
on the go?” Abrams says, “Nothing, but
it’s all about the best content, which is
why XM is waging a content war: FM,
Internet, satellite or whatever.”

Gupta notes, “That is the promised
land of Internet radio. One day, when
you look out there and all the cars and
these other devices can get the Internet,
then it is a matter of getting them a DSP.
Boom, you basically are able to play In-
ternet radio, whether it is files you
download or stream, which is probably
the more likely consumption.”

As people continue to find new ways
to be entertained and informed, the line
between the audience and creator will
continue to blur, and maybe we will get
our own radio.

“We believe that the Internet IP con-
nectivity is going to get out to mobile
environments and other devices, at which
point, it really becomes just like radio,”
Gupta says. “You're going to have just an-
other band on your device. Philips Elec-
tronics already has a couple of Internet
radio devices out there on the market, like
a boombox [that has] an Internet jack. In
the future, you could be driv- Mo s

ing around in your car lis- !&u"i

tening to your own station.”
Rick Clark is Mix’s Nashville editor.
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alldios Fight Back

The music industry is founded on dreams, magic and,
sometimes, a hefty dose of illusion. For artists, engineers,
producers—and studios—the maxim “You're only as good
as your latest hit” often holds true. Because of that, in
the competitive and image-conscious world of recording
studios, it's difficult to get people to talk honestly, on the
record, about the realities of their business. For this story,
however, several of them did.

Many—maybe most—studios werent founded on tradi-
tional business principles and they have never been hugely
profitable. From the rise of independent studios in the
1960s and ‘70s, through the downturn of 1979, the go-go
'80s, an early 1990s recession and the boom years of late
‘90s hip hop and pop, studios have had their ups and
downs. It’s often remarked that rates charged by top record-
ing facilities hit their peak sometime in the ‘70s, while the
expense of salaries, real estate and, above all, equipment
have increased—along with inflation—exponentially. So,
no, a recording studio has never been a great place to make
a lot of money, and after the grim economics of the past
two years, there are few who aren’t aware of that fact. With
budgets slashed and home studios the norm, there’s less
business to go around. Many facilities have closed their

doors and many more are for sale—with few takers.
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Still, the question, “Is it the end for commercial record-
ing studios?” brought an emphatic "No!” from a surpris-
ing number of veteran players. They're cutting costs, mak-
ing deals, taking salary cuts, working harder and making

tough decisions.

KEEPING PERSPECTIVE
Larrabee Studios, with seven rooms in three locations, is
Los Angeles’ largest recording operation, as well as one of
its most successful. Owner Kevin Mills has maintained for
some time that, examined in the context of the economy
as a whole, the recent deluge of press about the music in-
dustry downturn is somewhat exaggerated. Citing a Feb-
ruary 10 article from Business Week, Mills comments, “It's
[got] a fascinating statistic chart of retail music sales. In
2002, there was a downturn of 8.5 percent from 2001. But
book sales were also down, as well as theme park atten-
dance, advertising revenues, baseball—we could go on
and on. Even at 2002’s declined level, 20 percent more
CDs were sold than in 1998, back before CD burning,
downloading, MP3 and all the woes of the labels.

“What that means to me,” he continues, "is perspec-
tive. The late 1990s were boom years for the economy in

general. Now we're in a recession, with unemployment at




BY MAUREEN DRONEY

a nine-year high. Retail sales are down overall, and there’s
a giant restructuring going on. The music industry is es-
sentially owned by five companies. At least two of the
companies—AOQOL Time Warner and Vivendi Universal—are
in financial difficulty, not because of their music divisions
but because of the rest of their companies. And Sony is
affected by the terrible Japanese economy, where the
stock market just hit a 20-year low.”

Mills points to the massive sales of rapper 50 Cent's
debut release, along with Eminem’s recent multi-Platinum
€D, as examples that music retailing is far from dead. “The
demographic most likely to download music for free is
males 16 to 20,” he notes. “That's also the demographic
that's bought 12 million Eminem CDs, a good measure in
any year! There's a plethora of fresh, young talent selling
multi-Platinum, whether it be Avril Lavigne, Pink, Michelle
Branch or Norah Jones. And look at how the older gener-
ation is selling: Santana, O Brother, Elvis, The Beatles and
Paul McCartney.”

While Mills sees promise in the music industry, he ad-
mits that the recording side of it is in for a rough ride.
“Certainly, the studio business was overbuilt,” he con-
tends. “In recent times, money was cheap; it was boom

times, like the stock market. A lot of people thought all
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Kevin Mills of lorrobee Studios
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they had to do was buy an SSL and some
speakers and it would be, ‘Roll up the
Brink’s truck.’ There were a lot of new op-
erations that were not all that well-
thought-out in terms of a business plan.
“The reality is, if you run a large-for-
mat-console studio, you've got to be able

ing for films. Albums are all that we do.”

Given that, Frager has still followed a di-
versity route by adding a surround mix stu-
dio and a 24/96 mastering suite. In addition,
courting independent label work, Frager
has begun offering recording packages. “1
just put together, for a band,” he says, “the
studio, three houseboats in Sausalito and a
caterer. We made it so economical that they
were able to fly here from Boulder [Colo.]
to do the album.

String Cheese Incident at The Plant. From left: producer Youth, Bill Nershi, engineer Clive Goddard, Plant
owner Arne Frager, Michael Travis, Keith Moseley, Michael Kang and Kyle Hollingsworth.

to offer more at a better value every year.
It's no different from Macy’s! The competi-
tion is constant, and you have to constantly
refine your business and the price.”

|

LOCAT 1OCATIAN

Prime location—in musician-rich Marin
County, Calif—has helped keep The
Plant in Sausalito going for almost 30
years. But a great location, and even a
star-studded clientele with chart-topping
albums, doesn’t guarantee that a studio
will make money. “A lot of people have
called me in the last year to ask if it’s true
that The Plant is closing,” admits owner
Arne Frager. “I suppose the reason is that
we've had three lousy years. It's been very
difficult, but we’ve just completed a new
financial arrangement that allows us to
strengthen and expand the business. So
we're very much alive.”

Although Frager acknowledges the
benefits of his unique location, he stresses
other reasons for The Plant’s endurance.
“One of the things I think has helped,” he
offers, “is that for the whole 30 years of
the studio’s existence, it's focused on one
niche: making pop music. We don't do au-
dio for commercials or voice-overs or mix-

“Another important thing we've done
is reduced our overhead by nearly half in
the last four years,” he adds, “basically by
raising funds to pay off our debt and
lower our monthly nut. And finally,
there’s the factor that we've consistently
turned out major albums by major artists.
We make sure everyone is aware of that.
I travel to LA. frequently to meet man-
agers and people at record companies to
look for projects. We have a 30-year rep-
utation, the improvements, the reduction
of debt and the fact that 'm aggressively
out there publicizing us.”

JAKING IT WORK

Another top-tier facility that's endured re-
cent rocky times is Nashville’s Emerald En-
tertainment, which has emerged from sev-
eral turbulent years of expansion followed
by a Chapter 11 reorganization. “Obviously,
it was a huge event for us,” says Emerald
studio division VP Scott Phillips. “But we've
come out of it revitalized, with an SSL 9K
in our marquee mix room, something that
every one of our clients was asking for.
Since it’s gone in, we're booked in there 25
to 28 days a month.”

Owner Andrew Kautz is candid about
Emerald’s tribulations. “Our primary cus-



tomers were going through consolidation,”
he states. “Looking ahead, we realized that
we needed to have price strata for our serv-
ices. The only way to do that was to ex-
pand. We didn’t have room to do that, so
we had to purchase other facilities.”

Ironically, one of the opportunities for
expansion was the Chapter 11 filing of the
venerable Masterfonics. During negotia-
tions, the studio leasing business was
rocked by the Terminal Marketing scan-
dal. Financing dried up, and with a deal
based on the assumption of credit terms
no longer available, Emerald was forced
into Chapter 11. There, under the protec-
tion of the court, it was able to obtain
more favorable financing.

Kautz is proud that Emerald emerged
“paying everyone 100 cents on the dollar.
Our goal was not to use the court system
to get out of our debt, but to organize it
so that we could afford to pay for it. It was
a very tough time for us, but it forced us
to figure out better ways to do things.

“A big part of our culture was having
the newest, latest gadget,” Kautz adds.
“But when you stop and ask how the pur-
chases translate into revenue, you unfor-
tunately don’t get to buy a whole lot of
gadgets. You have to really put a value on
positioning and on the public relations
that you can get out of a purchase. In the
music industry, business and finance have
been bad words. We like to think of it all
as creative, but it is a business.”

Business in Nashville may have been
difficult lately, but it's been even more so
in New York. In recent years, many studios
have closed, and since 9/11, things have
been tougher still. Yet several facilities have
hung on and even upgraded, including the
five-room Sound on Sound Recording.

“It's not really a secret,” comments
owner David Amlen, who is also president
of SPARS (Society of Professional Audio
Recording Services). “If your clients are
busy and they're loyal to you, you're go-
ing to have work. The trick is, how do you
find those clients and how do you keep
them happy? That's an individual thing—
different for everyone. But you also have
to be smart about your costs and about
having the right people working for you.”

One tack Amlen has taken is to make
Sound on Sound’s rooms more mix-
friendly. “We already have something that
few New York studios do,” he relates. “An
800-square-foot recording space, with
three booths, for tracking. We observed
that mixing budgets are more stable, so
we invested a lot into that area, especially
with our custom monitors. We wanted to
provide the kind of listening environment
that people can’t get at home.”

Amlen remains optimistic about the
overall future of the music industry: “Bad
news sells; we all know that. But are we
really any different than any other busi-
ness? Revenues are down everywhere.
They've been going up for 20 years in the
music business. Now we're living in a re-
ality where everyone has to work harder.

“Thanks largely to the motion picture
association lobbies, Congress has started
to go to bat to help on piracy issues. The
MPAA and the RIAA are starting to work
together, which can only help the music
industry recover. If you look for them,
there are things happening that are going
to bear fruit.”
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In Nashville, but off of the beaten path—both geographically
and client-wise—is Alex the Great Recording, a residential, rock-
oriented studio owned by Brad Jones and Robin Eaton. “Our
“strategy has been adaptability toward lower budgets,” says
Jones. “Studios that have to make a monthly note on an ex-
pensive console are having a hard time. We have never bought
a fancy console. We've just used a Mackie; now in the age of
Pro Tools, we hardly even use that. We bave bought fancy out-
board mic pre’s and microphones and vintage instruments.
That's been our survival trick, coupled with the fact that we've
always catered to indie rock bands. We're in Nashville, but not
a part of Music Row. We don’t do country. Actually, we're in
Berry Hill, where the rent is a third of what it is on Music Row.
All of these things have made us more resilient.”

Alex the Great is in a homey converted warehouse with a
built-in apartment. “We offer a good rate that includes ac-
commodations for a small band,” continues Jones. “Most stu-
dios with living accommodations are out in the country, but
we're right in town. We have a big enclosed courtyard with
lots of plants and no sign out front. The artists like that they
can create their own world and not be bothered. Another
edge is that we have all kinds of interesting vintage instru-
ments. We want to seduce the musicians, as well as the en-
gineers. And musicians like being surrounded by cool, old
stuff. They all tell us they like our vibe.”

In Portland, Ore., Larry Crane publishes Tape Op magazine
and runs Jackpot Studios, which specializes in analog tracking.
“A lot of the work we do is rock 'n’ roll-oriented,” he ob-
serves. “People come to us asking for ‘that tape sound.’ I ac-
tually think that there’s somewhat of a backlash to the prolif-
eration of small digital studios. I wanted to do something
different that would set us apart.”

Crane has added some digital gear because, “A lot of peo-
ple are coming in to track drums and then taking the tracks
home to a computer to add the rest of their parts. Sometimes
they come back to mix, or sometimes they just rent gear from
us to mix at home.”

Portland's lower cost of living has contributed to the
growth of a lively music scene; it’s also part of what’s enabled
Crane to carve out a niche. “There aren't a lot of studios in
the Northwest,” he says with a laugh. “Here, my lease is super-
affordable, and there’s a good live music scene that keeps me
busy.

“There is something about having a more personality-
driven studio,” he admits. “If you have an engineer who builds
a strong local reputation, the studio is more than just a stu-
dio: It's got a face to it. A lot of places that are put together
as commercial studios—with an owner/manager who hires
engineers—are a little more generic. Musicians and bands
don’t respond to that as well. There are studios here in town
like that. They're great places with better gear than I have,
but there’s no buzz about them.”

In Williamsburg, Brooklyn, Mission Sound, fitted with a Neve
8026—a tracking console originally built for Air Studios—also
specializes in live band recording. Recently, owner Oliver
Straus increased the volume of his business by forging rela-
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SECRETS TO SUCCESS

IN TROUBLED

FINANCIAL TIMES

Customized gear, regional representotion and o burgeoning Portland
music scene odd up to Jackpot's success.

tionships with a number of publishing companies. “I'm happy
to say that we do almost exclusively what I've always done,
which is live bands,” says Straus. “What's different now is,
we're working with publishing companies on a lot more of
the initial, developing aspects. We're definitely doing more vol-
ume. Another benefit is that people tend to get ‘married’ to us.
In many cases, we develop clients because, due to the qual-
ity of what we do, many of our demos go right to CD. We
work very fast, and we get a good sound to tape or Pro Tools.
The relationships we've developed with songwriters and pub-
lishers have also led to some soundtrack work for us.”

Straus comments on the trend for artists to present finished
product to labels: “There’s been a philosophical and strategic
change with the producers and writers I work with. They
want to get it right the first time. Except in a very few in-
stances, there isn't the big payoff budget to be gotten any-
more. And because of the way music is pigeonholed and how
marketing departments can have final say, artists want to pres-
ent who they are from the get-go. They don’t have the jux-
ury of figuring out who they are after they're signed. We're
on a mission to preserve the integrity of the music, and it also
helps keep the fun in the studio!”’ ]
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Fresh talent is what keeps the music industry vital and,
ultimately, profitable. The paradox? There's more and
more music being made, but fewer and fewer traditional
ways for it to gain attention. Narrow radio formats,
shrinking A&R departments, scarce label deals but lop-
sided label support in favor of “name” artists, limited
tour support, less music on MTV, even a shortage of
‘zines—it all adds up to the fact that today’s artists have
to work harder to get the word out about what they do.

A strong, creative vision is essential. Beyond that, a
savvy understanding of new media and markets provides
a leg up. Here, Mix checks in with some artists and music
business entrepreneurs who are honing their vision,

reaching the public and reaping the rewards.

BACK TO BASICS

Texas-based singer/songwriter Pat Green has been doing
pretty well for himself. Literally. Although Green is now
signed to Republic/Universal Records, he previously re-
leased six albums—self-produced and independently dis-
tributed—on his own Greenhorse imprint, and combined,
they've sold over a quarter-million copies. At $8 to $15
a (D, coupled with touring, merchandising and sponsor-

ships from Miller Beer and Justin Boots, Green was mak-
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ing a nice living for himself, his band and his family—
without a major-label deal. In 2000, he grossed upward
of $1 million. He was offered record deals in Nashville,
but, as he says, “with a standard Nashville contract, I was
going to lose money.”

It wasn't just about the money. As Green, who's been
called a Texas version of Jimmy Buffett, told Polistar in
December 2002, “I wanted to be able to have autonomy
over the creative side. With six records out before I ever
signed, I had time to develop myself. We'd sold a lot of
records on our own and were making plenty of money...I
didn't want to have to change. When Republic came in
and offered us everything that we wanted, I was over-
joyed. It was a perfect situation for me.”

Although rooted in country, Green’s music is, as he de-
scribes, “a fusion of all the things I grew up with, from
The Doors to Stevie Wonder to Willie Nelson.” His inde-
pendent streak and his reluctance to go the typical
Nashville route meant borrowing $12,000 from family and
friends to record his first album. After album two, he was
still working for his stepfather's wholesale gasoline busi-
ness, playing nightclubs and college parties on weekends.
Students began buying the albums and word got out. It

was on to college town bar gigs, and the long road up




BY MAUREEN DRONEY |

from there, until in 2002, between February and April,
180,000 fans showed up in concerts to see him headline,
including a show at Billy Bob’s, in Fort Worth, where
5,800 tickets sold out in 35 minutes.

We caught up with Green on his tour bus outside of
Richmond, Va., in March, and asked if he'd always had a
game plan. “We've just been in the right place at the right
time,” he says, “to take what we've learned and expand
and capitalize on it. When we were starting out, I could-
n't get anybody from a label to look at me. Honestly, I'm
glad about that. I was too young, and my songwriting
wasn't up to snuff. It made me, and the people around
me, figure out how to sell ourselves: how to get on radio,
get a marketing plan and spend our own money to pro-
mote the records. We started selling so many records that

when we finally signed a label deal, we had enough au-

tonomy that, pretty much, nobody was going to be able
to say, ‘This is what we expect out of your record, or,
‘These guys need to be in your band, or even, ‘This is how
it needs to look.” Taking his music from Texas, where he'd \y
become a star, to a national market meant taking steps
back, including playing to much smaller crowds. “You take

your medicine,” he comments. “You want it so bad, you

just keep working harder. In those smaller venues, you do
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better shows than you do in the big ones.
And you make sure you get down in the
crowd and shake their hands, buy them
a beer, and say, ‘Come back and see us
next time,”

OUT OF NOWHERE

In March, the band Trapt topped Bill-
board's Heat Seeker charts, selling 12,000
CDs in a week. Their manager, Drake Sut-
ton-Shearer of Zig Zag Communications,
offered insight into the process that had
gotten the band, described as “four guys

OMalnuluwpumumﬂMMlty
® Reduces Wear & Abrasion

® Improves Conductivity

© Maintains Tactile Feel

ording Rack for Pau/ McCartney and thad a

1 just buitt a Rec now, Two hours before the show,

the s!
Hound mysal trying 0 get 1 ch and ortacs, Wpeg .

DeoxIT D100L on the

B e e k. Bt S0

WOR ucts, and now our whole company

1 wil always use CAIG p.;t:t‘!)r ers ke the Roiling Stones, Paul

uses it as well, We use i

nd Ac/Dc, to name 3
Mﬂ%.mmucts'"cga‘:'":e.wmd around the world, and let me tell
you they are! Thanks CAIG for such a ureat products.

D, Ranshaw, Service Manager, db Sound

probamat e time f e frstshow. Two Db SIS g

who hang out and play music,” to a place
where their eponymous Warner Bros.
album generated a buzz.

“There were two years of marketing
themselves [and two self-released albums]
before they were signed,” Shearer ex-
plains, “then continuing to market them-
selves with the help of Warner Bros. Trapt
was incredibly motivated, playing live in
the San Jose [Calif] area and creating
hardcore fans via the Internet. They put
up a site on iuma.com, where kids go to
look for bands. Every night, [vocalist]
Chris [Brown] was e-mailing back and
forth with hundreds of kids from all over.”

Ultimately, it was on the strength of
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Trapt, from Heat Seekers to Warner Bros.

a four-song demo that Trapt, who has
been called “compulsively original,” was
signed. All involved were well aware of
the commitment still required. “In this
climate,” Shearer observes, “a baby band
has to prove that it has a really reactive
record before you're going to get the
kind of investment you want from the
record company. We had to make this
record react any way we could: shows,
the Internet, talking to people and, of
course, radio.

“You sometimes, in this day and age,
have to choose between the cost of tour-
ing and the cost of promoting to radio,”
he continues. “We knew we had to get
to radio, because Trapt isn't an ‘image’
band. The basis of this band is that they
have great songs. We'd signed a pub-
lishing deal with Warner Chappell. For
touring, we initially turned to them, as
well as to Warner Bros., to assist us. We
also invested a significant portion of our
own funds into the road. We decided to
tour sporadically, to keep the band on
their toes live, while, with Warner Bros.,
we put together a plan on the Internet
that would create an awareness of the
songs and the band’s identity before going
to radio.”

Trapt’'s Internet campaign included
blasts to a weekly e-mail list of 10,000
fans, hundreds of Webzine reviews and
interviews, winning a vote-for-your-
favorite-artist promotion on Coke.com,
an AOL/Sessions appearance, servicing
the single “Headstrong” to AOL radio for
worldwide streaming, 300,000 downloads
of Trapt's Winamp “skin,” and the creation
of Internet fan “E Teams” who helped
spread the word. Also on the Website was
a pop-up player, which fans could IM or
e-mail to friends, containing songs and
the band’s live-at-the-Roxy video.

“We've had over 1.7 million unique
visits to our player,” Drake asserts. “If all
kids wanted was free music, 1 don’t
think we would have sold any records.
Prior to the album release, we decided
to offer for sale, online only, 2,000
signed CDs. That helped sell over 1,000
copies in a month—huge for a new artist
with no retail presence. We also decided



to offer the full album as a download at
$7.99, something no one else was doing
at the time.

“This whole Napster KaZaA thing,
people are fighting it, trying to protect
their investment. But I think—more
even than free music—kids like the con-
venience of being able to audition a song.
In a matter of minutes, they can decide if
they want to discover more about the
artist. In a record store, they can't go to
the counter and say, ‘Can you open these
50 CDs so I can listen to them?’

On the non-Internet fronts, there were
retail in-stores, almost daily radio station
acoustic visits and a focus on sports. Trapt
performed at the Gravity Games, “Head-
strong” was played on NHL broadcasts
and at ESPN’s Winter X Games (and also
featured in the trailer for the Bruce Willis
movie Tears of the Sun). “Street team”
marketing was ongoing, including dis-
tribution of posters, stickers and song
samplers, along with Red Bull-promoted
student listening parties.

As the album was climbing Heat Seek-
ers, touring attendance was up 400% from
December, “Headstrong” was set to spin
on both MTV 2 and MTV, and Trapt was
booked to headline the Under the Radar
tour. Momentum was building, and the
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band was working harder than ever.
“There’s a lot of bad press about labels
at the moment,” Shearer concludes. "I'd
like to take a more positive position. We
feel very fortunate to have, at Warner
Bros., a passionate group of people who
believed in this record from the start and
who, from day one, have kept all of their
promises. There’s a lot right with the mu-
sic industry, but bands today have to be
willing to invest in themselves, even after
they reach an agreement with a label.”

It's not only AOL/TimeWarner artists
who are featured in promotions on the
online behemoth; AOL now has promo-
tional agreements with approximately 90
record labels. According to Evan Harrison,
executive director of music industry rela-
tions for AOL Music, his job is to “go out
and acquire great content by working
with labels, artist managers, lawyers and
every facet of the business.”

“We want to make it easy for people
to discover, experience and, ultimately,
own music, regardless of the format they
own it in,” he explains. “"AOL is in 28
million households in America. A key fac-
tor is that these households pay a monthly
bill, so they already have their credit card
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50 Cent: Big on AOL, big at retail

on file. With an audience that large, it
didn’t seem like a tough sell to convince
record companies that we could create
great programming. Where this is going. ..
is to connect the dots to sales.”

Harrison’s department has a team of
four who work closely with labels 1o
keep in touch with new music. “We sit
down with the label and listen,” he con-
tinues. “We pick what we think will really
resonate with our audience, starting up to
six months before a record comes out.
We write a complete marketing plan. For
a group nobody’s heard of yet, we have
a program called AOL Breakers, where
we take an interest very early on. We've
done this for Michelle Branch, Avril Lav-
igne, Vanessa Carlton, The Used, Tatioo,
Lucy Woodward, Miss Dynamite. ..
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“We're sold on the accuracy, reliability and the dynamics
of the KMS 105.” Dave Matthews Band Audio Crew
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The theory goes like this: If people buy fewer CDs, then
record company budgets shrink and recording studios
make less money. This means that studios don't buy as
much new equipment, so the technology companies that
build those wonderful audio toys experience a drop in
business. Well, maybe. There is an equally compelling ar-
gument that independent CD releases and the democrati-
zation of recording capabilities through studio-in-a-box
software and less-expensive equipment mean better sales
to a larger mass audience. There may be smaller budgets
for major releases, but there is just as much music—and
audio—being produced.

Pro audio is no longer a cottage industry that’s im-
mune to economic factors of the global market. The growth
in affordable digital technologies means that professional
audio is now part of a larger media system. And when po-
litical and economic uncertainty strike, our little indus-
try feels the ripples.

So what'’s really going on with pro audio technology
and manufacturing companies? Between the advent of
digital processing, computer-based production, Internet
marketing and a changing recording industry, what must
pro audio manufacturers do to stay competitive and rel-

evant? Are only big-ticket hardware companies affected?
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Are software companies being decimated by piracy? Have
we reached the crossroads where existing business mod-

els have permanently changed?

HOW?’S BUSINESS?

The first issue to be addressed is overall sales trends. Are
markets up, down or flat? Computers play a major role in
contemporary audio production, so companies with an
emphasis on computer-based products seem to be faring
well. M-Audio designs and manufactures audio and MIDI
interfaces, keyboards, speakers and microphones. The
company also distributes Ableton, Propellerhead and
Arkaos software, so it has staked its claim firmly in the
computer audio and music arena. According to M-Audio
marketing director Adam Castillo, “Computer-based music
production is the healthiest segment of our industry, and
that's where we see all of the success stories.” As a re-
sult, according to year-end financials, M-Audio sales were
up by 74% in 2002.

Even companies traditionally associated with hardware
electronics find that having a hand in the computer arena
helps even out the product mix. Universal Audio presi-
dent Matt Ward says, “For a small company, we are very

diverse. We have analog hardware and software plug-in




BY RON FRANKLIN

systems for virtually every computer-based audio system
out there. Universal Audio sells to three overlapping mar-
kets: We sell hand-built analog mic preamps and com-
pressors primarily to high-end recording users; Mackie
sells our UAD-1 DSP card with Powered Plug-Ins to the
native workstation/desktop music market; and we sell
TDM plug-ins to users of Digidesign’s Pro Tools Mix 24
and Pro Tools|HD systems.” According to Ward, sales are
up and the company is looking to double the amount of
space it now occupies.

Another company that is strong in computer-based
audio products is TC Works, a division of TC Electronic.
According to Ralf Schluenzen, CEO of TC Works, the com-
paﬁy’s Powercore product has fueled the company’s market
success: “Our key product is Powercore: doing approxi-

mately 60 to 70 percent of our turnover and still rising.

We were quite fortunate with Powercore, bringing such a
relevant product to market that was accepted much faster
than we anticipated.

"It is always a concern to have such strong product
dominating sales so much,” Schluenzen admits. “However,
in this case, we are talking about a platform; i.e., the prod-
ucts are the software products utilizing it—like Assimila-

tor, the included plug-ins and so on. Obviously, there will
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be more. Also, in May we are launching a
FireWire version of Powercore, expanding
the platform. In other words, a car manu-
facturer makes the most money selling
cars, so I would like to compare Power-
core more to a category than a product.”

Having a hardware component in-
volved is significant and seems to be a
common theme with many of the com-
panies interviewed. Schluenzen notes
that, “the software products alone would
not be able to fund this business.” One of
the most successful companies at com-
bining computer-based hardware and soft-
ware into systems solutions is Digidesign.
Not surprisingly, Digidesign has been able
to maintain business growth. General
manager Dave Lebolt says, “Our business

TNe Price OF Piracy

One of the scourges of the computer-based studio economy is software
piracy. If software companies can't profit from their investment, then
users will be left without new features, upgrades and proper support.
We spoke to Bob Ellison, president of Syntrillium, manufacturer of Cool

Edit Pro, about the issues involved.

experienced healthy revenue growth in
2002, and our fundamentals have re-
mained strong during the worldwide eco-
nomic downturn. Key drivers included
new products like Pro Tools|HD, Digi
002 and the Mbox.” These products cater
to the high-end, mid-segment and lower-
end users, offering diversification to dif-
ferent markets and providing Digidesign
with more financial stability.

Yamaha is the world’s largest manu-
facturer of audio products and musical in-
struments. According to Larry Italia, gen-
eral manager of the Commercial Audio
Systems division of the Yamaha Corpora-
tion of America, “Sales have been up sig-
nificantly for us in the commercial audio
area; by ‘commercial audio,” we mean all
markets except MI. [ think our business is
unusual in this regard and see most of the
major competitors trending downward.”

Bob Ellison

Is software piracy an issue for Syntrillium? How important is it?

Software piracy is a fact of life. In some markets—like Central and South Americas, parts
of Asia and Eastern Europe—Cool Edit is very widely used, despite the fact that almost no
sales have been recorded there. A Mexican systems integrator once told me that pirated
copies of Cool Edit Pro are in use at virtually every radio station in that country.

What steps does Syntrillium take to prevent software piracy? How do you feel about

using software keys or dongles?

We make it difficult for unsophisticated computer users to pirate our software, but our anti-
piracy measures are pretty mild. Our goal is to discourage the “casual pirate”—someone
who might pirate the software if it's easy and convenient, but who otherwise is willing to
pay—but to not waste our efforts deterring dedicated hackers.

Dongles represent what we think is wrong with extreme anti-piracy measures. Everyone
dislikes having to use dongles: They add to the price of the software, they create sales ful-
fillment and technical support problems, and they mean treating every user with a basic

level of distrust.

How does software piracy affect your company? Can you quantify the financial impact?
We cannot quantify the financial impact, and we do not play the false game of some
other software companies that like to count every pirated use as money out of their pock-
ets. What hurts us most is when those who can afford the software choose instead to pi-
rate it, and when the attitude that it’s okay to pirate software becomes common.

One area in which piracy has a more calculable financial impact is in service and sup-
port. People call and e-mail Syntrillium every day for technical support for pirated ver-
sions of our software. We do what we can to efficiently weed out this deadweight cost,
but it still consumes manpower and money that would otherwise be dedicated to serving

paying customers.

How does it affect the audio industry as a whole?

Software piracy is probably more prevalent in the audio niche than in most other software
niches, because while musicians and recording engineers invest deeply in their interests,
their monies are commonly strained, and software piracy represents a simple way to save
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Larry Italia of Yamaha

INDUSTRY FEAR FACTORS

This last comment—“We're okay, but our
competitors are having problems”—was
echoed by several companies. We wanted
to know what factors are seen as most re-
sponsible for this.

The obvious place to start is the recent
slump in the record business. Whatever
the reasons given—song-swapping serv-
ices, piracy from home CD burning, the
high price of CDs, etc.—it’s clear that less
revenue in the pipeline that eventually
leads back to artists and studios can affect
equipment purchases. Several executives
saw this as a potential problem. Lebolt of
Digidesign says, “Declining sales for the
majors can hurt our overall sales as
[tighter] recording budgets affect both
larger recording facilities and artists’ per-
sonal studios. Less money in the industry
hurts everyone.”

Yamaha's Italia points out that the effect
goes beyond the recording studio and into
the concert hall. “The drop in record sales
is obviously a negative,” he says. “It affects
not only our recording products business.
but touring sound, as well.”

“The drop in record sales is a danger-
ous trend,” adds Schluenzen. “The major
fabels have their own share of blame in
this situation, as they were too slow to re-
act to the dramatic market changes. At the
same time, we're in a situation where a lot
of things are changing—all at the same
time and extremely fast due to the Web
and technological advances in general.”

ON THE PLUS SIDE
The counter-trend, then, is the growing
power that technology has put within
reach of independent musicians with mod-
est resources. This applies to both the sup-
ply side (the recording process itself) and
to the distribution side, with the growth of
alternate music-distribution avenues.
Several independent factors are at
work here:
e The recording studio focus has
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B Rugged 6.5-inch shielded 100-Watt woofer
and shielded 1-inch silk dome tweeter arranged
in @ symmetrical, vertical configuration with
drivers mounted slightly forward to minimize
reflections off of cabinet face.

B A precisely tuned 2-inch cylindrical port
directly below woofer increases bass
response in the compact cabinet.

B Bi-amped power module that delivers
115 watts (85-Watts of power to the
woofer, 30-Watts to the tweeter) a