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Wozencroft promûtes Felgate and Léonard to take on top jobs at EMI and Parlophone 

Capitol does double to fill MD rôles 

Capitol Music UK président Keith Wozencroft has turned to two of his longest-serang lieutenants to fill the managing director posts at EMI Records and Parlophone. Wozencroft, himself elevated from Parlophone managing direc- tor last September, is placing Terry Felgate in charge of EMI Records, with Miles Léonard moving up to head Parlophone. 

The appointments are a typical move within the walls of EMI, which - as previously illustrated through the élévations of Wozen- croft and Recorded Music chair- mari and CEO Tony Wadsworth to senior positions wi thin the Compa- ny - tends to promote organically from within rather than poach tal- ent from outside. "Ifs a cultural thing within the company," says Wozencroft. "Ifs very strong. David [Munnsl and Alain [Levy] have contii and Tve always believed i 

since February 2002, he has been Records managing director cornes director of A&R and head of asso- 't says one of the just under a decade after he ciated labels. During his tenure it veduptohisnewly- joined Parlophone as product has signed and developed artists i rôle last year was to manager. He began in his most such as Coldplay, Gorillaz and ~ " ' ' Kylie Minogue. in May For the past 10 months, directly overseen 
promotional opportuni- ties for others. "I wanted to make sure there was room for people to come up because, with Parlophone especially, there were so many strong people in there I felt we were going to lose pc they had nowhere to gc though they loved being lophone," he says. 
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@ Ten years ago, any "influence" list would 
have been fuit with record executives; 
today the emerging force is média' - 
Editorial, p22   

Your guide to the latest news from the music industry 

BMG and Warner 
head for merger 

• Former Sony Mnsic chairman anci CEO Tommy Mottola is returning to the record business with the launch of a new label through Universal. The 

to consolidate its UK and Ausi opérations with parent company Brazin placing more lltan 100 stor under review. Brazin has placed 25 o its 105 UK stores, acquired from Virgin under its Our Prie years ago, under review and plans either to close them or convert thei to Brazin's lingerie, (ootwear or surfwear lines over the next year. C Global sales of pirate CDs have more than doubled in three years ti 

EMI in 1999 and was previously VP •iginal content development foi fw Media Gr • Bardand BPIlia 

embargoes. 
KAKKV Wlllil. 

® Simon CoweN's rôle at Bf continue unchâhged despite his dinching of a three-year deal with US network Fox for American Idol, says the majoKs chairman Tim Bowen The deal is expected to keep Cowell in the US for nine months of the year, while 
projects. "He will still be part of BMG in lus current rôle," says Bowen. • MTV Networks International (MTVNI) has put in place a sériés of management changes, Alex Ferrari is promoted to C00 for MTVNI from his rôle as CFO at MTVN: MTVN Europe 
Hansen becomes MTVNI creative président: général sales director of advertismg sales Europe Jonathan Patrick also becomes executive VP of global marketing partnerships; Alina Vogtner is made MTVNI senior VP of 
Day becomes MTVNI senior finance VP: Glenna Patton becomes MTVNI senior VP of marketing and communications: and Rebecca Barrs 

following the singer s death. White passed away aged 58 on July 4 in West Hollywood following a battle 
at Ainazon.co.uk. is leavmg the company at the end of July. Neither 

to sign up-and-commg 

Capital to mark 
30tli bîrthday EMI digital boss 

départs in rejig marketing for BMG Europe - takes overall responsibility for the UK International Exploitation group an 
Shazams Songmail service allows consumers to tag a lune they like, then, by diailing 2584, send a 30- 

EMI chief bullish 
on anti-piracy 
• EMI executive chairman Eric Nicoli told his company's AGM last Wednesday thaï he believes the push againsl online piracy will start to have an impact within the next 12 months, At the gathering of shareholders at the National Gallery in London, Nicoli said the company's improving release schedule through the rest of the year will see the major achieve results in 
S Sanity Enter 

HMV's flagship Oxford Cirons store roclœd under the weight of one of its most over-subscribed PAs yet last Monday, when The Darkness marked the release of début album Permission To Land with an in-store peiformance. Aronnd 1,500 fans turned out for the event with the first 400 in the queue, which starteri forming 

aronnd lunchtime, being handed wnstbands to meot the band afterwards and bave their albums signed. Only three weeks after The Darkness's début East West offering Growing On Me gave them a Top 20 singles début, the band were yesterday (Sunday) on course to figure among the top three albums. 

ing both signed and unsigned acls through a variety of methods including bespoke e-mail campaigns. ©V2003 festival isto 

of music Andy 



News 

iseditedby Paul Williams 
Corporation défends commitment to British acts 

BBC boss backs RI 

over UK music row 

by Joanna Jones BBC director général Greg Dyke bas added his voice to the debate over Radio One's support for UK acts insisting that the national sta- tion, alongside Radio Two. leads the vanguard in "championing the British music industry". Asked whether the national 

■g Dyke told Music Week, "It is 

ne and 'Rvo were of critical 
important as Radio Three and Four and BBC's 1 and 2, and said the BBC's rôle was to encourage diversity, drive new markets, dis- cover fresh talent in radio as well as driving awareness of DAB digital. The director général earlier announced that a new Coventry- based radio station for Coventry and Warwickshire would be added 

day of the 

of One wil/support it! Thly can spot 
list, published last Thursday, fea- support for UK artists in "more "I certainly have faith in Radio 

day, Dyke highlightedRad OneMusic initiative for ui 
"We are looking at différent is on the music industry here to 

the3 time and OneMusic is one of anTother toritoriS." ^ 

from Leeds, were added to listthis week. 
of Radio One, 

Around 30% oif artists on the 
Around 30% of artists ISver a. '^ng^k 

tional artists - the UK is awash 011 the Radio One ham nlavlist are UK artists. but a shouid be impiidt 

insfield (left), Bernard; disappointed wî 

Diversity is safe with 

us insist radio chiefs 
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Music scores 
VAT victory 
in Eura vote 
The music industry has scored a political and économie break- through, with the European Par- 
week voting to include music in ; of culturai goods given a er VAT rai The m ' repre- gnificant U-tum by the i Commission, which recently rejected a draft proposai to consider products that should be granted a reduced rate of VAT under Annex H of the 6th VAT Directive. This provides for mem- 

hiTeretc,eaCr 

UiTs "s Xe voiœoTthe 
KnXt 

Spéculation over announcement grows as link-up negotiations get serions 

BMG and Warner merger 

talks reach advanced stage 

by Robert Ashton Sources within Warner imd BMG are indicating mat proposais for a merger will be confirmed within wëéfcs. "TVidespread spéculation that two ont of the three majors, BMG, EMI and Warner, would ultimately corne together gathered new pace 

bosses, Rolf Schmidt-Holtz and Roger Ames, will win the seal of ' from the European Com- mission^ Directorate-Gencral For Compétition (DG Comp). The DG, which has already rebuflfed two music mergers involving EMI, still needs to be convinced that any combination of BMG and Warner would not diminish compétition, according to Brussels sources. Analysts say the rationale fo 

One city média analyst adds that DG Comp may now conclude that the pair have been so weak- ened that their merger, with condi- tions, will not adversely affect the rest ofthe business. "It is difficult to predict either way," the analyst "R.,r îf îr F.MT will he a 

Stoo. benveen wlrner and bVg"^'^ end^ame^f 
orne of it 

s; DG Comp 
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Windswept Music 

would like to congratulate it's writer 

Beyoncé Knowles 

\ 
Bevoncé W&ttuéïii Velongerou/ly i n love 

on her No.1 Album 'Dangerously In Love' 

and No.1 Single 'Crazy In Love' 

Windswept Music (London) Limited Hope House, 40 St. Peter's Road, London W6 9BD Téléphoné: 020 8237 8400 K , L Fax: 020 8741 0825 
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right and protect the patent of a 
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O 'Fuller lias had a profound 
impact during the past 18 
months' - MW50, p9 

'Show us respect' 

saysPRSchaïrman 

uraged by ip Mute Song's Andrew King topped a vote in a afraid we seven-candidate élection to fill three publisher director places on the PRS board. Chrysalis Musics 
ond-raost votes, while Heathwave Music's Andrew Heath who, like King was re-standing for élection, finished third. There were only three candi- 

BMR targets Ofcom 

as key battle ground 

end of August afler five years, to take a one-year diplorua in 

^ i 

Star reunited in the studio with producer Trevor Horn 

Seal's new release 

goes back to basics 

the voice of A 
the superleague ofglcbal'sters^ Europe.^^ ^ ^ to ^ recording jV, which Horn 

1' h'fyd'm''''''i'"'1' ^ 

preparing forTè felë^'e^f his My SenSG Of WOllh   has Ïnte a trem^usTemë 



topindie top indue COMPANIES COMPANIES SINGLES ALBUMS Source: OCC 

Fight for rnarket share has been closest in years as albums grow while singles continue slide 

Sony tops singles and albums share 

^vc^ssi^e^'lgMUo^Cremix)^- 2000 MdS^nyTereomfngquar- song' SarGoodbye/Lovc A.Vt managing to sell more than ter ones champ Polydor to record Gonna Wait For llth. 
ahead^' thTcompétition thaUt prenons Epfc, Sonymld S2 opéra- ont of the top dn-ee' forlhe first 

for fourth place on 6,9% Sldhy by Room 5 

««ffi........ SBrHE ElrSSî EérsFSIfi 5 Big Brovaz FarouriteThings (Epie) (Purlophone) contributor, but Justin Timber- albums to lead the company up to dropped back. But there were 6 Tomcraft Lonelioess (Data/MoS) 6 Christina Aguilera Stnpped (RCA) iake.s Rock Your Body also helped, third place on the company rank- gains for Sony (on 13.8%), EMI 
Zu?ouSujTdMariaCarcyIK',OW [pXt,!efRl'Sh0fBIO<>dTOT1,eHi!ad finishing as the 14th bîggest single mgs ItsNorah^Jones début Corne (12.4) and Warner (S-g^X ^ ^ 

Aftér the void that was the 302,000 copies, to rank as the ahead of Telstar to finish top cor- ' There To quarter one's albums release quarter's flfth top seller, while porate indie with 4.0% after a run schedule, a crop of some ofthe ColdplaysARushOfBloodToThe that included die quarter^ fifth 

by 7-9 29.9% of the 
firsttinmina 



50 

1 Simon Fuller Founder, 19 Group Manager who pioneered a new business model and inflicted Pop Idol on the world 
Whether you regard Simon Fuller as one of the smartest men in UK music or as a cynical pur- veyor of manufactured dross, it is hard not to have an opinion. What is undisputed is that Fuller's Pop Idol has had a profound impact on the international music business during the past 18 months - both by creating a format whose spin-oflf revenues have topped XllSm, and even by prompting a consumer reaction against man- ufactured pop. Fuller has consistently delivered on his vision of using music to drive broader média properties with new revenue streams, first with the Spice Girls, then S Club 7 and now Pop Idol. That success has given him access to international média platforms and brands that other music executives can only dream of - ail of which he is trying to tie into his ambitious I Love Music project. Last month 19 made US chart history by holding the top two slots on the Hot 100 singles chart, while also having three albums in the Top 20. Now the group is gearing up for the release of up to 20 albums over the next 12 months by artists as diverse as Rachel Stevens (ex-S Club), Will Young and Amy Wine- house. As the global record industry seeks a new way of shoring up its revenues, the breadth of Fuller's 19 Group - whose activities span artist management, records, music publishing and production, not to mention TV - means that the company is perfectly positioned to benefit from changes underway in the consumption of music. 
2. Lucian Graînge Chairman and CEO, Universal Music UK & Ireland Hands-on in every facet of the biggest record company and Brits boss to boot Lucian Grainge's larger-than-life presence dom- inâtes every area of the UK's largest record com- pany. Having inherited the market-leading posi- tion from his predecessor John Kennedy, Grainge has proceeded to stamp his mark on every division, building new management teams at each of his frontline labels while also remain- ing hands-on to a degree which is unmatched by any of his contemporaries at the other majors. His aggressively ambitious attitude towards his business pitches each of the five commercial divisions under his control - Polydor, Island, Mercury, Classics & Jazz and Commercial - in direct compétition with one another. A deal- maker par excellence, Grainge has also devel- oped close ties with international colleagues such as Island Def Jam US CEO Lyor Cohen. At home, he dérivés further influence from the fact that he has just become co-chairman ofthe Brits committee. 

Power is a job title, a work force, a big chequebook or a share 
price, but influence is a far more subjective quality. Here we list 
for the first time the people who we believe exert the most 
influence over the direction ofthe UK music industry on a day- 
to-day basis. Their décisions count; what they do affects others 
right across the business. You may not agree with ail our choices, 
but that's the beauty of lists. Kick our ass, to paraphrase one of 
the best-known A&R men of our times. Tell us what you think. 
E-mail mw50@musicweek.com 

The most 

influential 

people in 

UK music 
FuilGi; 
international mcdia 
platforms and brands 
Grainge; hands-on to adegree unmatched byanyofhis peersatthe other majors 

\ 



CLOSE Ashley Bird. 
Usa Anderson, The Mark Coopcr, BBC 
Philippe Ascolî, Paul Connolly. 
Colin Barlow, 
Brian Berg, UMTV 

Nick Phillips, 
Kcith Pringlc 

3. Tony Wadsworth Chairman and CEO, EIWI Recorded Music Ul< & Ireland The architect behind Britain's most-admired major record company 
Even though Wadsworth relinquished his rôle as Brits chairman in the spring, he remains the chairman other major executives aspire to be. His company is the epitome of the good, old- fashioned value of long-term artist development - and it is British-owned to boot. Since adding responsibility for Virgin in spring last year, he has built on an empire which already included the label home ofthe UK's biggest pop star, Rob- bie Williams, the UK's most successful dance label, Positiva, and arguably the most-admired label in the business, Parlophone. That record alone means Wadsworth is a key influence. 
4. Andy Taylor/Rod Smallwood Chief executive/chairman, Sanctuary Group The music industry's wealthiest poor relations 
The influence of the Sanctuary business model among aspiring indépendants cannot yet be quantified, not least because its hyperactive growth in recent years doesn't leave much room for would-be imitators to grow into. Taylor, the finaneial brain, and Smallwood, the creative masterrnind, have built a £l20m-a-year empire out of escapees from major labels - Morrissey, Spiritualized and Steve Winwood are among recent signings - as well as assorted joint ven- tures and a bulging portfolio of catalogue, man- agement, publishing and studio interests. 

SUrni 
5. Steve Gailant Product director, HMV The man the music specialists once loved to hate is now one of their own 
This very magazine once described Steve Gailant as the most dangerous man in the music indus- try. That was back in the days when, as Asda's chief music man, he successfully set about estab- lishing the supermarket as a serious music play- er through discounting. His "most dangerous' tag has now long lapsed, but what does remain from his Asda days is a réputation as an achiev- er. He is now back at HMV aller four years at Universal, working with new chief Steve Knott. 
ôo Simon Coweli Managing director, S Records The UK's richest A&R executive and TV's Mr Nasty 
Ask the ordinary man on the street to name a 

music industry executive and at least nine out of 10 would name Simon Cowell. Ask a teenage girl to name lier favourite artist and a similar pro- portion will name one of his acts over the years - Westlife, Gareth Gates, 5ive, Will Young. His décision to scll his S Records label for £25m to BMG in June has made him the richest A&R executive in the UK industry and given him increased ireedom to pursue his TV inter- ests. CowelTs answerto suggestions that his own high profile has resulted in him neglecting his A&R is simple - Pop Idol is the new A&R. It is a queasy prospect, but the 40m Pop Idol records sold Worldwide appear to justify that attitude. 
î: Richard Russell Managing director, XL Recordings The indie that outpaces its major rivais 
No label has reflected and fuelled the shifting musical underground as deftly as Richard Rus- sell's XL Recordings. Nick Halkes, Martin Mills, Nick Worthington and others have played a sig- nificant part in the development of the label which boasts the proudest British A&R record of , recent times, but it is Russell who has held the reins as XL has grown organically from its rave roots without ever losing step with the times. Even the Prodigy's lengthy hiatus has not tainted XL's record, as Badly Drawn Boy, Basement Jaxx, The White Stripes, The Avalanches and Lemon Jelly have ail moved to fill the gap. Rus- sell's is one of only a tiny handful of contempo- rary labels which do justice to the great inde- pendent tradition. 

Rest ofthe pack 
11. Bono Artist 
It could probably be said that judges' favourite Bono has more influence where it counts than the rest of this list put together. His profile gives his humanitarian work enormous value, but he spends relatively little of his time attempting to steer the course of the UK music industry, so in this con- text he finds himself at a still respectable 11. 
12. Colin Martin Executive producer, music, Radio Two 
From musical asso- w ciate of Johnny Hallyday and props manager for Dr Who to one of Britain'; most influential programmers, Martin's progress has been as remark- able as the station whose dar- ing and open-minded playlist he supervises. It really can break artists too - just ask Norah Jones. 
I*. Simon Wright CEO, Virgin Entertainment Group 
No-one can question Simon 
10 MUSICWÊEK 19.0103 

Wright's ability to fight his cor- ner. He faced the wrath of the majors in 2000 when Virgin withheld its payments and is 
advocates of the singles mar- ket, having also guided the group through the Our Price sell-off. Between ail that he leads the entertainment retail community as Bard chairman. 
M. Charles Grimsdale Chief executive, 0D2 
As the UK's legitimate online :ic market begins to orne to life in 2003, the company at the heart of it ail is Charles Grirnsdale's OD2. The online distributor boasts deals with ail five majors and powers dozens of download serv- ices. Peter Gabriel may be OD2's trump card, but it is Grimsdale who plays the hand. 
15. Michael Rapino CEO, Clear Channel Entertainment European Music Group Clear ChanneTs rapid Stateside expansion was built in part on the back of radio deregulation. The company is poised to make 

its ftill force felt in the UK com- mercial radio landscape in the 
bill, with 35-year-old Canadian Michael Rapino is the man at the helm of its (currently) live- focused European opération. 
16. Peter Reichardt Chairman/CEO, EMI Music Publishing 
Reichardt's companies have topped the pub- lishing market shares for 11 of the past 12 years. His skill is in building and sustaining what many regard as the best publishing team in the business, having created an environraent where executives such as head of A&R Guy Moot and général manager Sally Perryman can flourish. 
17. Hugh Goldsmith Managing director, Innocent 
At RCA and then Innocent, Goldsmith's mix of A&R and marketing vision has steered the careers of a decade of UK pop stars, from Take That to Billie Piper and Blue. In five years, Innocent has become the only serious developer of British pop besides Cowell and Fuller. With his current EMI contract set to expire at the end of 2003, Goldsmith could be 

18. Chris Cowey Executive producer. Top Of The Pops 
Since taking over in 1997, the opinionated Geordie has over- hauled Top Of The Pops by trying to restore a sense of excitement to the UK's longest- running music TV rogramme. While the flagship Friday night broadcast has lost some of its power, Cowey has developed the TOTP brand by launching a Saturday morning show, an awards show and international off- shoots. 
19. Vince Power CEO, Mean Fiddler Group 
Having shed his bars, restau- rants and radio station and pulled the 2003 Fleadh, Mean Fiddler's softly-spoken-yet- plain-talking chief executive is focusing on festivals, interna- tional touring and live venues. With a triumphant Glaston- bury festival in the bag, antici- pated highest-ever ticket sales for the Carling Weekend and a new shareholding in Spain's Doctor Festival, Mean Fiddler remains a potent force in the live sector. 

20. David Enthoven/ 
Tîm Clark Managing directors, IE Music IE Music Group's Enthoven and Clark are not always the most popular managers around - the Robbie Williams label beauty parade is an exam- ple of why - but the heavy- weight Robbie/EMI deal, ^ which sees the artist share income from his non-recording interests in return for improved royalties and eventu- al reversion of rights guaran- tees their place on the list. ' 
21.Geoff Travis Manager, head of A&R, Rough Trade Records 
Rough Trade's Strokes are between albums, Pulp have put themselvcs on indefinite hold - and Travis's other key manage- ment client Beth Orton has not made the forward leaps many had predicted. But with Rough Trade scions Morrissey and the Smiths enjoying a rehab- ilitation and DIY post-punk informing the music of count- less buzz acts, TVavis's influence still puts most other British A&R men in the shade. 
22. Phil Mount Head of music, Blaze Télévision 
With extensive production expérience on shows such as TFI Friday, MTV's Most Want- 



S. Alex Jones-Doneliy Editer music policy, Radio One Tlie man in charge of music at the nation's established pop station 
Say what you like about Radio One, the fact remains that it is still the single most influential pop station in the country. And that makes the man who oversees its playlist policy hugely important when it cornes to exposing new music. Since Jones-Donelly took over from Jeff Smith just three years ago, the station has over- hauled its daytime output. Critics point out that the station's declining listening figures are weak- ening its importance in the face of some of its commercial rivais, yet the Thursday morning publication of Radio One's playlist is still the moment most keenly awaited by most pluggers. 
9. Steve Garton Entertainment category director, Tesco The man who sets the music strategy for the UK's biggest supermarket In five short years, Tesco has transformed itself from an entertainment nobody into the biggest music supennarket there is. It is a combination of its sheer size - anecdotal reports indicate that the chain accounts for 20% of ail chart sales right now, compared to just 4% in 1998 - and its current, consistent, cut-price strategy which puts Garton in thelist. As entertainment catego- ry director, Garton is the man who led the chain's aggressive efforts to compete head-on with the sub-£10 pricing strategy of rival Sains- bury last autumn. Tesco's VAT-free price of 

Media makes its mark on the MW50 Like it or not, média is the message of the first-ever Music Weok 50. Blâme the record labels, blâme the listless consumers, 
moves towards globalisation which have touched virtually every industry in the world but, as in the US, Consolidated groups of radio, télévision and online interests have tr the story in today's n UK music industry. A list which attempted to 

company can do to reverse the way music is now consumed. The people who can make their influence felt are those who conlrol or embrace the new modeis. Simon Fuller inspires 
music fans, but in troubled times, his 19 stable lias defied every hint of recession by forging powerful cross-media alliances and taking 

As for the record companies evaluate the influence of overseas themselves, the list incorporâtes nine représentatives - six majors and three indies - from simply the biggest to the very best Music- focused executives such as Richard Russell, Geoff Travis and Keitli Wozencroft are the beating heart of the music industry. is nothing that any < 
n omniprésent : 

But, increasingly, it is in the wider world that the business takes place and the presence of 16 média figures in our list is a reflection of that So ïs the presence of supermarket executives such as Tesco's Steve Garton, Asda's Becky Qram and Woolworths' Richard Xzard, who put CDs in the line of sight of grocery shoppers, and BBH's John Hegarty, who places music on vast, global advertising platforms no record company could afford. Many within the business might like to see artists and crédible music companies wielding influence over corporate titans. That's not the way it is. but 2004 is another year - and empires can corne down 
i the supermar- £9.97 has b. . ket's racks since Christmas, doing more than Radiohead, Beverley Knight and Gorillaz have anything else to establish the "less-than-a-ten- ail been nurtured under Wozencroft's tutelage, r" approach to UK music retailing. 

10. Keith Wozencroft Chairman, Capitol Records UK The most respected A&R man in the UK business? 
Since starting out as an A&R executive for Par- position, he lophone more than a decade ago, Wozencroft asco-owner has built arguably the best record of any A&R EMI, to which Athlete 

he has progressed from being the architect behind Parlophone's A&R strategy into the label's managing director, before last year being handed responsibility to reconstruct EMIiChrysalis (now EMI) as overall chairman of Capitol Records UK. And, despite his current remains in touch with his A&R roots of Régal, his joint venture label with 

ed and Party in the Park, Mount has helped to inject new energy into CD:UK as co-pro- ducer of the show. Although the BBC is mounting a stronger Saturday morning challenge, CD;UK remains dominant and under Mount is developing its réputation for promol ' artists as well as playir 
23. Peler Leak Director, Nettwerk Management 
As the manager of Britain's most successful musi cal export in recent years in Dido, Leak has the top eche- 1 
Ions of the music SOO industry around the globe dancing to his tune. Leak is also a key operator in Net- twerk Management which handles Avril Lavigne, Sarah Machlachlan and Coldplay (for the US). Leak is developing Nettwerk's UK arm, and looks set to create a Worldwide man- agement powerhouse. 
24, fan Grenfeîl/Amly 
Dodd/Mïck Huckitall Managers and artist, Silentway Management Hucknall and his management team of Grenfell and Dodd this year executed one of the biggest-ever album campaigns not to be backed by a tradition- 

al record company. Not only did the release of Home mark HucknalTs return as a com- mercial force, it pushed an alternative artist-focused busi- ness model and proved that some artists do know how to market their own music better. 
25, Andy Roberts Group programming director, Emap Performance 
It seems that the further com- mercial radio consolidâtes, the more powerful Andy Roberts becomes. As well as overseeing the —V output on Kiss, 
F EmaP's eight Big City stations and three digital radio services, he has also made it his business to get up the noses of his BBC and commercial radio rivais as the main mouthpiece of Emap's Sunday night Smash Hits chart countdown. 

26, lan Foster Commercial director, EUK 
As the successor to Richard Izard, Foster is the new com- mercial brains behind EUK which, as supplier to Safeway, Sainsbury, Tesco and sister companies Woolworths and MVC, remains the most impor- tant wholesaler in the business. The growth of THE and the emergence of Handleman have 

chipped away at the company's position, but the rapid growth of Tesco has compensated for thelossofAsda. 
27. Michael 
Parkinson/ 
Béatrice Ballard Télévision institution/ executive producer, Parkinson 
He raay have come of âge a decade before the arrivai of The Beatles, but Parkinson and executive producer Ballard have in their gift possibly the most coveted spot on main- stream télévision, with an aver- age of 4.25m viewere for each épisode of the last sériés. 
28. Roger Lewis Managing director, Classic FM 
There aren't many ways to sell classical music at the but Classic FM finds : of them. Lewis moved up within GWR last month to take on the day-to-day run- ning of the group ' in addition to his responsibilities to Classic FM, but the irrépressible Welsh- man's main achievement nas been in creating a hugely popular radio, télévision and online platform just when the classicad sector most needs the support. 

m 

29. Mark Story Managing director of programming, 
Mark Story is one of that rare breed of early-fortysoraethings who can boast more than 30 years' experience in the radio industry. After his start as a nine-year-old guest book reviewer on RTE, Story has had stints at Capital FM, Radio One, Piccadilly and Virgin, while at Emap he has helped to turn the newly- acquired Melody into Magic and London's second biggest commercial radio station. 
30. Simon Moran Managing director, SJM Concerts 
The Manchester-based manag- ing director of SJM Concerts, 'hich promûtes between 1,300 to 1,500 concerts a year, Moran is a partner in the V and T In The Park festi- vals as well as a shareholder in Glas- gow-based promoter DF Concerts and the McKenzie Group. Moran also runs his own label, North Country Records, as well as having management interests in artists including John Squire, The Coral and the Beautiful South. 

31. Patrick McKenna Chairman, Ingénions Media 
While Robbie Williams loves the média spotlight, the former 
pidltogether hisnew EMIdeal likes to remain firmly in the background. Chairman of the Really Useful Group for seven years before he set up Inge- nious Media in 1998, McKen- na's Ingenious also provided finance for 19 Group in 2001 and is building up a portfolio of media-related investments. 
32. Barbara Charone Director, MBC Media 
Charone carved her unique réputation - feared and respected in equal measures - as head of press at WEA UK, where she worked for 19 years. When she set up her own ven- ture in 2000 with ex-Warner colleague Moira Bellas, it could hardly fail. MBC Media's rester sparkles with the glitz of its A-list divas (Madonna, Dido. J.Lo and Christina Aguilera), and packs the punches in the "serions" music press (REM and Depeche Mode). 
33. Alan Edwards Chairman, Outside Organisation 
Vétéran music PR Edwards formed Outside in 1997, lead- ing the way for a new breed of 



/c^ 
independent publicity compa- nies. The company has fol- lowed the convergence of mainstream média, with press, management, a TV & radio division and an online publici- ty arm, Outside Line. Outside famously handles David and Victoria Beckliam, but Robbie Williams, Elton John and David Bowie (including man- agement) ensure musical clout as well as tabloid spin. 
14, Louis ÉaSsSi Managing director, Louis Walsh Management 
Another music business vétér- an who enjoys a TV profile, Walsh has ridden the succes- sive waves of Boyzone, Westlife and reality télévision with sorae panache. He crédits Colin Barlow and Lucian Grainge as the keys to his suc- cess, but Walsh has made his own mark, if only as an inspira- tion to shameless, tireless would-be pop entrepreneurs everywhere. 
35. Mîchiel Bakker Managing director, MTV Networks UK & Ireland 
MTV has been making a come- back in the digital TV ratings since the UK team that Bakker leads tweaked its offering earli- er in the year. The UK channels are also currently looking to increase their focus on new music, as well as developing more original programming. 
36. Becky Oram General manager, Asda's entertainment division 
Asda is the grand old man of ic-focused supermarkets, 
Nineties, although it hi 

the UK. Today XL Recordings is in the musical frontline but. as a deal-maker and Aim founder, Mills still looms large in the industry. 
38. Jonathan Ross Radio Two DJ, BBC One 

slipped 

Ross has become the filter for enthusiastic but casual music fans through his Saturday morning Radio Two show, which collects 3m listeners, and BBCTs Friday Night With Jonathan Ross, which has become one of the key spots for mainstream album artists. Bowie and Madonna have been the subject of specials, and, when the TV-shy Radiohead wanted to break their silence, it was Ross they talked to. 
Tim Bowen Chairman, BMG UK & Ireland 

Having taken over ffom Hasse Breitholtz in January, Bowen inherited a company in great shape, with Will and Gareth, Pink, Christina Aguilera, Alicia Keys, Dido and Annie Lennox out in force. Since then, Bowen has stripped down the interna- tional marketing division, dropped db Records and Gravity, while managing to retain their key acts, and assumed chairman- ship of Zomba UK. Now ail eyes are ot what he does next. 
Brian Rawling Songwriter, producer, director, Metrophonic 

Along with colleagues Paul Barry and Mark Tkylor, Rawl- 
s. His company Metrophonic second against has played a central rôle in the Tesco. Even before taking control of ail enterta' ment, Oram's rôle has been crucial as music buyer under former BMG man David Inglis, not only overseeing ail music buying but also eo-ordinating the retailer's transfer to supplier Handleman. 

SZMartinMiïls Chairman, Beggars Banquet 

and Enrique Iglesias and Cher, but what sets them apart from any other songwriting team is the commer- cial instinct which has seen them build their own inde- pendent production and publishing pow- erhouse. 
41. Richard 
Huntingford Chief executive, Chrysalîs Group Chrysalis's raetamorphosis Some 27 years after releasing its first record (The Lurkers' Shadow/Love Story), Beggars ffom Léo Sayer and Blondie's record label into one of the and stronger - than ever UK's most successful média in the European indie land- companies has been one of the scape. Founder Martin Mills most remarkable of recent remains one of the most years. Key to it ail has been respected label executives in one-time chartered < 

Richard Huntingford, who helped create the UK's fourth biggest radio player. Now he oversees it ail, including music recording, publishing and TV production. 
42. Simon Sadler Director of Music, Emap Performance TV 
Not only is The Box the chan- nel of choice with its target teen démographie, it also remains the most com monly watched TV channel in UK record company offices. Not ail the Emap channels " overseen by Simon Sadler are as success fui but Kerrang! TV particular has shown it can have as strong an impact on sales in its niche as The Box, which not only powers cheesy pop hits but has also been the first to hammer records ffom So Solid and Evanescence. 
43. Jeremy Lascelles Chief executive, Chrysalis Music Division 
Since formally assuming lead- ership of ail Chrysalis' msic opérations two years ago, the one- time Virgin staffer has continued to strengthen the indie music group's position in publish- ing and records. A genuine commitment to long-term artist development has paid dividends for both divisions with writers and artists such as David Gray and Feeder. 
44. John Hegaity Chairman and creative director, Bartle Bogie Hegarty 
Some 18 years since Nick Karaen shed his jeans to the strains of Marvin Gaye, BBH is attempting to capitalise on the musical power of its ads with publishing ventures of its own. Head of TV production Frances Royle is the agency's main advocate as it attempts to gain commercial capital from its hit-making influence, but Hegarty remains the man who united the two worlds. 
43. Tony Russell Senior partner, Russells 
A vétéran lawyer who has seen George Michael through his various légal scrapes and num- bers Simon Cowell, Hugh Goldsmith and Alan McGee among his industry clients, Russell remains the man you want on your side in a show- 

down - a peerless negotiator and a hugely respected légal figurehead. 
46. Colin Lester/ 
lan McAndrew Directors, Wildstar and Wildlife Entertainment As managers of both Craig David and Tfavis, this duo have a roster the envy of just about any other manager in the busi- ness. But long before other indies got the îame idea, they added more than r y. one string to their t, bow, running their lJ Telstar- and Capi- I tal-partnered sister label Wildstar in par- allel with their Wildlife Entertainment management opération. 
47. Trevor Nelson Radio One DJ and MTV présenter 
A présenter on Radio One and the host of MTV Lick, Nelson is the face of British urban music. Starting out with his Madhal- ter Sound System in the Eight- ies, Nelson was a founder DJ at Kiss. Today, he is building his own production company and is the man who interviewed the prime minister for MTV. 
48. Conor McNichoias Editer, NME 
The commercial fortunes of NME might have resembled a rollercoaster ride over the past few years, but the publication's impact - at least within the 

industry - outstrips its circula- tion. When NME décidés to champion a band, whether it is Black Rebel Motorcycle Club, Kings Of Léon or Poly- phonie Spree, people still 

49. Richard Izard Group commercial manager, Woolworths 
Since moving over ffom sister opération EUK in December, Izard has moved fast to make his mark, bringing Woolworths and MVC together under joint management and into the same Marylebone HQ. After several years building EUK into the commercial giant it is today, Izard now aims to return Woolworths to its market-lead- ing glory of the early Nineties. 
50.3am Girls Pop gossip columnists, Dai/y Mirror 
It is the concept of the SAM Girls which wins a place in the MW50, perhaps, rather than the spécifie individuels, so reg- ularly have they changed per- sonnel in the past few years. Now staffed by Eva Simpson and Jessica Callan along with relative neweomer Niki Waldegrave, the trio are the Charlie's Angels of the pop press, the most powerful tabloid columnists in the UK and the inspiration for a num- ber of columns, including the Daily Star's more pithily-titled column, Bitches.  

Compiling the rundown 
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Features are edited by Adam Woods 
With sales steady, vinyl may seem safe, but problems with 
machinery are threatening to finish it off. ByAdam Woods 

Never give 

npona 

good thing 

After years in which its death notices have been written more times than anyone can count, it is probably safe to conclude that vinyl is actually immortal; or if not immortal, then certainly suffi- ciently well-loved that is unlikely ever to be allowed to completely fade away. LP sales figures peaked in 1975 at 91.6m units. Following their collapse in the late-Eighties at the hands of CD, they have jogged along at between 2.2m and 3.2m since 1996. The market for 12- inch singles - of which 7.8m units were sold last year - lias declined slightly in the past year or two, but at a far less stomach-lurching rate than the 

singles market as a whole, while seven-inch sin- gles posted a healthy rate of growth last year, with 529,000 units sold against 429,000 for 2001. But the vagaries of the market are, in many ways, the least of vinyl's problems. Fragile machine parts at the heart of the cutting process are no longer manufactured, lathes are expensive and hard to corne by, skilled cutting professionals are leaving the industïy and not being replaced at the other end and the UK is only just putting its manufacturing offering back together after the demise of EMI's Hayes factory in 2000. Plus, there's not much money in any of it. 
Diverse Vinyl: Iseeping the long-player alive 
About 18 months ago, John Richards launched Diverse Records, a specialist label with the aim, as he puts it, of "filling in the holes" in the 

The lack of a vinyl édition for many key new album releases was abnndantly apparent to Richards, as the founder of the Newport-based Diverse Vinyl record shop and mail order business and, while companies such as Simply Vinyl have set about the vinyl reissues market, Richards believes lus is the only company attempting to license current chart product. "That might be because it is sa bloody difficult," he says. "You need the skin of a rhino. it is absolutely soul-destroying." Securing the licence to press a new CD album on LP is far front straightforward. "The money I can offer most licensing departments is small beer, because the quantities I am talking about are anything 

being worked in the CD format, because they want to see how it goes. I have chased albums for 18 months or two years and still not got them. And there are some LP releases that would not have happened if I hadn't asked for the licence." Diverse 

one by US alt.country band Dolly Varden picked up front Undertow, Richard Thompson's Old Kit Bag from Cooking Vinyl, and Ron Sexsmith's Cobblestone Runway on Parlophone. The latter was Diverse Vinyl's first major- label scalp. 

m 

But the piles of largely home-made DATs and CD-Rs awaiting their appointment with analogue in the in-trays of cutting suites everywhere demonstrate the market's saving grâce. As main- stream vinyl album and seven-inch single releases have thinned out, bedroom recording has moved to fill the gap in the cutting room schedules. "There is like a pyramid," says Bob Kane, direc- tor of Liquid Mastering in Cricklewood, which opérâtes a cutting lathe chopping out dub plates and short runs of vinyl for underground drum & bass and garage artists. "The top 5% of the market is the majors' work and the rest is driven from street-level." Vinyl sales are statistically meagre, but every vinyl record starts with a lacquer, irrespective of its sales potential, and, for most of the leading cut- ting houses, business has dipped relatively little. "Saleswise, it has ail gone a bit pear, in a nutshell," says Masterpiece cutting engineer Walter Coelho. "But the lucky thing is that people still need a set of lacquers." Much of the vinyl pressed in the UK today has the benefit of only one pair of trained ears and they will be those of the cutting engineer. "Often, the first time a track has been heard on a decent, truthful monitoring System by someone who has actually got a perspective on how it should sound is in this room," says mastering engineer Martin Giles at Alchemy Mastering, as he sets up the levels for a thunderous home-made trance tune. "With a bit of luck, they have actually got soraething quite usable. But often enough, it falls some way short of where it needs to be. I see my job as doing my best to put it between the goal- posts and, in some ways, it makes the job more important than perhaps it has ever been." Important? Certainlj'. Easy? Certainly not. In the past, the limited number of vinyl cutting lathes has been cited as one of the factors which keeps the vinyl market earthbound. According to Sony Music Studios' legendary cutting engineer Ray Staff, there are currently two lathes on the market and the likely closure of Sony Music Stu- dios will probably take that number to five. But the equipment is notoriously fragile and difficult to use, and an inexperienced cutting engi- neer can destroy or badly damage a costly cutting head with very little difficulty. The cutter heads themselves are difficult to repair and easily dam- aged. The drive coils can simply bum out over a period of time, or the head can die a hero's death attempting to eut an un-cuttable signal. An aver- age repair job, if it can be done at ail, costs around £5,000 and the heads themselves are no longer manufactured. In 1991, tlie year when Sennheiser bought Neu- mann, the company which manufactured the lathes and components, the format was apparent- ly in terminal décliné. Sennheiser's décision to strip away ail Neumann's vinyl opérations was an understandable, if unpopular one. "A couple of the guys who maintained the lathes very shrewdly got a consortium together to go over and buy ail the spares that were avail- able from the factory, and that is really what has been keeping the business going," says Alchemy director Barry Grint. But, as vinyl has found its new level as a DJ/audiophile format and stocks of spare parts dwindle, the shortage is threatening to shut the industry down. Lathes cost around £40-50,000 and are constantly in demand, if only for spares. Sanctuary Studios' set-up is typical. "We have got two Neumanns and we break one up for parts," says business development manager Jon Ward. But the situation is far from idéal. "Until we see someone coming out of the woodwork who can provide a new head and maintain it, then I think vinyl is in a precarious state," says Ray Staff. Nor do the problems end in the cutting room. In fact, when the lacquer leaves the lathe, the 
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Cadiz Music is proud to represent such artists as Kate Rusby, Laura Cantrell, Gerry Rafferty, Nils Lofgren, John Cale, Bill Laswdl, Qaham Nash, 

Bill Hicks, Frank Zappa, Dr Feelgood, Karan Casey, and Taj Mahal, and the labels 30 Hertz, Alchemy, BGO Records, Cettic Colledions, Gorazong, Diesel Motor Records, DT5 Entertainment, Eurêka, Grand, Hypertension, Indigo/Sanctuary, Innerhythmic, Invasion, Majestic Rock, 
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playback it offers is virtually perfect. The pops and crackles that have become synonymous with the \ànyl listening experience invariably make their way into the recording at any one of the 
"It is incredibly hard to put out an LP," says John Richards of vinyl-only label Diverse Records, which spécialisés in licensing current albums for vinyl release (see breakout). "It is such an organic process and so many things can go wrong. The lacquers can get contaminated in transit before they get silvered in the plant. It is such a delicate thing. When the LPs come off the lony, Tm shaking, They can be warped, they can be eccentric, there's ail sorts of things that can be wrong with them." Diverse uses Ray Staff as its first-choice cutting engineer - Richards even has Staff sign the acetates, such is his opinion ofthe man whose cut- ting crédits ffom the height of the vinyl years include Led Zeppelin's Physical Graffiti, David Bowie's Ziggy Stardust and Elton John's Madman Across The Water. Staff echoes Richards' frustration at the trou- blesome nature of the vinyl production process. "It is really hard to get it right every thne," he says. "It can be a real nightmare. You have to listen to the eut when it cornes back and tiy to figure out what has gone wrong." But for ail the factors which militate against vinyl as a commercially viable format, its sup- port in its core constituencies ail but guarantees its long-term future. The volumes of 12-inch vinyl have been hit somewhat by the increasing use of dub plates, but overall 12-inch sales have been damaged only slightly by the décliné of 

When the LPs come off the lorry, l'm 
shaking... there's ail sorts of things that can be wrong with them. John Richards, Diverse Records 

dance music on the charts. In a less familiar cor- ner, one cutting engineer reports that he has handled more seven-inch indie-guitar vinyl in the past 18 months than in the rest of the previ- ous decade combined. Meanwhile, the vinyl albums market, while only a niche one, captures some of the most véhé- ment audiophiles, many of whom believe vinyl is more than a match even for the new génération of digital surround-sound formats. "In some respects, the vinyl market is very sim- ilar to the SACD market," says John Richards. "There are parallels - they both appeal mostly to people who have an interest in audiophilia and listen to music on good-quality Systems." Vinyl has seen its UK manufacturing base col- lapse, its technology abandoned and its corporate support withdrawn. But it still hangs in as an ana- logue standard in a digital world. "The type of 

music which is usually committed to vinyl is the most cutting-edge music, recorded on the most modem digital equipment,"says Bob Kane of Liq- uid Mastering, "And then it is manufactured atthe other end of the spectrum on these old lathe things. That really says something about the qual- ity it gives you." Martin Giles has a theory about what it is that has kept vinyl alive ail these years against the dig- ital onslaught. He believes the physical limita- tions of tlie dise and the practical difficully of cut- ting music which contains inappropriate frequencies, ensure that vinyl always attains a minimum standard. "They talk about digital music sounding harsh or tinny or brittle in com- parison and it is because you can't get away with that kind of top-end on vinyl, and you have to find other ways to eut it," he says. "In a way, vinyl won't let you get away with cutting unmusical stuff." 
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Features are edited by Adam W 
Moulding the CD package into ever more ingenious shapes and designs adds perceived 
value, giving them a compétitive edge against the risîng download market ByAdam Webb 

Bend me, shape me, 

any way you want 

The fact that CDs have become so easy and inexpensive to replicate is widely regarded as the most significant driving force in the rise of piracy. With CD-Rs costing pennies and the availability of inexpensive technology, the format has under- gone a significant decrease in its perceived value. After buming a borrowed album, or downloading using peer-to-peer filesharing software, consumers can pay a visit to a site such as coveruniverse.com and download the cover too; quicker than you can say "KaZaA", you have an instant replica of 99% of most generic jewel-cased CDs on the racks. "Why pay £10.99 when you can make the same item yourself for 20p?" ask many consumers. The industry's response to such infringements is becoming more évident. Bonus content, in the form of videos or photos, or limited-edition two- disc DVD sets are becoming increasingly stan- dard. Copy-protected dises and the threat of heavy fines for unsanctioned filesharers are évi- dence of the need for such inducements. But, with the advent of downloading and 

retail compétition cutting the average UK CD price to £9.79, there is real concern with the design community that record companies are cutting back on creative packaging too. Some designers worry that such a trend could risk devaluing the format yet further - not only fuelling the threat of piracy, but also damaging the reciprocal relationship between innovative visual art and innovative rausic. "More emphasis should be made on packaging and design," says lan Anderson of The Designers Republic, summing up the feelings of many designers. "The music industry needs to give a little more value to consumers to encourage investment in their product - something more than just the music." Certainly, creative packaging has enhanced the experience of buying music for nearly 40 years. From the days of Andy Warhol's peelable banana, to Peter Blake's vision of Sergeant Pep- per to the revolving wheel on Led Zeppelin III, visual creativity has been intégral to the success of many classic albums. In some cases, such 

imagery has become as indelible, famous and iconic as the music itself. In today's market, however, designers are operating on a completely différent playingfield. If Apple's iPod is the new and successful vision of a faceless music-purchasing future, then this raight lead one to believe that packaging is becoming increasingly redundant. This issue was raised recently in Music Week by Gérard Saint, creative director at design agency Big Active. "For those of you who cry wolf that someone right now might actually be downloading your product," he said, "ask your- self a question; if that s ail there is to this busi- ness, then why are you simply not selling your wares in homogenised brown paper bags like years ago?" For John Reed, head ofSanctuary Spécial Mar- kets, the failure of record companies to adapt their packaging to changing market conditions has been asignificant factor in the format's déval- uation. "There's a lot oftalk in the industry about piracy and so on," he says. "But no-one actually 

IRadiohead's aiiistic Ordnance Survey map breaks packaging i 

ackages of recent months was ndoubtedly Stanley Donwood's esign for Radiohead's Hall To The hief. Limited to 45,000 copies in te UK, the replica road map eeve cornes packaged in a ictangular wallet and highlights 

the actual artwork itself," says product manager Mandy Plumb. "At the beginning of each Radiobead project, Stanley will put together a number of ideas about what artwork he is planning on doing. Then we sit 

"The map itself was really down to Stanley's design. This is meant to be a secret, but the actual images within the booklet arc actually cities. When you look at it, they are blocks of colours that look a bit like maps, but he 

were recording the album. AH the colours that are used are based a round colours that are used in advertislng, I said to him it would be great if we could do something like a tourist map and expand it out even further. And that's 

tually got i ymap. îupwitl idea, ifs got the right ai and l t ely p relatively comprehensiv packaging can be very h with certain types of ba as Radiobead, Massive l Spiritualized." 
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focuses on the fact that, in sorae respects, it's not surprising, because we're selling people a piece of computer software and not an aesthetically pleasing product. We've miniaturised it, we've put it in a horrible plastic case, and then we moan when people are happy to accept a counterfeit or a bootleg copy of it, or they make their own colour photocopy and bum it onto CD-R. Wliat's the différence, you could argue?" For Gérard Saint, a drive towards improved packaging would add another dimension to the downloading debate. Product presented in eye- catching, non-replicable formats could resuit in consumers utilising the internet more as a test- ing ground than as a means to an end. "1 wouldn't be naïve enough to suggest that the packaging is the most important part of a product," he says. "But I do think it's an essential part if you are still looking at feasible product that you can hold in your hand. We've been brought up to expert more than that - not just in music but in ail forms of product. "In a lot of ways, downloading is like listening to the radio - you may well download a track because you like it, you may scrub it off your hard drive after a few days, but it still could be the motivating thing to make you actually go out and buy the physical album which you love and cherish and you want to have or give to some- body as a présent." Certainly, there has been evidence of interest- ing and innovative CD packaging in recent raonths - with the limited red-cloth cover to Blur's Think Tank, the roadmap édition of 
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Radiohead's Hail To The Thief and the digipack- plus-insert of Metallica's St Anger being promi- nent examples. Anti-piracy measures may not be the driving force behind these designs, but they do add perceived value to the finished product. Henry Lavelle, founder of packaging specialist Modo, says there remains a distinct différence between the typical types of projects which indies and majors will respectively judge to be worthy of spécial packaging. "Majors will do it if they can afford to do soraething flashy and to throw money at some- thing that's going to be abig catalogue campaign or a reissue," he says. "But it is the independents who have got a real appréciation of why it's important for them to do packaging and wl'iat it is about what they're doing and the music they're putting out that means it's important to do it. But it's hard to persuade people sometimes that it adds value to the product without having to spend a huge amount of money. It's a shame because you do end up with ail this uniform plastic grey packaging." Modo's current assignments include several DVD and games projects, as well as a Throbbing Gristle box set and the new UNKLE album. "It is absolutely awesome," he says. "We're doing a spé- cial DVD pack for the single in a clamp pack style for the DVD package with a layered tray construction inside. For the album, we're doing a triple-vinyl gatefold on rigid board that will end up being two-thirds of an inch thick when it's closed. The triple-gatefold double-disc CD pack will be inside a shoulder box and again ail in 

rigid packaging. It is by far one of the best things Tve ever done." Matt Cook at Intro, who has recently finished the book-cover packaging for Broadcast's Haha Sound and is currently developing the sleeve for a Primai Scream best of, believes there have been some recent changes in industry attitudes. "I had a terribly gloomy outlook a few months back when budgets had dropped by quite a large per- centage," he says. "But record companies do now seem to be signing more real arts and they do seem be concentrating on the packaging. I think they're getting wise to that differentiation thing. l'm not saying we're doing tons of it - but we are doing more spécial packaging again. There was a complété lull during the big times of the bub- blegum pop era, but there seems to be a little more open-mindedness going on there." Cook is confident that MP3s will not resuit in the death of the record sleeve. Designers, he believes, will simply adapt their work to suit the médium they are working in - such is the indeli- ble link between music and image. "The intrinsic value of the sleeve over downloading is a moot point. We are definitely of the opinion that there is added value in the world that you create for a record. So, I think that the packaging will always be there, it just might not be wrapped around a physical product. Packaging is the attitude of the music, or the T-shirt, or what colours the lights are at the gig. It's a wider issue of design and I do think people need to associate images with music. It works." Companies only have to look at the leading players in the re-issue market to see the advan- tages of good packaging. By rights, this should be a sector more susceptible to piracy than any other - yet the success of recent replica reissues of Led Zeppelin and David Bowie (see breakout, left) and the consistently high standards set by Rhino and Sanctuary offer evidence that présen- tation significantly increases the inhérent value of the product. Ikeating music with the respect it deserves can ultimately translate to the attitudes of the customer. For John Reed, the emphasis on the 20-year- old CD market has shifted towards présentation as much as content. For a company such as Sanc- tuary, quality packaging is a vital contributor to the success of a project. "I think if you're not using really imaginative, good design and you're not prepared to invest in interesting formats, materials and finishes, then you're just not in the market these days," he says. "You have to do it 
"We now live in an âge where, to an extent, everything is available on CD and there are probably more titles available than ever before - but that doesn't necessarily mean more people are buying them. So how are you going to get people to buy it? You make it look great. And if it sounds great and looks eye-catching and you use very simple techniques like digi-packs or slipcas- es with great designs and make it look like some- thing that you want to own, it's almost like a no- brainer. You're not losing anything with good design. You're only ever gaining." Ultimately, it may be the case that the internet allowed customer expectations to move beyond what the industry was oftering - a case of demand moving faster than supply. Innovative packaging is one potential way of rectifying this situation and repositioning the industry before its market once again. Increased content on dise combined with greater aesthetic value could well be the cré- ative double-whammy to claw back lost sales. For Gérard Saint the analogy is évident else- where. "Why do kids go out and spend £200 on a pair of Puma trainers? Essentially, it's still a pair of trainers like any other pair of trainers. Ultimately it's ail down to perception." 
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Bîggest sflce of 
cake is for Naxos 
By Andrew Stewart Second quarter market share fig- ures, published last week by CIN, show that Naxos and Decca have underlined their position as the dominant classical labels. Aggregate statistics for the year's first two quarters reveal that Naxos captured 15.6% ofthe clas- sical market, marginally ahead of Decca during the same period. The Universel Classics label, which topped the league table in quarter one, fell behind Naxos in quarter two, a clear reflection of the différent A&R and marketing stratégies of the two front run- ners, one yielding steady monthly business, the other predicated on high-profile key releases. The market share analysis by record company confirais that Universel Classics remains on top with a reach of 24.3%. Naxos par- ent company HNH shaded EMI Classics into third place by 2.5%, gaining 17-7% and prompting an tt from its UK 

"We're happy to open a gap between Naxos and Decca,' says Select UK marketing director Barry Holden. "Although EMI 

Classical shares 

Classics recouped second place from us in terms of distribution, we're still pleased to have a 19.8% share as a distributor." Universal Classics again returned the best distribution figures, taking 26.1% 
distributors Tbn registered fourth place with 14.5%, ahead of BMG's 8.0% and Pinnacle's 2.5%. Universal Classics and Jazz divisional director Bill Holland says he is pleased with the resuit, which has been achieved even though many of the biggest artists going through the division do not qualify towards the classical shares. "The more we operate on the cusp of what is categorised as classical music, the less it will reflect the business that we are doing at the division," he says. The success of many of the company's pop-classical projects, 

such as Bond, help support the work which the company does in specialist classical, adds Holland. "We have to run our business with a broad perspective and try to er hits et the fo lions of our company," he says. Hyperion recorded a market share of 1.4%, outpacing RCA Vic- tor (0.8%), Teldec (0.7%), Erato (0.6%) and EMl's Virgin Classics (0.5%). Chandos and Harmonie Mundi both secured 0.4% of the market, as did the LSO Live label. At the market's budget end, Naxos (47-0%) and Naxos Histori- cal (2.0%) accounted for almost half of the total number of units sold, with second placed HMV Classics (15.4%) far ahead of its nearest rivais UniversaTs Elo- quence (3.9%), Sony Classical (3.9%) and EMI Classics (3.3%). 

Boismortier Suites and Sonatas. Passacaglia. (Lirai Records CKD 204). Linn's hybrid l SACD 
the outstanding 

of this dise, although the major crédits lie with youthful ensemble Passacaglia and, above ail, Joseph Bodin de Boismortier, the early 18th-century French composer whose work has routinely been dismissed as second rate or even dull. Neither condition applies to the suites and sonatas presented in this programme, which are admirably compiled and affectionately played. The release is backed by Linn ads in the specialist classical press. 
Works by Tchaikovsky, Saint-Saëns, Vaughan Williams, etc. Jansen, etc. (Decca 475 011-2). Dutch violinist Janine Jansen is the stuff of marketing dreams, being young, beautiful and talented. She has topped the pop charts in her homeland and has made inroads into the French, German and / 

classical markets. The release of Jansen's showease dise on Decca coïncides with her appearance performing Vaughan Williams' The Lark Ascending in The Nations Favourite Prom at the Royal Albert Hall on July 19. The concert, which includes works chosen by the public, will be broadeast on BBCl. Jansen is set to perforai at the Edinburgh Festival on August 24. 
dso 

Crossing The Stone. Finch, etc. (Sony Classical SK 87320). Catrin Finch made news headlines when 
appointed harpisttothe Prince of Wales. The 23-year-old Welsh musician recently signed to Sony Classical and, thanks to the arranging talents of Adiemus composer Karl Jenkins, has come up with an attractive package of 

for her début release. Finch emerges here as a genuinely 
her work being full of character and no little grâce. Several of Jenkins' original numbers have the makings of hit tracks, especially so if they m; 
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