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Changing chart day is among proposais examined by chart body in bid to tackle sales crisis 

Singles: time for radical measures 

fourth quarter as a landmark Development Jamieson says a 

chart early in 2004. The signifi- workshops cornes as concern is cance of such a move was high- building over the continuing date of hfonday, toM- cance of such a rday, two of the busiest advocates a dramatic réduction of lighted last week 
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Airpiay swells 
for Starsaiior 
The promotional canipaign for Starsailor's second album Sile Is Easy kicked off last week, with 
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Powerplay snaps 
iip Andys stores 
New force in indépendant 
retail emerges as 
Eastbourne-based chain 
buysup four former 
Andys outiets p4 
Pi push targets 
tiw miisic iiiags 
Despite the demise ofdance 
titles such as Muzik, new 
launches are now offering 
fresh options for 
promotion p9 
Thisweek'sNumberls 
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HfAWiaiy Your guide to the latest news from the music industry 

(8340/iudîth) byHeadley Brotlsrs, 

The Global Business Of Music 
that. shortly afier Powerplay set to 

buy Andys stores 
Capital links up 
with Holiday FM 

• Eastbourne-based Powei-play Direct is in the process of buying of the remaining 21 stores opérât by Andys Records, which went in in line for financial assistance ot £500 from Trade Partners UK if ■yappiytotheBPIbythisFriday ily 25). Interested parties should 

helped Virgin clinch the former Hole singePs signature i Worldwide contrai completing new album America's Sweetheart, whic 
• BMG imprint F 

th profile raised from ils indusit the Coca-Cola pan-European campaign and ils adoption as 

• Telstar imprint Oecode bas signed Aflf-championed act Poloroid, whose track So Damn Beautiful has already gained widespread exposure as the soundbed to Match Of The Day. Cox, speaking at 

Saillit to take 
new Sony post 
® Jay Samit, EM1 Recorded Music président of digital distribution and deveiopment, is joming Sony Music Entertainment in the rôle of senior VP strategy. In liis new rôle, Samit will work closely with members of senior management, including chief technology officer Phil Wiser, to help develop new business models for the Company with a particular focus on digital 

of performances from October 14-18 to support Amnesty Internationale The DJs will ; ICA - under the banner DJ 
other performance on the night • MCPS executive director Sandra Cox predicted the copyright tribunal hearing to find a rate for music DVD icensing could stili be a year away.  : Wednesday's 

referral to the tribunal in April. • Former BMG I Managements 

opened in popular destinations including Lanzarote, Tenerife, Gran Canaria and the Costa del Sol. Capital 
Square, including a mix of 

er Malcolm McLaren lisiting ITC, bringing his new nd Gameboy with him to perfomi îirworld début at the September 

Saturday July 26 (6. ' ' two. p7 O NME and M launch a new daily ail show from Sunday August 3. The NME Chart Show On MTV2 will bi compiled by votes received from tl • Sony/ATV managing director Cliarlie Pinder lias finalised his new internet sites. The A&R team, following the departure of hosted by DJ Zane head of A&R Celia McCamley earlier this year. p7 • Victoria Beckham, David Bowie, Elton John, Bryan Ferry and Robbie yi/illiams are ail supporting Fashion Rocks, a fashion and music event being stage for the Prince's Trust on October 15. The concert will be the subject of a primetime Channel Four 
fashion liouses showcasing their collections against the backdrop of music from the internationally- 

broadcast every night at 7pm. • The Mastercard Mobo Awards are returning to the Royal Albert Hall 
September 25. Channel Four has also signed an exclusive deal with Mobo's 
flagship youth ar on September 2£ the 18 catégories of wi 

EC votes against 
lower VAT raie 

To read ail the 
news as it 
happens each 
day, log on to 
musicweek-cotn 

ormat SACD. Universal Music. Sony 

■pendiente hit the creative tiie album is "a juxtaposition of ' ' ist week, as artwork from feelîngs and émotions". Ho adds, Toplcy-Bird's Quixotic "I wantcd to represenl that and 

part of the 70-strong tear représentatives behind thi Audio Forum, which will also prc a knowledge source and a platfo 

Martina moiintcd : and protecteri by red rope and two men dressed as muséum guards at dozens of Londou's stylish spots, such as the Tate Modem, the ICA and the Design Muséum. The label's liead of marketing Anthony McGee says 

represeut that and also tap îuto the cool gnilcry- gocrs who are our audience." Aftei- touring Brick Lane and Camden lasl weekend, McGee says he will take the installation to Bristol, Manchester, Glasgow and Sheffield in the next few weoks. 

lifetime achievement award, will be announced on September 1. ® Jim Moifs former Radio Two controller position was formally advertised in the Guardian, Daily Telegraph and Sunday Times last week, kicking off a process which should see an appomtment by the end of the year. p3 • Rismg West London rock act Elviss are being backetl by Emap, with the média group investing in the independent label run by the band's management Company Fifth Member. p7 © The Music Publishers Association is launching an industry j awards to recognise the importance l of music in advertising. p5 i ® Kiss 100 is aiming to turn pirate 3 radio talent into the next génération l of specialist DJs, by launching a E talent search later this month with the prize of a three-month contract with the London station. The four finalists of Kiss Pirate Soundclash, picked by an expert panel, will be given their one-off two-hour show on Kiss 100 in the first week of September, showcasing their skills between llpm and lam, The compétition will culminate in a l ier5aiid 
a live listener v 



News 

Music chief suggests in-store downloads, shorter lead times and two-track format to lift sales 

Asda urges action to revive singles 
quarter four there \vill be very small volumes for says 

by Joanna Jones "We need to encourage the con- 

prospects for the single format. Qram says tire supermarket is 

'Supermarkets are becoming re generalists and the special- less specialised, and the eeze on the middle market wiU 

move towards a CDs in 200 of its stores ffmn next 

through Video and DVD market shares 

BBC insider is favourite as race starts for Radio Two job 
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Indie retailer in talks to buy part of bankmpt chain 

Powerplay graws 

outofAndys'ashes 

retail sector looks set to emerge following the sale of a significant portion of the Andys Records chain. Eastbou me-based Powerplay Direct is in the process of buying four of the remaining 21 stores 

interested in tlie business. Some 36 staff have lost their jobs as a resuit of the latest store 
going from warehouse and office 
fer to Powerplay. 
in the business, the administrators had been assessing a detailed directors' restructuring plan. "The restructuring involved 

existing business, since they are of emerged for the remaining sto 

Aussie label eyes Uli talent 
fui rock labels is looking to tap into the buoyant UK rock scene. 

urv laoei wiu aim to repeat the released through the label, which "We know we have quality artists 
the company in its home territo- te H^ppylS andBreed'^Cth dèlter^nd'thatfwhat matter?" ry- inus.cindustry|;indpar_ also signed to the ^ The^new label, which wU be 

Euro décision reverses 

VAT victoryformusic 
Tlie European Commission bas delivered a blow to the rccording industry by voting against including music among other products which could benefit from a reduced rate of VAT. The shock move cornes just one week after the European Parliament recommended that music should benefit from lower VAT. The move lias earned 
coalition of industry organisations who have campaigned to have music included under Annex H of the 6th VAT Directive. 

politicians and co appreciate the sector in ail its diversity." Tlie décision is ail the more disappointîng to a music industry which lias been persuaded by the rhetoric from the EU and national governments that they are supporting music along with other culturel industries. Impala secretary général Pliillipe Kern says that, when it cornes to VAT, music is either not cultural enough or the EC did not see fit to apply the same rigour to other cultural products. 
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File-sharing figures plunge 

after RIAA lawsuit threat 

File-sharmg users 

6.52m to 5.57m - a 15% fall. The the RIAAjs initiative is good, but it fed other troes ofshes1 toTel 

A 
rose by 6% in the same penod, He adds that the décliné in P2P uses 

signoff 

MPA awards reward 

use of music in ads 
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Parlophone act top Music Weeki industry poil of acts most likely to join this years shortlist 

Coldplay lead Mercury contenders 

by James Roberts Coldplay's second Thrills'début are It scoop the 2003 Met Prize, according poil of music industry executives. A fine crop of albums by British talent are in the running when the 12-strong shortlist is announced at London's Royal Commonweallh Club tomorrow (Tuesday). While Coldplay's A Rush Of Blood To The Head would be the 

The ïndustry's tips 

Europe - 1 ne t hnlls so Mucl The City is the outside bet. 
up sales of 

sr-b»^ 
Scurtedlme released on the final day of true worth of the Mercury Music (M/WEA). eligibility for judging. Their fol- Prize is allowing the public spot- Such albums would benefit 
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kely to year are Dizzee Rascals Boy In Da ning début A Little Deeper in names Corner (XL), Martina Topley 2002, stores includingHMV,Vir- ofbig 
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New label home for stars from second run of BBC's reality TV pop sériés 

hïlydor signs deal to enrol 

in revamped Famé Academy 

Pnlvdnr has been named as the label home for tbe new sériés of Famé Academy, which kicks off later tbis month with major changes to the show's format. In an autumn which will pitch the BBC's Famé Academy 2 against ITVs Pop Idol 2 on Satur- day nights, the BBC show will 

Sneddon and runner-up Sinead Quinn. 
been made to the show's format in abid to boost its public appeal and improve the quality of the raw tal- ent. "So many reality shows are viewed as négative and thîs has stopped a lot of lalented people from going to the auditions," he says. 'We went along to venues, clubs and churches prior to the auditions to get these people." Bar- low says he identified gospel Patrick Kiclty: I singers in particular as a target; 

Malachi, agréés that Famé Acade- 

The first sériés of Famé Acade- my was not a huge ratings success initially and attracted média criti- " did improve, ith the final night show averaging 8m viewers and peaking   ' make it BBCl's second- ed show of2002. ITVs Pop Idol final 
serieâ sees SafiT 

œm^udi" 

liTis thef hTdeal is the same as that above the judges remains unchanged, tvith BMG's Simon Cowell. CauitaFs 
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Sony/ATV's new 
A&R team to 
focus on roster 
Sony/ATV managing director Charlie Pinder has finalised his new A&R team following the departure earlierthisyearofhead of A&R Cclia McCamley. 
Aldridge from Windswept as A&R manager. Aldridge's CV includes stints at ZTT and Perfect Songs, where he signed Gabrielle, Mark 

A&R manager and A&R as 

^œassrc 

act^ dor'b DameT Bed- 

SEEBS as we can hy signing an act for a 
Three of SÔny/ATV's forth- 
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rc^ Features are edited by Adam W 
Despite the closure of the likes of Ministry and Muzik, new contenders such as Bang, Word 
and Trash are opening up fresh opportunities for PRs to win press exposure. By Adam Webb 

New titles add to 

miisic mag mix 

The closure this month of Muzik magazine and news that Emap is to "scale back" websites for Q, Smash Hits and Kiss are among the many symp- toms of a volatile year in UK média. The demise of the IPC dance tille follows in the wake of Min- istry's closure last year, while Emap's move is only the latest climbdown by a print publisher regret- ting ils involvement in the online area. Yet 2003 has also seen many positives - not least a steady prolifération of new monthly titles hitting the racks with the launch of music or music-related magazines such as Bang, X-Ray, Word and Trash. The Observer, meanwhile, is preparing the launch of its own monthly music supplément later this autumn. On one hand, this is heartening evidence that music is retaining a wide constituency. It could also reflect the current vogue for rock and enter- tainment titles over dance - certainly Trash, a joint venture between Condé Nast and Ministry of Sound, and described in the Guardian as "a pop Vanity Pair and a grown-up Smash Hits" would suggest this. But the effect such fluctuations have had on the world of press and PR is another issue. For Sophie Williams at Some Friendly, current- ly working on campaigns for The Warlocks and Fannypack, the média environment is more buoy- ant now than it has been for years. "1 think it's a really good time for press oflBcers at the moment," she says. "It takes us back to the days when there wasMelodyMakerand Vox: therejustseemstobe a lot more choice. Recently, magazines had become less reluctant to take gambles on new bands, so for press officers like us who found it quite hard in the last year or so, we welcome Bang and X-Ray and Trash and anyone else who covers music. It helps us tremendously." Julian Carrera at Hall Or Nothing (which rep- resents Super Furry Animais, Hell Is For Heroes and Stéréophonies) agréés with this analysis. I think the past six months have been a profoundly good period in the music press," he says. "Regard- less of what you think of the directions of individ- uel magazines, the addition of Bang and X-Ray can only be a good thing - and then you've also got things like Trash which have corne along. More magazines make it a very positive state of play and there's no sense at ail of it diluting the message ol what we do. Whether or not you are reaching new readers or new fans by having pièces in magazines is fairly unquantifiable, but what it will do is reinforce the message that you're trying to get 
For Carrera, the major change in the current market is the shift of emphasis away iront weekly titles. "I suppose we're going towards (a) a kind of 

Busted: moving front pop press into broadsheets 

PMÇMt manoeuvring that precarious route beyontl teen mag success and are, in the words of the Guardian, 'poised to enjoy or endure their own mini-version of Beatlemanh 
the hand froni their non- songwntmg peers and présent them as a band has paid off. "The band was firmly established in the pop press really early on," she says. "We wanted to continue that in the last quarter, but also to move it out a bit. One of the main things that I did was to maintain the band identity instead of spiitting them up - so I only let people do covers or six cov if it was of the whole hand." witli the A sell-out UK tour helped pusli TV Hits cover and also took aloni the band towards an older the Guardian, which did a really audience. Subséquent features on glowing piece on the band iu the the band followed in magazines Friday review," says Redmond, such as Q, Weekend, Now, Boyz, "They compared the 

T 

MB 

v 
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'For You Said No, we got five The Monkees. We were really pop press and trying to get across that they do off with a write and perform and people saw that when they came to see them live - that really came through in 

Goy UK and Goy Tïmes. favourabie light to The Beatles and Standard." 
lore leisured read in the monthlies; and (b) the Anoorlnf nllu suSSest t'111 't ^as 80 ^ar 1:0 mould vider iore instant hit of the internet," he adds. AneCdOtally, tastës much, "Kings of Léon, White Stripes, The Yet, according to some, this shift not been with- people Seem Strokes and Yeah Yeah Yeahs might be m the zeit- For David Cooper of In-House Press tO Say the (Badly Drawn Boy, Gorky's Zygotic Mynci), edito- _ rial décisions being taken weeks, if not months, in ., o advance, means there is less emphasis on break- l'idl tnere ing new acts and probably too much pressure on jsn't 0116 the last remaining weekly paper. "Personally, I manazilie think it's a shame that the NME is the only real . .. p weekly paper," he says. "It's not their fault, but the "rv . NME is obviously a more guitar-orientated maga- tliat IlieetS zine and it has always been very spécifie about the a|| theif bands it champions and the ones it likes. But that can often leave htmdreds not championed. "1 think PRs and labels thrive on new talent more than anything...but most of the places where our new talent gets checked out first would   be more like the style press or magazines such as Sleazenatîon or The Face. Those kinds of areas often seem most réceptive to new bands." Likewise, while the NME has used ail its influ- ence to push a succession of new bands, some PRs 

geist, but Led Zeppelin will always continue to go to number one," says Peter Nohle of Noble PR. "The fact that we put Led Zeppelin on the cover of Mojo and Classic Rock is testament to that. Seri- ous enthusiasts of bands grow with the band and, if you can understand this, then you will begin to appreciate that not ait music has to be perforraed by 17- to 21-year-olds.° For James Hopkins at 9PR (Output Record- ings, The Rapture, Doves), this is ail a case of adapting to changing circumstances. While the NME may lack weekly compétition, the monthly glossies and broadsheets have become far more compétitive in featuring new and upcoming bands - in effect it is a swings-and-roundabouts 
cover of a magazine, so long as people are buying that magazine and are reading about good music," he says. "And I don't think that the market is ping to be saturated to the point where there is going to 



be three covers on the same band in the same week - unless it is a band like Radiohead, who warrant that level of attention. If they are on the cover of three différent magazines then there is probably a reason for it and it is probably because they have made an amazing record - and if that stirs people to buy more records then that's great." This is also area where the internet is playing an increasingly important rôle. For Roland Hyams, whose client base at Work Hard PR is prcdomi- nantly heavy rock (including Motorhead, Chris Robinson and Chumbawamba), the web offers an opportunity to reach niche areas beyond the newsagents' racks. "For instance," he says, "there is one website called Classic Rock Society which also sells about 3,000 copies of its magazine a month. It's very dedicated audience, they put on their own gigs in Bamsley and places like that and it's fan- tastic to have ail these little things to plug into." But music is also breaking out beyond specialist music websites. Hall Or Nothing is brokering deals with ISPs, such as AOL and Tiscali, to create exposure for their acts. "Those people who use the web as a multi-dimensional lifestyle tool - to shop or to browse the sports results - their first port of call is always going to be the front page of the website, so you've got to get your band on that," says Julian Carrera. "It's absolutely brilliant profile." Yet undoubtedly, the most powerfiil and far- reaching platform to have opened up is in the national newspapers. Music is treated with a respect and kudos equal to any of the arts and can reach a far wider audience than in any specialist magazine. This is a far cry from even a decade ago, according to Caspar Llewellyn Smith, editor of the 

média 

Eden Blackman 
ish-media (90% fat free) I devonport mews 
devonport road 
shepherds bush london, wl 2 8ng 
p 020 87429191 m 07778263533 
f 020 8742 9102 
eden@ish-media.com 

national radio promotions 

ish-media's forthcoming highlights include 

Lee-Cabrera feat Alex Cartana 

Morjac 

Junior Jack 

Lisa Maffia 

So Solid Crew 

JD & Freeland 



fbrthcoming Obsener Music Monthly. "1 was al the Telegraph for nine years and when I joined, tlie paper, and every other broadsheet, hardly cov- ered music at ail," he says. "It was very much a token effort, whereas now it's an accepted. Every- body gives far more room to it and critically they approach it in exactly the same way they would approach books, for example." The launoh of the music monthly could well be the most significant music média event of the next six months - not least because the Observer bas a circulation in the région of 455,000 - which means a potential readership twice that of Q. The foi-mat will be similar to that of the existing food and sport monthlies and, according to Smith, will cover the whole spectrum of music. "There might well be some very poppy tliing and equally there might be a feature on world music or jazz," he says. "Towards the back of the magazine there will be a comprehensive reviews section covering albums, downloads, DVDs, books and gigs." And for Smith there is lîttle doubt that the title has a natural place in an already crowded market. "I think the problem for a lot of people, and sorae- thing that will be solved, I hope, by this Observer magazine, is that for a général readership a lot of it is so niche now that it's very hard to find your way in that world. I have read the music press ail my life as a fan and I find, certainly anecdotally, that people seem to say the same thing - that there isn't one magazine out there that meets ail their needs. Tm interested in the 10,000-word piece about Nick Drake in Mojo but Tm equally interested, if not more so, in the colour of Beyon- cé's pants. I want something that's going to tell me about both those things in one hit." 

Timberiake tops Q2 airplay league 
With a numbcr four airplay single hehind him in the shape of Like I Love You and a number two witli Cry Me A River, radio clearly didn't take long to warm to Justin Timberiake. Starting its liaul towards the summit in late Mardi, Rock Your Body entered the chart at 135 as Cry Me A River was just about to end its own tenure in the Top 10. By April 13, Rock Your Body was the highest Top 50 climber at number 20 with 1,444 plays and an audience of 35.3m, but it still only had a B-listing at Radio One and was deriving most of its support from 1LR. It climbed to the A-list the following week and hit the Top 10 at the same time, with 1,732 plays and 50.1m listeners. From there, it was a three-week climb to number one, finally overturning five-week chart- topper Make Luv by Room 5 on May 11. Rock Your Body climbed 102.5m listeners and 2,820 plays in its first week at number one and could do little wrong for the next few weeks, racking up 116.5m plays the following week and scoring the highest audience in airplay chart history - 36.65ni 

Top 25 airplay hits of Q2 2003 

9 RICHARD X VS LIBERTY X Being Nobody (Virgin) 
11 KELLY ROWLAND Can't Nobody (Columbla) 
13 CHRISTINA AGUILERA Fighter (RCA) 

193,598 Mercury/Mercury The Partnership/ The Partnerwip 

more tlian R Kelly's Ignition in the next six weeks before second place. Tlie gap would Timberiake was finally dethroned narrow and then widen again over by Kelly Rowland on June 22, 
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THERE ARE STILL SO MANY GREAT S®NGSJ MEAN DON'T YOU1UST 
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Merchandising profits can mean the différence between Jack Daniels and tap water for 
many an unsigned band. Adam Woods reports on the sector's rags-to-riches potential 

Seen the band, 

got the T-shirt 

Anyone looking for tomorrow's buzz band knows that success on the live circuit is among the best early-warning signais the market can give for a band in the early stages of their career. Where there is a live following, there is usually a demand for branded products, which is why merchandising corapanies are often months aheadofthecurve. ■'Things can get to fever pitch before a record has come ont and even before the band has a record deal," says Nie Wastell, director of Pyra- mid Posters. "Once a band is getting a following in concert, they will come to the attention of merchandisers almost straight away. "Everyone is talking about The Darkness as being this big new thing, but I have thought of them as a big band for about a year now. In our world, they already seem to be happening. Peo- ple are asking for them in shops and indépend- ant retailers are talking about them." For unsigned touring bands, or those with a handful of releases to their crédit, but no royalty streara as yet, merchandising is an opportunity to turn a genuine profit and can potentially be the différence between penury and a comfort- able existence on the road. "Merchandising is an important part of any band's income from touring," says Barry Drinkwaler, worldwide CEO of Sanctuary- owned Bravado International Group, which handles breakthrough bands such as Funeral For A Friend, Evanescence and Kings Of Léon. "Depending on the act and whether or not there is a retail élément, that whole side of things can produce great income for them." In an industry which has traditionally placed such emphasis on record and publishing advances, merchandising revenue has tradition- ally been an easy one to overlook, particularly for inexperienced bands and managers with their eyes on the big prize. But that is changing. Music and média lawyer Terry Marsh of Steeles says, "New bands will have no money. The increasing incidence of pay-to-play or play-for-free gigs means bands need to supplément income and cover their costs." Creating a demand is clearly the hard part, but for bands which are able to sell CDs or merchan- dise of any kind, Marsh stresses the importance of ensuring the sale is worth more than just the money which changes hands. "AVhat you should do is raake sure every purchase is recorded and an e-mail or contact number taken," he says. "This gives you easy access to your fans. The Kelly Family were real pioneers of this. They would give out pre-autographed photos of the 

Merchand- 
ising isan important 
partof any band's income from touring. Barry Drinkwater, 

band in retum for e-mail addresses. They had vendors walking the venues like the old cinéma ice-cream sellers." Even for those bands which are able to génér- ale sales, there are numerous pitfalls which young bands can easily fall into in pursuit of sup- plementary sales revenue (see breakout, right). It is certainly true that embryonic British bands have traditionally had less opportunity to build a touring business around themselves than their rivais in the US, where many small-to-medium- sized bands survive - albeit barely, in some cases - on gigging and merchandising alone. "There is a whole indie scene of big touring bands without major record deals because they are good enough to eut it live and they have the fanbase," says Drinkwater. The US live market may suffer its ups and downs, but Andy Allen, managing director of Backstreet International, suggests that Ameri- can bands emerge tougher and more business- minded from the experience. "The US bands are more self-sufficient, often because they have had to survive on their own for so long before they are recognised," says Allen, who has worked with up-and-coming American bands such as Dillinger Escape Plan, AFI and Sick Of It AU. "They end up selling a lot 

Abeginner'sguide 
Terry Marsh of Steeles identifies the main pitfalls for young bands chasing the merch- andising pound. 



/ /■»  

Bands sign up for ethical approach 
based printing, disdaining the PVC-based plastisol inks which are used for most merchandise. "There aren't many people in Europe who do it," says T-Shirt & Sons sales manager fldam Golder. "Wben yon print. the ink is virtually invisible, so you can't see whether tliere are any mistakes. It is only wben we expose the wet 
and that is when you can see what you have printed. Obviously, if you find you have got it wrong, it is an 

expensive mistake. T-Shirt & Sons' ethical pohcy begins with its empliasis on water-based discharge printing work, which accounts for 90% of the company's business and extends to the type of suppliers from which the printeris prepared to source its materials. "We have got sales people « hU going out and looking for the lirt &Sonsf right clients, as opposed to just cally-correct taking every job that cornes to :ess fits well us," says Golder. "We are very Il customers ethically-minded and very environmentally-conscious about ^  what we do and wetryto recycle ' as nuich as we can. We are very careful about who we buy from as well, so there is no child-labour and no prison labour." The unit cost of sourcing ethically correct garments on which to print is greater tlian what Golder describes as "off- the-shelf brands", which means that a band's commitment to the cause lias to be greater than their commitment to a hefty margin. "It does dépend on the band," says Golder. "Most are out for whatever they can get and they just want the cheapest shirt they Écan possibly find. Which is fine and we can supply that if necessary, but it is not what we ' are about. Domg it like tins costs more, but for tiie likes of Radiohead, who are probably i.iiMJiiiim» going to sell 100,000 garments a yearat £20 a pop, a couple of quid 

of their merchandise themselves on the road and they are in there with the administration at the end, settling up when the tour has finished. With most British bands, you wouldnt see them get- ting their hands dirty with the business side of things, but those guys in the US can probably walk out with somewhere from $500 to $1,000 profit a night. That's a healthy amount of money to keep everybody buoyant." The merchandising industry embraces vari- ons tapies of licensing deal, most of which last for the duration of a given tour/album cycle. Non- touring bands are likely to sign away just their 

retail rights, while bands which sell few items at retail might only need to negotiate a touring deal. Many US bands simply need a UK supplier to manufacture US designs. A small band might need a quantity of T-shirts for members of their own entourage to sell at gigs, but a slightly big- ger band may need their merchandiser to supply a concession to handle trade. "Sometimes you will give a band their first 100 T-shirts and then, when they grow a bit, they corne back to you," says Barry Drinkwater. "When Sum 41 did their UK first tour, we manu- factured ail their stuff for them and they sold it themselves. The second time they came, we gave them the people to handle the sales, because it was a lot bigger by then." Advances for small bands' merchandising rights are rarely grand, but they represent cash- in-hand at a time when fonds may be otherwise in short supply. Pyramid frequently does deals which enable the bands themselves to buy back part of a print run to sell for themselves on the road. "It can be a fantastic margin for them - 300%, 400%,° says Wastell. "To produce 1 000 posters would cost them a fortune, but we will print in significantly larger numbers, sell some back to the band and keep 3,000-4,000 to put 
As one would expert, the bigger merchandis- ers stress the importance to growing bands of bnngrag m the professionals rather than neces sarily remaining loyal to friends or hometown compames. For one thing. it does not take much success to ovenvhelm the band's attempts at cre- 

ating their own cottage industry. "They can produce their own T-shirts to start with, but the minute they start selling in signifi. cant numbers, they just can't handle it," says Nie Wastell. Furthermore, the larger merchandisers sug- gest, goods sourced with a small, local supplier or nôn-music specialist may not be as well-made or as economically manufactured, fans may get a bad deal and the band could squander its com- mercial potential. "For a lot of acts, the problem they have is jf they dont know how well they could be doing how do they value-judge what is good or what is bad?" says Drinkwater. "They go, 'We took a grand tonight', but we could probably have taken four grand. There is a lot of loyal ty over here, and it is good. In America it is a différent animal, where it ail cornes down to the lawyers and the managers." But it is not ail about units shifted. The power of merchandise is such that a band like The White Stripes, who could easily sell their mer- chandising far more widely than their touring schedule allows, nonetheless décliné to license their officiai products for internet retail. "What they have tried to do is create a situation where they have got a demand at the show," says Andy Allen at Backstreet, which holds the band's mer- chandising licence for the UK and Europe. "Kids know they can only get merchandise from thegig." For less choosy bands, the online market has grown to become an enormously effective supply channel, with many opting to sell through their own websites or third-parties such as nme.com in preference to granting a retail licence. By common consent, the retail market for music merchandise has been in décliné since ils Brit- pop peak and, although the bigger US rock bands have led a fightback in recent years, retail distribution is both hard to secure and not par- ticularly profitable. "Touring is still where the bulk of the sales are made, followed by online, followed by retail," says Andy Allen at Backstreet. "Some bands won't even clear their merchandise for retail dis- tribution because the margin is so narrow. It is about market forces. Retail has driven the price down, which has squeezed ail the profit margins as well, so it is a debatable point whether to ven- ture forward with retail at ail. if you are Radio- head and you are going to be doing tens of thou- sands of units, it might be worth it even if the margin is narrower." Of course, most young bands will never come close to a High Street retail présence. But, in this âge of alternative revenue streams, a lack of mainstream distribution doesn't mean there isn't money to be made. 
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CID LTD IS EUROPE'S NEWEST AND MOST EXCITING CONCEPT FORTHE DISTRIBUTION OF FULLY LICENSED MUSIC AND CHARACTERAPPARELTHE MAJORITY OF OUR L1CENSES ARE EXCLUSIVE TO US FOR RETAIL DISTRIBUTION AND IFYOU SELLT-SHIRTS AND ARE NOT WORKING WITH US ALREADY PLEASE CALL IMMEDIATELY! 

4D GANG THE BLUETONES BOWUNG FOR SOUP IAN BROWN CAPTAIN CAVEMAN 
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GROOVE ARMADA HAÏR BEAR BUNCH HAPPY DAYS HEAVENLY RECORDINGS HONG KONG PHOOEY 

MiNISTRY OF SOUND 
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BEVERLEY KNIGHT 
LIMP BIZKIT L1NKIN PARK LONGV1EW LOST PROPHETS MACHINE HEAD MADNESS 
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DVD is edited by Adam Woods 

KING S 

Chic's Le Freak and Baccara's Yes Sir, I Can Boogie. The Singer & The Song présents 22 TV performances of yesteryear from solo artists. They include Harry Nilsson's Everybody's Talking Ahout Me, Don McLean's Vincent (Stany Starry Night) and Grâce Jones's La Vie En Rose. On Classical Chillout 2, we are offered ail the usual classical suspects such as A 

DVD OF THE MONTH Bryan Adams Live At The Budokan 

WÊSSm 

material added. The original Stoke Row video featured 90 minutes of footage from a gig at Leicester's De Montfort Hall in 1990, while their DVD release contains the complété concert with 45 minutes of footage added. The Récital video was released in 1983 and ran to 58 minutes; this DVD includes 

Varions Disco Inferno; Die Singer & Song; Classical Chillout 2 (Classic Pictures DVD6058X; DVD6056X; DVp7050X). AU out now. 1 Disco Inferno 1 offers2lTV I recordingsof ^5 the "the hottest 
BS ever'including --ji the Village People's YMCA, 

u 

Grendel and The Web, which w; 
making the concert """ long. Also featured is footage from backstage at the Marque 1982 and an interview with Fish. Both DVDs are must-haves for Marillion's compact, but fiercely loyal, band of supporters. 
Nick Cave And The Bad Seeds God Is In Die House (Mute DVDSEEDS1). August II 

the first DVD from Cave et al, rfNoMoîelhaîlWe Part at Abbey Road. 
is the subject of an épisode of The South Bank Show, which is to be Shall We PartTo features 14 tracks and Cave stalks the stage like a m short of a sectioning, as well as the promos for As I Sat Sadly By 

SOUND WITH VISION 

r 

Jethro Tull Marillion 
"Récital Of The Script A New Day 

Yesterday 
UB40 

The Collection' 
Marillion 

"From Stoke Row To 
Ipanema" 

COMING SOON: NEW TITLES FROM DU RAN DURAN, 
HUMAN LEAGUE, SIMPLE MINDS AND MANY MORE.. 

id.MI uyo 
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Tlie singles issue continues to be the most enduring debate of the year and for good reason 

Wliat to do with singles? 
The single has been the entrance point for each gen- the^nthi^^ eration of consumer, from the Fifties through to we are reaay ro uxum , \ m\ today. Singles have been here for décades. And the to do so - this is not an issue that can be resolved rationale for the continued existence of cheap, accès- ovemight. , , . „ 
sible means of buying music will never disappear. The move to a Frida^art is not unthmkable, The ai-rival of a download chart by the end of the but it would be a big move for a business which has year, and the inclusion of download data in the officiai been focused on that crucial on ay morning for so singles chart frnm earlv in 2004. is evidence oftEat. many years. And there are plenty ot issues which But the singles business of the future mayultimate- spring immediately to mind, ranging from the 
ly be as much about digital ringtones, as it is about implications for early dehvenes to the effect on downloads and physical dises. Monday sales. Of course, that may offer little comfort for tradi- However, it is absolutely right and proper that such tional retail, the sector which continues to account dramatic thoughts should be antively considered. for the vast majority of ail revenues generated by the And a key, for our business, is to make ail these cru- music industry (although retail brands could also offer portais to access ringtones and the like). That is one of the reasons why it is still worth attempting to breathe life into the traditional, disc-based single. The initial proposais emerging ffom the OCC's sin- gles think-tank - or sériés of think tanks, to be accu- 

cial considérations as rapidly as possible. As Asda's Becky Oram and the BPI's Peter Jamieson rightly point out, the time for action is upon 
us. A solution for the fourth quarter must be an aim. If a solution is not pursued with some speed, we could see some key retailers - particularly in the 

LondonSEl 9UR 

rate - are tobewelcomed.They will no doubt prompt non-specialist area - deciding that the volumes even further debate over the coming weeks. involved do not justify their remaining in the singles It is encouraging that the preliminary outeome of market. the OCC-led discussions suggests that nothing is That could trigger something we will ail regret. 

Mercury success boosts 

respect as well as sales 

the Booker Prize for Music - yet tabloïds alike^andTn 
of thousands of 

cssspaas 

Does the Mercury prize 
stiil count for anything? 
ti.ij.ii.i.iikuii.inr 
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Forum is edited by Joanrs 

In this weekrs letters: MW 

50r radio groups, singles 

|]TjTÎT|7^jTrrT^H| TV celebrity lhanks to her now rôle in 
selected from 5,000 hopefuls to be H the star of a new primetime TV show ■ called Property Trader, from the makers of Faking It and Wife Swap. 

five short years' Tesco ha-'i in the mtcrests of encouraging helped to reduce profits for many divereity but, largely due to a com- of the majors. Why have our influ- bination of pedantism and lack of ential record executives let super- teeth Get alone imagination), \ve 

broadcast early in 2004, Jayne has 
^ r*\ the task oF sPendill9 £250,000 on property and gets to keep any profit 

Barshak crashes 

ESSSSïri 

Itwas ccynceivedas a refleclion market for singles. This weekSI ^ Washington and, uni AOL's Brassels the past 15 years to a splendid 
notification will be some way off... Floetry, who top the nominations list^ 

0^0^ 1 fèîeije ^gM 

taproTandC?hJdwoCdd bTiess pop gimmickry to 
ar%LZh liSt WhiCh a,tempt t0 internet- SUStain r*COrA SaleS- 

Lndra Cox revealed at last week's iii the US later this month. Not bad for^ 

tolvlWSO 

A. few years ago, your Top 50 list The mdependent radio groups would have included a few inde- plea that diversity is safe in their 
vivho, . 

inly none of us "safe- On the contrary, tncse groups in a record comoanv and the stations they own are the company and the stations they own are very reason why the UK is 

Seeîng Simon Fuller sitting at the job^and thehke.^    



Contact: Dong Hopc, Music Wcck Classified Sales, CMP Information, 8tli Floor, Ludgate Houso, 245 Blackfriars Road, London SE19UR T: 020 79218315 
Email douggmusicweek,coiii 
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ing deadta: Thursday lOam (or 

JOBS AND COURSES 
PA POSITION TO DIRECTOR/PROMOTER:- 
To assist and support the appropriate director{s), promoter(s) and staff as instructed. 

You will be expeaed to:- ■ Lia.se whh agents, managers, venues and production staff on a daily basis by téléphoné, email, fax, letter and via personal contart • To organise, file and record ail matters conceming the work of the staff to whom you directly HEAD OF VENUE 

^"st M3 4NQ 

kimv 

Ncwcastle upon fyne NEI SQIl'fOIOl 
The Union Society is an Equal 

ocareermoves 25 YEARS AraD STILL No. 1 
Océan 

^icA^S0pu0«mandC0m 

020 7569 9999 handie 

Jobs on-line at www. I I 
Subscribers: Log on to muslcweek.com to access the latest music industry jobs... first 
And read Music Week every week for a full rundown of al! the week's positions. 
To get your position direct to the key industry players, call Doug on 020 79218315, Email doug@musicweek.com 



Classified 

BUSINESS TO BUSINESS 

Contact: Doug Hope, Mosic Week Classified Sales, CMP Information, 8th Floor, Ludgate House, 245 Blackfriars Road, London SE 9UR T: 020 7921831S F: 020 79218372 Email dougfflmusicweek.com 

Rates (per single column cm) Jobs & Courses; £40 (min. 4cm x 2 cols) Business to Business: £21 (min. 4cm x 1 col; Notice Board: £13 (min. 4cm x 1 col) Spot colour; add 10% Full colour: add 20% AH rates subject to standard VAT 

Bookmg deadline: Thorsday lOam for publication lue following Monday (space permitbng). Cancellation deadline: lOam Wednesday prior to publication (for sériés booklngs; 17 days prior to publication). 
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RaLUED BDLD 

Bridge over 
troubled water... 

Over 1.000,000 CD's & DVD's always 
in stock, the majority of which are 
20% - 50% below UK dealer price. 

, ...we are your one stop solution, 
helping you across the complicated 
river of music and DVD wholesale. 

To activate our updated price lists go to 
www. rolledgold. net 

ONE CA1_I_ FOR ALU YOUR NEEDS 
□ 1 V53 691317 
Please do ndt hesitate to contact us 
ROLLED G 01_D 

For The Best Range Of Displays available 
In UK for DVDs, CDs, Vinyls, Games. VHS & ^ 

/VM,A Displays (E=t .i3B8, Aocess°ries^ . J . 
të&S.' hw*1 

SI 

CLASSIFIED 

For more Information call Doug: 020 79218315 
Email: doug@musicweek.com 

\lso Available; Wall & Island Browsers, Free Standing or Fixed Multi Adiustable Stands. POS, Counters, Storage Units, Slatwall & Shelving, Aluminium Flooring. 

• cd dvd & vinyl = ^ 
display + storage specialists —' ^ 

ip 

1 

SI music & games display specialist 
INTERKATIDNXL DISPUrS. SIOMOULL 
HUIlUHGDD» CAH3RIDGESHIRE. FE!! (ED. 

chart & mid-price CD wholesaler 
good sélection & great prices 
hip hop, r&b, soul, reggae, rap 

tel: 01923 896688 fax: 01923 896633 
email: s a r a h @ s h o p g e n i us^biz 

ID Cards,Tour Passes, Wrist Bands 
and ail accessories. 
Banner and Poster Printing. 
Ring Anthony on: Tel 020 7242 1960 

Fax 020 7242 1001 

JUKE BOX SERVICES 
' ~~ OVER 300 PŒBOXES IN STOCK 

020 8288 1700 
15 UON ROAD, TWICKENHAM MIDDLESEXTW14]H Showroom open 


