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The moment for action approaches as consultation project delivers proposais to industry 

Crunch time for singles 

gles market are to be presented to The proposais are expected to officiai UK dorvnload chart to be launch Us two-track single option. Tim EUis, Bard councillor retailers and record companics include a change in the chart raies launched by the end of theyear - designed to sell at^jp. and What Music owner. says 

Darkness hear 
call of MTV2 —e 

Sony ATV gets 
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David Hockman takes the 
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opération, replacing 
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@ 'Let's not kid ourselves. Without the 
download, the single is heading towards 
a marginal existence'- Editorial, pl4 

Your guide to the latest news from the music industry 

Aim backs new 
web video chart 
® Vldeo-C, tlie online music video portai, is to launcli a weekly indie music video chart from September 8. The chart is also being supported by Aim and will be promoted to the 
new marketing and promotional tool. A deal with Ericsson to syndicale the chart in a 3G forma , i ials taking place in 

campaign. The Sig Noise CD was produced in association with Oxfam. * YR Media lias teamed up with the Marine Parade label to deliver a campaign foi' Adam Freeland. YR Media, the creative division of YourRelease.com, and Marine Parade 
ringtones and picture messages for the breakbeat DJ's website. ® Peace One Day, an initiative to establish a day of global ceasefire and non-violence on the UN international day of peace, is holding its second live event at Brixton Academy on September 20 with top bands, i and DJs including Faithless, Lamb, Tom McRae and Norman Jay. O MTV Networks Europe is set ti broadcast A Night With Limp Bizki live from London's Fin sbury Park or September 6 to I13m homes, The live-to-air, 90-minute, advert-free 

• Online 
third anniversary by launching a TV 

The Thrills to indude promotions and digital downloads with Beggars Group and Muse, is rolling out rockfeedbaclctv and rockfeedbaclcinfo this autumn. pl5 • The Darkness, Dido, Kosheen, Pink, Starsailor, The Thrills and Travis are among the line-up for the second of Radio One's One Big Weekend event in Cardiff on September 13 and 14. The two-day free event at CoopePs Field kicks off on the Saturday with a DJ line-up including Basement Jaxx, Chemical Brothers and Erick Morillo. ® The Carling Academy Islington, formerly the Marquée Club, will re- open to the public on September 19 with a show by the Alkaline Trio. 
host to an officiai launch party, détails of which are yet to be confirmed. @ Terrestrial TV channels are unveiling a broad line-up of music shows for its autumn season, p4 • Three years after it disappeared from the London circuit the Palais name is being bythe new owners of the Po Na Na group. The renammg of the venue from Po Na Na Hammersmith follows the Po Na Na group's administration in May and subséquent buyout of its portfolio of 28 venues by new owners Barvest. O UB40 are returning with a version 
profile of the Rugby Union World Cup 
• Artists including F Coldplay, Chemical E Jelly and Damon t " tracks for a free CD being given away by the Guardian this Saturday to raise the profile of the Makc Trade Fair 

Majors tounveil 
autumn line-ups 
• Sales conférence season arrives i a vengeance this week, with nd Universal unveiling their s for the autumn. EMI stages its lal présentation on Tuesday 

Portugal Street, the day before Universal's sales conférence takes place at the Shaw Theatre, Euston Road. Warner Music stages its présentation for the autumn a fortnight later on September 12, at the Landmark Hôtel. ® WH Smith has issued a profit warning after poor CD sales hit business. p3 

3 Retailers bave voiced fury at embargo breaches on the Lord Of The Rings: The Two Towers DVD, p4 • The rise of DVD was highlighted last week by research which shows that in four years around one-third of homes in the western world will possess a DVD recorder. The study, from Understanding And Solutions, also predicts that pénétration of DVD- Video devices in UK households will hit 48% by the end of 2003 and 74% bythe end of 2004. • Royalty collection society PPL has 

including £4.9m in overseas payments, at last Friday's AGM. Executive director Sabine Schlag and chairman Ashley Mason say they expect a substantially larger main distribution for September and October, also reporting that a first payment from Japanese society CPRA of £750,34102 was received 
® The Radio Authority renewed five local licences last Friday, each of which will run from January 2004. The stations are GWR's Broadland FM in Norwich, 96 Trent FMA02.8 Ram FM in Nottingham/Derby, 2-Ten FM covering Reading, Basingstoke and Andover and Beacon FM covering Wolverhampton and Shrewsbury. In addition, CGDL's Classic Gold 1431/1485, the Reading, Basingstoke and Andover AM service, also won an extension. 
standards officers, Selby police anc MCPS anti-piracy unit on a Selby market last Thursday moming resulted in eight arrests and the seizure of counterfeit games, software, films, CDs and DVDs. Raids 

Industry mourus 
lan MacDonald 
@ lan MacDonald, former assistant éditer of NME and writer of the Beatles book Révolution In Vie Head, has died. Macdonald was found dead at his Gloucestershire home 10 days ago. The coroner returned a verdict of suicide; MacDonald had suffered from dépression for many years. 0 David Hockman has been 

effective today (Monday), replaces Simon Douglas, who left HMV last month to " 

• After releasing more than 60 / albums in a 35-year career, James Last was set to score his first numl sv - in the classical 

of those arrested in the Leeds and Doncaster areas where copying equipment was also seized. 

Sony Music signings Lovebug are going on the road with the sleeve of début track Who's The Daddy? featuring on a fleet of trucks in the run-up to the single's September 29 rolease. The tune lias formed the soundbed to an advertising campaign recently, as well as featuring on the crédits for BBC TV show Britain's Strongest Mail. Sony 2 MUSICWEEX 06.0903 

marketing consultant Saf Ali says lie is hoping the truck campaign will further drive the song into consumers' consciousness, after targeting youth resorts including Iliiza aud Corfu. "The trucks will be driving around for the next four weeks, as another reminder for peopie back from their liolklays," says Ali. "We arc also targeting Pontlns and Butlins." 

Kiss showeases 
pirate DJ talent 
® Kiss 100 is targeting a new génération of pirate DJs. through a soundclash which takes place this week. Four London pirate DJs are 
leading to a final this Friday (September 5). The winner will get an initial three-month contract on Kiss. © Virgin Retail has signed a deal with Sound Control to create a new musical instrument shop within its Oxford Street Megastore. p5 O In The City organisers have announced the line-up of unsigned acts which will play at the event which takes place from September 13 to 17 For full list, see Musicweek.coni. • Pioneering web service Rccordstore.com has secured new investment from Cazenove Fund Management chairman Tim Steel, just two months after moving into bigger premises. Steel joins Bob Geldof and Klngstreet Tours chief Andrew Wilkinson as 



News 

News is edited by Paul Williams 
Former PolyGram and Edel publishing boss David 
Hockman makes his major company return 

Upbeat Sony hires 

publishing vétéran 
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Coldplay win, but snog 

steals ail the headlines 
Coldglay crowned their year ot Righllghts in the US by picking 
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Borders £18.99; Dixons £1499; Fopp £17.00; 
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Retailers point finger over breach 

of Lord Of The Rings DVD embargo 

Terrestrial channels unveil exciting 
and fresh music TV for new season 
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CD and DVD sales slump results in a profit warning 

WH Smith in choppy 

waters as sales fall 

Iving to allow CD sales". McEachran estimâtes increase or that the chain is down around 12% 
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Experts gather for UK's 

first music-DVD event 
Experts from across the business The programme lias been 

Flagship Megastore revamp 

to embrace instrument hub 
Virgin Megastores' flagship To accomraodate the extended adds. "It îs^a unique and^ com- 
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Management company thrives due to unique approach 

Nettwerk connects 

global management 

Many artist managers have tried, and failed, al building a truly glob- al management company. But, with two of the UK's biggest international break- through artists of recent years - Coldplay and Dido - on ils rester (which also includes new hopefiils such as Polydor's Butterfly Bouch- er, as well as Avril Lavigne, Sum 41 and Fischerspooner), Canada's Nettwerk Management bas suc- ceeded with a business model that is based on forging relationships which allow managers to tap into resources in markets where they may have limited experience. "Any manager these days bas a hard time as a standalone opér- ation," says Peter Leak, manager of Dido and a key figure in the devel- 

m Although Nettwerk lias inter- ests in pubUshing, producer and 

=n3:r;;ï 

twerk London office as Marsupial Management, although he man- ages various other acts that are unconnected to Nettwerk. One person who understands the Nettwerk approach is Cold- play's manager Estelle Wilkinson, a key member of the rapidly-grow- ing London office. "One thing that really scares managers is the idea of a big weighty US management company coming along and push- ing them out," she says. "Nettwerk obviously don't do that, it's about bringing you into the fold." Wilkinson officially took over Coldplay's management at the end of recording of the band's current album A Rush Of Blood To The Head. Prior to that she was assis- tant to the band's original manag- er Phil Chadwick, who lias since retired from the music industry and is currently studying at uni- versity in Melbourne. Australia. "The relationship developed 

Nettwerk as a 21st century music 
company. For example, 

have our own sync 
irtment 

route for the band to be able to break America was for them to have représentation over there." Wilkinson is the first to admit that it is in the band's interest to be part of such an experienced team. "The wealth of experience is there when you need it," she says. "It's useful to have that on hand even though you haven't worked in the industry for 20 years." Given its unrivalled manage- ment rester, Nettwerk is a surpris- ingly low-key business. "So far, it has been everyone getting on with their own projects. We haven't been shouting about it," says Wilkinson. "Letting things devel- op naturally is the best way." One recent move for the UK division - which currently has 10 staff; but is expected to expand to around 30 in the next two years - is the appointment of Guy Ornadel to bolster the dance rester. 'Net- twerk was looking to expand into the dance market while others withdrew," says Ornadel, whose rester includes Tiesto, Sander Steve Lawli 

ects if they dont like the m 



Features are edited by Adam Woods 
Times are tough, but retailers are trying to fight back by adding a string of innovations to 
their armoury in the face of compétitive pricing and contracting margins. By Martin Talbot 

Strong survive as 

retail fights back 

past six months, 2003 has not exactly been an Music Zone thrives on "underdog" tag 

by 12%, the UK 
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multi-buy campaigns, typified by Wool ' current "buy one get one half price 

ed part of the chain's ability to sell at would have t trend low prices is due to its flexibility but so would s: rnth;1 
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it £9.87 blink," says one retailer. "They they both willbethe With sales of a chart album at £9.87 bringing the retailer just £8.40 net after VAT - compared to the grocers' common bulk purchase price of around £8.40 - it is not hard to imagine why the 



supennarkets would like to find a way out of their pricing cul de sac. There are, fundamentally, only two solutions, say retailers. One option is to eut prices. "The market has moved to a net price of £10 per CD," says Woolworths Entertainment commercial director Richard Izard, who is currently attempting to reassert his chain's position between supennarkets and specialists. "What you can't do is have product selling for £9.99, with dealer prices at around £9. It doesn't add up. We have still got quite a vibrant market, but only because retailers are driving the market by being so compétitive on price." Strangely, another option which is suggested is to raise dealer prices. "The record companies haven't moved with dealer prices for six or seven years," says one retailer. "They should move to £9.75 or £10.00 on major releases. Then the supennarkets will have to make a massive loss or bite their lip and increase prices." Whatever the solution, a question remains as to whether specialists - and independents in particular - have any chance of competing in such a cut-throat market. There are certainly signs that the specialists have no intention of lying down. "There is a place for retail," says Virgin Megastores and Bard chairman Simon Wright. "But the state of the market means we have to be very customer- focused and focused on the experience in-store." HMV continues to make profit and open stores, Woolworths is putting renewed energies into its 85-store MVC chain and Virgin is about tobegin a refurbishment of ils flagship O.xford Street Megastore, before an upgrade next spring 

Weare basically ail selling more albums for less money. A lot of the specialist retailers have found that it is just too bard 

Keeping it simple is the key 
for expamfing Fopp chahi 
Foppin', the way it makes you go, eveiybody was Fopp in', everywhere you go, do ail your Slwppin', wiggle to the floor, everybody was Foppin' 
Wlien Gordon Montgomery renamed his Glasgow-based Al chain of record shops in 1987 after the Ohio Players' 1976 tune Fopp, he must have had this mission statement somewhere in the hack of his mind. Taies of customers stepping into a Fopp store to buy one CD. only to emerge laden down with CDs, books and DVDs attest to the draw of the chain's simple pricing policy. As far as music is concemed, it is straightforward - CDs go for £10, £7 and £5, with no multi-buys in sight. Targeting the obsessive buyer by selling CDs cheap and working on Montgomery's "bags of swag" by offering books and DVDs has seen the chain boost its sales by 75% to £13.7m for the first half of this year, boosted by its expansion to 14 outlets. With the iatest store opening in Reading last February and the 

chain's next phase of growth due to start in October, Montgomery says Fopp is set to add four stores a year for the next tliree years - someof which will be"down south" - and is on course to build its turnover from £12m in 2001 to £30m by the end of this year. That impressively cheap pricing policy is achieved, says Montgomery, chiefly by buying overstocks. Nothing has changed there then. The Fopp outfit, which won the UK Breakthrough Award at last March's Music Week Awards, was founded 22 years ago - in its original form as Al Records, run from a stall in the west end of Glasgow using £2,000 of Montgomery's savings - on selling records picked up cheaply as overstocks or deletions. "I started selling deleted LPs at £1-00 and £2.99, so people weren't buying one, they were going away witli two or three at a 

And Montgomery admits he drives a hard bargain these days. "We might beat up suppliers, but we offer large scale one-drop into the warehouse - if you give us certain prices, we can take a margin out of it and a lot of suppliers are coming round to our way of thinking." But he also paints a rather homespun image of what the business is about; customer and staff loyalty (ail Fopp's directors 

The Linard Nautical Challenge 
On the weekend of 15th-17th August The Linard Group of Companies held 

their annual regatta on the waters of the Soient. 

Linards and Nordoff Robbins would like to thank: 

Camden Primary Care Trust Ist 
CNN .{[) 2nd 
DeAgostmi 2 3rcl 
Notsooldboys C'hJlciUi 4th 
Linards old boys Sth 
On Track kth 
Warner Music 7^ 
Which Joint 8th DeAgostini joint 8th Emi/Parlophone 
Emi/Virgin llth 

Congratulations to ail competitors for competing in this years 
regatta and raising in excess of £5000 for 

Nordoff-Robbins Music Therapy. 
See you next year 



and the quality of products to be excellent," lie says. "It is net oui- policy to buy parallel imports, it is oui" policy to buy UK - more often than not now there are limited-edition CDs, so vie don't buy from Europe because our customers will rumble you." Part of the canny expansion sees the retailer moving into affluent, "vibrant", often nniversity cities, but usually in sligbtly off-pitch locations to keep rents down and ensure each store turns a profit quickly - Fopp's Covent Garden outlet in London is tucked off the main drag in Earlliam Street "Since we opened the London 
started out as sales assistants), simplicity, clear pricing, little colour in store - "our products bave enough colour" - and the "Suck It And See" no-quibble returns policy are ail watchwords. As one record company executive - who says the chain is emerging as a "good retailer with a broad range" - puts it, Fopp's clear pricing policy is a response to an aggressive market. But Montgomery rebuffs some retailers' beef that he sources cheap product from the Continent. "We want the prices to be great 

the parapet and raised our profile for anyone who lias never been north of the border," says Montgomery. Still, however, the chain's top-performing store is its flagship outlet in Glasgow. Estimating Fopp's current share of the UK music retail market at 2.5%, Montgomery adds, "We are in no rush. We are not aîming to be the biggest, we are aiming to be the best" Montgomery's simple approach could well be his masterstroke. Joanna Jones 

of its Piccadilly site, previously run by Tower. Paul Quirk, owner of Quirk's in Ormskirk, remains optimistic for independents. "Overall, we should be able to compete," he says. The most high-profile examples of this spirit are Fopp and Music Zone (see breakouts), which have achieved growth out of stock bought in from sources outside the main UK suppliers. Richard White, owner of Chalky's in Banbury, Oxfordshire, follows a similar strategy, which allows him to offer ail chart product as part of a permanent "two for £20" deal. "I am loyal to the UK companies and I do spend a lot of money with them, but I have to do what's good for my business and if you look around you can find good deals. The UK companies do deals too." There are other options too. MVC and HMV's development of customer loyalty schemes (the former's pioneering scheme now has an active user database of 2.9m names) offer the benefit of encouraging customers to build an affmily with a particular retailer. Indie retailers can also make similar cards work -10,000 customers are members of Chalky's loyalty scheme. And many indies which do not offer such schemes are increasingly creating e-mail lists to promote in-store activity. Nuneaton's What Records offers spécial £9.99 deals on new titles for those who subscribe to its mailing list; "It's like a privilège club," says owner Tim Ellis. In turn, Leicester's specialist dance outlet 2Funky mails a list of450 registered consumers with text alerts when it has received stocks of new imports, a move which significantly helps drive sales, according to owner Vijay Mistry. The benefîts of spécialisation even apply to 

multiple players. "On something like the current Top 10 albums, there is enormous price compéti- tion," says HMV product director Steve Gallant. "For anything outside the Top 100 on catalogue, few other retailers stock it so we have strong shares. On a new S Club 8 album, we will get quite a low market share, but I can live with that when we get great shares on the new bands that the labels are trying to break." Another key strategy is to cherry-pick which titles to stock in volume. "We have done fantasti- cally well with Charlie Landsborough, because the non-specialists wouldn't stock it," says Quirk. Finding revenue in non-music products can also help strengthen a retailer's appeal. DVDs are already part of the landscape for many retail- ers, while stocking a narrow sélection of books at discount prices has helped build a wider appeal for the likes of Fopp and Music Zone. "Books make up around 10% of sales and they are high margin in an environment where we are always under pressure to eut margins on CD and DVD," says Gordon Montgomery, founder and chief music buyer of Fopp. There is no magie solution to any retailer's ills, however. And going into the final quarter, plenty of retailers are keeping their fingers crossed. "Looking at what we are selling, the volume is there, but the profit isn't," says Quirk. But Tim Ellis suggests that signs also good. "This year has been poor," he says. "But it is showing signs of recoveiy. I have seen an uptum in takings in recent weeks." It is an encouraging experience which many other retailers, indie and multiple, will be keen to share. 
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)UI (Capitol). Miles Davis- 
ink- Hitjh Priesl Of Bop. (Capitol). previousiy unissued Jazz is edited by Adam W 

frorri absorbing other influences. So pop and rock flavours ^ The singer and permeate the music in an organic, i pianist bas been sometimes ver)'subtle, way, placing the Kalifaotors well in line nith composers such as Reid Andersen, Andrew Rathbun and Loren Stillman. The results are bold, fragrant and full of 

ALBUM OF TME MONTH McCoy Tynef Land Of Giants (Telarc C83576). 
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For the first time on DVD with 5.1 surround 
sound, you are truly able to enjoy this fantastic 

collection of Greatest Hits right in your very 
own home. 



DVO is edited by Adam Woods 
Utopia Live In Columbus (Sanctuary S\/E3047). September 1. 1 Tlie élaborât 

Saxon. Splendidly-named vocal Bifl'Byford bas been plying bis trade since the late Seventies ac on the evidence of this double- disc DVD, he 

DVD OF THE FORTNIGHT Pmk Floyd inq Of The Dark Side OfThe 
power-pop 
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Everyone can benefit as the format evolves into a multi-platform, £l-a-tracl< product 

It is time to embrace singles change 

EDITORIAL 
MARTIN TALBOT 

martin@musicweek.com 
Ludgate Hoiise, 245 Blackfri 

We have wiitten endlessly about the state of the singles market over the past year. And rightly so. It is a part of our business which means a lot to ail of us and should mean a lot in the future, whatever 
the means of delivery. That is why the décisions which are taken about the environment in which it will exist are crucial. They will be tough décisions, but there is no room to shy away from them. 

The good news is that there appears to be a high degree of consensus. There will always be some disagreement, but the area of agreement is what we should be focussing on. The two-track CD retailing at £1.99 is crucial. The early signs are that, if labels and retailers embrace 
this concept, consumers will too. A £2 package - even if it is accompanied by a slightly beefier 
package, with added extras, for an extra pound - will also usher consumers into the quid-a-track concept. And that can only be good news as we move, 
inexorably towards a download singles culture. 

There will be plenty of retailers fearing the arrivai of downloads, but they needn't necessarily. Let's not 
kid ourselves. Without the download, the single is 

heading towards a marginal existence in any case. 
The download could even be its saviour. And there are download options for bricks and mortar retailers too. Many indies have already made 
their move into cyber-trade with websites offering mail-order services. They have been a boon for 
many, turning many small High Street stores into internationally-focused businesses. 

As technology develops, it will become increasingly convenient for such websites to offer immédiate purchase via downloads too. 
Personally, I am also convinced that, as downloads 

develop, new technologies will open the door for downloads and instant CD bums in-store. Retailers 
worried about how downloads will impact their 
business should remember what their customers 
find so enjoyable about doing business with them. Sure, there are benefits of internet shopping 
for certain types of purchase. But nothing will 
replace the in-store browsing experience. Music 
is a social experience, whether it be watching a gig, dancing in a club or buying a record. That will 
never change. 

Let's reclaim the mobile 

market from the cowboys 

the rise of the ringtone and the death of the CD single may have provided a huge wake up call for the induslry. For years, artists and their représentatives have pulled back from aiding and abetting the infant ringtone industry because it was felt monotone tunes devalued the original music. As the industry prevaricated on the issue, the cowboys rode into town. Taking fiill-page ads in the tabloid press, these so-called entre- preneurs stole a march on the mar- ket and. e 
The fact that a poor 
ringtone can cost more 
than a single is ironie  

The fact that a poor quality ringtone can cost more than a CD single is ironie. More importantly, the money goes to phone operators and the cowboys rather than the writer, the artist and the label. The more respectable of these business- es may pay MCPS and PRS - but tire one man band often (lees with the cash riding on the back of the labels marketing investment. 

enlightened players begin to take direct action cutting artist-specific deals direct with the mobile net- works and selling mobile content directly to fans. Profits are starting to flow back into the right hands. The industry must reclaim its product. Any artist could, in the immédiate friture, boast a portfolio of branded mobile content - ring- tones, audio samples, images, even video, ail officially licensed to third party resellers or sold direct to a fan's mobile phone. This approach will open up revenue streams where the returns can be expected to dwarf existing royalty payments. Now is the time for everyone to pull together. Majors and indies have to agree common standards to allow adéquate policing and make the most of their assets. At YR Media we'vè leamed that the fan doesn't want to get ripped olf by poor quality bootleg materi- al. Content is king. This content must have an officiai stamp of approval and the winners will be those who work inside the industry to ensure an équitable deal for artiste and labels - rather than watching cash disappearîng into the pockets of cowboy entropre- neurs and greedy mobile operator 

When do you think DVD 
will reach its peak? 

Following impressive sales for the Lord of The Rings DVD and the predicted rise in recordable DVD, growth." when will DVD as a format reach 

starts to mature as a format. But even when it matures, we will see a growth pattern to that format, but our projections show two more very 

Carey, British Video director général "It has got a long way to go before it reaches the 90% pénétration of VHS. But, VHS sales took t ' ar and, wi t DVD recordable devices coming ont, cheaper VCR will fall even more. It has taken five years to get from zéro to 40% household pénétration and we are now saying DVD players will be in 45% of homes by tire end of this year, so l think it will be two or three more years before it reaches 
Sarah Carroll, Understanding And Solutions managing director "DVD has been phenomenally successful, primarily driven by price, which is rapidly falling. It is a format that has already become a mass marketproduct and which will be in 
years. It is also a format that we predict will be around for a long 

above average growth before DVD 

Mike Brown, head of the DVD Entertainment Group "I suppose when everyone in the country has one! VHS is the marker and that is in about 90% of homes. On that basis we are about just over a third of the way there with DVD player pénétration, With recordables, 1 don't see why that shouldn't go on growing. We will continue to see strong growth, but there is probably going to be a sort of s-curve. You can't expect to double up year after year. Growth may slow after a couple of years, but I can't see it getting to 45-50% and just stopping 
Helen Squire, Woolworths DVD and video product manager "Obviously, every format eventually reaches a peak when it is then replaced by something newer, better or more technologically advanced in the same way that DVD is currently replacing VHS. However, 1 think it's too early to be discussing DVD's peak and subséquent demise. There is still so much untapped potential. For example, we've only really scratclied the surface with music product. DVD will continue to grow for years 



DF Concerts' Geoff Elis, who promoted Scottish 
festivals as well as big shows such as Eminem and 
Robbie, says it was the best summer yet for live events 
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Is Noël Edmonds 
set for SXSW? 

packing ont a venue around the corner with the "unofficial Rolling Stones after-show party"... The next night wbile most of London was demonstrating just what a bunch of southem softies they are - a bit of rain and a power eut causing biitz-like scenes across the southern half of the capital - most retailers were more resolute. Both HMVand Virgin déclarée! their outlets pretty unscathed, barring only a 20 minute closure at HMV in Bromley... Sony vet Paul Russell remained in upbeat 

from Selhurst Park to playmg at th National Hockey Stadium inMilton 

Fresh are also set to take part itinoasit s, tliafsnotai!folks 

y 

Et 170 golfers took part wniie otnei 



Contact: Doug Hope, Music Week Classified Sales, CMP Information, 8th Floor, Ludgate Housc, 245 Blackfriars Road, london SQ 9UR T: 020 79218315 F: 020 79218372 I (lougfimusicwcck.com 
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Boo's-c.idCJdftic: Ihutsday lOam (or publication (lie followmg Monday (space 
V.Lf'u (II, mr 1 m i i (Il i l bookings: 17 days prior to publication). 

As the UK's leading music company, it's no wonder that Universal Music UK's family of record labels - including Universal-lsland, Polydor and Mercury - are responsible for some of the most famous artists in the world. 
Effectively marketing this talent internationally is critical to our continued success. A process you'll be at the heart of, liaising with our marketing teams across the world to ensure the consistency and effectiveness of our campaigns. It's a broad rôle and you'll be involved in everything from devising marketing and promotional stratégies to managing artists' schedules and général troubleshooting. 
You must have at least 2 years' experience of a similar rôle in the record industry, although UK marketing managers looking to move into an international rôle will be considered. Whatever your background, it'll be your ambition and détermination to succeed that sets you apart. Experience of working closely with managers and artists is essentiel, as is the ability to communicate at ail levels. A second European language would be an advantage. 
If you think you're up to the challenge, please send your CV and a brief summary to: Tim Palmer, Resourcing Officer, Universal Music UK Ltd, 1 Sussex Place, London W6 9XS. T: 020 8910 5000, E: tim.palmer@umusic.com 
Closing date; 8 September 2003. 

UPqI 

Want to shape the future 
of music télévision? 

Channel Manager, Music 
Salary up to 45k, depending on experience 

11rhan Ear|y next year' Vide0 Networks launches a broadband télévision service that promises to change the face of UK télévision forever. Dan ce A service offering the very best in broadeast and on-demand entertainment. 
Indie The Channel Manager will be working with ail the UK's blggest record labels - developing and promoting our unique interactive video channels across a range of key music genres. 

The successful candidate will already be a major player in the industry, with a track record in music programming and a contacts book to kill for. They'll understand how to reach and 

Pop 

vq ::::: 

ocareermoves New Position: 
RKETING MANAGER 

CUSTOMER LIAISON MGR - JAPAN 
Obato 

If you have ihe 

Cray Avenue, St Cray, Orpinglon, Kent, IÎR5 3RJ toaccessthe 
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Classified 
Contact: Doug Hopc, Music Week Classified Sales, CMP Information, Slh Floor, Ludijate House, 245 Blackfriars Road, London SE19UR 1:02079218315 F: 020 79218372 

Rates (pçr single column cm) Jobs & Courses: £40 (min, 4cm x 2 cols) Business to Business: £21 (min 4cm * I cols) Notice Board: £18 (min, 4cm x 1 col) Spolcolour:addlO% Full colour add 20% AU raies subject lo standard VAT 

Booking deadllné: Ttarsday lOam for publication tbe following Monday (space pcrmitting). Cancëlation deadime lOam Wednesday prior to publication (for sériés bookings: 17 days prier to pubiicàlion). 

EÎéctronïc Musi^ManagerTAgenTreqidred 
Newly established Electronic DJ and artist music management company requires enthusiastic manager to assist with tlfe day to day careers of the artists on the rester. 
The right candidate should have at least years experience in artist management or tounng and or DJ agent field and a good knowledge of the psychology of promoters and the night life. Contacts would be bonus but not essential. Computer literacy late nights probable. st and long hours and 
Pleasc apply to Box No. 142, Music Week, 8th Floor, Ludgate House, 245 Blackfriars Road, London SE! 9UR 

1 independem company in Un iness of popular music with a wcalth 

isl's business afiairs? - • • id tour managers to 
eresting challenge? cent CV by email to 

ks HP84JQ 
y of you 

BUSINESS TO BUSINESS 

Need More 
Sales Power? 

IHiBB 
Production studio available for rent 

in private mews in Primrose Hill 
London, NW1. Shared use of amenities. Natural daylight and a vocal booth. Approx 250'sq. Rent inclusive of rates £16,000 pa. 

Contact +44(0)20 77221007 

ID Cards, Tour Passes, Wrist Bands and ail accessories. Banner and Poster Printing. 
Ring Anthony on; Tel 020 7242 i960 Fax 020 7242 1001 

CASH RAID 
JUKEBOX SERVICES 

OVER 300 JUKEBOXESINSTOCK 
020 8288 1700 
15 LION ROAD, TWICKENHAM M1DDLESEXTW14JH Showroom open 

w 

WWW.reddiSpl3yS.COm E t:01733 23900Pr f: 01733 239002 e; info@reddisplays.com 

—i--wss5r |P^^iS|| cd dvd vinyl + games 

^dispjays 
19001 f: 01733 239002 e; info@reddisplays.com look OO fufther 

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

CoUectars. Computer Stem. 

si? g 
ÉSi music & games 



-Specidist in Replacement Cases & Packaging items 
| CD album cases available in dear or coloured | CD single cases - ail types of double CD cases 1 Trays available in standard coloured and dear ' Cassette cases single & doubles 1 Video cases ail colours & sizes 1 Card masterbags CD, Video, Cassette - 7" 10" 12" ■ Paper 7" 12" & 12" POLYUNED 1 Polythene sleeves & Resealable sleeves • Mailing envelopes, Video 7" & 12" CD various types available. Also ail sizes of jiffy bags > Window displays ' CD/Record deaning dofhs • PVC sleeves for 7" 10" 12" and CD ^ ' DVD cases ||| ' Recordable CD & Minidisc SÊaï 
Sounds (Wholesale) Limited 

Best prices given, Next day delivery (in most cosesj 
Phone for samples and full stock list 

Phone: 01283 566823 Fax; 01283 568631 Unit 2, Park Street, Burton On Trent, Staffs. DE 14 3SE . E-mail: mafpriesf@ool.com Web: www.soundswholesalelfcl.co.uk J 

RaLL-ED EaUD 

OK 
computer... 

Oi/er 1,000,000 CD's & DVD's always 
in stock, the majority of which are 20% - 50% below UK dealer price. 

...check out our updated website. 
With new features tô 
make ordering easy. 

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

□ ME CAL.U FOR ALL YDUR NEEDS 
□ 1 V 53 S9 1 3 1 V 

R□ LLED G ai_D Cail Ooug 
02079218315 

Email 
doug@musicweek.co 

[SHOP GENIUS Your Contract Packmg Solution 
0845 345 9888 

mm 

m 
CD DUPLIUTIOII Jfe DÀ'fi D 

WILTON OF LONDON ) 

m 
D au 
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Call Doug; 020 79218315 
Email: doug@musicweek.com 



iatafile 

Britain's most 
comprehensive 
charts service 

Week 35 

albums THISWEHK Abs Abstract Theory (RCA); Jewel 0304 (Atlantic); P'Nut Sweet As (Cheeky/Arista)  SEPTEMBER 8 Kelly Clarkson Thankful (S); The Cooper Temple Clause Kick Dp The Pire, And Let The Rames Break Loose (Morning); Iron Maiden Dance Of Death (EMI); Spiritualized Amazing Grâce (Sanctuary) SEPTEMBER 15 David Bowie Reality (Coiumbia); DMX Grand Champ (Def Jam/Mercury); Seal Seal (WEA); Starsailor Silence Is Easy (EMI); UNKLE Never, Never Land (Mo Wax/Universal)  SEPTEMBER 22 Garelh Gates tbc (S); Limp Bizkit Results May Vary (Inleiacope/Polydor); Muse Absolution (Mushroom/Atlantic); Sting Sacred Love (Polydor)  SEPTEMBER 29 Dido Life For Rent (Cheeky/Arista); Siobhan Donaghy Révolution In Me (London); Outkast Speakerboxxx: The Love Below (Arista) 
SINGLES THIS WEEK Big Brovaz Baby Boy (Epie): Dido White Fiag (Cheeky/Arista): Starsailor Silence Is Easy (EMI); The White StripeslJust Don't Know What To Do With Myself (XL) SEPTEMBER 8 Christina Aguilera Can't Hold Us Down (Arista): Dutch feat Crystal Waters My Time (Illustrious/Epic); Gareth Gates Sunshine (S); Seal Get It Together (WEA) SEPTEMBER 15 Louise Pandora's Kiss (Positive); Justin Timberlake Senorita (Jive): Westiife Hey Wliatever(S) SEPTEMBER 22 The Darkness I Believe In A Thing Called Love (Must Destroy/Atlantic): Elvis Presley Rubberneckin' (RCA); Paul Van Dyk feat. Vega 4 Time Of Our Lives (Connected) (Positiva)  SEPTEMBER 29 Eva Cassidy You Take My Breath Away (Blix Street/Hot): S Club 8 Sundown (Polydor); Scooter Maria (1 Like It Loud) (Sheffield Tunes/Edel UK); Travis ReOtfender(Independiente)   

bomice liaclt 
to fomi 

which sales _____ singles market enjoyed a 13% bounce last week. Some 551,427 singles were sold, the best tally for the format in 13 weeks. On the sixtb annivetsaiy of the death ofhiVciosé friend the Princess Of Walea. Elton John debuted atop the lislatterselling 56,900 copies of Are You Ready For Love - the best tally for a number one since Beyonce's Crazy 
ils début eight weeks ago. Princess Dianas death, of course, precipitated the release of John's Candie In The Wind '97, which sold 655,685 copies in one day - more than the entire singles market for last week. Comparisons with that exceptional time are unfair - but compared to this week in previous years in die 2Ist century, singles sales last week were down 31.6% on 2002,39.1% on 2001 and 40.6% on 2000. Aside from Elton John, the singles market was helped last week by a number releases: Blu Cantrell & Scan Paul's Breathe, which shedjust 8% of its sales strenglh despite losing top spot; Uke Glue becoming Scan Paul's fourth Top five hit of the year - three solo plus the Cantrell collaboration; and a pair of hits for BMG (Miss Perfect and Miss 
MARKET IND1CAT0RS 

lin: Arc You Reatly For Love tmch hdps I 
Independent by Abs and Kelly Clarkson). Although worsening weather, the end of month swell generated by salaried staff and another HMV sale could have helped the albums market to a double digit rise, it managed only a 4% improvemenl. Particularly disappointing was the compilation sector, which managed only a 2% rise despite a rash of new releases, seven of which début in the Top 20, The biggest of these is The Annual - Summer 2003, the new Ministry Of Sound set which débuts at number five with nearly 17,500 buyers. At the top, Now That's What I Call Music! 55's five-week 

reign is over. Its replacement at the top is Kiss Présents R&B 
brand's ninth number one album in as many years. Meamvhile, artist albums sales climbed 5% week-on-week, with particularly good perfonnances from Girls Aloud's Sound Of The Underground - up 35-17 on a 98% increase in sales - and Blu Cantrell, up 50-20 with Bittersweet enjoying a 171% expansion. Meamvhile, Big Brovaz' Nu Flow album, which is about to drop its fourth straight Top 10 hit, registered a 40% improvement in sales week-on- week, though it moves only 42-39- 

RADIO AIRPLAY 

nd Records 8.8% Telslai 

SINGLES NUMBER ONE ELTON JOHN ARE YOU READY FOR LOVE Southern Fried First number nne for Nonnan Onnk's label- sixth number one for Elton - includmg tliréé remakes, two re-issues and just one firsttnnearoimd.'   SECOND HiCHEST NEWENTRY SEAN PAUL LIKE GLUE VP/Atlantic At number two with Blu Cantrell and number three on his own, Paul is the first artist to have two simultaneous top three hits since Madonna in 1985. 
ARTIST ALBUMS NUMBER ONE THE DARKNESS PERMISSION TO LAND Must Destroy Moving 2-4-8-8-8-10-3-1, this much vaunted British neweomers' début bas sold 218,000 copies so fer. 
COMPILATIONS NUMBER ONE VARIOUS KISS PRESENTS R&B COLLABORATIONS A 5.5% increase in sales is enough for the Kiss brand to land its first number one since Kisstory 16 months ago. Of six releases in the intérim, Kiss Présents Hip Hop Classics was the biggest, reaching number two in May. 
AIRPLAY NOMBERONE ELTON JOHN ARE YOU READY FOR LOVE Southem Fried Second week at one tlianks to its superior 

(SUPER AUDIO CD ALBUMS  J 
PINK FLOYD DARK SIDEOF THE MOON 
Vétérans dominate this new format, with f Pink Floyd top, and the next 19 albums ail ( bvlfae Rolling Stones. 
DANCE SINGLES 

Frxrfî; reasons t» wistt rjght ne» 

Ail the sales and aifplay charts - uploaded every sunday Key radio playlists - available as soon as they're published 
Key releases - ail the big records for the next seven weeks 

Team Behind The Hits - who's working those big releases Daily news - reported as it happens 
06.09.03 MUSICWEEK 19 



Front 
/y À 
A'A 

Louise to hook 

up with Asda 
A sélection of Ul< 
tastemakers select 
theirfavourite 
upcoming releases 
Adam Freeland, 
artist/producer/DJ 

Nothing, but hey, if ain't broke, dont fix first heard it I could tnking up the 

he really left his mark on me. The lyrics from his new single, The Average Man are pretty 
tabloïd newspaper, detailing the habits, hopes and persuasions of the typical British maie. Ifs a brilliantly written, humorous and incredibly catchy little number. Its just so refreshing at 
as différent and clever as this. l'm loving the harmonica at end of the song too. 
Simon Sadler, director 
of music, Emap 

TV 

1 which is why forthcoming single Foxs Capital Pandoras Kiss/Don't Give Up last week, Le 
nameof1 bea^'hit Ifsno^outfortuite 
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